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PREAMBLE : A GUIDE FOR WHOM AND FOR WHAT USE ?

This guide comes with the videon the experience of the marketing of onion byNtwgtédo Cooperative

in Burkina Faso. This video presents different atpeelated to the marketing of Burkinabe onionghan
local market, but also on the Togolese market agai the case in 2007. Producers consider thisnonio
export market to be a “controlled market”.

These supports/tools can bged by any person working directly with or involvel in providing support

to producers’ and farmers’ organisations (FO)on issues related to the marketing of agricultpratucts

@ : animators, salaried technical staff, staff gbort organizations, development agents workindp wie
FOs and their members. And of course also FO Isageoducers, farmers, men or women, individuals or
FO members since they are directly concerned wghguestion and also their partners (local auiksrit
traders, funders, donors, etc).

The supports are conceived to servéoass for the animation of collective thinking® on the topic of the
marketing of agricultural products by FOs. They am extension-training materials on the subjeat. A
animation session using the video is centred oremg¢ing internal communication within the group and
must help the group to brainstorm on the subjedt tantake a step back from their own situation. The
Mogtédo experience is not a model that should Ipgedobut represents a concrete example of whattis
can do. It can therefore help other farmers arigestions on this subject and lead to discussionsviimg
particularly agricultural technicians, producersl anembers of FOs. Even if it is not possible tatise
Mogtedo experience, a group can still discoverpttueess or the result of this experience throughvitieo.
However, the video is not meant to provide ansvterall questions which may arise from watching the
video. Indeed, the person presenting the videoldhexpect the audience to bring out questions edl&d
aspects that are considered as missing in the vitether they are technicians, extension agents,
researchers, farmers, etc, each person has higergeption of the reality and expectations whiah the
result of their past experiences and present pupations. It is normal that each person reactemdifftly
and finds that some information are missing acogrdo his pont of view. Raising comments and qoesti

is exactly the video’s purpose.. The remarks arabtijons of the public are an opportunity for thenshare
their points of view and vision on issues, theieqacupations/worries, while talking about their own
experiences based on the Mogtédo experience. Tdeo vinust therefore help the people attending the
session to seek a better understanding of theat&in and to get to know their differences anagedze the
value of each and everydie

This guide gives some key elements and guideliodadilitate the organization and the animatiorsath
sessions of collective exchanges. It has two sybctbes: firstly to facilitate the understanding tbe
specific experience of Mogtédo, and secondly t@ tie¢ participants to look back or take a deepsgtct
@ on actions carried out by FOs in the marketinggsfcailtural products. This includes:

- questions to ensure that the experience of thgtddlm Cooperative is properly understood (Part 1);
- conceptual elements to help them to take a siekp bn the Mogtédo experience (Part 2);

- concrete examples of actions carried out by ofi@s to go further on the subject (Part 3);

- practical comments for animation using the Mogteidieo (Part 4).

! This support is available and can be used withghide (French and English versions):
- “Bel Oignon does not worry about the crisis”, cofitrg onion marketing on a regional market by the
Mogtédo Cooperative. CTA, Afdi, Inter-rséeaux, JRdeduction, 2008. Video 19 minutes
- Transcript of the video (5p)
These supports can be downloaded on line fromriteg-teséeaux website (www.inter-reseaux.org)



(a) Marketing of agricultural products: many differ ent and interesting experiences, yet poorly valorésl

Different analyses that were made on the marketi@gricultural products in sub-Saharan Africa ledthese
observations :

- many farmers and livestock breeders highlight tifiicdlties they face in the marketing of their picts and
the low added value they receive from their prosiusdles;

- there are many prejudices and misconceptions onolbeof traders (regarded as “speculators”), a agon
the role of FOs (often limited to the role of buyimembers’ products cash at higher prices durimgesa and
re-saling during periods of scarcity while countfirgnly on increased prices- which are however utzie), or
on the functioning of markets (producers do notaglsvhave a clear vision of the value chain whicbugh
enable them to understand the price fixing mechagisind positioning of actors, etc.) ;

- there are experiences on the marketing of agri@llfproducts by farmers and livestock breedersthey
successful or not. Most of them are unknown , seldoalyzed or capitalized and most of the time tleeyain
under-valorised: experiences not properly definedgxd into context nor taken into consideratiorHys and
other stakeholders (decision makers, support orgéons, donors, etc..).

(b) The video: a tool for the animation of collectie reflexions

The video is conceived to serve as a tool for atiomaof group discussions on the subject of theapizption of
producers in order to market their agriculturaldurats. It does not claim to describe the whole egpee of Mogtédo
Two hours of video would not be enough to recohig éxperience. In the meantime, if it lasted twaiis, that would
limit the possibilities to project and discussNtoreover, at the time you read this document, aspefcthe Mogtéda
initiative in Burkina Faso might have changed. Efere, the intention is not to make this experiestaic or to
reproduce it elsewhere. A simple transposition suitely not be possible. Each context, historyanization is unique
and keeps changing, and solutions have to be faooarding to each situation.

The video aims at recounting a concrete story whicist help actors involved in similar situationg¢alize that there
are other ways of seeing, of doing, and to leadnthe raising questions and to discuss their ownedgpces with
regards to the different roles that FOs can plagrder to improve the marketing of its members’duats. It should be
a stimulus to create a session for exchange, debat discussions in groups on the actions caougdy others and
those actions which are possible in their own cdstdt’s meant to play the role of a mirror, whishould help not only
to look back but also to look forward and/or amptate future situations, incite vigilance and therefanticipate: have in
mind other possibilities that can help to bettaicgmate changes.

(c) Different visions and concerns

“The baobab tree is not the same tree as seen ta¢ which plays around in front of its roots, byetklephant which
comes to feed on the leaves, and by the eagle iitastover it in search of its préy

But too often, we (as advisers, technicians, dgraknt agents, etc) think we know the farmer ancgbse of this we
give ourselves permission to think and decide snghaice. Each person defines his actions regatdigeading of the
social reality, and not of reality itself, evendexf how reality is lived by farmers.

Also, it is useful to get to know each other betterknow where there are differences: we don’t enfivward in the
building of relationships by ignoring difference3n the contrary, it is important to know in whatyme other is
different.

(d) Looking back at one’s own actions

Analyzing one’s own past actions is not an easyanathe mediation of an external actor is oftecessary to help take
this type of retreat on one’s actions, and/or ép stside, or be detached from the particular contexnother experience.

The mediator could help question what has been,dome resources were mobilized, to compare witteiothiays of
doing, help to do this by bringing out relationship other contexts and situations. The mediatarldvas such help
demystify the mistakes made and turn them intoniegrprocesses, to encourage dialogue and propuigms for work
in the future.

This is important because taking some distanceircarase the motivation to learn and to act. Byobgng aware thgt
one can control his own actions, the person reatizat it is possible to influence the result afiher action. al
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1- QUESTIONS TO HELP UNDERSTAND THE SPECIFIC CASE OF MOGTEDO
The questions suggested here, with some brief apsaxe possible questions to ask to participamtsider

to make sure that the process and the resultseofittivities carried out by producers of the Mogtéd

Cooperative are understood.

The list is not exhaustive and all the questionsaionecessarily need to be asked: that shouldiioked by
the objectives pursued; the time available andytbap dynamics (cf. Part 4).

LocALIzATION of Mogtédo:
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Distance from Mogtédo to:

- Ouagadougou : 86 km (tarred road)

- The Togolese border: 194 km using national roads
- The Ghanian border: about 200 km

Which PROBLEMS related to the marketing of onion are highlighted in the video?

According to producers- members of the market-gardecooperative of Sourou (cooperative and ma
gardening society of Gouran, Sogcam) on a visMumgtédo, the problem is thew price of onion (ang
therefore the poor remuneration for their work).ribdg the period of harvest of onion which spangrf
December to April, the market is flooded and prida: according to the secretary general of
cooperative, in 2008, “thegtarted at 15000 FCFA, then 4500, 4000, 3500 arehe8000 FCFA per ba
Low prices are obviously a problem for producers.
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Six months after harvest, shortages emerge andrites go up by ten. Onions are then imported
Netherlands, Niger or Benin. This appears to beohlpm for consumers, who in some cases are pr
themselves. Producers experience these price éitiohis and worry ont their not being able to cdrttiem..
They sell tonnes/hills of onionsbtit their portfolios remain horribly empty/flat’lt is “the tragedy
marketing”.
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At the Mogtédo cooperative (cooperative in charf§enanaging the irrigated perimeter in the area,|and
which brings together its producers), prices haaentfluctuating in the past, but today they are &5 and
more remunerating for the producers. Traders nownpare for the onions and they remain satisfiethisf
situation.

How was the onion sold BEFORE? What DIFFICULTIES weae encountered?

Mogtédo produces onion for more than 20 years mivthe beginning, the production was low, and caly
few women bought onions to resell in Lomé. The patihn of tomatoes was predominant then. Byt in
1997, the outbreak of the “white fly” led to a fail the production of tomatoes and a majority afducer:
got engaged in the production of onions.

Compared to other perimeters, Mogtédo “weighs”alittle: limited surface area (only 600 ha); made
yields (17-18 tons against 25 tons in other pdrte@country).

Production was not controlled and there was mopplguof onion compared to the demand. This
production resulted from an anticipation of prodgceho, regarding the high prices of onion on fingt
year, would all grow onion the following year. Isa resulted from losses or bad harvests on otfogrs
which led producers to resort to growing onion. Tégult of the excess supply was a fall in thessptece o
onion.

Before then, producers sold their onions indivitud intermediaries otocal markets (Gouran, Di, etc)
on neighbouring markets. The products were then transported and sold ijormBurkinabe citie
(Ouagadougou, at 100 km on tarred road; Bobo Déswlasia Ouagadougou or Koudougou). There wgs no
direct contact between the producers and wholesalders who came from Ouagadougou or
Dioulasso. Therices were haggled over but most especially fixday the intermediaries. In a context o
excess onion production, and low prices, the poweelations and the prices were to the disadvantagd
the producers.Purchases were often done on credit and small \eduaere exchanged.

Togolese buyersalso came to acquire their products from produbatghere wastrong disagreement o
the sizes of their bagsthe Togolese brought “large bags” (i.e. which evéigger than the “norm
capacity of the onion bags - about 120 kg). Inehd, producers in Mogtédo refused to use those
didn’t have the correct measurements.

The history of “controlled” marketingffectively started in the 2000¢see infra).

How is Mogtédo onion sold TODAY?

The cooperative does not buy onions, but it fat#itl a better organization of the sales of onioorbgting
a “controlled” market for export, complementanthe local market considered to be “free”.

The free local market: Women of the village continue to buy onion from gwoers on the village market
and resell it to travellers passing through théag# and Burkinabe traders, who come from Ouagaalalig
Koupéla, Pouytenga or other areas of Burkina. Tdfean buy on credit. The cooperative has put ic@la
new rule that forbids foreign traders to buy th@ioducts on this local village market. We talk abauree
market given that the prices are free.

The “controlled” export market: It was set up and is organized by the cooperalite. foreign women
and Burkinabe women traders called “Bissa” buy onim this market. There is no “traditional” locat{o
where this market holds. The transactions areethiwut either at the level of two producers’ howédd
where the traders are accomodated; or directlyaomdrs’ farms. These traders, about a hundredeoh th
are accredited and deal directly with the produ&emning that some aspects of the transactiondixad
before hand: the weights of the bags (120kg) arttblmoprices are fixed in advance (see infra). As|th
export market , it is not allowed to sell ones prcid as one wants: members of the cooperativeatdht
measurement units, the quality and the supply@ptioducts on the “market”.




What are the SPECIFIC ROLES of the Mogtédo cooperave regarding the onion sales?

At production level: The cooperative is in charge of the managemenhefirrigated perimeter for i
members, distribution of the farm plots and supglynputs (fertilizers and seed). It oversees thality of
the onion produced by its members (raising awasengaining, choice of varieties, and work on
equipments).
At the level of marketing on the export market: The cooperative plays the role of facilitation axehtrol
over the marketing of onion bound for the Togoleseket:

- it negotiates and obtains better sales pricesganembers;

- it ensures that decisions taken are respected;

- it makes sure that the producers sell the righlityua

- it checks the measuring units by controlling thga
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- it makes sure that the sales are carried out ircantable manner for its members, thanks tq the

organisation of sales rounds.

At the level of marketing on the local market The cooperative put in place a rule, accordingvkich
foreign traders are not authorized to buy on the focal market.

In general: it put in place an information system as well aystem of control (cf. infra).

The cooperative does not buy the production of mmbits members. This is not the same in manyrg
cooperatives in Burkina Faso where the internag@nd regulations stipulate as an obligation, ahahe
products of members have to be sold to the codperdh most of these cases this obligation is n
respected for two main reasons: inadequate finhcejpacities (the cooperatives do not have acag|
sufficient funds) and the absence of buyers fagdaquantities.

What the members of a cooperative expect, is amenative price and a guarantee that they will set
their products. These expectations led the Mog@alaperative to set up the current system. They aile
to do so by building on adapted farming practieel®cal “free” market, and control of the exportrket as
well as support from local actors.

the
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Which COLLECTIVE DECISIONS were made by members ofthe Mogtédo cooperative?

The process took place in many stages and coliedieisions were taken so as to sell their oniobetter
conditions:

The president of the Mogtédo cooperative visitadrttajor production blocks of Mogtédo and Zam, the
divisions which exploit the dam upstream the irtggbperimeter. When realculated the production costs
with the farmers, everybody understood that theéams stood to lose if they did not organise todvetell
their products.

Some group decisions were taken by the producerse¥ample, the producers of Mogtédo unanimo
agreednot to use the baggrovided by the Togolese buyers and later on wbike different aspects
order to gain from the export market:

- work on themeasurement units: to use only 120kg capacity bags;

usly
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- put in placea system of bags distributionbetween the production blocks. This distribution is

carried out “in an equitable manner”, to make $gble for different farmers to sell their produict
turns;

- work on theprice internally at the level of the producers and vtiith traders (see infra);

- work on asystem of collection of buyer demands or a systenf estimating the demand of the
Togolese traders, follow-up of the tradersto select those that are most serious and reliaivark
to enhance the “loyalty” of the traders, or at téageduce the risks of resistance/refusal (éfajn

N
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What are the LIMITS of traders on the local markets? Why turn to the export market?

The limited financial capacity of the local buyengans that small volumes are bought on creditifaes
goes on with the resales), with risks of late ceremon payment. This low capacity to buy and set|
products on the local market results in a low capdof absorption” of the products. The excess [#Hyj
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compared to the local demand then leads to lovesgficr the producers.




In Mogtédo, what are the STRENGHTS related to the antrol of the export market?

- Control of the supply of onion meant for exportoilgh turns of sale: the bags are distributed in

turns between the producers;
- The centralization of the demands: the buyers infothe cooperative of their needs by left
messenger and especially by telephone;

- A system of price control: after calculation ofithgroduction costs, the producers fix a floor pr|c

er,

and oblige the traders to buy at those rates buyoat higher prices when need be. This floor drice

is a minimum price (but re-negotiable collectivélyecessary) below which the producers can
sell. But nothing stops the producers to negohajber prices with the buyers;
- An efficient control system: information, monitoginand application of sanctions.

In Mogtédo, who are the ACTORS involved in the expa market?

not

The marketing committee of the cooperative (“oniorpolice”): The system of marketing onion meant
export is led by amarketing committee made up of ten people. The executive (presideagstrer|
secretary general) and 7 members. No text govédrisscommittee but the executive of the coopera
supervises its activities by: contacting the buyersentralizating the demand informati
discussing/negotiating the prices, and providinigrmation to the producers. They also ensure follpy
and cross check the sales, and especially theot@ftthe bags used and their filling.

The bags attribution commission:the producers cannot sell if they do not have halgEh meet the
“standards”, the bags attribution commission’s mlthin the cooperative is to attribute the bags.siich i
gives the right for the producers organised inkgpsoduction blocks to sell in turns.

There is ongerson in charge of the distribution of bagsat the level of each group (he is also referrembs
the trade supervisor of the group). He comes withttaders to the producers’ farms in order to khbe
quality of the onions.

Landlords: these are two producers, whose residences areagssles points, they accomodate and e
the security of the traders and their assistardsfam safety of their goods (the buyers pay “cash”)

Clerks: they negotiate the means of transport to load tleelg, supervise the loading of the onion bags
keep the records (recording of the quantities sold)

Warehousemen : theyensure the transport of onion, its loading in tiaeks, etc.

for
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Local authorities ensure the control of this system, and can interviea problem occurs.

How to ensure the APPLICATION OF MEASURES taken onthe onion export market?

The “onion police” work at the level of the produeand traders. It is the marketing committee i(dfa)
which oversees the respect of the guidelines, thaigh not always written known to all. This com=erthe
types of bags used (standard bags of 120kg), tee sans/rounds (by production block), the priapglied
(respect of the floor price) and the quality of tméon in case of a problem.

Penalties are outlined for each type of infringetnen

- at the production level:the controllers hold producers to pay fines ifythise bags which do not confof

to the norm or who sell below the agreed floor gric

- at the traders level: «If somebody does not respect and buys directlypfivioad it ». That means th
goods in this case are off loaded from the triBlecause of this sanction, the customers themselg
not dare to negotiate with somebody else other thaih saysMoumouni Ouedraogo, president of
Mogtédo cooperative

Even then, the Cooperative and the producers oftédimydo not act as a monopoly: the producers &
whom they want and at the price that they wanthenloécal markets (banned from foreigners). And b
export market, the producers sell to whom they wisthong as they respect their turns of sale, tdredsirds
for the bags, the sales points and the minimunepri€hese rules do not have a legal basis butcasptec
and recognized by the local authority, which giitesupport to the cooperative, given the econaesalts
and effects on the development of the district. Ibeal government helps the cooperative to endatthe
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rules are respected as the authorities can belagilén the event of problem.




What are the INTERESTS of the controlled export maket compared to the open market ?

For the producers:

The fact that they are able to sell large volunfabeir products cash at harvest is an undeniathlarsage
They are sure to sell their products quickly and abrrect price, even at the peak of productidre money
generated provides not only revenue for the fanalgover its basic needs, but also makes it passd]
realise long term investments (house) and/or fodpetion (planting of the following crop on the rfas,
etc.).

For the traders:

A “better price for the producers” means than theéers buy goods at a more expensive price. Nealegs
these measures also satisfy the traders who a®airch of a secured source of supply and qualigiymts
to be able to programme their sales (storage aatugi sales).

Mogtédo has put in place a system which brings sadaded value to the foreign traders:

- grouped purchases facilitated at the level of tlwaig or the landlord, the trader does not comé
nothing;

 for

- easier purchase, without waste of time, becausdrtiok is full at a go and the loading of the

products is organized;
- relative safety at the landlord’s;
- quality ensured, which makes it possible to presenion and to sell it out gradually without loss
Being sure to find the desired quality and quarsityonion also makes it possible to save on thescof
collection and transport.

How this system is FINANCED? Are there CONTRIBUTIONS to pay?

For each 120 kg bag of onion sold on the exporketatl00 FCFA is deducted to cover the expensey
charges of the cooperative: communication expeftseontact buyers and producers), transport clsaig
distribute the bags, for movement of the traderfatmers fields, for the transportation of produfctsn the
farm to the markets. These funds also help to paglerks and warehousemen.

Other contributions also have to be paid: “watarhtcibutions paid by producers in the irrigatedimpeter
(fixed per area); packing charges and taxes patigetonunicipal council.
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Why do we talk about market CONTROL and secured andself managed markets?

The cooperative works on two key aspects: the pofcenion and the volumes put on the market. R
fixing no longer depends on the external tradetg.drhe producers are in charge of negotiatingpthiees
with them based on their production costs and opraes on the other big national markets. The preds
obviously are in search of the highest possibleepfor their onion but are also aware that theepsicould
be realistic and affordable for the external buy&hat requires a good knowledge of the marketpaites.

The volumes brought to the market are controllddha producers cannot sell at the same time, Sadlyin
turns. To facilitate the control, the cooperativgt g place a system of distribution of bags imgufcf.
supra). The producers organize themselves to peoseguentially, or to store their products whildting
for their turn to sell.

rice

What defines the QUALITY of onion and how is it evduated?

There are many quality criteria and they depentherfinal consumers.

Here, the onions must meet several types of aiteri

- The visual aspectthe onion must be ¢leaned properly and void of its dirty scalegahd red in color

- Variety: the “violet de Galmi”

- The size small

- Taste: pricking

- Preservation the onion from Mogtédo “camake a month in store without rotting or germingtb. This
is especially useful for Togolese traders, whomaserve it in store and sell it out gradually. Dinéon
from Malanville or Niger is less expensive, but tteders cannot preserve it above three weeks.

These criteria are important: about a hundred ddexcttraders from Togo, Ghana, of Ivory Coa

and Burkina compete and line up to load their tsuck




How is the quality of onion CONTROLLED?

Before marketing, quality is obtained by goodontrol of the farming practicesby the producers (farmirjg
periods, treatments, etc):
- control of land preparatia®chniques;
- the use ofjuality seedsin each farming season. This seed is not alwag#adle on the market a:rd
is more expensive than when produced by farmermdékles. Yet, the Mogtédo cooperafive
decided to organize to make it possible for its tners to have access to quality seeds which
ensures that the product conserves properly ansl mimtegerminate. These quality criteria attracy the
foreign traders and enable the farmers to selllamger volumes of products while negotiating [for
better prices;
- use offertilizers and adequate pesticidedt is very important to control the quantity ofear anc
organic manure supplement if not the onions witivgbig and rot;
- control ofonion harvesting techniques

After production:
- control of storage techniguegstorage at home);
- visits to the field and the producer's accompatigdhe traders and the trade supervisor. In case a
producers’ onions are rejected, the farmer must givay his turn of sale to another producer. T

How is the export PRICE of onion FIXED?

The production costs are calculated on a sampleraducers at the level of each plain. Based one1|hes
production costs, and also taking the prices orother markets into consideration, the producetsrdeéne
a price which is then used to negotiate with thddrs. This negotiation makes it possible to fiboar price
for the onion. This enables the producers to oldaprice of onion that is definitely higher tharyaother
major onion production zones in Burkina.

This is possible for several reasons:

- comparative advantage of Mogtédo (proximity of tbad);

- good quality of the onion that can be stored foigland gives the trader time to sell it out without
losses;

- onion price fixing takes account of the prices threo markets;

- the traders find it beneficial to pay a higher erfor the product given that they gain in termg of
costs (cost of collection, transport, etc);

- the cooperative set up an onion price informatigstesn: the external traders know the price bdfore
coming; they agree to pay more expensive pricesngikiey are sure to obtain quality onion on gach
trip: knowing the quality and the price before mmmyi they can make their calculations before
coming, thus they never move for nothing;

- the cooperative makes sure that the mechanisnxiofyfi- negotiating prices before hand and|the
system of control (penalty), has been understoodhesnbers of the cooperative and the Togdlese
buyers.
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What is the role of information between producers bMogtédo and the traders?

By letter, messenger and especially by telephdree ctistomers let know their needs. Based on tloe
which is known and fixed in advance (but negotialilg the farmers, the buyers come to Mogtédo.
permanent communicatidretween traders and producerglays an important role by making their ne
known, providing information on the volumes avaiéafor loading, and at the same time providing lotls
for the customers, etc.

An account of a saturday morning in Mogtédo:

« Last Saturday at 9 am in Mogtédo, a truck is pakgdhe side of the main road and one of the person

charge of the marketing committee is present akest@otes on his notebook of the number of baggh#r
truck stops by the curb and the driver comes ddvenjs Togolese. He wants to know if there is ¢
available because he is going back empty.

The person in charge in the committee called himinduthe night but he did not get the call. He |ds
load. A little later, “the associate of a traderofin Atakpamé in Togo calls. He will be in Mogtéde tiext
day with 170 to 200 bags. Has the price changed# Mastill 10.000 Francs a bag. »

When one discusses with the people in charge oketiag at Mogtédo, one really gets the impressib
speaking with “commercial” agents of a cooperatwben a trader does not come back, they call to kno
what has happenedprice, quality, difficulty of flow, etc)they have the numbers of the truck drivers
they know who to call to know the prices in Lomé,hey try to get information about how their onion is
appreciated, etc They can speak to you about the sizes thaa@gpesciated and at what places since
women sell in small heaps, the variations accorthrihe season... ».

It is by integrating the knowledge and know-how different people, by accumulating and taking i
account the experiences that the Mogtédo cooperatit in place this performant system. Differewinf
what many projects or NGOs organise, members ofdloperative did not benefit nor organise any ing
on “marketing”!

pri
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What is the interest to increase the circulation ofnformation between the producers?

There are many levels of information flow:

- Between the producers of Mogtédothere is a need for equity and transparency tataiai group
discipline and to avoid demobilization (see the belating to decision making).

- Between producers of Mogtédo and those of Souroseparated by about 400 km: producer
Sogcam come to see, listen and learn from produddte Mogtédo cooperative. They want to
information as training for them.

- Between producers of Mogtédo and other onion prodws of Burkina: information is necessa
for them to manage production and commercialisabetter. It enables them to avoid exg
production which is not good for the producers gitleat excess production can lead to a fall in

5 of
get

[y
ess

the

prices, without necessarily having a strategy tluce supply to help increase the prices!
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What are the SPECIFIC ASSETS of Mogtédo that haveupported the current system?

Many aspects make this experience, specific tavtbgtédo cooperative, not directly replicable witther
producers, in another zone:

- Specificity of the producers of Mogtédo:the producers are on a single perimeter of thee

5aim

village. All the producers of the perimeter are rhens of the cooperative and are subject td the

same rules. They know each other for long, worletiogr and have common activities which req

Liire

collective organization for the management of tearpeter. There is thus a long past experienge of

collective learning, over time through trials andoes and also successes. Moreover, the

jood

relations they maintain with the local authoritiake it possible for them to benefit from their

support to ensure that the market rules put ingpéae respected.
- Geographical specificity: the situation of Mogtédo presents a strong assetieidiate proximity t

D

the trunk road n°4, a very busy road axis becatifgeqroximity to Ouagadougou (90 km) and glso

an international road axis which crosses Burkimanfivest to east of about 400 km towards T
Niger and Benin. This road allows easy access éotthders from Ouagadougou like those f

hgo,
om

abroad. Here, it is enough to negotiate to havea grice for transport because the trucks rgturn
empty from Togo and may find it very beneficialliang back goods to make use of their return. In

other places, the trucks should be rented. Thettawsport costs make it possible to cover
relatively high costs of onion from Mogtédo.

- Specificity of the onion produced:the variety of onion cultivated in Mogtédo and kmew-how of

the

the producers make the onion of Mogtédo’s popylafihe traders are ready to pay more to acquire

this onion instead of others, and the demand fertyipe of onion is high. The producers of Mogt
are sure to sell out all their production.

bdo

What are the LIMITS of the system set up by the Motgdo cooperative?

There are many limits to this system, and espgdiatise related to thepecificities of Mogtéd(Cf. supra).

Thosespecific to the irrigated perimeter, like the problem of sand which is gradually fithi up the dan
and compromises production.

Others areelated to the collective actionsand with the impatience of some producers whodbelforced
to sell off their products at low prices if theyagemoney to cover their needs when it is not yeir tiurn to

—

sell: “When you come together in an association, and anber indicates that he is unhapy for this or tfhat

reason, if nothing is done about it, this persoghmijust spoil everything. Because frustrationgtstdath a
person; then two, and ends up by eating the grdbp.dissolution of association is then inevitableere is
need for equity and transparency to maintain trezigiine of group and to avoid demobilization. Thease
the secrets of the system and what has to be dnimdy persecutes anothesays Missiri Zagré, one
the persons in the Mogtédo cooperative in charghistfibution of the bags.

Finally the isolation of the Mogtédo system on mational and regional scale: for how long can fusket
of resistance hold?

Other options can be explored to work on the qualitd the conservation of onion, to spread out
production peaks in order to sell out the oniondwer longer periods of time, to control productiamd
supply at a larger scale, etc. For this, thereesdrnto have a larger production perimeter, to prechighe
guantities (because it is difficult to produce anlbgenous quality on different perimeters). Othetions
could be to work on the quality and the conservatibonion, to spread out the production peaksetaltlg
to sell out the products over one longer periodgxploit the regulation of the production and sypph a
greater scale, etc

For that, it would be necessary to have a largedystion perimeter, to produce bigger quantitiecéuse i
is difficult to produce a homogeneous quality offedent perimeters). All of this while taking inaccount

the

the fact that, the more the number of groups andywrers increase, the more it becomes difficuthémage
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2- CONCEPTUAL ELEMENTS TO HELP MAKE A RETROSPECTIVE ANALYSIS
Quiality of the products

Behind the word quality is found a big diversity a@dncepts. First of all this concept of qualityvisry
subjective because it is defined with respect ¢oubers. But then the users can be very diverse:
- processing enterprises or supermarkets in neeegodar, standard, homogeneous products all year
round that they can transport over long distanoesstore easily;
- final consumer who needs products all year rourithoart spots, of regular form, of good taste or
without pesticide for example.

The quality of a product is defined through seveiaiensions: health and hygienic quality (i.e. théaess
and harmlessness of food), organoleptic qualityo¢cador, form, taste), technical quality (sizeteznal
damage), nutritional quality (nutritional valuetb& product).

No matter the quality considered, the quality séadd (and the selection and segmentation of trecassd
markets) are becoming very important at the leb@lomsumers through a system of norms, qualityssign
SO0 many entry barriers per market segment (“ethigalt”, “bio”...). These norms are defined by difent
insitutions: public authorities, stabilisation agers and private operators.

The major challenge for African products for exptartthe regional and national markets is to ensee
stability of a particular quality, which is a nesasy condition to keep buyers loyal, or at leagh&intain the
outlet over time. The issue is to avoid frequersanges in quality, in all its dimensions, in relatito
requirements of the destination countries in treeaa exports (standards imposed by the impotteske of
consumers and public institutions (legislation) wihwersee the health and ensure good informaticihenf
consumers, for the national and regional markets.

In many FOs, the steps taken to improve the quafitgroducts are linked to privileged contacts lesw
producers and buyers and most of the times witlerfiamework of generally short market channelss &h
the case when the FOs themselves interact witindr&et and the demands of consumers. On the cgntrar
in the case where the FOs sell to different inteliavges no matter their reputation, the notion valgy is
scarcely taken into consideration: the producers/&@ not in contact with the buyers and oftenldnge
number of intermediaries between producers andrbwgewell as the lack of traceability in the vathain
does not make it easy for the producers to knoveipectations of the final consumers.

Quality is of course not only determined at theelesf production: processing, handling, and storalge
play important roles. In some value chains, prochtieerefore have all the interest to work togethith
other actors of the value chain (processors, @cansure the quality of the final product, if nbey risk
seeing all their efforts put in at the level of guation brought to naught in the subsequent stageise
value chain.

The interventions of the FOs to improve the quadity closely related to their knowledge of the raai(lr
markets), their dialogue with buyers and knowleddethe consumers’ levels of appreciation of their
products. The collective approach to work on thaliggof the products requires “strong” organizasaand
very strong discipline for the respect of measurgnumits by all the producers. It is of primary ionfance
indeed to be able to propose products of homogesales quality to buyers.

13



Valorization of quality

The search for quality always represents an additioost: at production level, this can involve tise of
additional inputs, the acquisition of new equipnseetc., in order to control a new production téghe or
farm practice; beyond the technical aspects, tietbe cost of mobilisation (organisation of proeis),
information and training.

Moreover, one is never really certain that thesditashal efforts will be compensated by a better
valorisation of the products even though experiesbews that this varies on a case by case basis.
Experiences of group marketing or collective mar&ejanisation are mostly known to facilitate better
valorisation of the quality approach through imprd\sales prices for products.

On the other hand, there is never any need to walbgut creating new market standards and trying to
differentiate his/her own products, hoping to afti@buyer or to have better prices. It is alwagstivthe try.

As such in Burkina Faso, in Zam and Mogtédo villaghe production of onion is sold out mainly ir th
Togolese markets and thus in direct competitiomnwiger (known as the country of onion). To segith
products at a higher price compared to that ofr tbenpetitors from Niger, Benin or even Burkina ¢;as
producers of the two villages (Zam and Mogtédo)ettgyed quality production techniques. They havel see
produced under good conditions, reduced chemiaéliZer use, control of irrigation at the end dfet
production cycle and selecting the different typeenions at harvest. At the end, onion producethfthese
villages is of smaller size compared to other atégl perimeters but is drier and therefore having a
conservation quality which is highly valued by ®esl who are very sensitive to the time they havsetb
onion.

Information on prices

Definition of Market Information Systems (MIS)

Market information systems (MIS) were largely prastbin Sub-Saharan Africa to support the policikes o
liberalization of agricultural value chains. Prasehas strong tools to accompany these policiey, Were
aimed at solving the problems of agricultural mgskelated to problems of information, charactetias
being incomplete and asymmetric between differetdra (producers and traders in particular).

MIS are systems (services) whose objective is tulegly collect information on prices of agriculdlir
products, quantities traded, and to diffuse thagarnation to the public (state) and most especiadivate
(agricultural producers, traders, consumers) staklehs. The information diffused is expected to riave
market transparency and assist market actors indeeisions).

Is it enough to be informed of a good price to obit?

Even if a producer is informed of a price on a reérk does not necessarily methat he will obtain it. It
is still necessary that the producer goes to thasket, that he has negotiation power with regaodthée
buyer, and that his product has the quality thathes the price (capacity to store amongst others).

These factors are obviously important in the defeation of the purchase price to the producer. éalde
when the producers are informed of the price, theyoften limited in their “choices” of the saldaqes
(accessibility of the markets, means and transpusts), and in their “choices” of the dates on \whigey
can sell (lack of funds to wait for better priceslaliffer sales), and in their choice of “buyersdihmitted
sales in view of advances made by traders andototis.

Improving market access conditions and systems hwiecilitate producers’ access to funds certainly
influences producer choices and the valorisatiomfafrmation on prices. The MIS can remain useléss
implemented without other complementary actiongyltan even have negative consequences: for example
instead of facilitating relationships between proghs and traders, the diffusion of price informatican
sometimes lead to conflicts between these actoml(gers annoyed with the traders when they conside
that they are poorly remunerated for the agricaltproducts).

Importance of price information systems couplethéwketing activities

In many collective marketing activities, a simplé bargeted price information and follow up

system appears to be important especially whemtbanation obtained is of interest to the
producers and when it can help them to make dedsio
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3-TO GO FURTHER: OTHER INITIATIVES BY FOS TO ORGANIZE MARKETS
Different experiences, different supports for thexperiences:

- Management of the supply of ginger on a local maftke producers of Nowefor farmers in

Cameroon
- Self managed cattle market by UDOPER livestockdeesin Benin;
- The Market Information System of Anopaci in lvorp&st;
- Intermediation between salesmen and purchasetseb@IE Jéka Feeré in Mali.

Management of the supply of ginger on a local markeby producers of Nowefor farmers
(Cameroon)

The producers of the FO Nowefor increased theiggjiproduction (quality and quantity) so much sat ih
led to the saturation of the local market, withamsequent drastic fall in the prices and revenkEgsess
supply of ginger to demand in the local market iteslin a radical fall in the price (division byé in less
than 3 years). This experience illustrates theoasttaken by the FO and the strategies put in fgtaselve
this problem - the process used to organize thed lnarket for more transparency in the transactsorsthe
management of ginger supply at the level of thallatarket.

In 2004, they first of all initiated a strategy twganize the local market to enhance transpareng
transactions and to better manage supply at thed leeel (Axis 1). This strategy was aimed firstadf to
control and regulate supplies, by limiting the wgedupply of ginger on the local market in orderbietter
negotiate prices. Secondly, surplus ginger in toall market was directed to external markets thuiahe
organization of transportation and sales to digtagers.

Following disappointments experienced at the lenfekales in the distant markets, a second axis
introduced in 2005 to try selling the surplus gingat of the local market at better prices. Thedpig®rs
started to carry out more classical actions sughuashase and storage through their organizationeftar,
which was thereafter in charge of organizing tHe eithe stocks to external buyers (Axis 2).

Finally, in order to market greater quantitieswiark with more producers, and to strengthen thegitpn in
the ginger value chain, the Nowefor producers aiteedxtend this experience to the whole North W
province, by working as a network (Axis 3).

These 3 axes implemented at the level of Nowefdhbyproducers to improve the marketing of ginger
illustrate the capacity of the FO to innovate, nimbiand react to better position themselves omtagket
and to obtain correct incomes for their work iroatext where traders Bayam salldrssemed to

continuously dominate the market.

References:
- Supply, demand, and equilibrium price: a case tiatlys Improved prices for farmers through the oigation

y i

was

est

of the local market and the regulation of the symdlginger by NOWEFOR in Bafut (North West Prowvénc

Cameroon)/A. Lothoré, P. Delmas. - CTA, Inter-rése&aild, 2006. - 12 p. + Summary 1 p.

- The experience of commercialization of ginger bywdtor in Bafut, a producers’ organization in thertke
West Cameroon). - CTA, Inter-réseaux, Nowefor, &&D07. - Video 15 min. + Transcript (4 p.)
Animation guide for the video/ A. Lothoré, P. Dekna Inter-réseaux, CTA, 2007. 12 p.

(On I|ne onhttp://www.inter-réseaux.org/article.php3?id_agil 07§

Z these are intermediaries in the region (mainlysfzors) ready to buy products at their lowessjine prices
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Self managed cattle market by UDOPER livestock breers in Benin

Improve the transparency of transactions, the acteyn between livestock breeders and buyers| the
organization of the market, etc., is the challetihge was taken up by Beninese livestock breedetswnat g
success! This peasant innovation was initiatedhaylivestock breeders of Gogounou in Northern Bgnin
who are today organized as UDOPER- Divisional Urobithe Interprofessional organizations of live&tpc
breeders of Borgou and Alibori.

This initiative is initially a human adventure, atthe engaged by a handful of livestock breeders whre
convinced that their situation could be improved arho decided to meet, discuss and mobilize a whole
community to change the local ways of doing.

These self managed cattle markets are a real pwefar the Interprofessional livestock breeders
organization and for livestock and rural developm&hey show that a win-win strategy between preds|c
and traders/middlemen is possible and that farmeeltsng their products better does not necessarikyil
the elimination of traders and middlemen.

Increase the income of the producers while safeljugrthe interests of other key actors, facilittte
interaction between supply and demand, make timsactions more transparent and provide relatedcssfv
to the members, are actions that have been camiedithin this market which contribute to improzeces$
of the products to the market and could inspireotievelopment actors.

References:

- Self-managed cattle markets: a Beninese examfl€®©.S Faim: Peasant dynamics n°10, 2006. - 8 p.
- The Gogounou self-managed cattle market part DOBER, 2007. - 9 min (radio band)

- The Gogounou self-managed cattle market part DOBPER, 2007. - 11 min (radio band)

- The Gogounou self-managed cattle market: Transofifite radio band. - Udoper, 2007. - 4 p.

(on line on:http://www.inter-reseaux.org/article.php3?id_agicl078&)

The Market Information System of Anopaci in Ivory Coast

Following the disengagement of states, some stgponsibilities were transferred to FOs without |the
transfer of necessary resources and means. An@gppek FO in Ivory Coast) then defined priorities|to

provide services to its members. Marketing appedcethe the main problem faced by the producers
particularly because of lack of market information.

A MIS was set up in 2002. It made it possible texd technical, economic (sales price) and comiagrc
(price, volumes, supply) information about four maalue chains: pineapple-bananas, food crops, ehark
gardening and livestock. Information is restitutadbugh 8 village information points (VIP) via Intet.
Each VIP has an animator who is in charge of dali@ction in five markets. He treats the informatiand
diffuses the information through rural radios. Aagerly report is published and is also diffuserbtigh
radio programs dedicated to agriculture. It is atsosmitted through the Tradenet website whicherak
possible for the information to be exchanged inr#ggon. The producers therefore have more ressuoce
negotiate and suspicion between buyers and sédleeduced. Revenues increase and crop intengificat
takes place.

It is difficult to cover the whole zone and to firee the activities of the MIS on the long term, than it is a
MIS that has been able to adapt to the needs girtiducers. It has become a precious and esstauldbr
the producers to get informed, negotiate and wénctinfidence of the buyers. The question remairettven
the producers will be ready to pay for this servwicthe long run?

However, Anopaci hopes to be able to combine tifisrimation with technico-economic data obtaineahfro
the service in charge of providing management adtacagricultural exploitations (production cosales
price, transport costs, input prices...).

References:

The Market Information System: conditions for thesess of our commercialization operations: thedfepce of
ANOPACI/Kouao S., Sindikubwabo I. - Ivory Coast: dpaci, 2007. - 10 p. + summary 1 p.
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Intermediation between salesmen and purchasers byé¢ GIE Jéka Feeré (Mali)

The GIE Jeka Feeré (“To sell together” in bamaremsjsts its member organizations to better mahest
rice production produced in the Office zone of Nifpg serving as mediator between sellers (uniombs
grassroots producers) and buyers. The GIE doestocit, does not take bank loans, but only fac##ahe
transactions through many various actions:

- determination of a reference price which takes exdoount the floor price for producers and
market;

- assessment of the supply: evaluation of stockdadblaiand ready to be marketed;

an

the

- search of markets and buyers: on the basis ofglialevhich lead to the determination of a refergnce

price and estimations of the gross available sypghly GIE is in position to negotiate contracts
the market;

- signing of sales contracts with buyers with thestasce of specialized technicians;
- opening of bank accounts by the GIE to ensureghgtents are made safe for the producers;

- follow-up and monitoring of the transactions: a @pkized commission ensures the respect of
requirements of the traders in the contracts (qomfy of the quality of the product and packagif
respect of the delivery periods, etc).

The GIE Jeka Feeré also facilitates linkages witteoactors to improve the quality of rice: trialsrice
factory/processing equipments with a big agro @migg, access to advantageous funding for the paechf
rice haulers. Each year it sells between 1 500820@0 tons of rice:

- 70% within the framework of the cereal fairs orgad by Afrique Verte for the supply of defi¢

areas (Kayes, Kidal);
- 20% for actors of the urban market (cereal tragers)

- 10% on institutional markets (charity organizatioms¢h programs for the provisioning of cerg
banks).
While the majority of producers in the Office zavfeNiger sell their rice at harvest (at low prieg)d where
funding for marketing and storage is limited congghbio the needs, the system as put in place b@liae
Jeka Feeré has the advantage to provide a sototible marketing problem in this zone. It doesprovide
credit or storage but facilitates transactions leetwsuppliers and demanders. The GIE also works on
improving the quality of the products and as sutdibées the producers to better valorise their rice.

on

the
ng,

it

al

References:

Intermediation of the GIE Jéka Feeré in Office zohdliger: experience of commercialization of risghout credit or
storage/M.Haidara. — Amassa Afrique Verte, Intseedix, CTA, 2007. - 11 p. + summary 1 p.

4- PRACTICAL REMARKS FOR THE ANIMATION OF THE MOGTEDO VIDEO
Different objectives

Depending on the objectives and the target pultie,way to use the supports will have to
adapted and the animation could take different form

The video on the marketing of onion in Mogtédo ddog used in different ways amongst which
following considerations:

- aims of the person presenting the video:

be

the

o from a simple exchange raise awarenes®n the innovative capacity of producers
and other ways of marketing agricultural produtis: idea here is to show that there
are different possible functions that can be takep by producers’

organizations/cooperatives to improve the markethgagricultural products an

d

also that producers can be actors in a contextbefdlization, even without big

business plans, without any assistance, withoutatipg funds, and without puttin
to question the statutes and the existing legaiénaork.
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In this case, since the video is short, one cam tlad opportunity of a meeting (weekly meetings,
board of directors) that does not necessarily feswus the subject to show it. Done this way) the
animator just needs to provide minimum informat@nthe experience and then accompany it
with a summary (copy of the descriptive slip whisimore complete and then the video ol on
the computer (USB). Half an hour at most is theressary.

o0 to a real stimulation meeting that is aimed at s8¢ the concrete actions of FOs
with the aim to initiate a discussion process anfind creative ideas, and incite the
members to innovate through a process of colleaa@sion making and common
practical actions or through complementary acti@mried out with colleagues,
partners and/or other development actors. The negeetould last several hours,
according to the dynamics of the group:

- the number and type of people who will be involvedtechnicians-animators, leaders or
FO members at different levels, local authoritesnmercial and financial partners, literate
or illiterate persons, French-speaking person of; etc ;

- possible resources to mobilize- time and a hall tbost a group: the video can be seen
everywhere where there is a computer, from 10-Hdpleeas well as up to 50 and more if
there is a larger hall and where an overhead pmjécavailable.

Tracks for the animation of a meeting

Before the meeting, the animator could select etdrfom the supports (projection of the video,
some pages of the descriptive slip). If necessamyespages could be translated to the local dialect.
During the meeting, the participants will have tieance to express themselves and the animator
has to bring the participants to participate, tbate on the subject, raise attention and help tioeem
put into retrospect the experience of marketingribn in Mogtédo, to restate the problem and to
make emerge ideas.

To help participants understand the Mogtédo case

The animator can show the whole video at firstorger to enable the participants to engage in the
debate, and then discuss afterwards.

The projection must arouse curiosity and intergstierate interactions between the animators andyrihep
watching the video: reactions, feedbacks, going lmacpast issues during the discussions, retrogmeoh what
has been seen, group reflexions, search for sokitisith respect to their own (those watching thdew)
situation. The video must create space for disonskir many, create the link, that the people yealket (they
can meet each other very often but for lack of suisp there is neither a debate nor true exchartgehwcan
exceed the value of hasty judgments.

To make sure that the participants understood dse presented, the animator could then ask them
guestions on the activities of Mogtédo, the proeesand the results achieved (cf. questions
suggested in part 1 of this guide).

If the participants are literate, time could beoedited for them to read the available, preselected
texts that have been photocopied for the purposeghbyanimator: summary, extracts of the
descriptive slip of the experience, translatedairinto local language. If that is not possibleyill

be necessary to work on the sequencing of the video

The animator could then show the whole video agaim bits focusing on areas that were not
properly understood or on important aspects thet bha@en discussed.

To help the participants to retrospect on the Modibéexperience

The animator could compare this case to other cHs#sare well known or that have been
experienced by the participants:

% Or those who understand English if the supporesl ¢gideo, descriptive slip, guide) are in English
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The participants have seen from the example of Btmtactivities that a FO/co-operative can leadrprove the
marketing of its members agricultural productsglik

- Interventions which do not involve buying membepsoducts but facilitation of transactions between
producers and buyers (women-processors and traders)

- Improvement on the functioning of a market threughprovement of transparency in the transactions
(information on prices, volumes, quality, etc);

- The management of supply on the local market Ipairth the production of a satisfactory quantityda
quality product that is available over time, orgation of a unique sales point in the market, gwulation
of the quantities that are brought to the markedubh stock management;

- Facilitation for price determination and negatiat

- the definition of rules and means of ensuring thay are respected

- The definition and sharing of roles and actigti®tween actors, specific and complementary ;
In what way are the activities/ experiences of th®ogtédo cooperative uniqueCf. Part 1)?

In what ways are they similar and or different from their own cases and situation@he animator should then
urge the participants to express the problems fdegy in the commercialization of agricultural protiu

The animator could also bring the participantsetraspect on the Mogtédo experience and their
own experiences and then bring in new knowledgtersubject.

“Conceptual” information, for example supply managat, price determination,
functioning, etc. (Cf. Part 2 of this guide);

- Information on other additional and complementanyoms (cf. Part 3 of this guide).
Lastly, the animator will be able to help:

- Rephrase/reframe questions that should be asked whmearket is organized (production,
management of demand and supply, price determmatioformation and market
management, etc);

- Rephrase/reframe questions about the roles andajéessons learnt for the FOs.

This guide aims at providing a framework and guited to facilitate the
animation of reflexions on actions carried out bynfier’s organizations on
the marketing of agricultural products (FO).

It accompanies the video” “Bel Oignon” does not wplabout the crisis”
which narrates the creation of a controlled expararket by producer
farmers of the Mogtédo Cooperative in Burkina Fg48 minutes on
CDROM).

The video is conceived as a tool for animation¢assion and reflexion in
groups for the organization of producers to markeir products.

It should help participants look back/retrospect dhe experience
presented and finally on their own actions.
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The Video “Bel Oignon does not worry about theisriamproving the
marketing of onion on a regional market by the Maoigt Cooperative in
Burkina Faso"

The Mogtédo Cooperative organizes production andketang of
onion: it is in charge of managing the irrigated rpeeter of the
village, supplying inputs for its members, and paong technical
support for the production of good quality onionh&s put in place a
system which enables producers to sell their onmineemunerative
prices, through the creation of a controlled market export and
implementation of rules which limit free accestotal buyers.

The Cooperative does not buy onion from its membatscontrols
supply on the market by sequencing sales roundsrdauction blocks
which enables them to limit over supply which wotddise a fall in
the prices. Apart from this control of supply, Is@ implemented a
number of rules for the proper functioning of tharket: secured
minimum price, verification of the measurement gynihformation
system, etc.

The Cooperative provides interesting services tgebaicoming from
abroad (mainly Togo): access to information (avhl&prices, prices,
etc), the possibility to be lodged and to haverteeturity ensured as
well as having the possibility to quickly realiseiatity grouped

purchases.

This innovative system could not have been setithpwt cooperation
between the cooperative and the local authorities.
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