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1. Introduction - What is marketing? 

There exist today a wide variety of concepts of marketing and its nature.   The very definitions of marketing have also undergone considerable development in the second half of the 2nd century, which is reflected in the literature mentioned below. Today we encounter several basic concepts of marketing and its nature. The five main marketing concepts are listed below [1]: -

"The production approach  - being a managerial orientation assuming that customers would prefer products which are both accessible and affordable.  The main managerial function would then be the improvement of production efficiency and of the distribution system. . 

The product approach - being a managerial orientation assuming that customers would prefer products of the highest quality for a given price.  The firm should accordingly devote its main resources to improvement of product quality... 

The sales approach - being a managerial orientation assuming that customers would (or would not) acquire the firm's products, in proportion to the efforts made by the firm to generate an interest in the product.  The firm should accordingly locate potential   customers and try to convince them, sometimes aggressively, that its products are something they cannot do without... 

The   marketing approach  - being a managerial   orientation maintaining that the key to the attainment of the firm’s objectives consists in the determination of the needs and aspirations   of the target market, and in tailoring   the organization so as to cater to consumers desires in a better and more efficient manner than competing firms. • 

The marketing-social approach - being a managerial orientation which calls for focusing upon the diagnosis of the needs of the target market and their fulfillment; in parallel, public welfare should be upheld in the long term." 

These approaches outline the general framework of theoretical and practical thinking about marketing.  Let us now review the various definitions of marketing as put forward in various studies over the last 3 years, in order to trace   the development of this subject.

The first definition, in a study dating back to 1952 [2], refers to marketing as a production-dependent activity.  The definition states “ marketing is the means by which you dispose of the output of a farm, of factories, mines, quarries, forests, fisheries, hunting, oil, as well as everything imported."   The following is added by way of explanation:  From the seller’s   viewpoint, marketing is the ability of the marketing system to   transfer everything produced from the producer to the consumer,   (with minimum hindrances for the highest possible return and wages.   On the other hand, from the consumer’s viewpoint, marketing is simply the ability to transfer goods in which he is interested, in the form and the manner he desires, and at the lowest price to him.   By making a synthesis of these two viewpoints, it should be clear to us that marketing is in fact a   series of foregone decisions, based on a suitable market survey, as to what are the goods one should produce or import, and in what quantities.                                                   In fact, these definitions teach us the basic concept of   marketing.  Inside any marketing system, we find the producer on the one hand, and the consumer on the other hand; and in between ¥them we find the mechanism which causes the products and   services to pass from the producer's side on to the consumer’s side.                                                              

First definition of our review referred to marketing as a   system assuming that the center of gravity is with the producer and his point of view.  Another definition which also dates back   to the fifties clarifies the following for us: "Production means the concentration of raw materials in one place, while marketing means that this parcel of finished products is sent into farther and farther, far-flung regions" [3]. Another definition of the same period which stresses the passage from the producer to the consumer and also the importance of product-ion says the following:  [4] "Marketing in general may be defined as the whole process by which real marketable surplus, belonging to the producers, reaches the consumers." In the sixties we find a shift in perspective and the center of gravity of the marketing definitions in the literature on the   subject.   Researchers now find that the stress falls somewhere   in the middle - between the producer and the consumer.   The stress is now made on that mechanism which enables goods and services to pass on from the producer to the consumer.  Ottenson and others [5] explained that: "The firm is the bridge of decision-making between the market it series and the sources from which it buys.  The buyer’s market   constitutes the main source of income, whereas the selling market is the main absorber of the firm's outlays." We further find that in that decade of the 6's it was attempted to extend and refine the concept of marketing, in which the firm occupies a central position, and the following definition  [6] tries to present a marketing model which describes price relations between different points in geographical   space, different points in the time dimension, as well as between different alternatives based on the same raw material: 

"Prices in different geographical locations within the same country will differ by no more than the cost of transportation from one point to another, within one given marketing area. Prices will differ precisely by the cost of transportation from the point of production to the marketing location.   Prices at one point in time will differ from prices at another point in time, precisely by the storage costs-

The price of one product will differ from the price of another product manufactured from the same raw material, by   the difference in processing costs." 

This concept also fits in with the discussion concerning the marketing   of agricultural products and the role of   the cooperative in this set-up.  Indeed, a definition of marketing with preference to the agricultural system again stresses the importance of this marketing system as a link between producer and consumer [7]: 

"The performance of business activities directed towards, and incidental to, the flow of goods and services from producer to consumer or user." During the 80's the center of gravity of marketing definitions shifted from its former midway position between the producer and the consumer, to the side of the consumer.  The consumer and society are the main issues nowadays, and the manner of satisfying their needs.  Successful marketing is that which accounts for the consumer and its environment, as this is outlined by the following definition [8]: 

"Consumer satisfaction with social responsibility has been regarded as the center around which all marketing activities should revolve". 

Again we find that as opposed to the past concept of marketing, which stressed the sale of products, the approach nowadays lays emphasis on the satisfaction of consumer needs.
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2. Agricultural Marketing 

Now that we know what marketing is, and how the various approaches have developed in understanding this process, let us examine and learn what agricultural marketing is.  Let us try to find out, if what holds for marketing in general also hold for agricultural marketing, and for marketing in traditional rural areas in developing countries.  It is fairly clear that when we consider   a marketing method suitable for   a   traditional agricultural society, it will have to be adapted to the pattern of the traditional society for which the said program is intended (9)

Traditional rural areas are distinguished by a subsistence economy. In such villages the production unit is the family, which produces the food for its own consumption, and for the payment of rent or tax, at the equivalent monetary value. Surplus is offered for sale only after a particularly plentiful cultivation season.  The family unit considered as a production unit, is quite small and such units operate separately.   This situation makes it difficult to concentrate the produce for efficient marketing.  In certain areas the vast majority of the population is not at all used to thinking in terms of commerce and barter trading.  Another characteristic of these areas lies in the fact that many of the traditional peasants would be prepared to switch over to the cultivation of market crops, provided a price system is set up which gives them an incentive (10). 

The traditional peasant in developing countries sells his produce at the time and for the price, which are the least advantageous for him.  He sells in order to pay his debts, but the cycle is repeated, and he becomes involved in new debts.  In developing countries, the peasants sell a "forced" surplus. The peasant is forced to sell a sizeable part of his produce, sometimes much more than he would have sold if he had had the choice.   In fact, the surplus marketed in the developing countries is determined as follows:  If we work out the total produce of the peasant, deduct from this the family’s own consumption, plus payments he makes by handing over produce, as well as the payment of various debts, usually to money-lenders, we finally obtain the amount left to the peasant for marketing (11).

Maynard and Beckman in their study [12] list the main functions of agricultural marketing.  These include purchasing, sales, transportation, storage, sorting and grading, financing, added risk, and marketing information.  Purchase and sale involve change of ownership.  A thing sold is also bought, and anything bought is also sold.  Transportation involves the     transfer from a place of surplus to a place of shortage this is the geographical  dimension, while storage involves the transfer from a period   of surplus  to a period of shortage - the time dimension. 

Mathur in his study of 1971 further extends the stages involved in agricultural marketing [13].  He argues that marketing starts at the peasant's field and includes the following: collecting produce surplus from individual peasants, transportation to a nearby depot, sorting and grading, stocking up, processing, storage, packing, transportation to consumer centers, contact between producer and consumer, and sale to the consumer. 

Most of the operations of the potential marketing require capital, and are carried out at a high risk.  The agricultural produce   is   usually transported in   bulk.  Storage   and transportation are very costly.  The produce is seasonal, whereas the demand for it continues all year round.   The traditional peasant is a small marketing unit.  Hence produce collection is complicated and expensive.  Agricultural marketing involves losses, damage, and quality impairment during storage and transportation.  It is difficult for the traditional Peasant to undertake the marketing operations, and therefore most of these operations are carried out by middlemen. 

The obstacles in traditional marketing are the following: The marketing circle is long and archaic.  The marketing circle: stages through which the products pass.  Starting with the producer, and on until they reach the consumer.   Within the framework of a traditional market, the stages which the products go through are extremely long and weighed down by a plethora of middlemen. 

The infrastructure of transportation is archaic, the roads are bad or do not exist at all, producers are a long way from the market, and consequently transportation costs are very high. The fact that there is no planning in the production and the irregularity in supplying the market, causes either a surplus or a seasonal scarcity of products on the market Imported products compete with the local production. Lack of sorting, processing and of warehouses and lack of organization of producers and consumers. 

Mathur goes on to classify the traditional markets.   In the first place, we have the primary market.  This market is at the village level.  The market does not function every day, but at fixed intervals of a few days.  The market usually serves an area of about 1 km radius. 

Next we have the secondary market.  This already operates day by day, and the action is wholesale.  The market is regional, located in the central area of the region, close to arterial roads, and it embraces a wider radius of activities. 

The final market is the one in which the produce passes directly to the consumer, or goes on to be processed, or to be prepared for transportation to markets abroad.  An example is a market located close to a harbor. 

One must distinguish between the traditional market and the market which functions regularly every day and also includes warehouses and wholesale services, of private or state owners hip (15). 

The local traditional market is usually maintained in areas where   transportation is almost impossible for the   rural population with its limited means. And the goods and services are intended for local consumption.  The local market is usually located in a market place.  This is a site in which the goods offered change from season to season.  Such local market form a network, in which one market is linked to another through the passage of goods, services and people.  The local market is a meeting place of occasional sellers, who set up at random in sales shacks, and come together at fixed time intervals at that fixed site. This is where goods and services are distributed between the villagers, who act both as buyers and sellers (16). 

Who are the market operators? - In the first place, we have the itinerant village trader.   He is the main operator in the primary market.  Sometimes he himself is the producer.  In other cases, he is the one who transports goods to and from the secondary markets.  He attends to the storage and sees first¬ hand reaction to of the agricultural produce.  In some cases, he hands out advances on account of the produce, and thus finances the peasants.  The second type of trader forms the link between the village level and the secondary market level.   He sells produce on a commission basis, which he collects both from the seller as well as from the buyer.  He often finances the village level, and thus forces the peasants to sell through him. 

The third type of traders are those who represent more serious purchasing outfits.  They operate on a commission basis.   They take care of cleaning up the produce, as well as processing it weighing, packing and dispatch to centers of transportation.' these people have a large amount of capital at their disposal and finance their business independently [17]. 

One further factor worthy of mention is the price of marketing, which includes all the subsidiary expenses of the marketing process.   These expenses usually give rise to the difference between the consumer price and what the producer gets paid.  The reasons for this are many.  Farms are widely dispersed and production units are too small.  There is no uniformity in the quality of the produce.   Transportation is difficult, and marketing information is faulty.  There is insufficient capital for the processing and storage, and financing costs are high. Other factors which raise the cost of agricultural marketing are e many and "'ed levies, the failure to sort the produce which detracts from the return to the grower, inefficient sales procedures, neglecting to weigh the produce, and delayed payment to the grower. There are too many middlemen, and no regulation of the distribution among markets [18].   

The mechanism of market prices:  This is composed of the following:  The price of a product is determined by the supply and demand in the market.  The supply represents the quantity of products offered the same day on a certain regional market.  The demand represents the willingness to buy the same products by the consumers, the same day on the market.  The price of the product on the market is not the price that the producer receives.   The following expenses will be deducted from the price paid by the consumer: 

(a) Transportation   costs   - distance, the   means    of transportation, kind of product transferred and its processing are factors which determine the cost of transportation. 

As the distance in transportation becomes shorter and the quantity for transfer increases, so the cost of transportation, which comprises part of the cost price of the   product, diminishes considerably. 

(b) Processing: presentation of the product must be enticing, in unit packing, thus allowing direct consumption to the consumer. 

(c) Sales: Cash sales are convenient to the producer.   Credit sales are also convenient as they increase the range of customers; however, the risk of unpaid debts and the interest involved in credit terms, may lead to these sales being written off as Bad Debts.

(d) Storage of the surpluses during times when demand is higher than supply. The cost of storage is influenced by the following factors: 

· Construction costs 

· Maintenance and depreciation (labor & financing expenses) 

-   Volume of products produced, due consideration being taken of the storage capacity. 

· Special   conditions for storage   of   various   products (perishable food, liquids, etc.). 

-  Average, burglary and losses. 

(e) We can add also factors that have an impact on demand.  The more plentiful the products offered to the market, the harder it will be for the consumer to take a decision, viz. in regard to: 

· Advertising 

· Presentation of the product 

· Trademark. 

(f) To sum up: the selling price of a product is determined by the law of supply and demand.  The price the producer receives is lower than the selling price.  The price of the product sold implies the evidence of all the abovementioned factors, as well as the profit of the middlemen, wholesalers and retailers.

3. The Problems of Marketing

We deal here with the principles of marketing, and assume that what is right for marketing in general also holds good for agricultural marketing.  In order to test this assumption, it is a good idea to examine an additional component of the marketing system, which is the firm.  The firm is the decision-making bridge between the marketing it serves and the sources it buys from.   The firm’s expenses arise when it raises and receives capital, labor, and other resources needed for production, while on the other hand it provides a supply, for which it assumes there is a demand, in the market it has chosen to serve [20].

The firm’s main problem is how to manage its resources in such manner   as   to maintain an optimum   relationship   between expenditure and income.  In other words, the firm must implement an efficient conversion of resources so as to provide a supply answering an existing demand.  The firm should decide what to offer, and how to pick the suitable market in which to offer its supply.  The combination of all the variables of which the firm decides to make use constitutes what we call  "the marketing mix."

The firm management must find out and establish its optimum marketing mix.  The component parts are many:  how much of our resources are we going to invest in production; how much should be devote to product development and future planning, and how much to present production; how much should be spent on publicity; the advertising budget must be divided between the different forms of media, between various products, between areas of distribution, between methods of distribution, and between potential customers.

The firm must decide what is going to be the final price of the product, the amount of discounts granted to middlemen, what are going to be the sales areas, and the type and number of intermediary agencies.

Other considerations facing the firm include the types of packaging, the trade name, possibilities of obtaining credit, repair service for products sold, product warranty, subjects which should figure in publicity, promotion frequency, messages communicated, gadgets for salesmen, points of sale, and gifts to customers.

To sum up, the firm's marketing task is to combine all the variables of the marketing mix into an effective marketing program.   A good program should take into account all the components for each and every product.  Every variable of the marketing mix is interchangeable with another.  For instance, if we can grant a reduction in the price of a product, perhaps we can do with less promotion outlay.  Similarly, the placement of more salesmen could perhaps be an alternative to an increase in the sales promotion budget.

The firm knows that all the marketing mix components are expensive, and the main question is how much of each variable it is worthwhile to apply, and how much money to spend on each of them.  The firm faces the traditional problem of choice, in view of financing limitations, out of an almost infinite number of possible combinations of the variables.

On certain of these variables the firm has no control, though it does exercise an influence on them, such as the market and the demand it represents, who the competitors are within this market, what the various sales channels in this market are, the firm’s employees, and the technology, which affects the use of the firm’s products.  There are also such variables, which are entirely beyond the sphere of influence of the firm, such as cyclical price fluctuations, and the change of seasons, the general level of employment, the legal framework, the social- environmental   framework, and   the   structure   of   social establishments.  The people responsible for marketing within the firm may find themselves in conflict with other factors within the   system, such as restrictions of advertising   budget, forbidden marketing channels, and imposed minimum and maximum prices.

The firm’s main task is to put together the marketing mix of instruments so as to achieve the maximum profit.  The firm will discover that it has achieved the maximum profit by applying the marginal profit approach.  It will put the optimum mix to the test, which should show that there is no longer any improvement in net profit, neither upon a change in one of the components of the mix, nor with a new combination at a higher rate of expenditures.

In order to achieve such a high "level optimum, it is necessary to have a clear estimate of the relationship between the cost and income for each of the mixed variables, severally as well as jointly, with the other variables, in order to gauge in what measure they serve the firm's purposes.  One needs to equalize the marginal net profit for every single one of the mixed components, so that if the last dollar invested in publicity yields a further marginal profit of $50, whereas the last dollar invested in personal sales yields only $25, then if $1 is taken out of personal sales and invested in publicity, it will certainly increase the net income of the firm.

We wish to reach a point at which the net return to the firm upon variations in price, quality, product form and design, sales promotion, distribution, and all the other components of the mix, will be the same.  The firm's marketing program should be not just balanced, it must be balanced at the highest profitability level, and then we have the optimum mix [21].

4. Constraints of Agricultural Marketing

Most small farmers do not possess suitable marketing means, and this is the main handicap to increased production.  Many of the farmers feel -that they run -too high a risk of no-t being able to sell their produce at a fair price.  The traditional farmer’s need above all is to have faith in the marketing system.  It is possible to conclude, and we shall return to this point further on, that one of the main ways of improving the farmer’s productivity, does not consist merely in improving the inputs and the production methods.   It is important to secure a reliable market, a suitable price, and a system by way of which the farmer can market his produce, and at the same time receive the highest possible share of the price paid by the consumer for that produce. [22]

When the farmer sets about marketing his produce, he faces many constraints.   Overcoming them will help us in restoring his self-confidence, and will help him to develop.  The first group of constraints is those due to physical conditions.   The primary condition is the general infrastructure, which includes insufficient means of transportation, bad roads, and undeveloped markets.   A further factor is the absence of agreed standards. There are no agreed standard rates and measures, and in most places the scales used are biased to the detriment of the farmer.  The next factor is the means of storage.   Insufficient storage space, and faulty facilities give rise to losses.   The lack of storage facilities prevents the farmer from keeping over his produce until the season when its price rises, resulting in loss of income.                  Handling does not exist, or is in very bad repair. Transport methods are outdated, and packing and containers unsuitable. The points of unloading, loading and supply are unsuitable.  The supply inputs are unsatisfactory to the farmer.  These are not provided in the quantities requested, neither when they are needed, nor again are they of the kinds and qualities required.  The constraints of agricultural marketing, which hamper the traditional farmer, also include components, which are more specifically related to marketing.

Commercial   efficiency is hardly accorded   any   attention, particularly by government and semi-government institutions, and sometimes   also in cooperative societies set up   by   the government.   The farmer has a very slim bargaining edge, and this fact is exploited by the private traders.  The traditional farmer has no financial means.  Further constraints he faces are related to the marketing price and the pricing policy.  In many cases, the price paid to the farmer leaves him no profit at all.

The input prices are too high in relation to the marketing prices.   The price fluctuations are excessive, and this in addition to high and unjustified marketing levies as well as import taxes and exports taxes.  The system of payment and the manner of payment to the farmer is also significant  - usually the farmer receives payment too late, at too low a rate, not in cash, and occasionally only part of the sum due.

This factor is bound up with the next factor, which is credit. Credit to farmers is virtually non-existent.   When it does exist, it is insufficient.  When it is granted, the price for it is too high.  Marketing information is an important factor, which   in most cases is not at the   farmer's   disposal. Information concerning prices, markets and other data, is faulty and deficient.   Information concerning supply and demand in markets at various places is almost non-existent, which prevents the farmer from rationally regulating the supply of his produce.

The government agrarian policy affects the farmer in a major way.  Many governments have a general policy of food imports, or received food products through foreign aid, which reach that country at prices far below the prices required by the farmer in return for his produce.   Unrealistic exchange rate policy results in unprofitable exports, and gives rise to cheap imports, which compete with the local producer.  Many governments do not carry out a real agrarian reform policy, which could help out the farmers.   The small farmer finds himself in a vicious circle.  Companies and marketing organizations have no economic interest in providing marketing services to a far ranging and non-uniform farmer population, scattered in remote and hard to reach places.  Without such services, the small farmers will not take on the risk of stepping up production beyond their proper consumption.
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