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An Overview of the Theory and Operation of
Agricultural Market Information Services

1. Background

In recent years there has been an increesng emphasis placed on the importance
of marketing and the necesdty for agriculturd production to become more
market-led. This sems from a combination of increased competition in world
markets, frer trade in a leat some agriculturd products, lowering or
dismantling of nationd subsdies and a movement away from date-sponsored
marketing in many countries and especidly those which have been undergoing
Sructurd adjustment. Increased levels of competition means that the importance
of compditive advantage, a fundamentd principd of marketing, is increesingly
recognised.

In countries in which the privete sector has adways played the magor role in
agriculturd marketing there is an increasing redisation that the system has not
benefited dl participants in the marketing chain equaly. In many aress such as
the uplands of Mindanao traditiond marketing channds have been a poverty
reinforcing measure. The need for a greater measure of officid assstance in
aess such as legidation, infredructure provison, marketing extenson and
Market Information Servicesis now being recognised.

Upto-dae, or current, market information enables farmers to negotiste with
traders from a podtion of grester drength. It dso facilitates spatid digtribution
of products from rurd aess to towns and between markets Well anaysed
hisoricd market information enables fames to make planting decisons
including those reated to new crops It dso permits better decisons regarding
the viability of torage. Information of this type dso assgts agriculturd planners
and extenson workers to advise farmers on appropriate crops to include in ther
farm plans.

Market informaion can be regarded as a public good, particulaly where there
ae numerous smdl famers who ae unable to pay for information. The
avalability of timdy and accurate informaion to dl intereted paties is
therefore essentid, whether it be provided by the government itsdf or by the
private sector.

Many countries have atempted to provide market information but ther success
rate has been poor. Market Information Services have repeatedly proven to be
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unsustainable and where they have endured they have often faled to provide
commercidly ussful advice, confining themsdves to the gathering of,
frequently unused, data

This paper is not a manud for the operation of a Market Information Service but
atempts to st out the main points to be conddered in sdtting up a commercidly
useful and viable MIS and to daborate the advantages and benefits of a good
AMIS
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2. Introduction

This paper addresses a number of agpects of maket informaion sysems in
generd is amed at the gdtuation in the Philippines and in paticula how AMIS
can affect the livdihoods of upland communities in Southern Mindaneo, where
the Upland Development Programme in Southern Mindanao (UDP) operates.

For the purposes of this discusson we will take as given that we are functioning
in a market economy and the role of markets are accepted. Also tha farmers
and others who will be asssted by the programme will be encouraged to adopt

the marketled gpproach and will indeed base ther decison meking on this
approach.

MARKET | NFORMATION SERVICES — Theory & Practice Prepared by Tom Cunningham UDP Market | nformation Specialis June 2000 Page 3



3. Market information
3.1. Difference between market information and marketing

3.1.1. Market Information

Market Information is seen as providing full awareness of dl parties of
prevailing market prices and other relevant information.

At the outsst a didtinction between market information and marketing
information must be made.

3.1.2. Marketing Information
Marketing information will give information on such items as
& emarketing channels,
& equdity requirements,
= epackaging;
& ashipping;
&5 eArade regulaiions etc

i.e providing information on how to maket products It will dso indude
market information.

Marketing information will be used more at the planning stage and
would not normally be disseminated on a regular basis at harvest time
aswould be the case with market information.

3.2. What isan Agricultural Market Information Service (AMIS)?

Having defined market information we can now define AMIS. The FAO defines
an Agriculturd Market Information Service as.

A service, usually operated by the public sector, which involves the
collection on a regular basis of information on prices and, in some
cases, quantities of widely traded agricultural products from rural
assembly markets, wholesale and retail markets, as appropriate, and
dissemination of this information on a timely and regular basis
through various media to farmers, traders, government officials,
policymakers and others, including consumers.
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3.3. Therole of market information

Correct decison making and planing depends on, inter dia rdiddle
information on market conditions. Advocates of free market economies consder
prices and price flexibility as the mechanism by which maket information is
conveyed and provides the incentives for producers to adapt their production to
market requirements.

However, one of the preconditions for a market economy is that correct
informetion on maket conditions must be avaldble and, within reason,
accessble to dl. Markets should provide the necessary facilities and services to
producers and consumers to enade price formation to take place and exchange
to be fadlitaled. Makets should, in theory, supply food corresponding to
consumer preferences. Simultaneoudy, prices that consumers are willing to pay
for different commodities and grades should be transferred to producers in order
to encourage production of that produce which is in demand. Price differences
over time and between market locations should correspond to the marketing
(transaction) cogts incurred, notably those for storage and trangport.

3.4. Categories of Market Information

Information of use to those in the marketing system and to others basically fdls
into two categories.

3.4.1. Current market information
Current market information which should be as up-to-date as possible and
which can facilitate bargaining and spatid arbitrage.

Current information helps reduce risks, thus reducing marketing costs which in
theory should reduce margin requirements. In the extreme case a farmer with
information can decide not to harvest if prices do not cover marketing costs.

While more and better information can reduce marketing codts there

will aways be some risk as information cannot be perfect and the cost
of collecting dl avalable information may not be cogt effective or
possible in the time avallable.

Information can often deteriorate rgpidly as prices can change daly or even
hourly.
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3.4.1.1Current Market | nformation and Farmers

Famers often have limited outlets for their produce and ae often bound by
traditional trading rdationships, which may indude an demet of credit
provison by the trader, as is frequently the case here in the Philippines
Opportunities for most famers to teke advantage of gpatid arbitrage
possihbilities are therefore redricted. Such opportunities are further hindered by
the smal quartities produced by most. While there may be few spatid arbitrage
opportunities for smdl famers, it canot be conduded that market information
is of little vdue to them. However, the practical benefits to farmers are often
much greater than the arbitrage possbilities for traders which can, theoreticaly,
result from AMIS, At the smplest leved, the avalability of market information
can endble farmers to check on the prices they receive, vis-a-vis the prevaling
market prices and provide a guide for negotiations for future sdes.

It is important that the farmer should be able to sdl his or her produce & a
convenient stage of the marketing channd. For example, some farmers have the
option of «dling a fam gae, of ddivering to a locd assembly market, of
supplying a wholesdle market direct or of sdling directly to retalers or even to
consumers. However, a maximum vaue added for the farmer is not aways an
optima solution. If additiond marketing cods are equad or greaier than the
vadue added then there is no advantage in the increesed price. Avalability of
information on market conditions a different locations or different points in the
marketing chain is necessary for choosing where to market.

Some countries may not have ether the concertration of horticulturd
production or the resources to operae a vey sophisicated sarvice
Nevertheless, even a smple service offering regular price information for one or
two termina markets can be beneficid to farmers in severd ways. Information
reduces the cogts of sdling the produce by reducing risks. In the extreme case,
farmers with information can decide whether or not to harvest. Information on
maket conditions may change fameas maketing draegies  While,
individudly, famers may be ureble to teke advantage of spatid arbitrage
posshilities, collectively they may be able to organise transport to more digant
and profitable markets. Group marketing by farmers is not, of course, without
its problems and while offering some dtractions has not been widdy taken up
in practice. Improved avallability of information may, however, encourage more
group marketing initigtives.
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3.4.1.2Current market information and traders

Marketing margins are rddively high in developing countries. While there are a
number of reasons for this, lack of information is generdly seen as being one of
the main reasons, gpart from transport codts, for high transaction costs. When no
forma AMIS exigs, information has to be collected by the traders themselves.
This is egpecidly codly for smdl traders In many cases information is
gathered through persond networks based on mutud trust and by persond vists
to markets. Due to the time involved, the information received is often dated. If
poor information leads to losses these must be recovered from future
transctions thus adding to margins.  Improved teecommunications and
epecidly the rapid soread of cdlular phones is bringing about rapid change in
thisarea.

3.4.2. Higorical information
Higtorica information is compiled over time, often severa years, and can be
usad for production planning and storage decisons

3.4.2.1Historical Market Information and Farmers

Maket information can fadlitate optima decison-making based on market
incentives. A lack of information will hamper the famer in taking decisons
concerning the crop and the quantity to produce and concerning the best time to
produce to maximise returns.

Informetion on price fluctuations will dso give indghts into the risks associaed
with producing different crops. Consequently, better information should lead to
higher profitability, but

Lack of information is an entry barier to both trade and production. Where
famers have had access to information they ae able to move beyond
subssence production. Shifts in cropping petterns to higher vaue produce have
aso been noted, especidly in vegetable production.

3.5. Benefits of improved information

Improved informetion enables farmersto:

plan their production morein line with market demand
== Shedule their harvests a the most profitable times

== decide to which markets they should send their produce
== nNegotiate on amore even footing with traders

s

)
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Improved information should dso enable tradersto
== Move produce profitably from a surplusto a deficit market
== Make decisonsabout the viability of sorage where technicaly feesble
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4. Priceformation

In theory prices are the result of the functioning of the maket and ae
determined by:
== *supply and demand which, in turn, are influenced by
== CONSUMer preferences
== COStSOf production
== Mmarketing costs
== €nvironmenta factors

* While it may be regarded as a fine point by many there is a strong
case in a market led stuation to restate this as demand and supply to
emphasise the fact that the market led approach is demand driven as
opposed to the production, sdes or engineering approaches which are
supply driven.

All exchange relationships tend to have dements of market power on one sde
of the exchange or the other. In agriculturd marketing transactions the party
with more knowledge usudly, but not dways, sets the initid price The other
party then decides whether to accept or regect the offered price. If only limited
competition exids, there will be little pressure to set the offered price above the
abolute minimum. This latter scenario tends to be the case in the UDP
programme area.

Competition, however, can increase the weeker party’s knowledge of market
conditions and trigger an adjusment in the price, either by direct negotiation or
by the paronisng of dtendive deders. In such a framework of price
formation, market knowledge implies market power.

One of the main steps governments can take to improve the fairness of market
price formation is thus to ensure that timey and accurate information about
actud market conditionsis avalableto dl.
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5. Factorswhich can distort the market system

In practice however many factors can distort markets and as a result the perfect
free market system so beloved by freemarket economists from Adam Smith to
Milton Friedman ceases to function efficiently. Many of these digorting factors,
some of which ae controlldble and some not, ae present in the UDP
programme areaeg.:

=2 Unpredictable dimatic changes such as el nino

== POOr infrastructure (roads, tedecommunications and the physicd markets)

== lack of the means of production such as afordable capitd or technica

knowledge
== bariersto competition in the marketing chain

These circumgances can result in high risks and high marketing cogs and in
many cases can prevent otherwise willing entrepreneurs from responding to
mearket opportunities.

A number of different gpproaches are required to ded with the controllable
factors liged above and the reaive importance of each will vary depending on
the dtuaion. Market information will dways be an important fector in the
efficient operation of the market economy.
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6. Justification for AMIS
6.1. Theoretical justification for AMIS

Much of the theoretica judification for market information services is based
on
= epatial arbitrage (the process of exchange of commodities with the
objective of taking advantage of price differences that exceed
transaction costs). In practice large traders are the entities most involved
in goatid abitrage, egpecidly between widdy dispersed  geographic
aress eg. Davao and other areas of Mindanao and Cebu or Manila or
even overseas markets. These traders tend to have their own information
networks. They have access to tdecommunications and have a scde
advantage in that they can spread the costs of information over much
larger quantities of produce. Smdl traders and individud farmers or
sndl famer groups lack the resources to support such information
networks and are more in need of an AMIS supported by public funds.
While the man advantages for these latter groups ae mostly not
concerned with spatid arbitrage there are other benefits more directly
related to practicd matters than marketing economic theory and we will
concentrate more on these,
& Temporal arbitrage (changing the time when product is brought to
market i.e. storage) while dso a theoreticd judification is not 0
important and especidly for perishable horticultural products

In theory then, when a maketing sysem functions efficiently spatid and
tempora arbitrage takes place i.e. traders or producers take advantage of price
differences in ether space (markets in different geographic loceations) or time
(storage) until these differences decrease to the leved of transaction costs.
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6.2. Impact of AMIS

Market Information Services can have the following impact:

== they can fadilitate efficient alocation of productive resources

== the bargaining pogtion of farmers with traders can be improved

== information reduces transaction cods (i.e. the costs of sdling the
produce) by reducing risks

== famers with timdy and rdiable information and the ability to interpret it
can decide to which market they should send their produce to maximise
returns or, indeed, whether to send their produce to market at dl;

Lack of information is an entry barier to both production and trade and reduces
competition within markets.

By ocontributing to more effident marketing, paticulaly improved Spetiad
digribution, market information should be beneficid for consumers as wdl as
famers and traders. Information on retal prices may dso, under cetan
crcumgances, asist consumers to bargain. This is perhaps one judtification for
public funding of AMIS but a is discussed more fully in a laer section
presents its own problems.

There are other uses of AMIS for policy makers, Ealy Warning Systems etc,
but these while not totaly ignored for the purposes of this paper are not given
the same prominence as other uses but should be consdered for public funding
judiification.

However, it cannot be over emphasised that the primary purpose of
an AMIS is to supply commercially useful market information to
producers and any other potential benefit which detracts from this
must be subordinated
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7. Experienceswith Market Information Services
7.1. History of AMIS

The higory of agricultur market information services tels us that
while the needs and benefits are well recognised the practical
application of AMIS is a far from simple task with little guarantee of
success

Many countries have now edablished Agriculturd Market Information Services
but a recent FAO survey of 120 member countries identified only 53
functioning Market Information Services and the utility of many of these weas
consdered to be questionable.

The study concluded that the vast majority of these services cannot be
considered to provide commercially useful information for farmers
and traders.

The same survey concluded that alarge percentage of AMIS are;

== primarily data-gathering exercises (usualy not well done)

== ae frequently operated by government officids who lack a commercia
gpproach

== face dgnificant resource congraints

== ae often set up by donors and have proven to be unsugtainable once
donor support has been withdrawn

== AMIS plannes have tended to “over desgn’ sewvices paying little
attention to the capacity of the organisaion providing the service to
continue to do so on ardigble bess

Unfortunatdly the Philippines has been no exception.

While the importance of AMIS is wdl recognised numerous problems exist
with their operation. Shepherd et al conclude that

" the main constraints appear to stem from lack of resources, not so
much to establish an MI'S, where donors are often prepared to assist,
but to maintain it in efficient operation after the donors have left" .

MARKET | NFORMATION SERVICES — Theory & Practice Prepared by Tom Cunningham UDP Market | nformation Specialis June 2000 Page 13



8. Designing and setting up an AMIS
On the bass of the discusson s far, it mus be cdear tha deveoping an
efficient, rdevant and sustaindble AMIS is far from easy. While the benefits of

such sarvices gppear unarguable, the falure of many countries to operate
rdigble, accurate and lasting services does question the wisdom of donor
agenciesin promoting AMIS in dl circumstances.

Attention needs to be paid to the capacity of the country and the
counterpart organisation to operate a service, both in terms of
technical capacity and in terms of ability to meet recurrent costs.

Inditutiond arangements need to be cdosdy examined and the potentid for
private-sector involvement should be investigated. Basc seps can be taken to
avoid some of the obvious problems.

The greater the level of research at the beginning, the more likely
isthe AMISto prove valuableto its target users.

Tailoring the size and scope of the service to available budgetary
resourcesislikely to result in greater sustainability.

Ensuring that all operatives are fully trained should result in a
moreaccurate AMIS.

It isimportant therefore to remember that

In desgning a service sustainability and commercial utility must be
the prime consderations, but these are not easily achieved.

In order to achieve these objectives two points are particularly important:

the needs of those involved in the marketing system must be
determined (usefulness)

the service must be tailored to meet the resources available
and only expanding operations when additional funds can be

obtained on a long-term basis. (sustainability)
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The following pages are not designed to be a manua for AMIS establishment
and operation. Rather, the am is to discuss those issues which need to be
addressed at the outset if an efficient and sustainable AMIS isto function.

Some of the detail outlined here may be consdered excessve and in the present
Studion probably is. It should be remembered that the project ams to bring
about a changed Stuation and that this must eventually be provided for.

8.1. AMIS components

A good sarvice will congst of anumber of components which will need to be
well designed and implemented. These include:

s etleta collection

& etlatatransmisson

& etldtaprocessng

s etlatadissemination

8.1.1. Datacollection

Market Information Services dand or fdl on the qudity of ther information.
Frequently, however, this aspect of the sarvice is given inadeguate attention.
Traning of data collectors, after the initid enthusasm of seting up a sarvice, is
often forgotten. With ineviteble staff turnover, there is a danger that within a
few years mogt of the collectors are people who have had no training. Daa
collectors frequently lack resources for trangport to and from their markets.
Where donors have provided trangport, eg motorcycles, locad budgets are often
insufficient to meet fud and maintenance costs. Resources redrict the training
that can be caried out and dso redrict the ability of head office to send out
ingpectors to check on the work of field daff. Sdaries can be very low. A
consequence of dl this is that price reporting can become mechanicd, with
reporters paying little attention to the accuracy of their work.

An additiond factor is that the pesk time for market trading is often early in the
mormning, whereas government officias usudly do not start work until eight.
There may be atemptation not to vidt the market regularly but to guess prices.

The quesion then aises as to who should be respongble for collecting the
information. In an ided world they should be people who are soldly responsble
for market information and have no other job. At the same time, full-time
market information staff puts up costs and countries are thus often forced to use
the services of government officers who have other responsibilities
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Many markets cary out both wholesde and retall functions. Migtaking the two
prices is a common misteke in data collection. Furthermore, prices can fluctuate
dgnificantly during the day, both due to supply changes and to the need of
tradersto sdll produce before it becomes unsdegble.

Data collection is usudly the biggest sngle cost in operaing an AMIS and is
very often the firda component to suffer when budgetary cutbacks are
introduced. One of the reasons for this is that price collectors are often
employed on a pat time or contract bass and thee daff are usudly the fird to
be retrenched if there are any cutbacks or if savings have to be made to
accommodate rising costs without an accompanying increase in resources.

Sustainability requires that an affordable price collection
mechanism that can be maintained into the future without
dependence on external inputs can be devel oped.

8.1.2. Datatransmission

AMIS officers should be provided with a timetable which spdlls out exactly at
what time market information should be collected, when it should be put onto
the computer and when it should be ddivered to the radio dation or whatever
media is to be usad. That this is being done should be monitored by supervisors,
who should dso lisen to radio broadcasts to check that they are going out and
to control them for accuracy.

8.1.3. Data processing
The motto “keep it dmple’ dso goplies to data processng. It is necessary to
keep computer experts under control or they will tend to desgn sysems o
complex that only they can undegand them. While the desgns should
recognise that some expanson of the service may teke place, they should not be
0 complex that those operating the AMIS on a dayto-day bass cannot handle
them easly and solve any problems tha may arise. Handling the time factor in
market data requires careful design of the sysem, to enable the generation of
daly, weskly and monthly reports with meaningful comparisons between the
different time periods and markets. The other mgor problem is the security of
data To protect any cdl ranges with formulas from being accidentdly over-
written, these cell ranges can be locked to prevent unauthorised access. Entire
files can dso be passworded to prevent unauthorised access. But it is dmost
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impossble to protect the data, which mugt be routindy manipulated from sheet
to sheet or cdl rangeto cdl range.

Generally speaking a software programme which is capable of
automatically capturing and processing data and generating repats
should be used. Spreadsheets are not really suitable for this purpose
and cannot be used for manipulating and analysing data.

Only off the shdf software packages should be used for processng data
Custom written software programmes have a very poor surviva rate. USAID-
funded projects have tended to use SPSS while FAO developed FAO-
Agrimarket, a runtime verson of dBasalV. FAO is now moving towards the
use of Windows-based programmes.

Spreadshects while initidly eassy to st up are difficult to mantan especdly
when sheets are linked and macros are used. They ae dso of little vaue in
andysing and manipulaing data and in generating time series deta

Spreadsheets can be used for entering the data a loca leve for transmisson to
the central processng unit.

A problem with many MI S is that they become obsessed with processing
and analysing the data and tend to ignore the main purpose of
gathering it in the first place, i.e. to provide speedy and useful
information to farmers and traders. Thisis often a reflection of the lack
of a commercial orientation among Ministry officials and conflicting
user requirements.

8.1.4. DataDissemination

The FAO survey identified only thirteen countries that have daly dissemination
of price information. In many circumstances (but not aways), daly information
would appear to be a precondition for a commercidly rdevant AMIS. For
example, where markets are hed daly for horticultura produce there may be
little rdlevance for the farmer in prices of three days ealier. Staples, on the
other hand, are generdly far less perishable and thus prices change more dowly.
In these circumstances, a weekly service or perhaps even less frequent would

appear adequate.
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Where prices do not change much or only very gradually and where
farmers are more interested in prices as a guide and an aid in
negotiations with a local trader rather than to take advantage of spatial
arbitrage daily prices are unlikely to be necessary.

Problems with dissamination ae asociated with guaranteeing that the
information is accessble to the taget audience and ensuring that the
information is in a form in which it can be understood. Again, lack of resources
is the mgor condrant to effective disseminaion. Almost al countries surveyed
by FAO reported that they were experiencing difficulties in this regard. Many
savices find that they do not have the resources to finance price broadcasts on
the radio which, in most countries, is by far the most effective way of accessng
sndl famers. Radio dations, on the whole, do not regard market information
broadcasts as news services but more as potentid pad advertisements. This
problem is growing as, under dructurad adjusment reforms, radio Sations are
being privatised or are expected to cover an increesng pat of ther operating
costs and are demanding payment to cary broadcasts. However, Agricultura
Maket Information Services have few opportunities to raise the funds, dthough
they have tended to be vary dow in exploring the posshility of sponsorship.
Many oountries induding the Philippines have technicd problems in
broadcadgting country wide. For famers and smdl traders, dternative methods
of announcing prices, such as newspgpers and bulletin boards, do not have the
same immediacy. Other problems with information dissemination include
ensuring that the broadcasts are a a time when farmers and traders can listen to
them.

It is ds0 essentid that the broadcadsts are in loca languages. Use of more than
one language inevitably incresses the amount of ar time required and hence the
cod. In most countries radio ownership is not universa. This has prompted
AMIS deveopers to use notice boards to publicise price information, with
mixed rexults. They ae often not mantaned and prices are rardy updated.
They are frequently Sited close to Government offices and far from the markets.
Even where boards are updated regularly, they are ussful only when farmers
gather in one place to sdl their produce. Where itinerant traders vist villages to
buy crops, boards in provincid and digtrict centres are next to usdess. A further
problem is that in order to use price boards farmers have to be literate. In many
countries widespread literacy cannot be taken for granted.
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Thus, while price boards are inexpensve and an indication that something
postive is being done to promote maket information, they should only be
erected when:

& zaregular flow of up-to-date information can be guaranteed,

# #they are Sted at places where farmers congregate

& efarmers are able to understand them.

Information should dso be sandardised. A "bag" should mean the same thing to
dl usars of the sysem. This should not, however, go as far as an atempt to
force the marketing system to change its established measures in fawour of
something more convenient for the AMIS.

The media must be rdevant to the usr of the information. For example,
confining information to newspapers is pointless if many fames ae illiterate
or if newspapers are not delivered regularly to the area It is insufficient jugt to
arange for radio or tdevison broadcass or newspaper columns and then gt
back and think dissemingtion is taken care of. Congderable atention needs to
be pad to the way in which the data is presented. In newspapers, newdetters,
pamphlets etc. the lay-out is very important, and comprehenson can be greetly
improved with the use of graphics. On the radio, the reading of long, boring lids
of prices can ragpidly reduce the audience. Radio broadcasts could concentrate
on the mogt important crops and/or on crops where prices have changed
sgnificantly. Print media can be used to give more comprehensve information.
Price broadcagts should be interspersed with some andyss of market conditions
and opportunities. Admittedly, this may lengthen the programme and incresse
cods. Fndly, and perhaps obvioudy, it is essentid that prices are broadcadt in
languages which people can understand.

Farmers are often confused about the prices they hear on the radio. There is
frequently an insufficient understanding of the difference between retal prices
and wholesde prices or, indeed, between wholesdle and producer prices. When
a maket information service begins radio broadcadting, the firg programme of
market informetion should be preceded by one or two programmes which
describe the sarvice and provide famers with the information necessary for
them to interpret the prices broadcast. These programmes should be repeated on
a regular bads. Extenson officers should conduct periodic traning of farmers
on price comprehension and interpretation.
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Market Information Services rady conduct <udies of the impact and
acoeptability of the information they broadcast but this should be an ongoing
exercise. Studies conducted for FAO, as pat of their survey of AMIS around
the world, carried out interviews with farmers and traders. While some AMIS
were generdly found to be well gppreciated by the target audiences, others were
ather rardly listened to or not understood.

8.2. Utilisation of Data

Utilisation of AMIS information by smdler famers can be enhanced if
extenson workers are in a pogdtion to advise them on how to interpret the prices
and seasond price trends. For example, if the price in the main city is so much,
what would be a redidic price close to the fam, after teking account of
marketing costs? At a more sophidticated leve, extenson workers can plot
prices over severd years and advise farmers when to plant and harvest to teke
advantage of high-price periods. Production not related to market requirements
has to be avoided. All extenson workers require a basc undersanding of
marketing if they are to provide meaningful advice to growers.

Deays in trangmitting, processing and disseminaing price daa can undermine
the credibility of an AMIS. In these days of modern communicatiions by
tdephone and fax and increesingly, emall, the problems associated with
trangmitting information from the market where it is collected to a centrd
processng unit should be less. Problems can perdst especidly in more isolated
aess. Government offices can lack equipment and where donors have provided
equipment, recipient countries often experience problems in replacing it when it
bresks down after, or even before, the donors have left. In offices where the
equipment supplied for an AMIS is better than the equipment being used by
senior personnd  there is dways a danger of it being commandeered. A further
problem is that budgets avalable to pay for 'phone cdls or faxes are often
limited.

Smdl-scde fames for example may find daia on prices in ther locd
assembly markets much more rdlevant than magor city wholesdle market prices
because they lack transport to mgor city makets. Farmers can have difficulty
interpreting price information, especidly in the early stages of an AMIS. The
introduction of an AMIS must be accompanied by an extenson and awareness
campaign to explain to famers the meaning of the prices being broadcast, and
that such a campaign must be repeated on aregular basis.
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For most small farmers, information services will have to be
supplemented by extension services which are able to assist them to
interpret price data.

Savices could dso target consumers and this might make public funding more
acceptable. Generdly though they only broadcast wholesde, not retail, prices.
Price information would be much more ussful if it were accompanied by a
range of other information regarding, for example, quantities avalable a the
market or in mgor producing aess, supply-demand trends, and problems with
transport, such as road blockages. However, it must be recognised that it is
better to provide no information than inaccurate or mideading information.
Information on quantities, especidly quantities ariving a maket centres is
often paticulaly difficult to record. Apat from mixed loads and the sheer
difficulty of monitoring product as it arives traders often refuse to divulge
information on quantities (something to do with the taxman or tax woman). It
might be better jus to say that supplies were heavy, light or moderate or
perhaps suppliesfailed to clear.

8.3. Political and Other Interference

If it is accepted that AMIS can increase the bargaining power of farmers then it
follows that, a least in this aspect, AMIS can lead to a reduction in traders
margins. Further, larger traders may oppose an AMIS because they have
invested in obtaning ther own informaion and an AMIS will reduce ther
compdtitive podtion in rddion to sndler trades and fames If locd
paiticdans dso hgppen to be mgor traders condgderable difficulty could be
experienced in securing public support for AMIS,

8.4. Charging for Market I nformation

The vast mgority of AMIS in devdoping countries and emerging economies
ae public services Ohbvioudy, public provison has limitations of codt. People
who are prepared to pay for market information do, by definition, require more
information than is avalable publicly. They aso require the informetion more
rgpidly. Thus a precondition for a commercid sarvice is good and inexpengve
tdecommunicetions. In the long term, the potentid offered by improved
communications systems, such as the Internet, is enormous. The problem here,
of coursg, is tha the ones who can afford to pay for it then have an advantage
and generdly these are not the intended beneficiaries. Given that the mogt rapid
sydem of dissemination to smdl-scae usars is undoubtedly radio it is dso
difficult to see how they could be charged, even if they could afford to pay. It is
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d= unlikdy that an AMIS that begins by offering a free service will ever make
the trangtion to acommercid one.

9. Ensuring Sustainability
9.1. Thelnstitutional Structure

If an AMIS is to be sugtainable its operation must somehow be ingtitutionalised.
The vast mgority of Agriculturd Market Information Services world-wide are
run as free public services Market informetion is seen as a public good, i.e
something like roads or dean water, which should be made avalable to dl, not
just those willing and ableto pay.

This would suggest that the operation of the AMIS should become part
of the normal activities of the public sector.

Private Market Information Services appear to work best when they are able to

use dready avalable information i.e. when the cost of information gathering is
borne by someone dse Dissemination cods ae usudly much less than
gathering codts.

One possible solution is for government to bear the cost but to contract out the
operdtion of the service. Such an arangement would free the operation from
redrictive  public-sarvice  employment  regulations,  thus  giving  them
management  flexibility and the opportunity to be more cost effective Govt
would have a monitoring role. However as costs escdate due to inflation or for
other reasons government may not be willing to alocate extra resources.

As dated aove numerous AMIS have been established by donors, but have not
been sugtained.

In an effort to address ingtitutional shortcomings donors have
intervened with grants and salary supplements, but these have
contributed to unsustainability in the long run.

Despite the difficulties associated with sudtainability after donor assstance has
ended, there gopears to be a drong need for technicd, and some financid,
assdance to most countries seeking to begin AMIS from scratch. However,
there is a generd trend worldwide towards reduced technica assstance and
projects are tending to have a shorter time frame.
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Donor funding should be for setup and training costs and not for
recurrent costs.

The FAO from their experience recommend that for most countries a one year
project with fulltime technicd assdance input is the minimum required to set
up an AMIS.

Funding for information collection and dissamingtion, induding training, is
likdy to be one of the main areas which threaten AMIS sustainability. Services
can no longer teke for granted free access to government owned radio Sations.
Where privatedly owned radio daions underteke some of these functions on a
voluntary bags this seems to be done on individud initistive and has generdly
proved to be unsustaindble Sponsorship for broadcasts by agri-busness
companies is one option. Lack of purchasng power among the intended
audience often discourages sponsorship.  Induding  some  information  for
consumers could hep to overcome this but agan the collection of this
information has its own problems and mixing wholesde and retall prices can
cause congderable confusion.

A difficulty with privete radio gations performing avoluntary role isthatthe
AMIS does not become indtitutiondised. Persondlities or circumstances at the
radio station may aso change.

9.2. Analysing the Marketing System and its I nformation Needs

In theory, no AMIS should be planned without a detailled understanding of how
the marketing system works.

A detailed survey of the marketing system should be undertaken in
order to assess information requirements of each category of
participant in the system.

These incdude farmers, traders and commisson agents, exporters, retalers,
consumers, extenson services and government departments. The survey should
endeavour to identify the type of information each caegory requires, the form
in which the information should be presented, the frequency the information is
required and the times of the day when dissamination should teke place. It is
necessxy to have information about the flow of products between farm and
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market and between markets as well as about the functions of the various
intermediaries. It is essentid to know how prices are determined at each stage of
the marketing chain.

In cases where traders sometimes buy the production from the farmer while it is
dill in the ground or on the tree information on dally prices would appear to be
of little utility to the farmer. In these circumstances a combination of historica
market information, an andyss of price trends and if possble some daa on
production trends would gppear to be more ussful.

A paticipaory gpproach, providing the AMIS developers with the chance to
explan the implications of an AMIS and then discuss with farmers in what form
they would like to receive the information, is essentid.

In researching the marketing system, it should not automatically be
assumed that a Market Information Service is required or that one can
be designed and operated which will fulfil the need.

Once it is clear tha there will be beneficiaries, ether exidting participants in the
marketing system or potentid new entrants, it is then necessary to daify their
exact needs.

One problem with assessing farmers information needs is that they
often do not, at the outset, appreciate the value of information or
necessarily know what information will be of benefit to them.

The temptation should be avoided here to try and gather and disseminate  dl
kinds of informaion on everything. When farmers are asked what information
they need, from where it is needed and on wha commodities you can very
essly end up with a wish lig, most of which will have no reevance. The
desgners of the sysem mus carefully andyse the sated needs and try and
prioritise them. This is especidly important in Stuations where resources are
limited.

It is important to identify the most relevant price to the farmer. Is it
local pricesor pricesin more distant markets.
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Other points, touched on earlier, ds0 need to be reviewed. While an AMIS
should clearly not be datic, and must evolve over time, dl of these quedions
should be addressed at the outset:
== How many products should be covered and which varieties?
== What weights and messures will be used?
== How often do farmers or/and traders require the information and through
which media?
== Who should the AMIS be aimed at?
== Do dl potentid beneficiaries have access to the media chosen?
== WIill farmers be able to use the information effectively, or is some sort of
marketing extenson sarvice required to assst them?

10.Productsand Markets

The golden rule should be to sart on a smdl scae and work up as resources
permit. For indance, depending on the andyss of the maketing system, it may
be desrable to initiste a service with information on prices in a few important
wholesde markets, gradudly expanding to include other wholesde centres and
some assembly markets.

When donor assistance is not used it is perhaps easier to avoid the trap
of trying to do everything at once.

When donor help is available, not only do the donors tend to want to
develop impressive services but the recipients also want to take
advantage of the assistance while it is available.

This is undergandable because, if a gradud gpproach is adopted, the donors
may not be around when it istime for expangon.

The more markets covered, the more likely it is that an AMIS has an
unmanageable amount of data to handle, staff whose salaries cannot
be paid and whose training cannot be afforded.

10.1. Products
10.1.1. Which commodities to include

Commodities to be incduded in an AMIS should be those which ae
commercidly important. In some cases this will include more than one variety

(eg. red and white onions). The tendency to want to maximise the number of
crops in order to build up a srong datidica database should be resgted. As the
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number of crops covered increases cods rise and often with minimd extra
utility, data collection becomes more complex, data trangmisson and processng
becomes dower and informetion dissemingtion on the radio tekes longer and,
for the bulk of non-farming listeners, becomes more boring.

Where crops have only a limited demand, those famers producing them will
probably dready have good market informaion and market contects. In
developing countries, crops such as asparagus and sdad greens probably fdll
into this caegory. While publicisng market prices may encourage new
producers, the prices will be of little interest to the bulk of producers and thus
the cogts of providing the information may well exceed the benfits.

10.1.2. Product Varieties

It was stated above that an AMIS needs, a an early stage, to decide on the crops
to be covered. It ds0 needs to decide on the types of each to be reported on. The
daly price of beans will have little meaning as there are saverd types of beans.
If resource and other congderations limit the number of crops that can be
reported on, then it is essentid to sdect the most important varieties of each
product, to the excluson of the others, and name those varieties when the prices
are disseminated.

10.1.3. Product Quality

In any maket a wide variety of qudities of a particular product is likey to be
available at any one time. Prices for different qudities could wel vary widdy.
In the dbsence of agreed and widdy recognised qudity standards, which are
only avalable in very few countries, product qudity could well cause confuson
in the interpretation of price information. Producers of reatively poor qudity
fruit, for example, might complain bitterly about the accuracy of an AMIS
which reports prices of the top grades without meking this cdear on radio
broadcasts.

AMI S should aim to collect and disseminate prices for produce of Fair
Average Quality (FAQ).

This reguires a congderable amount of training of data collectors in order to
arive a a common understanding of what congtitutes FAQ, as there is clearly a
need for consstency both between collectors in the same market and between
markets. It dso requires an extenson effort to ensure that both farmers and
traders have a dear idea of the qudity which is beng referred to in price
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broadcasts. When produce which does not fit the FAQ description is unavailable
on a paticular day, it is preferable that no price information is recorded rather
then prices of inferior or superior quality.

10.1.4. Weightsand Measures

It is important that weights and measures which are dearly understood by 4l

users of the sysem are used. If there are any regiond variations in measures,
this needs to be pointed out in price broadcass.

10.1.5. Quantity, Stock and Other Information

We have lagdy concentraed on the role of an AMIS to provide price
information which, in dmog dl drcumgances, will be the most important
function. While detailed information on quantities supplied to a market would
undoubtedly be useful for planning purposes, in mos circumdances such
information is not required by famers or traders. In practice, a fairly subjective
assessment on the pat of a traned daa collector regarding the supply Studion
will probably be adequate for short-teem commercid uses AMIS should
therefore @m to supplement price information with supply information, such as
“the market was oversupplied with tomatoes today,” or “stocks of onions ae
low” or “few watermelons arived in the market today” rather than atempt to
give precise figures.

In countries where road communications ae frequently disrupted by bad
wegther, an AMIS can provide a useful service by advising farmers and traders
of the disruptions. This could sarve two purposes. it would dert farmers in some
aress to the fact that their perishable produce is unlikely to reach the market and
it would dert farmers and traders in areas not subject to trargport problems that
prices in the market are likdy to rise. Information of supply availdbility is of
use to traders to assgt them in locating new sources of supply, especidly if
produce is short.

10.2. Locations to collect pricesfrom

The locations in which price informatiion is collected will depend firdly on
research about information requirements of the target users of the AMIS. For
example, if farmers want information on prices as close as possible to the farm
gate, it makes little sense to collect retail prices. Idedly, the locations chosen
should be those which provide maximum coverage in terms of quantity traded.
Agan, cods have to be badanced agangt benefits. It should be redised a the
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outset that every maket chosen for price collection not only increases the
number of collectors required but dso increases the need for supervison,
traning and data processng and, where radio broadcasts are pad for, increases
the duration of the broadcast. Cods of supervison and traning can be
particularly high; in large countries travel and subsstence codts for head office
daff to supervise fidd officers could well agpproach the sdaries of the daa
collectors. However, in the case of many countries, price collection a source
may not be so rdevant nor, indeed, feasble. Where farmers are scattered over a
large area and sdl to traders at the farm gate or at very smal assembly markets
on an irregula bads the locd price may be both difficult and prohibitively
expensve to collect. Under such circumstances, it may be preferable to
dissaminate wholesdle market prices and, through the extenson sarvices, assst
farmers to interpret them. However, as noted above, this needs to be consdered
in detal a the design Sage.

Coverage by an AMIS should be flexible Services should periodicdly review
crops and markets covered to take account of changing petterns of demand and
production. This may necesstae introducing new crops into the AMIS. In the
long run, it may require remova of a market from the list of those covered and
replacement with another which is more active and more rdevant to producers,
traders and consumers.

10.3. Who Should Collect Market | nformation?

Market information should idedly be collected by people who both have the
time avalddle to do the job accuratdy and have an interest in ensuring the
success of the service. Full time collectors who can build up a good reaionship
with farmers and traders is likely to result in better qudity data collection than
tha by a rductant employee of a Statistics Service who is sent to the market
once a week. There would gppear to be a drong case for, wherever possible,
linking mearket information collection with officers responsble for marketing
extenson. Where information is collected daly the officers responsble would
be in an ided pogtion to advise famers and other extenson workers about
price trends Where weekly collection is deemed adequate, usng marketing
extenson workers to do this work would ensure that information was collected
by people who gppreciated the importance of the AMIS and understood the
maketing sysem. Given tha traders in paticula, ae likdy to be vey
suspicious of Government  officids of any type, it is important tha they
underdand that the informaion collected from them will be averaged or
aggregated and that no individua records are kept.
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In some circumgances it may be possble for the trade itsdf to teke
respongbility for price collection. It has dready been noted that some markets
meke avalable informaion on daly transactions Such informaion can ether
form the bass of an AMIS operated by the market itsdf or used by a
governmenta, semigovernmental or commercid AMIS. It is dso feasble for
information to be provided by market traders through, eg., traders associations
or chambers of commerce or agriculture. However, any AMIS usng such
information from the private sector would need to build in checks for accurecy,
given the posshility that some traders would wish to bias information to ther
percaeived advantage. Neverthdess, the lack of resources experienced by many
governments suggests thet, in future, dternatives to the sandard design of an
AMIS will need to be condgdered. One of these could be a service which does
not collect primary data but recaives information from a variety of sources for
subsequent dissemination to users.

10.4. How Often and When to Collect Market | nformation?

Information on grain markets probably needs to be collected less frequently
than information on perishables. In some countries, induding the Philippines
where grain prices are largdy controlled by government grain price collection is
hardly rdlevant. Prices of non-grain stgples can, however, change more rapidly,
paticularly those of horticulturd produce where prices can change quickly.
Moreover, while demand may change little on a dayto-day basis, production
levds can fluctuate ggnificantly, depending on the suitability of wesether
conditions for ripening and havest or, smply, on how many famers decide to
havest on a paticular day. Thus disseminaion of horticultura market prices on
a weskly bass is unlikdy to meke a dgnificant contribution to improving
market trangparency, other than to indicate the generd trend of prices as a result
of seasondity and other factors.

Idedlly, horticulturd prices should be collected and disseminated on every day
on which the rdevant market functions. In practice, a government operated
AMIS will radly be in a podstion to collect prices a weekends when
govenment offices are closed, even if the makets are functioning on those
days Thus in many countries data collection from Monday to Friday is likdy
to be the norm. Dally collection does, of course, imply the use of full time data
collectors. Where resources do not permit this, it may be necessary to reduce the
frequency of collection. In meking such a decison, the option of lowering cods
by reducing the number of makets covered needs to be consdered as an
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dterndtive to reducing the frequency of collection in dl markets. Data should
idedly be collected during the peek trading period for each market. In practice,
many AMIS will find it difficult to adhere to this rule. For example, paying staff
ovatime to work very ealy in the morning may increase cods unacceptably.
Also, collecting data a the ided pesk time may cause problems with ensuring
timey information dissemination. If the best time for disseminating information
is early in the morning it may be preferable to broadcast the previous evening's
market prices rather than the previous morning's. Where the pesk market period
vaies according to location, it may dso be necessxty to meke compromises
with regard to the time of collection in order to accommodate radio schedules.
The pesk period is preferable for price collection because that is when both
suppliers and buyers are a ther maximum and when price formation is most
rlidble. Markets which operate on a 24-hour bass and receive new supplies
regularlly (eg. those in many pats of Asa) may experience very limited daily
price fluctuaions, as may those which dispose of the produce in a short period
a a st time of the day (eg. those which use the auction system). However,
markets which are open to buyers for much of the day but recelve most of ther
supplies a a paticular time (eg. ealy in the morning) may wel see prices
decline as the day goes on, the produce becomes less fresh and famers and
traders try to sdl old sock in advance of new produce arivas While pesk-
period prices may therefore not be indicative of the average price a farmer is
likdy to receaive it is not feasble for an MIS to collect prices and quantities
traded throughout the day in order to obtain relidble weighted averages. Under
these circumstances, the peakperiod price provides the target price to which the
farmer should aspire. Clearly, however, price broadcasts and newspaper articles
mugt explain to users that the price used is the price a a certain time of the day
and not necessarily an indication of the average price over the whole day.

More important than ensuring data collection during the peek trading period is
the need for data to be collected a the same time every day. The information
disseminated must be consgent to permit comparison from day to day. This
will not be the case if prices are collected in the morning on one day and in the
afternoon of the following day. Thus a collection time, once decided, must be
adhered to and the AMIS needs to arange for cose supervison of daa
collectorsto ersure that thisis done.

10.5. Data Accuracy

Where price information has to be collected from scraich, i.e. where it is not
gengated dally as a result of the maket recording dl transactions, then
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condderable atention needs to be pad to making sure that the data collectors
ae fully traned in price and other daa collection techniques Repesated
“refreshe” traning will dso be required. Information collected must be
speedily trangmitted from the collector to the processor and on to the use.
Collectors shauld be issued with deta sheets to fill in, and provided with drict
indructions regarding the qudity of produce to which prices should refer and
the cdculation of averages (it will normaly be necessry to collect a leest five
prices daly for each praduct covered). Where dgnificant price differences are
observed an average price may have little meaning unless it can be weighted.
An dternative gpproach to using averages is to broadcast the “most common” or
the high and low prices. Again, these prices should refer to FAQ produce and
the low price should not be the price of old and/or damaged produce.
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11.Concluding Remarks

Previous sections have concluded that information plays an essentid role in a
market economy. Moreover, for reasons of equity, in order to promote
devdlopment on as wide a bass as posshble, and to overcome possible abuse of
market power through preferentid access to information, it is dedrable that

market information be avallable to dl who can useit.

It is, however, a big leap from identifying a need for market
information provision to actually meeting that need.

In recent years, many countries have experienced great difficulties in making
that legp, and reatively few developing countries presently have Agriculturd
Market Information Services that offer commercidly useful information on a
timely bass. Public sector AMIS suffer from dl of the problems faced by
bureaucracies in poorer countries. They nearly dl face daffing condraints. Most
lack resources to cary out day-to-day operations and this tends to lower Staff
motivation. While the wesknesses of bureaucracies are often not particularly
visble to the outsder, the falures of an AMIS are there for dl to see. Notice
boards which are rarely updated and have not been given a coa of pant in a
decade, newspaper columns which do not gopear and daly radio broadcasts
which suddenly become weekly broadcass are dl obvious evidence of
problems. Once an AMIS begins to go downhill it becomes very difficult to
reverse the drection, and many AMIS are now sarvices in name only.

A gradud approach is drongly recommended. Having decided to st up a
srvice, governments, in ther initid enthusasm for the subject, often want to
maximise coverage, both of products and makets This enthusasm for a
comprehensve agpproach is frequently nourished by donors, who want to see
impressve results from their assdance in as short a period as posshble
However, such an gpproach is often adopted a the expense of long-term
sudanability. Governments recurrent budgets are unable to maintain the leve
of daffing input in the initid desgn. Staff ae trandfered to other
reponghiliies and ae ethe not replaced or ae replaced with untrained
workers who cannot be trained due to ladk of resources. Computer and other
equipment is not replaced when it bresks down, again because of insufficient
dlocation in the recurrent budget. Cods of information collection and
dissamination go up; for example, due to devduation, increedng fud cats or as
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a result of date-run radio daions or newspgpers suddenly demanding payment
to carry market information.

Often price collectors are not pat of the platilia and in times of financid
cutbacks their contracts are not renewed.

Many AMIS are asgned with the main am of providing datigica informetion
to government depatments rather than commercidly useful information for
market paticipants. They often have more of an “hidorica” orientation then a
focus on “current” needs. There is dways a danger that new AMIS will follow
this path, paticulaly when based in Minidries which higoricdly have had a
drong focus on daidics and a limited agpprecigion of commercid redities.
Awareness of this as a possble problem is perhgps the best defence againg it.
AMIS designers should endeavour to podtion the new Service in the section of
a Minisry which is most aware of the needs of farmers and the commercid
community. A Market Information Service with the necessay commercid focus
should initidly concentrate on just one or a few principle wholesde and
as=mbly markets. Product coverage should be limited to those crops which
have a dzesble number of producers, are seasondly important and which are
much in demand. Specidity crops, such as herbs, where demand is rdatively
gmdl and where measurement of the price is complicated by lack of standard
units, should be avoided. The AMIS should plan to provide information on a
daly bass even if this necesstates daff working outsde normd dffice hours.
The nead to provide up-to-date price informaion is paticulaly essertid in the
cae of perishable produce and where prices change continuoudy. In certain
crcumgances daly informaion collection and dissamination may not be
necessary. Orly when a sarvice is able to cary out these limited activities on a
visbly sugtainable bas's should expansion be contemplated.

This paper hes rased the posshility that Market Information Services could be
provided by the private sector. The advantages of private or even semiprivate
AMIS ae tha they are not condrained by public-service regulaions which
effect teems and conditions of daff and the ability of a service to remove
unsatisfactory workers. Moreover, privae-sector AMIS can, by définition,
generate revenue whereas government services often find that any financing
they obtain for an AMIS has to be pad into the government’s central revenue
account. The disadvantage of a private-sector operdion is that it is likdy to
cease operation as smon as it becomes unprofitable, even if this is only a short-
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term  unprofitability. Despite  sudtainability problems, governments can  be
expected to have alonger term commitment to providing market information.

In countries where there ae a large number of smdl producers, market
information should idedly be avalable to dl, not just those who can afford to
pay for it. If a private service were able to attract sufficient sponsorship it could
condder making price informaion fredy avalable through radio broadcasts and
newspaper insertions. Unfortunatdy, reldively poor famers and traders do not
have the sort of purchasng power likdy to atract sponsors or advertisers. It
may jud be posdble to overcome this problem by directing pat of the
information provided towards consumers dthough the difficulties associated
with this have dready been noted. There is ds0 the posshility that a private
AMIS could sl (by Internet, other dectronic means or phone) detaled
information to the larger, most commercid farmers, while providing a limited
range of free information through the media for smdler famers. Whichever
method of informaion provison is adopted in a paticular country, it is
important thet regular, timedy and reliable market information is collected and
made avalable and tha the usars paticulaly fames ae asided with
interpretation of the data. Midtakes have undoubtedly been made in the pag; it
is hoped that this paper will mean that some of those misakes can be avoided in
the future.

11.1. Market I nformation for Consumers

There is a school of thought that AMIS should pay much more attention to the
information needs of consumers than has hitherto been the case. Examination of
the feashility of this does need to be caried out but there are several reasons
for bdieving that a consumer-oriented sarvice would experience difficulty in
providing useful information. Frgly, an AMIS which is oriented to the needs of
farmers and traders will concentrate on assembly and wholesde markets. Prices
from such markets are of little interest to consumers and thus an AMIS seeking
to a3t consumers would have to cary out pardld price collection activities in
retal markets. This would sgnificantly increese cogts dthough, on the other
hand, it may be esser to atract sponsors for retall price information provision.
Secondly, information collected from retall markets may not be of much use to
the bulk of consumers. In a city of 10 million people, for example, there will be
a large number of retail markets. Prices in these markets will vary according to
the disgance of the market from the source of supply (usudly the wholesde
market) and according to the quality standards in the particular market which
will, in turn, be deermined by the purchasng power of the neghbourhood.
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Moreover, many consumes do not buy a retal makets but maeke ther
purchases a locd shops, which have different pricing sSructures to those of
markets. Under these circumstances it is difficult to see how an AMIS could
broadcast useful prices for consumers, who would be far more likdy to obtan
information by comparing prices among locd retalers than by ligening to the
radio. Where an AMIS could perhaps provide a ussful service to both
consumers and farmers is by occesondly highlighting products which ae in
glut and should therefore be good vaue. Low farmer prices caused by gluts are
often farly dow to trandate into low retal prices Publicity aout crops which
should be chegp may encourage retallers to reduce prices and thus increase
consumption.
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