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Introduction 

In the classic textbook on marketing of agricultural products by Kohls and Uhl (1990, p. 
5/6) food marketing is defined as: 'the performance of all business activities involved in 
the flow of food products and services from the point of initial agricultural production 
until they are in the hands of consumers.' Traditionally activities of different companies 
and institutions in the marketing channel are co-ordinated through market prices. At pres­
ent in many channels, these activities have to be co-ordinated in a more precise way than 
the 'invisible hand' of market prices can bring about, e.g. contract farming is familiar in 
raising pigs and poultry, account management creates relationships, contracts between 
food industry and food retail chains are a co-ordination device in private label operations. 
Vertical integration is familiar to agricultural marketing and has often international 
dimensions, e.g. 'Multinational corporations are beginning to assemble cattle the way 
they assemble cars, bringing together inputs - seeds, grain, pharmaceuticals, cattle em­
bryos, cattle, automated slaughtering processes, wholesale marketing, and retail distribu­
tion- from various countries into a single coordinated operation.' (Rifkin 1992, p. 148), or 
'In the United States, Cargill, Continental, and Bunge have all moved aggressively into 
domestic grain 'refining' with their investments in flour-milling, soybean-crushing 
plants, and ultra-modern facilities for manufacturing feed ingredients or corn swee­
teners.' (Morgan 1980, p. 305). 

While a host of co-ordination mechanisms are applied in agricultural marketing chan­
nels, there is no theoretical framework on marketing co-ordination in agricultural market­
ing channels. In marketing and economic theory and in organization sociology, many 
concepts and theories on co-ordination of business activities in general and marketing ac­
tivities in particular have been developed. Our paper intends to develop a theoretical 
framework for marketing co-ordination in agricultural marketing channels, making use of 
a number of concepts and theories on co-ordination as developed in other disciplines. 

Our analysis of marketing co-ordination in agricultural marketing channels is focused 
on the concept 'chain marketing'. Chain marketing is defined as a joint marketing oper­
ation by two or more successive companies in a marketing channel vis-à-vis a third party, 
the customer/ consumer. We use the concept 'chain marketing' in analogy of the 'value 
chain' concept of Porter (1985). The agricultural marketing channel as a whole can be 
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viewed as a value chain. With respect to chain marketing, a set of successive companies 
are working closely together to manage the flow of agricultural goods along the entire 
value-added chain, i.e. the agricultural marketing channel. 

Our concept of chain marketing is also closely related to the well known concept of 
'vertical marketing system' (Bucklin 1970; Stern and El-Ansary 1992). While the intro­
duced concept of 'chain marketing' is concerned with the marketing process in the channel, 
the concept of 'vertical marketing system' refers to the marketing structure/phenomenon. Ac­
tually, in one of the first authoritative publications on that topic a 'vertical marketing sys­
tem' is defined as '...the set of forces, conditions, and institutions (italics are ours) 
associated with the sequential passage of a product or a service through two or more mar­
kets.' (Bucklin 1970, p. 2). 

Since chain marketing is concerned with vertical planning of marketing policies 
through the marketing channel, we first will pay attention to the concept of the marketing 
channel. In section 3, chain marketing is analyzed by discussing successively the objec­
tives, the objects, the functions, the institutions and co-ordination mechanisms/relation­
ships of a chain marketing operation. After having analyzed these structural elements of 
chain marketing, environmental developments, which may stimulate chain marketing in 
agriculture, will be discussed. Finally, some hypotheses about the development of chain 
marketing are proposed and related to the environmental developments. 

Marketing channels 
Often a sequence of companies from producer to final consumer perform marketing func­
tions in order to fit market supply to the needs and wants of prospects. This sequence of 
companies is called the marketing channel. Marketing functions can be classified as ex­
change functions, physical functions and facilitating functions. While producers perform 
marketing functions in addition to the production function, other companies in the mar­
keting channel (like wholesalers and retailers) have specialized on marketing functions 
only (in particular distribution functions). Although many companies in the marketing 
channel take title to the good, some other companies, like brokers or agents, facilitate ex­
change processes without taking title to the product. Other companies, like transport com­
panies, perform facilitating marketing functions without taking part in marketing 
decision making at all. Typical of some agricultural marketing channels are specific mar­
ket institutions, like auctions and futures markets, which enhance marketing efficiency 
and marketing effectiveness. 
A marketing channel can be characterized by : 

1. The marketing functions being fulfilled 
According to the Structure-Conduct-Performance paradigm, market structure in the 
various stages of the marketing channel has a strong impact on the fulfillment of 
marketing functions in the channel. In case of pure competition price formation, 
transport and storage are basic functions, while in imperfect markets many other 
functions like product differentiation, information/promotion and service are indis­
pensable too. In the latter case, marketing strategies of channel participants deter­
mine the performance of marketing functions. 
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2. The number of participating companies 
The number of participating companies is related to the type of product, marketed 
through the channel. Convenience goods as described by Copeland (1923) and the 
so-called Red Goods, defined by high replacement rate, low gross margin, low ad­
justment, low time of consumption and low searching time (Aspinwall 1958), are 
more suited for indirect marketing channels than the opposite type of products. More 
service with the product, like in the case of specialty goods, complex goods and Yel­
low Goods as defined by Aspinwall (1958), and an acceptance of a longer delivery 
time (Bucklin 1965) by the client stimulate direct marketing channels. Also it is sug­
gested that a need for more information with the product will enhance direct market­
ing channels. More information is probably correlated with product complexity, and 
product specialty. 
The number of successive companies in the marketing channel also depends on the 
market structure at the various stages of the channel. For instance, Alderson (1954) 
argued that a middleman will emerge between producers and consumers/customers, 
if it results into a smaller number of transactions. 

3. The relationships between companies 
The relationship between successive companies in the channel is influenced by the 
market structure too. In case of a pure competition market, prices are an effective co­
ordination mechanism. Commodity markets, like the wheat market, have much in 
common with that market structure. However, in the case of imperfect competition, 
additional co-ordination mechanisms should be used to lower transaction costs 
and/or to bring actual market propositions in line with marketing strategy. 

4. The downstream flow of goods, services, information, and property rights 
The flows of goods, services, information, and property rights are the outcome of 
marketing decision making and of the fulfillment of marketing functions in the chan­
nel. Important is in this respect to what extent these flows are interrelated. 
Chain marketing, as defined in the introduction, is in principle concerned with plan­
ning and implementing joint marketing policies of successive companies in the mar­
keting channel. It may differ on various aspects, like the number of successive 
companies involved in the chain marketing operation (at least two companies), the 
number of marketing functions included in the marketing operation, and the extent 
of horizontal integration going along with vertical co-ordination of marketing oper­
ations. 

Basic dimensions of chain marketing of agricultural products 

Introduction 
Chain marketing has been practiced in agriculture during a long time already, but at pres­
ent it has become more relevant for various reasons to be discussed in section four.In view 
of its increasing importance, there is a need for a systematic approach to this type of agri­
cultural marketing. We will analyze chain marketing on the basis of its objective, object, 
marketing functions, institutions performing marketing functions, and co-ordination 
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Figure 1. Structural elements of chain marketing 

mechanisms/relationships (see figure 1). We suggest a hierarchy in these basic dimen­
sions of a 'chain marketing' program. 

The objective of chain marketing 
Co-ordination of marketing in the channel is, generally speaking, concerned with the ef­
fectiveness, efficiency and/or equity of the marketing operation of the participating chan­
nel members. Ultimately, the objective of a chain marketing operation is a larger 
turnover/profit for the participating companies. It may be more specific, like a specific 
market share or a more positive product image. Finally, such partial objectives have to be 
instrumental to the general objective of turnover/profit. 

The object of chain marketing 
Marketing is concerned with exchange processes between organizations. Exchange pro­
cesses in chain marketing are concerned with flows of products/services, information and 
property-rights through a marketing channel (Bucklin 1970; Mallen 1977). A money flow 
opposite to the flow of values allows for a smooth exchange process. The first distinction 
between different types of chain marketing is whether it is concerned only with a pro­
duct/service flow, an information flow, a property flow, or with a combination of these 
flows. 

It is hard to imagine that a chain marketing operation, i.e. a joint agricultural marketing 
operation of two or more successive companies in a marketing channel, is only related to 
a flow of property rights. Even marketing decision making by a food broker, who typi­
cally is taking no title to a good, is in the strategic sense related to a product flow. A flow 
of property rights in a chain marketing operation is by definition linked to a product flow. 
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From a marketing point of view, chain marketing focusing on information flows only 
has a limited scope. For instance, successive companies in the channel might together set 
up a marketing information system in order to improve marketing performance vis-à-vis a 
third party. Companies may link their marketing information systems to improve market­
ing decision in the channel at the operational level. In fact the development of EDI sys­
tems and the availability of scanning data increase opportunities in this respect. 

The scope of chain marketing, related to the product flow in the channel, is ranging 
from a limited number of product benefits/attributes to the total product. In this respect a 
distinction should be made (Kotier 1991, p. 431) between: (i) the generic product or core 
benefit, comprising the basic, instrumental, benefits of the product, and (ii) the 
augmented product, comprising all additional product features like package, as well as 
expressive features. Co-ordination in chain marketing is more basic when chain market­
ing is concerned with instrumental product features than when it is focused on augmented 
product features, like package or expressive product values only. For instance, chain mar­
keting focusing on health attributes of agricultural products requires the co-ordination of 
functions performed in various stages of the marketing channel, while size, form and 
package of the final product can be controlled by the last company in the channel sup­
plying the final product to the retailer/consumer. Since 'Product augmentation leads the 
marketer to look at the buyer's total consumption system' (Kotier 1991, p. 430), a refined 
marketing program and consequently a refined system of co-ordination is needed in chain 
marketing. 

Information and property flows are linked to the product flow. Information flows can be 
operational or strategic. The former type of information is often attached to the product 
flow. The importance of the latter type is related to power sharing by companies involved 
in chain marketing. In case of a channel leader, there is less reason for sharing strategic 
information between the participating companies, than in the case of equal partners. A 
channel leader has more opportunities to impose his strategy without communicating in­
formation about the pro's and con's of his strategy, than a company doing business with 
another company being equal in market power. A physical product flow in the marketing 
channel without any property flow puts the burden of risk on the owners of the product. It 
has consequences for profit distribution between companies participating in chain mar­
keting, because the owners want to have compensation for their risks. 

Marketing functions 
Agricultural marketing is shifting to the marketing management approach, characterized 
by consumer orientation, co-ordinated planning and implementation of marketing instru­
ments. Essential in this approach is the role of product policy and its impact on the pro­
gramming of other marketing instruments, like promotion and price. From the marketing 
management point of view, chain marketing functions are basically performed to realize a 
specific marketing mix. Collection and dissemination of marketing information is import­
ant in this respect. It has already been pointed out that the intensity of chain marketing, 
and consequently of function performance, will differ depending on whether chain mar­
keting is focusing on the generic product or on the augmented product. 

Chain marketing, which does not include product policies, may be concerned with other 
marketing functions in different ways. Exchange functions - like price formation and sell­
ing - are included in chain marketing programs amongst others by producers and retailers 
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in an agreement on minimum retail prices to prevent ruinous price competition, or by pro­
ducers and traders, who have established selling organizations for specific markets. Chain 
marketing is focusing on physical functions - like transport and storage - amongst others 
in programs set up by producers and traders in order to provide smooth and efficient 
transport to specific markets, like distant export markets. Chain marketing is concerned 
with facilitating functions - like grading/sorting, market information and credit facilities -
in the development of marketing information systems, which collect and disseminate 
market information, or in the establishment of grading systems and quality control sys­
tems to maintain and improve product quality through the channel. 

Marketing institutions. 
Traditionally agricultural marketing channels exist of the following institutions: supplier 
- farmer - wholesaler - processing industry - wholesaler - retailer. In addition there are a 
number of specific marketing institutions, like auctions, co-operatives, marketing boards 
and futures markets. Some institutional characteristics are relevant to chain marketing 
operations: 

The relative size of the successive institutions participating in chain marketing in­
fluences the channel leader structure in chain marketing operations (see figure 2). For 
instance, in purchasing raw agricultural material, a large food industry has more bar­
gaining power vis-à-vis a small farmer than vis-à-vis a large wholesale cooperative. 
The degree of specialization by institutions of the marketing channel stimulates chain 
marketing operations. Specialization by farmers, processing industry, or wholesaler 
enlarges the interdependence between institutions in the marketing channel. Chain 
marketing is a way to adapt the activities of successive companies to the specified 
marketing outcome and to spread marketing risks over the companies of the market­
ing channel. 
In line with the former point, chain marketing will become more urgent when the 
number of successive companies in a market orientated marketing channel increases. 
Except for 'make or buy' decisions, chain marketing cannot exist when one company 
has integrated all successive companies involved in a chain marketing operation. 
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Figure 2. Channel leader structure in chain marketing operations 
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Marketing institutions taking no title to the product in marketing operations, like auc­
tions or food brokers, complicate co-ordination of decision making in chain market­
ing operations. 

Co-ordination mechanisms and relationships. 
Chain marketing of agricultural products is triggered by the limited capacity of market 
prices to adjust agricultural supply, in particular product quality, to the needs and oppor­
tunities of the market. According to the Transaction Costs Theory, transactions will be 
determined by transactions costs, which depend on the co-ordination mechanism used 
(price or other co-ordination mechanisms). Relevant factors in this respect are bounded 
rationality and opportunism of decision makers, and respectively asset specificity, uncer­
tainty, and frequency of transactions (Williamson 1985; Williamson 1989). These factors 
seem to have relevance to chain marketing in agriculture too: agricultural and food mar­
keting based on consumer orientation cannot be co-ordinated appropriately, or at a high 
cost only, by means of market prices only. Additional co-ordination mechanisms have to 
be applied. 

Mintzberg's typology (Mintzberg 1989) of co-ordination mechanisms - 'Mutual adjust­
ment, direct supervision, standardization of work processes, respectively standardization 
of outputs, of skills and/or of norms' - is also relevant to chain marketing in agriculture. 
Mutual adjustment, co-ordination by informal communication, is applied in chain mar­
keting, when there is a large common interest and a very good understanding between 
successive companies in the marketing channel. The relationship between farmers and 
their co-operative is a case in point. This co-ordination mechanism lacks formal power to 
enforce specific behavior upon the parties involved. Direct supervision can be used by a 
channel leader or a co-ordinating authority in chain marketing in order to achieve the for­
mulated marketing objectives. Standardization of work processes, respectively stand­
ardization of outputs of participating companies, are helpful to achieve a chain marketing 
outcome, like a specific product quality. Systems of certification and Integral Quality 
Control in fresh meat marketing operations are a case in point. Standardization of skills 
and/or standardization of norms do not seem effective co-ordinating mechanisms for ag­
ricultural chain marketing. They do not provide sufficient uniformity in marketing output, 
like uniformity of product attributes, when a large number of companies have to be co-or­
dinated. 

Traditionally vertical marketing systems are classified in administered, contractual and 
corporate systems, which differ in the formal co-ordination of marketing operations, 
namely by deliberation/persuasion, by contract or by integration. All three procedures 
may occur in chain marketing operations. The procedure used depends in particular on the 
required precision in the co-ordination of marketing operations. For instance, a franchise 
operation requires a very precise co-ordination of operations which has to be secured by 
contractual relationships. Specific characteristics of a company may prevent the applica­
tion of specific co-ordination mechanisms in chain marketing. For instance, some far­
mers' co-operatives do not allow the co-operative company to contract specific product 
supplies from members. 

Also contributions from economic agency theory can contribute to our understanding of 
co-ordination in chain marketing like aspects of risk sharing and reward structure (Holm-
strom and Tirole 1989). 
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Table 1 Summary of basic elements of chain marketing 

Objectives Turnover/profit 
Object Product (basic/augmented) 

Information 
Property-right 

Functions Functions to realize a specific marketing mix 
Exchange functions 
Physical functions 
Facilitating functions 

Institutions Relative size of successive institutions 
Degree of specialization 
Number of successive companies 
Taking title to the product? 

Co-ordination mechanism/relationships Transaction Cost Theory 
Mintzberg's typology of co-ordinated mechanisms 
Vertical Marketing Systems 
Agency Theory 

The basic elements, discussed in this section, are summarized in table 1. 

The impact of the environment of agricultural marketing channels on chain 
marketing 

The environment of agricultural marketing channels 
Environmental changes influence agricultural marketing processes. The emergence of 
chain marketing in the food marketing channel is a response to these changes in the envi­
ronment. The marketing environment consists of the actors and forces that affect the 
ability to develop and maintain successful transactions and relationships with target cus­
tomers (Kotier 1991, p. 129). The environment of a chain marketing program is a relative 
concept in so far it depends upon the number of successive companies in the channel 
which participate in a specific chain marketing program. 

Four sectors can be distinguished in the environment of a chain marketing program 
(Achrol, Reve and Stern 1983, p. 58): 

The input sector, which consists of all direct and indirect suppliers to the chain mar­
keting operators. 
The output sector, which consists of all direct and indirect customers of the chain 
marketing operators. 
The competitive sector, which consists of the actual and potential competitors of the 
chain marketing operators. 
The regulatory sector,which consists of regulatory groups, including governmental 
agencies, trade associations, interest organizations, and ad hoc groups. 

Major changes in the environment of agricultural marketing channels relevant to chain 
marketing 
Changes in the input sector. Technological progress has been important in the input sec­
tor. Output per farm has increased dramatically due to a continuous 'technical push', the 
development of new breeds, machinery and production methods. Machinery is substitut-

33 2 MANAGEMENT OF AGRI-CHAINS 



CHAIN MARKETING OF AGRICULTURAL PRODUCTS 

ing labour and the use of various inputs (e.g. chemicals, mixed feed, fertilizer) is intensi­
fied. Recently technological progress, relatively speaking, has become more focused on 
the improvement of product quality. 

Technological progress and the development of new breeds and varieties have in­
creased agricultural production potential. In this way they have created the threat of over­
production, but they offer also opportunities for developing markets for new products. 
Chain marketing can be useful to manage adequate marketing programs for that purpose. 

Changes in the output sector. During the last decades, the demand for food products has 
changed dramatically. These changes run parallel to the need hierarchy by Maslow 
(1954), which suggests that needs will be satisfied in a hierarchical order starting with 
physiological needs and ending up with satisfying the needs for self actualization. In the 
affluent Western societies, food supply is abundant and consumers are in a position to sat­
isfy high order needs, related to human interaction and self actualization. The rise of per 
capita disposable income creates a consumer having a substantial discretionary income 
and being able to choose from a great number of alternatives. Quality, variety, conveni­
ence, service, consciousness with respect to environment and animal welfare have 
become relevant choice criteria to consumers. This is all the more important since food 
demand, in terms of volume, is increasing slowly. 

The other important development in food markets is the concentration in retailing. In 
various western countries, four or less retail chains command more than 50 % of the food 
retail market. These retail chains have their own marketing policies, require a high ser­
vice, in particular logistical service, from suppliers and have a strong bargaining position 
vis-à-vis food suppliers. This bargaining position is strengthened yet by the development 
of international alliances of retail chains which centralize purchasing of various products. 
Clearly, these developments have a strong impact on agricultural and food marketing and 
for that reason on the need for chain marketing. 

Changes in the competitive sector. Companies in agricultural and food marketing are con­
fronted with an open EC market. The latest developments in CAP and in GATT negotia­
tions, suggest that agriculture will have to live in a more competitive world with less price 
protection. Also internationalization of agribusiness will increase. The stagnating food 
demand is enforcing competition. Also product substitutes, like milk products on the 
basis of soybean and artificial sweeteners as a substitute for sugar, stimulate competition 
in Western food markets. These developments together stimulate concerted action of far­
mers and agribusiness to face competition. Chain marketing is an important issue in this 
respect. 

Changes in the regulatory sector. The CAP is an important factor in the markets of vari­
ous agricultural products. The reforms of the CAP have on the one hand freed markets 
from some price protection, but have on the other hand introduced additional regulatory 
measures, like milk quota and set aside programs. In addition to CAP regulations, agricul­
ture and agribusiness are confronted with an increasing number of environmental regula­
tions, which put preconditions to production and marketing of agricultural and food 
products. But on the other hand these regulations stimulate the development of new mar­
ket segments, focusing on environmentally friendly products. In particular, the latter mar-
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keting propositions require a good co-ordination of production and marketing through the 
marketing channel of the respective products. 

Implications for chain marketing of agricultural products 
As a consequence of the changes in the environment mentioned above, agricultural mar­
keting channels are offering their products in very competitive markets. The success of 
these channels will be determined by the competitive advantage over its rivals. In such a 
situation, a co-ordinated marketing operation is needed in order to gain competitive ad­
vantage. Therefore, chain marketing probably is becoming more relevant to the market­
ing of food and agricultural products. In order to derive more support for this thesis, we 
will develop a number of general hypotheses about agricultural chain marketing - partly 
based on elements of section three -, and use these hypotheses to evaluate the future of 
chain marketing. 

Hi A market driven type of agriculture will be more inclined to chain marketing than a 
production driven type of agriculture. 
Market orientation of agriculture implies that the agricultural marketing mix, in par­
ticular the product benefits, fit to the needs and wants of the market. It requires a co­
ordination of marketing functions, performed by companies in different stages of the 
marketing channel. 
A production driven channel is trying to find the best outlet for a given production 
and as such does not start with specifying product attributes to the needs and wants 
of the market. 

In fact, it has been argued in the foregoing part of this section that consumer demand is 
stagnating and that food consumers are becoming more quality-conscious and environ­
mentally conscious. Also food retail chains have specific requirements with respect to 
product and service. These developments towards the need for market orientation in com­
bination with H! suggest that chain marketing is becoming more relevant to agricultural 
marketing in Western countries. 

H2 Chain marketing will become more important in agricultural marketing when mar­
keting strategies of 'focus'and 'differentiation'become more important. 
Whenfocusing on specific needs and differentiation vis-à-vis competitive supply are 
becoming more important in agricultural marketing, product characteristics, both of 
the core product and of the augmented product, will have to be better specified and 
standardized. It requires close co-ordination of marketing activities through the mar­
keting channel. 

In fact environmental changes, in particular with respect to consumer behavior and food 
retail policies, require strategic policies of focus and differentiation by agriculture and 
agribusiness. Amongst others this happens to be the case with fresh produce, fresh meat 
and dairy products. Combining these market developments with H2 it seems probable that 
chain marketing will become of increasing importance in western agricultural marketing 
channels. 
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H3 Specialization by companies in the marketing channel advances chain marketing in 
order to fit the activities of successive companies to the specified marketing out­
come ( marketing mix ) and in order to spread marketing risks over the companies 
of the marketing channel. 
When specialization is profitable both to lower costs and to improve product 
quality, co-ordination of marketing in the channel will be necessary to avoid the 
costs and risks which result from a lack of marketing co-ordination. 

In fact, farmers have specialized to a large extent in western agriculture and have become 
more dependent on the market of a specific product. This may have made them more in­
clined to participate in chain marketing according to H3. However food industries and 
food retail chains have diversified their product assortment and marketing operations. So 
not all companies in the marketing channel are stimulated to engage in a chain marketing 
operation because of the 'specialization' argument. 

H4 Companies in the marketing channel are more inclined to chain marketing when 
marketing decisions of channel members are more interrelated 
When channel members themselves are able to correct weak features of their input 
from preceding companies, they might prefer to stay free and profit from oppor­
tunities in the market, e.g. the marketing channel of commodities, like wheat. How­
ever when input from preceding channel members should fit precisely, the reverse is 
true, e.g. brand operations for fresh meat or for fresh horticultural products. 

Actual marketing policies of more added value and product differentiation in agricultural 
markets increase the interrelationship between activities and decisions by companies in 
different stages of the marketing channel. 

Hi There is a 'Life Cycle' pattern in the co-ordination mechanisms of chain marketing. 
Coercive co-ordination mechanisms will gradually be substituted by non-coercive 
mechanisms. 
Gradually participants in chain marketing get used to standardize marketing and 
production operations in agreement with the co-ordinating specifications. Conse­
quently, the need for co-ordination by strict procedures, like contracts and vertical 
integration, will gradually diminish. 

At present, heterogeneity of products and marketing services seems so large yet in many 
sectors of agriculture, that weak co-ordination mechanisms are insufficient for a smooth 
and effective chain marketing operation. In some sectors, like egg production in the 
Netherlands, the latest stages of the life cycle in chain marketing may have arrived al­
ready. 

H6 Concentration in food retailing and food processing diminishes the need for using 
contracts as a co-ordination procedure and favours co-ordination by adjustment in 
chain marketing. 
Large companies do business by joint planning and deliberation, which will lead to a 
well prepared action program. In view of the interest at stake, both parties will com-
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ply to the joint action program (high asset specifity). As a result there is no strong need to 
secure business relationships by contracts or by integration. 
In fact, it seems that the relationship between large food industries and large food retail 
companies is more often based on mutual trust than on formal contracts. 

Final comments 
In the foregoing sections, a theoretical framework for the analysis of marketing co-ordi­
nation in agricultural marketing channels has been developed. For that purpose the "chain 
marketing" concept has been introduced and elaborated. The developed theoretical 
framework allows for the classification and analysis of a great many different types of 
chain marketing. In addition, some hypotheses are proposed for a better understanding of 
chain marketing. The latter is warranted in view of the increasing importance of market­
ing problems and the need for market orientation in agriculture and agribusiness. 
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