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ABSTRACT
A serious problem in planning for agricultural
development is an inefficient marketing system.

Interven

tion by public and private agencies in the agricultural
sector has been a common approach to the problems of agri
cultural instability and inefficiency.

The effectiveness

of marketing intervention organizations in a developing
agricultural economy is examined in this study.
The purpose of the research was to assess the market
intervention capabilities of six existing organizations in
the province of Zinder, Niger, West Africa.

Using inter

views and observations of the functioning of the market for
food and cash crops and animal by-products in the province,
the effectiveness of governmental and semi-governmental
intervention was examined in light of stated objectives and
goals.
A general discussion of the role of agriculture in
economic development is presented; approaches and con
straints to development are examined.

This is followed by

a general overview of marketing systems and their role in
the development process.
West Africa.

Specific attention is directed at

Then, the marketing system and agricultural

development in Niger are considered.

The historical role of

marketing in Niger is reviewed, and the importance of
xii

xiii

agriculture and livestock to the country is discussed.

A

brief explanation of the traditional and the official
marketing systems is given.
Next, an assessment is made of six organizations
involved in the agricultural marketing system in Zinder.
The effectiveness and efficiency of each organization were
determined by comparing an established set of criteria based
on stated goals with the perceived success in achievement of
these goals as revealed through interviews with the local
directors of the six intervention organizations.

Based on

interpretation and analysis of the interview data and some
secondary data, and observations of the functioning of the
market system in Niger, it was concluded that the six
marketing organizations in Zinder have not been as success
ful in achieving their goals as originally anticipated.
Four general problems were identified as systemic
constraints to the efficiency of the marketing organizations.
1.

Annual price fixing in Niamey by the Ministry of
Economic Affairs, Trade and Industry for the pur
chase and sale of agricultural products handled by
the intervention agencies in Zinder does not allow
them the flexibility to respond to fluctuations in
the local market conditions through price adjust
ments.

2.

The lack of integration of the official marketing
system and' the traditional marketing system

xiv

consisting of numerous private traders and
occasional traders results in inefficiencies in the
overall system.
3.

Lack of supplies and lack of administrative and
managerial expertise causes interruptions in the
operation of the marketing programs.

4.

An inefficient transportation system characterized
by a lack of transport carriers and inadequate
maintenance of roads and vehicles results in high
costs and limited access for people and commodities
to points of distribution, exchange, and service.
Several ideas were suggested as policy guidelines to

some of the constraints identified.

First, emphasis must be

placed on integrating the policies of the agencies with
those of the Ministry of Economic Affairs, Trade, and
Industry.

Second, efficiency in agricultural marketing in

Niger could be improved by integrating the official and the
traditional systems, allowing each system to function in
harmony with the other.

Third, emphasis on improved manage

ment skills in administration, marketing, and accounting
would increase the capacity of Nigeriens to more effec
tively carry out their programs.

Fourth, improvement in the

market system would require the identification and develop
ment of external markets for agricultural and livestock
commodities which can be produced in Niger.

Fifth, the

XV

development and improvement of storage, packaging, and
processing of agricultural and livestock products, and an
improved transportation system are essential policy con
cerns.
Specific guidelines were then suggested for im
proving the efficiency of the marketing system in Niger.
Based on the policy guidelines set forth, program recom
mendations were given.

Goals were identified, participants

for each program were proposed, and a prioritization of
activities was suggested.

CHAPTER. I
INTRODUCTION
The importance of agriculture in the developing
countries cannot be underestimated, particularly given the
existing conditions of population growth and limited
physical resources.

The political and administrative infra

structures must be able to respond to the challenges and to
the complex problems of development through planning and
implementation of specific programs.

Supportive services

must also be available.
Understanding the institutional infrastructure
serving the agricultural sector is essential for the devel
opment planner.

Only with the support of organizations in

such activities as marketing, finance, extension, and
education, will agricultural programs be implemented.
Therefore, it is necessary to examine such organizations to
identify possible improvements or changes.
The necessity is particularly evident in the case of
Niger (Figure 1), one of the poorest countries in the world.
Niger faces severe constraints to development such as:

low

soil fertility, severe climatic conditions unfavorable for
intensive crop production, high energy costs, dependency on
foreign resources, land-locked position, low literacy, and
1
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inadequate technical skills (International Bank for Recon
struction and Development [IBRD] 1976:v).

The gross

national income of Niger in 1975 was $500 million, shared by
an estimated 4.5 million people"*" making the average per
capita income about $100.

The disastrous Sahelian drought

of 1968-1973 further depressed the economy, the real Gross
National Product (GNP) falling by 14% (IBRD 1976:1).
Four-fifths of the country is desert or semi-arid.
The remaining area sustains 90% of the population by rainfed
crop production.

About 90% of the total cultivated area is

under food crops, mainly millet, sorghum, and cowpeas.

The

value of agricultural output accounts for approximately 40%
of Niger's Gross Domestic Product (GDP) and represents the
bulk of its non-uranium export receipts (IBRD 1976:i, 2).
Livestock traditionally has represented Niger's second most
important source of income, employment, and export returns.
However, the share of this sector in GDP has been reduced
considerably since 1973 due to the losses in livestock
following the drought.

Nevertheless, the livestock sector

continues to represent one of Niger's principal natural
resources (IBRD 1976:i, 5).
Hence, the importance of agriculture and livestock
production in planning for growth and adapting to change is
1. The 1977 census figures indicate that the
population is closer to 6 million people.
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evident in Niger.

The analysis of the institutional infra

structure and information concerning the effectiveness of
organizations serving these sectors are of crucial
importance to planners for implementing development programs
there.

However, the information and methodologies for

making such analyses are limited in the literature.
Statement of Purpose and Scope
The purpose of this study was to make an examination
of marketing intervention in agriculture in Zinder Province,
Niger, West Africa"*" (see Figure 2).

Marketing organizations

represent ways in which certain governmental policies can be
implemented and changes can be effected through such inter
ventions.

The analysis has attempted to discern the effec

tiveness of such organizations.
Chapter II provides a general discussion of agri
cultural development.

The underlying theoretical premises

for agricultural development are examined, and common con
straints are identified.
the onset:

Two assumptions have been made at

First, it is assumed that agricultural develop

ment requires intervention, and therefore government and
private organizations evolve or are developed to intervene
to facilitate such development.

Second, based on a general

definition of agricultural development as "improving the
1. In the text, any usage of the name Zinder is in
reference to the entire province, unless otherwise specified.
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quality of life of the rural population" which is related to
the distribution of goods and services to the people, it is
assumed that marketing organizations are critical to devel
opment.

Therefore, marketing operations must change and be

improved in developing the agricultural sector.
Chapter III focuses on the role of marketing in
agricultural development.

A general overview of marketing

systems is followed by a discussion of organizational effi
ciency for improving the overall marketing system.

Major

constraints commonly identified with respect to marketing in
developing countries are discussed.

The chapter ends with a

brief examination of marketing systems and organizations in
West Africa.
In Chapter IV, the marketing organizations serving
the agricultural sector in Zinder, Niger, are identified.
This is followed by a brief explanation of the traditional
and the official marketing systems.
Chapter V is a survey of the six formal marketing
organizations operating in Zinder.
organization takes into account:

The discussion for each

(1) general structural and

background information, including the identification of
goals for each agency; (2) current activities and specific
marketing programs in Zinder; and (3) patterns of commer
cialization unique to each organization.

The flow diagrams

which accompany the text provide the visual interpretation
for the marketing activities of each organization.
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Chapter VI includes an assessment of the six agri
cultural marketing organizations in Zinder.

The effective

ness and efficiency was determined by comparing an estab
lished set of criteria based on stated goals with the per
ceived success in achievement of these goals as revealed
through interviews with the local directors of the respec
tive organizations.

Based on an interpretation and analysis

of the interview data, review of secondary data, and
observations of the market system in Niger, several problems
were identified as constraints to efficiency in the
marketing system.
In Chapter VII, general and specific guidelines are
suggested for improving the efficiency of the marketing
system in Niger.

Finally, specific recommendations for

improving the efficiency of the marketing organizations are
given.
Methods of Investigation
The method of investigation is descriptive and
analytical.

It is descriptive in attempting to answer

questions such as:

"What characterizes the marketing

system in Zinder?" and specifically, "What are the important
characteristics of the marketing organizations in Zinder
which serve the agricultural sector?"
It was also necessary to determine the structures,
goals, infrastructures, and marketing programs for each

8

organization.

Major problems and/or strengths were in

vestigated which provided insight into the effectiveness and
efficiency of these marketing organizations.

The prescrip

tive value of the study focused on the analysis and the
inferences and associations drawn from the organization
examined.

An attempt was also made to determine how any

proposed changes could be implemented.
Three procedures were used for data collection:

(1)

general research of existing data and documents, (2) con
ference meetings with fellow members of the Niger Natural
Resources Planning Project at The University of Arizona/
and (3) formal field interviews and observations.
1.

The general research included materials found
through The University of Arizona libraries and at
the Office of Arids Lands Studies-Niger Documents
Collection.

Additional material was gathered from

the State Department Library in Washington, D.C.,
the U. S. Agency for International Development docu
ment collections in Washington, D.C., and in Niamey,
1. The Niger Natural Resources Planning Project
(funded by the Agency for International Development, AID)
is an integrated multidisciplinary team endeavor to assist
in planning of agricultural and natural resources develop
ment in the Province of Zinder, Republic of Niger. The
University of Arizona team, directed by Dr. John E. Crow,
is integrating all efforts with the Niger Minister of
Planning. The Project will be completed in March, 1979.
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Niger, the World Bank, and the National School of
Administration in Niamey."'"
Working papers, reports, and official documents
concerned with agricultural development in Niger were
examined.

The information obtained fell into three major

categories:

(1) general material on agricultural develop

ment; (2) studies of market systems and agricultural devel
opment, with special interest in West Africa; and (3) docu
ments which deal with the marketing system and organizations
in Niger.

The Selected Bibliography includes the books and

documents cited in the text, and also the supplementary
materials reviewed as background information.
The agricultural development process can be defined
as "improving the quality of life of the rural population
and increasing their per capita productivity."

Numerous

approaches to agricultural development are discussed in the
literature.

Most of them are directed at the transformation

of subsistence agriculture where the main efforts of each
family are devoted to producing its food requirements.

The

books examined dealt with various aspects of agricultural
development and presented useful background information,
both theoretical and practical.
The second category of background reading dealt with
market systems and agricultural development in West Africa.
1.

Ecole Nationale d1 Administration.
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These studies provided an historical perspective of the
political, social, and economic evolution of African
countries from the colonial period in the nineteenth century
until the mid-twentieth century when most countries in West
Africa had gained their independence.

Many contemporary

issues can only be understood in light of past history.
Marketing systems and organizations in West Africa were also
examined through the literature.

This information was use

ful in terms of a broader contextual understanding of
markets in Africa, historically and in the contemporary
period.
Finally, information on the marketing system and
organizations in Niger was reviewed.

Although several use

ful studies were found, a lot more field research needs to
be done in order to provide a sufficient body of information
on the subject.

This research study offers a contribution

toward filling this deficiency in the literature on the
marketing system in Niger.
2.

Conference meetings of the Niger Natural Resources
Planning Project are held semi-weekly.

An inter

disciplinary group is creating a planning method
ology and assisting in planning for the development
of natural resources in Zinder.

This study is

relevant to the team in the assessment of market
intervention capabilities for agricultural develop
ment in Zinder.

Likewise, discussion and feedback

11

from team members has been of significant value to
the author.
3.

During November, 1977, formal interviews were con
ducted with the local directors, and in some cases
with their assistants (adjoints) of six marketing
organizations in Zinder, Niger-

These organizations

were identified as most actively involved in mar
keting and/or processing of agricultural products in
Zinder.

The organizations visited and the persons

interviewed were:"*"
a.

Niger Organization for Food Products (Office des
Produits Vivriers du Niger-OPVN):

Hamidou

Samba, Director; Maman Wright, Director of
Exportation (Niamey).
b.

Nigerien Organization for the Commercialization
of Peanuts (Soci^te Nig^rienne de Commercialisa
tion de 11Arachide-SONARA):

Moutary Souley,

Director.
c.

Nigerien Union of Credit and Cooperatives (Union
Nig£rienne de Credit et de Cooperation-UNCC):
Mahdi Moumoune, Director; Doula Kanguery, UNCC
Agent in Bakin Birji.

1. See Appendix A for a list of the six agricultural
marketing organizations examined in this study. The names
of the directors in Zinder and Niamey are included.
Appendix B gives the translations of the acronyms cited in
the text.
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d.

National Organization of Commerce and Production
(Societe Nationale de Commerce et de Production-COPRO-Niger):

Daouda Baoua, Director; Maman

Sabo Abba, Assistant.
e.

Nigerien Organization for the Collection of
Leathers and Hides (Societe Nigerienne de
Collecte des Cuirs et Peaux-SNCP):

f.

Rabiou N'Dah.

Organization for the Processing of Millet
(Societe de Transformation du Mi1--S0TRA-Mil):
Banani Abdou, Director; Ibrahim Boiyerima,
Assistant; Danbaki Yacouba, Chief of Production.

The interview questions were divided into the fol
lowing categories:

(1) the structure of the organization,

(2) its goals and activities, (3) financial arrangements,
and (4) current marketing programs.

Stated goals were

obtained through the interviewer's and the interviewee's
perceptions of the achievement of these goals.

The ques

tions addressed to directors included those in groups 2, 3,
and 4; those addressed to the assistants included groups 1
and 4.

Copies of the interview questionnaires are given as

Appendices C and D.
By examining the organizational structure, goals
and activities, and planning process, factors contributing
to the success and/or failure of their programs could be
determined.

In addition, storage warehouses and transport

capabilities were assessed when possible.

In the case of
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the UNCC cooperative in Bakin Birji, the financial records
were reviewed and the purchasing and weighing operations
were observed.
Finally, based on an interpretation and analysis of
the interview data, review of secondary data, and observa
tions of the functions of the market system in Niger, the
relative effectiveness of the agricultural marketing organ
izations in Zinder was determined.
Supplementary Field Research
Additional field work, involved visits to markets in
several towns to get an overall picture of the marketing
system in rural areas in Zinder.

These markets included

the Zinder market (Thursdays), the Mirria market (Sundays),
the Bakin Birji market (Mondays), and the Matamfeye market
(Fridays).

Observations were made of the specific products

being marketed at each location.
the towns of:

Visits were then made to

Zinder, Mirria, Bakin Birji, Matameye; and

the villages of Koleran, Garake, and Takieta.

The capacity

for storage of agricultural products at the level of the
family was observed."'"

Finally, numerous documents were

1. Traditional storage and its affect on the
marketing of agricultural products is an important issue to
consider. Although storage at the level of the interven
tion organizations was examined, storage at the level of
the family was not formally surveyed. Further work on this
topic would provide additional insights to the efficiency
of the marketing system in Niger.
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collected and other general information was gathered on the
relevant marketing organizations.

CHAPTER II
THE ROLE OF AGRICULTURE IN
ECONOMIC DEVELOPMENT
The economic and agricultural development processes
are multifaceted, complex, and involve all segments of the
population.

Although "growth" implies "development," it

should be noted that it is not necessary that both processes
occur simultaneously.

Economic development is the process

by which a population increases the per capita efficiency
with which it produces the desired goods and services and
thereby increases the per capita levels of living and
general quality of life (Mellor 1966:3).

However, to

improve the general quality of life, improvement in the
distribution of goods and services is essential.
In developing countries, the role of agriculture in
the economic development is important.

Development of

agriculture means increasing the productivity per capita of
the rural agrarian population and thereby increasing their
incomes and improving their quality of life.

With develop

ment, the food and fiber requirements of society will be met
with smaller and smaller percentages of total per capita
income.
In contrast, economic growth refers to the per
centage increases in the total value of those goods and
15
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services produced and marketed (gross national product)
over time.

Agricultural growth specifically refers to the

volume increases in the production of food and fiber.

In

the past twenty years, the aggregate statistics indicate
that the rate of economic growth measured in terms of GNP
are in fact favorable in the developing nations.

However,

the population growth rates also have increased due to de
creased infant mortality and improvements in health and
nutrition.

Furthermore, the benefits of the overall growth

in GNP have been inequitably distributed.

As a result, the

relative wealth and purchasing power of many people has
decreased.
In the contemporary world, growing population
densities and increasing scarcities of resources have re
sulted in growing social pressures.

Therefore, the issue of

social limits to growth must be considered in addition to
the physical limitations, "as population growth continues,
aided and abetted by intensifying technology, complexity
increases.

With greater complexity comes stronger tenden

cies for social breakdown and at the same time more vul
nerability to disruption" (Forrester 1975:3).
The current debate"'" has raised the question of the
necessity and the desirability of growth for improving the
quality of life.
1.

Likewise, the debate challenges the

The "limits-to-growth" debate.
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traditional view that both economic growth and development
need to occur simultaneously to improve the overall well
being of a country.

In spite of this debate, the primary

emphasis of most developing countries implies a willingness
to undergo some social disruption in order to get the goods
and services available to the people.
Assuming that increasing productivity per capita and
improving per capita quality of life are the two main goals
of development, then total production of goods and services
in a society must expand at a faster rate than the popula
tion for development to occur.

In developing countries, the

percentage of rural population is very high, ranging from
50% to 90% of the total population.

Their sources of

livelihood are predominately agrarian, such as producing
food and/or fiber crops or raising livestock.

In general

the local soil and climatic conditions are not the best but
few alternative physical resources are available for util
ization in the development process.

Low levels of effi

ciency in agricultural production coupled with the need for
food make it necessary for most of the labor forces and land
resources to be engaged in agriculture (Wortman 1976:4).
Consequently, in terms of development strategies, rural
agrarian labor forces represent the most abundant resources
available and provide the basis for growth in developing
countries.
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In a traditional agricultural economy, the develop
ment process must involve three basic phenomena:

(1)

acceleration of the flow of capital and its circulation in
the agricultural sector through a savings and credit system,
(2) the improvement of production and marketing technology,
and (3) the development of a market economy.

The economy

must be monetized and goods must flow readily from producer
to consumer and from area to area.

Therefore, production

must be specialized by area and by product so that the law
of comparative advantage"*" may permit increased per capita
production.

Hence, the family unit or the production-

consumption unit in a traditional agricultural economy must
be divided through specialization into a production-incomeconsumption unit (Fischer 1967:1-2) which requires greater
output per unit of traditional input.
Even though agriculture may use little capital per
worker in traditional agrarian economies, a high percentage
of a country's total resources tend to be devoted to that
sector.

As the agricultural development process progresses,

increased specialization in production will transfer produc
tion of some or many goods from the agricultural to the nonagricultural sector.

Expansion of the latter sector

1. The law of comparative advantage (or comparative
costs) states that "a country or a region will maximize its
income if it specializes in production of the goods in which
it will have the greatest comparative advantage in pro
ductive efficiency" (Hagen 1968:443).
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requires large quantities of capital.

However, because

population, income, and capital are concentrated in the
rural-agrarian sector it becomes evident that additional
capital must be raised largely from that sector.

These

factors have an important influence on the selection of
means for development of agriculture (Mellor 1966:4-5).
Approaches to Agricultural Development
Specific needs in terms of agricultural growth and
development can be translated down to the level of the rural
farmers and herders in terms of improving their nutrition,
health standards, education, incomes, and in general im
proving their life styles.

Therefore, the question that

must be considered is how to achieve these goals.
Two general approaches could be taken in an effort
to promote agricultural growth.

First, the government could

intervene by providing inputs, incentives, and other ameni
ties necessary to stimulate production and improve the life
style of the rural farmers and herders.

Government inter

vention as a general policy for promoting growth includes
many diverse approaches.

Second, the rural population could

improve their life style and increase agricultural produc
tivity through their own efforts and through the mobiliza
tion of local resources.

The Basic Human Needs (BHN)

approach is based on a strategy of self-help as a means for
human resource development (Leipziger and Lewis 1977:4).

\
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Two specific means for increasing agricultural out
put can be identified:

vertical expansion or horizontal

expansion of agriculture.

Vertical expansion focuses on

increasing productivity per unit of land and increasing pro
ductivity of the individual producers by introducing such
things as new higher yielding varieties of seed, multiple
cropping, and new farming practices.

Horizontal expansion

focuses on increasing the total acreage of cultivated land
through programs such as land reclamation and resettlement.
Similarly, livestock herds can be improved and increased by
breeding and the application of better techniques of animal
husbandry.
There are different kinds of technology on which
\

development can be based.

One set of technology is based on

substituting mechanical inputs for labor.

The other tech

nology is biological and chemical and is based on substi
tuting labor and/or industrial inputs for land (Hayami and
Ruttan 1971:44).

For the past three decades, considerable

emphasis has been placed on the vertical expansion of agri
culture based on mechanical technology (Wortman 1976:6).
The package of agricultural practices associated with
Western technology is capital intensive, being heavily
dependent upon high energy inputs, markets, and institu
tional infrastructure necessary for the distribution of
products and the delivery of inputs.

Agriculture in the

developing world is labor intensive.

Consequently, the
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trend toward modernizing agriculture based on mechanical
inputs does not necessarily fit the needs of traditional
rural economies.
Agricultural development must be based on the type
of technology best suited to each country's needs.

The

choices must take into consideration the human, environ
mental, and the financial resources available.

Developing

countries can benefit from scientific and technological
innovations but only when they are applied to specific
problems within a given area and are considered within the
given social, cultural, economic, and political milieu.
Technological changes can increase production and sub
stantially increase efficiency per capita.

However, new

technologies and strategies for rural development must be
deliberate, well defined, and applicable to a specific area.
In the 1970"s, this idea became widespread among
professionals working in the field of development, and now
is referred to as "Intermediate Technology," "Applied Tech
nology," and "Appropriate Technology" in development litera
ture.

Appropriate Technology has been defined as "technology

for a task seen in the context of a certain society and
judged to' be good" while on the other hand Intermediate
Technology "can be considered a subset of Appropriate Tech
nology excluding capital intensive solutions. . ." (Bulfin
and Weaver 1977:6).

Critics of the term Intermediate Tech

nology suggest that it implies that the technology is in
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some way inferior to existing "modern" technology (Darrow
and Pam 1976:14).

The term, Appropriate Technology, now

receives the widest use although there is no consensus with
respect to a precise definition.

The main point, however,

is that agricultural oroductivitv can be stimulated by the
application and adaptation of appropriate modern and/or
traditional technologies to local situations.

Successful

technology transfers, therefore, must be built upon the
existing factor availabilities.
A method of planning for growth which has received
widespread attention among development professionals in the
last few years is the Integrated Rural Development (IRD)
approach (Weaver and Blue 1976).

It is a "package" approach

in which specific projects are designed for defined areas.
IRD has been defined as a set of procedures and innovations
designed and directed toward the achievement of a specific
goal which incorporates means and methods of increasing pro
ductivity, improving quality of life, provision and improve
ment of marketing, social services, health care, education,
welfare, transportation and credit services, and integrating
government and institutional objectives and goals (Fischer
1975:13-14).

The focus is on increasing the productivity

of traditional farmers as rapidly as possible in a pre
scribed area so as to increase rural incomes and improve the
aggregate quality of life of the entire community.

This

approach, as are the BHN approach and the Appropriate
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Technology, is based on the idea of self-help, encouraged by
the provision of incentives, and the necessary capital in
puts, such as credit, education, research, and roads.
Constraints to Agricultural Development
All approaches to agricultural development must be
considered in terms of the local environment.

Numerous

variables must be considered in light of development objec
tives.

Some of the variables are constraints with respect

to development plans, but regardless, they are crucial con
siderations for any schemes.

These constraints and/or

decision variables include:
1.

Physical/environmental variables:

The physical

characteristics of the agriculture in any area are
conditioned by the type of land formations, soils,
and climate (Cox 1972:3).

Hence, the availability

of natural resources must be assessed, including
soil quality, water supply, exploitable mineral re
sources, climatic patterns, and vegetation coverage;
energy sources must be evaluated in terms of
existing use patterns and potential use projections;
land use practices must be examined, such as the
man/land ratios and the seasonal patterns of re
source use; the risk and uncertainties involved in
agricultural and livestock production due to climate
variability must be assessed; and the differing
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patterns of consumption and the different levels of
nutrition must be determined (International Crops
Research Institute for Semi-Arid Tropics 1975:n.p.).
2.

Sociocultural variables:

The preferences of the

population, particularly of the planners and of the
impact group, are important in decision making.
These preferences are dependent upon existing tradi
tions and values.

Likewise, the level of skill of

the farmers and the incentives provided to them are
variables to be considered in development planning
and in project preparation.
3.

Political variables:
decision variable.

The body-politic is a major

The central government must

approve and support proposed development plans in
order for them to be initiated and carried out.

For

example, the provision of infrastructure, price in
centives, credit, agricultural research, marketing
activities, and budgets for agricultural ministries
are dependent upon government support in most de
veloping countries (Cox 1972:2).

Hence, the

political environment could act as a constraint or
as an asset in terms of plans proposed.
4.

Economic and financial variables:

The major vari

ables to consider include the amount of capital
available, human and physical; the distribution of
costs and benefits of proposed projects; the
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stability and level of income resulting from the
implementation of development plans; the funding
sources (external and internal) available; and the
economic feasibility of proposed plans.

It should

be noted that lack of sufficient supporting infra
structure such as inadequate transportation systems;
inadequate credit systems; inadequate marketing and
distribution systems; and the lack of capital and
foreign exchange for research, development, and pro
duction in agriculture constitutes major constraints
to the progress of agricultural development in many
countries.
5.

Institutional variables:

The institutional frame

work is an important variable to consider in devel
opment planning.

The major sources of difficulties

in planning and implementation of agricultural
development programming include:

lack of coopera

tion, communication, and coordination within and
among planning and research agencies; and lack of
managerial and administrative skills within agencies.
In fact, a major set of constraints to agricul-tural
development in many semi-arid countries is often attributed
to an inefficient marketing chain from the producers to con
sumers via traders,

middlemen, and possibly processors.

inadequate marketing system in addition to the

An
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inelasticities of demand"'" for subsistence crops such as
sorghum, millet, and pulses may to some degree affect
farmers' interest in growing crops for market (International
Crops Research Institute for Semi-Arid Tropics 1975:n.p.).
Nevertheless, the recent emphasis on agricultural develop
ment has focused on increasing production efficiency while
marketing often has been neglected (Brown 1970:191, Johnson
1970:219).
Agricultural development, however, means both in
creasing per capita productivity and improving the quality
of life of the rural population which is related to the
distribution of goods.

Markets are essential for the dis

tribution of consumer goods in rural areas and for commodities
produced in the same areas.

Therefore, it is certain that

marketing systems and particularly marketing organizations
are critical to development.

It is also assumed that

marketing operations must be adapted and improved in order
to meet the needs of a developing agricultural sector.

"To

become self-sufficient requires not only producing a surplus
in the countryside sufficient to feed the cities, but also
1. The elasticity (or responsiveness) of demand is
the percentage change in quantity demanded divided by the
percentage chance in price. Demand is considered inelastic
if the quotient is less than one in absolute values, elastic
if more than one, and of unit elasticity if equal to one
(Ekelund and Hebert 1975:369). The demand for food crops
in subsistence economies tends to be inelastic or unre
sponsive to price changes.
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having a marketing system capable of moving rural surpluses
to the cities when needed.

This means farm-to-market roads,

storage facilities, and a market-intelligence system to
rationalize the movement of commodities" (Brown 1970:191).
The importance of the marketing system and its role in the
economic development process must not be overlooked.

CHAPTER III
MARKETING SYSTEMS AND AGRICULTURAL
DEVELOPMENT
An Overview
During the initial stages of development, much of
the agricultural production is consumed by the producers.
Production for exchange exists but usually on a very small
scale.

Local markets provide the main organizational

mechanism for commercial exchange while in many traditional
societies a second important mode of exchange involves non
commercial customary exchanges.

Both types of exchange

assume reciprocity and involve goods and services.

Custom

ary transaction, however, are induced by social obligation
and are linked to the institutions of marriage, family and
kinship, religion, government, friendship, and clientage
(Smith 1962:312-312).
The commercial market exchanges in traditional
societies usually involve relatively small marketing costs
for several reasons:

the quantities marketed are small;

the products marketed tend to be surpluses of grains such as
sorghum, millet, and rice which are relatively easy to
handle and process; and the markets are rural and located
near the centers of production.
28

Urban centers and markets
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exist; however, they are proportionally few in comparison to
the number of rural markets (Mellor 1966:331).
As agricultural development occurs, crop and animal
production increases and producers become more specialized
as they enter into a market economy.

Subsistence farming

and herding are transformed into profitable businesses.

As

the level of productivity rises, farmers and herders sell
larger proportions of their total products which increases
their incomes.

Rising incomes result in increased demands

for consumable and non-consumable goods.

If a balance is to

be achieved between higher consumption and higher produc
tion, changes must also occur in the marketing structure.
More marketing services are necessary and more resources are
devoted to such activities.

Marketing changes become in

creasingly greater components of total consumer expenditures
for agricultural products.

Increased efficiency in carrying

out the marketing functions will help to minimize these
additional costs (Mellor 1966:331, Chaudry 1970:10).
In addition to an efficient marketing system for the
distribution of agricultural products, agricultural develop
ment must be sustained by a strong market demand, both
domestic and foreign, for agricultural products.

This

demand may be generated through the rural agrarian areas and
the industrializing urban centers.

Initially, there are

few industrial developments and few urban areas in most
developing countries, so development must be sustained by
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the rural domestic market.

As development proceeds, the

urban-industrial areas become increasingly interdependent
with the rural-agrarian areas since the producers need to
sell their surplus production to non-farm wage earners; and
industrialization increases this segment of the population.
Likewise, industries must sell their products, and farmers
and herders represent a considerable proportion of the
domestic market (Mosher 1966:63).

In any case, there must

be a domestic market demand for goods produced and there
must be a balance between industrial and agricultural pro
duction based on existing demand.

It is not a question of

either one or the other, but rather, how much agriculture
and how much industry and how much output (Hagen 1968:443).
The domestic demand for consumption
static, however.

goods is not

As incomes rise and urbanization increases,

new needs arise and new customs evolve which create new
demands.

Tastes and preferences for food change, not only

in terms of increased quantities of food but for better
quality food and different types of food.

Typically with

increased incomes, more fruits, vegetables, meats, and milk
products are consumed.

Processed foods become increasingly

available even in the village markets in developing coun
tries, although most of them are imported (Mosher 1966:63).
A

responsive marketing system could guide farmers and

herders to new production opportunities in response to
changing demands and prices, in addition to providing new
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industries with production possibilities, such as processing
of foods which are produced domestically.
The exportation of agricultural products in response
to international demand provides additional opportunities
for expansion of the market parameters in developing
tries.

coun

They need foreign exchange to pay for equipment and

supplies that are not available domestically but which are
needed for agricultural and industrial development.
will bring in foreign exchange.

Exports

It is important that the

increase of agricultural products for export is consistent
with the increasing domestic demand for food products
(Mosher 1966:65).

The developing countries might otherwise

find themselves spending their hard-earned foreign currency
to import food which could be produced domestically.
Marketing Systems
The marketing of agricultural products involves "the
performance of all business activities involved in the flow
of goods and services from the point of initial agricultural
productions until they are in the hands of the ultimate
consumer" (Kohls 1967:9).
Most farmers, however, do not have the capabilities
nor resources to sell their products in large urban markets
or abroad.

In general, these markets are too distant and

they have no contacts with the buyers.

Farmers do not have

adequate means of transportation nor the expertise or

facilities for storage, handling, packaging, or processing
of their products.

Since they are usually selling small

volumes of produce, it would be very inefficient for them to
perform all of these functions.

As a result, most farmers

must sell their products at their farm or in the local
markets.

The prices paid for farm products largely deter

mine whether farmers will have the incentive to produce
commodities for sale, merely for their subsistence, or not
at all, in which case they would leave the agricultural
sector.

These prices are greatly influenced by the effi

ciency of the overall marketing system (Mosher 1966:66).
A marketing system can be viewed in terms of opera
tional (or technological) efficiency in which the output of
goods and services remains unchanged or improved while
costs are lowered; and pricing (or economic) efficiency
which relates to the economic effects of buying, selling,
and pricing.

Improvement in the pricing efficiency will

result from better marketing information, improved trans
portation, storage, packaging, processing (Chaudry 1970:
62-63).

Theoretically, in competitive markets an efficient

marketing system in which marketing costs are lowered will
result in a rise in price to the farmer or herder, a fall in
prices to the consumer and/or a rise in profits to the
middleman (Jasdanwalla 1966:7).
Measures of market efficiency can focus on numerous
aspects of market performance:

The structure of prices and marketing margins can be
a measure of efficiency.

Factors to consider in

clude the stability of prices to the consumers and
producers, operating costs, the level of prices, and
the equity system with respect to price stabiliza
tion policies.
The distribution of goods and services can be a
measure of efficiency.

The "perceived quality of

life" of the local consumers and producers as it
relates to the ease of acquisition of goods and
services and their prices are important factors to
consider.

Market surveys and village surveys are

useful methods for data collection on this factor.
The level of service of the market can be used as a
measure of efficiency in terms of the availability
of goods over time, losses, and their respective
quality.
The organizational efficiency can be measured by
comparing an established set of criteria based on
stated goals with the perceived or measured success
in achievement of these goals.
Comparing objective data on agricultural produc
tivity over time can be used as a secondary measure
of market efficiency, since a complementary rela
tionship exists between the efficiency of the
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market system and being able to absorb production
gains.
Improvements in marketing efficiency "contribute to
the objectives of agricultural development directly through
providing fuller use of a given level of production and in
directly by fostering increased production" (Mellor 1966:
328).

Thus, a reduction in marketing costs may pass

directly to the producer in the form of higher prices which
indirectly encourage increased production.
The process may also work indirectly through lower
prices to the consumer, which, due to relatively
high price elasticities, expand the market con
siderably and thereby raise incomes to producers.
The same effect may provide the basis for expanding
a market area so as in effect to give considerably
higher prices to producers in new producing areas
(Mellor 1966:329).
In a free enterprise system, prices determine the
economic allocation of resources, and their function in the
market is to regulate the production, consumption, exchange,
and distribution of goods and services.

Furthermore, prices

provide a guide to producers for calculating costs and
measuring their potential incomes.

Prices also serve as a

guide to consumers in terms of the availability of goods
with respect to their disposable incomes.

Prices help to

adjust the aggregate demand of the economy to the available
supplies.

Therefore, control over prices can result in

control over the entire economic system of a country as in
planned economies (Chaudry 1970:66).

In free enterprise
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systems, prices control the economic forces, whereas in
planned economies, economic forces are regulated by con
trolling prices.

In developing agrarian countries, as in

developed countries, price fluctuations are an inherent
problem in the marketing of agricultural commodities; the
question of government control over the economic functions
of the market system becomes a critical decision.

Some

price fluctuation is necessary for the operation of market
economies since it provides indicators to participants in
the system for making their decisions.
An efficient marketing system is essential for agri
cultural development.

The following functions must be per

formed with respect to the distribution of agricultural
products:
1.

Assembling:

Agricultural commodities must be con

centrated at. particular locations where buyers can
purchase the products.

In traditional agrarian

economies this function is performed by producers
who in general have only small marketable surpluses.
In a more developed marketing system assembling may
take place on a larger economic scale, and probably
will involve preliminary processing and packing.
2.

Transportation:

Agricultural products and livestock

must be moved from the rural areas to the village or
city markets and possibly to foreign markets.
requires transport facilities such as wagons,

This
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trucks, and roads.

Transportation is important in

the assembling of agricultural products and crucial
to the functioning of the marketing system (Mosher
1966:66).
Storage:

In subsistence crop production, farmers

store their own crops.

At harvest time farm prod

ucts become available, and if it is a good year
there will be sufficient surpluses to be stored for
later use.

Similarly, herders maintain their own

livestock.

They sell animals when they need money.

When the animals are slaughtered, the meat is sold
or consumed immediately since there are generally no
facilities for cold meat storage or other methods of
preserving or processing in subsistence economies.
Improved storage would help to insure the avail
ability of goods at some future time for sale to
consumers.

In a modern market economy this function

is performed by marketing organizations with trained
staff and adequate storage equipment and facilities
to protect the products from spoilage or loss due to
other factors.
Processing:

Seasonal surpluses of perishable prod

ucts must be processed in order to store them for
long periods of time.

Such processing includes

drying or canning fruits, vegetables, and meat
products and manufacturing of cheese or dried
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condensed milk.

Non-perishable foods can also be

processed in order to preserve and store them such
as bv grinding wheat or grains into flour.

Other

types of products that can be developed are biscuits,
candies, cereals, or beverages, all requiring rela
tively simple technology.
Assembling and transportation, storage, and pro
cessing expand the market for agricultural products by
providing producers with outlets for any increased produc
tion.

New products could also be introduced to the pro

ducers since a larger market area would absorb not only
larger quantities of goods but different types of goods not
formerly available (Mosher 1966:67).
5.

Financing:

The entire operation of assembling,

transporting, and processing until the product
reaches the final consumer requires financing.

This

is an important function of marketing since farmers
and herders want to be paid when the local buyer
receives his products, yet the consumers at the end
of the distribution channel will be paying for the
product at a later time.
6.

Management:

The marketing operation must have

adequate management.

The small village merchants

and itinerant traders who buy products from the
farmers or local markets must have contacts with

wholesale merchants in larger city markets to whom
they ship their products.

Wholesalers, in turn,

need information and sources of supplies from the
rural areas.

Processors also need information and

sources of supplies of raw materials in addition to
retail outlets for their finished products.
"Arranging to get the right commodities to the right
places at the right times and with a minimum of
waste becomes an increasingly intricate task of
market organization" (Mosher 1966:68).
There are costs associated with moving goods through
the market system, regardless of who performs these func
tions.

Costs include:

transportation, storage, processing,

and labor time spent for gathering information on markets,
contacting buyers, arranging for sales and shipments, and
cleaning and grading commodities.

There are also costs

associated with the risks involved in loss of products
through spoilage or price changes, and returns must be paid
on invested capital (Mosher 1966:68).
The costs associated with market transactions in
volve money exchanges and require work.

"Energy is the

primary most universal measure of all kinds of work by human
beings and nature" (Odum and Odum 1976:11).

Energy flows

make possible the circulation of money, and through the
manipulation of money, energy flows can be controlled" (Odum
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and Odum 1976:49).

An exchange transaction in a subsistence

agricultural economy would involve the movement of food
products from the farm to local markets or villages in
return for goods and services in kind.

When money is added

as a medium of economic exchange, producers will receive
money in exchange for their food products.

In turn, they

will buy fertilizers, seeds, and other goods and services
with their money income.

As a subsistence agriculture moves

into a market economy the use of money as a medium of ex
change is added.

Therefore, money "helps account for

services given and value received, it facilitates the system
of material flows and the receipt and processing of energy
. . . a money system is more effective than a barter system:
it is driven by the flow of energy and builds special struc
tures and cycles so as to be the best possible processor of
energy" (Odum and Odum 1976:52).
system represent energy flows.

The functions of a market
If this energy decreases the

system slows down and the efficiency ratio of energy output .
to all energy input likewise decreases.

In other words the

market costs increase relative to the ratio of energy
expended.
The market functions, with the associated costs, may
be performed by private commissioned merchants, governmental
market commissions, or cooperative societies.

It is common

in developing countries to attach high priority to the
development of cooperatives for improving the efficiency of
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the marketing system.

It is expected that cooperatives will

benefit the small scale farmers by facilitating the distri
bution of inputs to them and by providing them with a con
venient location for selling their products.

Thus, it is

hoped that small scale farmers will have the advantages of
larger scale marketing.

However, cooperatives have not

always returned the expected benefits.

Frequently they are

controlled by the government and very often have resulted in
inefficient operations causing local disinterest in them
(Mellor 1966:341).

In any case, management, whether public,

private, or a combination of both, is a critical factor for
an efficient marketing system and for agricultural develop
ment.
Marketing Systems and Agricultural
Development in West Africa
The countries of West Africa have predominately
agricultural economies.

The majority of countries have

experienced some urban growth, although in most countries
the rural population still accounts for over 90% of the
total population.

Manufacturing and mineral extraction

have been developed, but for the most part, during the past
half century, economic growth has been based on agricultural
exports (Miracle 1968:210).
During the first half of the twentieth century, the
economic achievements of subsistence African agriculture
depended on the expansion of export crops to industrialized

countries.

Market activity grew in response to the in

creased demands of industrialized countries for agricultural
commodities of West Africa.

Likewise, the African countries

began to develop tastes and preferences for manufactured
commodities and goods not produced in Africa.

Production of

export crops expanded as land and labor were shifted to
growing of crops for export markets (Jones 1977:10-11).

The

specialization associated with export crop production, how
ever, was not generally applied to subsistence crops.

As a

result, productivity of the basic food crops increased only
modestly (Jones 1977:12).
Today the economies of West Africa are still agri
cultural, sharing a number of common features:

cultivation

is largely rainfed; farming and herding methods are tradi
tional; major staples are sorghum and millet; main sub
sidiary food crops include rice, maize, cowpeas; main cash
export crops are cotton and groundnuts; average land
holdings are 3 to 5 hectares; production of food crops
averages 7 to 10 times greater than production of cash crops
except in Senegal where 46% is groundnuts and 42% is millet;
rural incomes range from 10,000 to 20,000 cfa, or between
$40 and $80 U.S.; populations are predominately rural and
agrarian (Center for Research on Economic Development,
University of Michigan 1977a:9).

Most livestock herds

include cattle, goats, sheep, or camels; the ownership of
cattle represents status and wealth.

There is little large
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scale commercial exploitation of livestock resources; live
stock raising may be a nomadic activity in the desert areas
or a sedentary activity in areas where farming predominates
(International Monetary Fund [IMF] 1970:421-422).
Agricultural production and livestock represent the
most important sources of income, employment, and export
returns for the economies in West Africa.

It is inevitable

therefore, that economic development in West Africa initi
ally will have to depend upon the rural sectors.

Improving

the quality of life of the population is critically linked
to increasing production and productivity per capita and
must be part of any development program.

However, farmers

and herders will produce surpluses over their own subsist
ence needs only when they are able to sell them in a market
at prices sufficiently greater than their production costs.
It is this transition from subsistence to market agricul
ture that is one of the most important economic changes
taking place in Africa today.

It is through the market that

rural farmers become integrated into the rest of the economy
(Kamarack 1967:99).

At the same time, the greatest market

expansion will occur as families increasingly look to the
market as a means of exchange for their basic food supplies
(Jones 1977:12).
The role of women as traders and their importance in
the marketing-distribution systems in traditional African
society must also be considered in light of the transition
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process from subsistence to market agriculture.

Women

expend tremendous energy in food production, processing, and
distribution which is of critical importance to their
family's nutritional and economic well-being and to the
well-being of society as a whole.

For example, in the

Sahelian Zone of Africa, women traditionally perform the
following roles in the food system:
1.

Food production;

Women contribute significantly in

food production, particularly growing vegetables,
gathering wild plants, raising small animals, and
collecting and processing milk.
2.

Food processing:

Women are responsible for almost

all food processing such as, threshing and milling
grains, cooking, drying, and preserving foods
(vegetables, fruits, leaves), brewing beer, pro
cessing milk into cheese and butter, and collecting
water and firewood (Cloud 1978:12).
3.

Distribution:

Most of the food produced and pro

cessed by women is consumed by their family units.
However, they also have been active in marketing
small quantities of surplus foods they have produced
or foods they cooked specifically to be sold in the
local market places.

Very often women will walk

considerable distances with a basket or calabash of
goods on their heads.

It has been estimated that a

woman walking 15 km (9 miles) to a market to sell a
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basket of goods could walk 90 km (50 miles) or more in a
week to sell her products.

In general, women retain

their profits, and in their own right are traders
and active participants in the local market economy
(Cloud 1978:8, Herskovits 1962:xi-xii).
Traditionally, markets have played an important
social and economic role in African society; "... markets
are specific sites where sellers and buyers assemble on
appointed days to exchange goods and services, and to parti
cipate in a variety of social activities complementing
routine business transactions" (Good 1976:364).

Markets in

Africa vary considerably in terms of size, location, and
timing, but they generally perform at least one of the fol
lowing economic functions:

they serve as a place for col

lecting and exchanging local produce; they provide services
such as tailoring, repair of watches and radios, barbering,
or cooked food; they are distribution points for goods
imported from abroad or from other areas of a country; and
they are bulking points for goods to be exported to other
areas from the local region (Good 1976:364-365).
Markets, therefore, represent an important element
of commercial transactions and economic exchanges in African
society.

Markets operate at all levels of development and

are central with respect to the process of economic ex
change.
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Marketing systems in Africa can be grouped according
to their respective stages in the transition process from a
subsistence to a market economy (Kamarack 1965:11-100):
First stage--a completely self-contained subsist
ence production. Very few communities exist
in this stage, possibly only those in the
Kalahari and Saharan deserts.
Second stage--small surpluses above subsistence
requirements are marketed, but this occurs
more or less unintentionally. Farmers, in
general, would try to plant enough so that if
the growing season were poor they would be
assured of a sufficient food supply. If the
growing season were good, a small surplus
would result.
Third stage--a marketable crop is intentionally
introduced, but the main concern is still
subsistence. Most regions in the savanna of
West Africa fall into the second and third
stages.
Fourth stage--production for the market predominates.
Cash crops in African economies have been
produced for the market, whereas subsistence
food crops have not, in the past, entered into
the market system.
In West Africa, there are frequently three types of
arrangements for handling food crops which coexist within a
particular country (Center for Research on Economic Develop
ment, University of Michigan 1977:10):

the export crop

structure, a state structure for food grains, and a private
structure for food grains.

Export crops are generally

marketed through governmental monopolies or regional
development organizations who employ licensed buying agents
to purchase crops from the producers.

Very often these
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organizations are supported by special stabilization funds.
Food grains are marketed domestically through government
monopolies, and the traditional or private sector.

The

producers therefore are able to sell their surplus to
private or governmental cooperatives, to licensed buying
agents, and to local traders (assemblers).

They can retail

it themselves, sell it to an informal occasional trader, or
store it for future use.

Efforts to improve the marketing

system in African countries have generally emphasized the
establishment of cooperatives and state marketing structures
such as marketing boards for the stabilization of producer
prices and building up reserves of food grains.

CHAPTER IV
THE MARKETING SYSTEM AND AGRICULTURAL
DEVELOPMENT IN NIGER
Historical Setting
West African markets have been linked to markets in
Europe and the Middle East for hundreds of years.

Until the

end of the nineteenth century, the trans-Saharan caravan
trade was the most important link between many regions in
West Africa and overseas markets.

The economy of Damagaram,

a former state in central Niger located in the area of the
contemporary province of Zinder, flourished during the
nineteenth century as a result of the trans-Saharan trade.
Zinder, the capital of Damagaram, grew from a small village
to an important trade city by the late 1800's.

It was

located along a major caravan route linking the Mediter
ranean port city of Tripoli with the city of Kano, in
Northern Nigeria (Figures 1 and 2).

Zinder became a

stopping place for caravans, a point of distribution and
bulking for import and export goods, and a point of contact
between livestock grazing and crop production economies.
Therefore, the trans-Saharan trade stimulated the growth of
the external and the internal trading networks in Damagaram.
At the turn of the century, however, maritime trade became
more profitable, and the overseas trade of the trans-Saharan
47
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routes was shifted toward coastal markets.

By 1912, the

desert caravan trade through Damagaram had ended (Baier
1974:1-2).
The period of French colonial rule began in 1899 and
lasted until 1960.

During this time, the production of

peanuts for export became increasingly important, particu
larly from the 1930's on.

In general, however, the economy

of Damagaram did not maintain its rapid growth although the
commercial sector remained active,and the town of Zinder
continued to function as a regional center for internal and
external trade (Baier 1974:261-262).

Historical marketing

in Niger, and particularly in Zinder, has had a significant
effect on the current marketing system and agriculture in
Niger.
Agriculture in Niger
Agriculture in Niger is predominately for subsist
ence, providing a living for approximately 90% of the popu
lation.

Production methods are labor intensive with little

capital accumulation except for a few hand tools.

It has

been estimated that 80% of the value of output of the agri
cultural sector is food (primarily millet and sorghum), and
most of this is consumed by the producers and their families
(Battles 1974:4, 8).

Nevertheless, some food crops and

other crops are produced for sale after meeting the family
subsistence requirements.

Peanuts and cotton, the

principal cash crops, are grown mainly for export.

France

is the chief export market although most of the livestock
trade is with Nigeria.

Foreign exchange earnings in Niger

result from exports of agricultural products and uranium.
Due to the adverse effects of the Sahelian drought (19681973) and the poor harvests which followed, uranium exports
have become increasingly important as a major source for
foreign exchange earnings.

Niger's total imports include

about 20% for basic foodstuffs such as rice, wheat, flour,
sugar, vegetables, fruits, and dairy products (Ryan 1974:3).
Estimates show that 95% or more of the total agri
cultural production in Niger takes place on small family
farms with less than five hectares (12.5 acres) in cultiva
tion at one time.

The size of the family, availability of

animal power, and the need for fallow periods are signifi
cant factors influencing production decisions for land use
and cultivation.

In general, land is held collectively by

villages in the rural areas.

The village chiefs distribute

land among family heads and families retain the land use
rights through inheritance.

Of the 1,266,510 square

kilometers (489,000 square miles) in Niger, approximately
150,000 are usable for crop production and of this, only
15-20% is cultivated in any specific year (Kohler 1977:3).
The cropped area is located in the southernmost portion of
the country, along the Nigerian border stretching from Lake
Chad in the east to Upper Volta in the west.

Roughly 90%
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of Niger's total population of 6 million live in this area,
while the northern two-thirds of the country are inhabited
by nomadic and semi-nomadic herders.
Land settlement and agriculture in Niger are sig
nificantly influenced by rainfall patterns (Battles 1974:
2-3).

The northern two-thirds of Niger are Saharan or sub-

Saharan desert receiving little or no rainfall.

The

southernmost portion receives from 300-600mm (12 to 15
inches) per annum.

The four month rainy season begins in

May or June and lasts through September.

Most of the crop

production takes place during this rainy period in the
south (Ryan 1974:3, Battles 1974:3), although there is a
limited amount of irrigated production occurring near
temporary and semi-permanent water sources.
Food and other crops are exchanged through a tradi
tional marketing system, and also through official govern
mental intervention agencies which have been established to
facilitate the marketing of agricultural products.

The

traditional system handles the exchange of goods through
rural markets v/hich are formally recognized, controlled, and
set for specific locations and days of the week.

The rural

markets are places where villagers assemble to buy and sell,
meet with friends, socialize, and exchange news.

The

official system handles export and import products in addi
tion to some food products through licensed buying agents
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and specialized governmental or semi-governmental agencies,
organizations, and cooperatives.
The Traditional Marketing System
A large number of individuals participate in the
traditional marketing system in Niger, each performing one
or more functions with respect to the distribution of goods
and services.

There is very little specialization among

traders and most handle small quantities of goods and are
engaged in other activities.

Therefore, the distinctions

between producers and traders, and consumers and traders
become obscured.

Nevertheless, several participants can be

identified by their role in the marketing system:
1.

Individual producers (men and women) sell small
quantities of their grain, other agricultural
products, or processed food such as cooked millet
at the local village markets.

Very seldom do the

individual producers sell directly off their farms
to traders.

They usually maintain small inventories

at the market (such as one sack of grain or less)
and sell their goods in the informal periphery of
the rural markets (Kohler 1977:20, 23).
2.

Small traders are usually local producers who visit
the village markets to buy small quantities of grain
and other consumer items.

They operate on a narrow

capital base and sometimes act as agents for

52

wholesalers.

Small traders assemble goods in suf

ficient quantities to be transported to larger
regional markets; that is, any major market acces
sible by vehicular transportation and serving an
area of several districts.

They also sell consumer

items such as tea and sugar in village markets and
sometimes advance credit (money or goods) to pro
ducers.

They may transport goods by donkey or camel

to regional markets to sell to wholesale traders
(Kohler 1977:21).
3.

Wholesale traders operate in larger regional markets
and in city markets.

They may import goods such as

oil lamps and soap, and they may own or rent
vehicular transportation and storage warehouses.
They sometimes purchase goods directly but more
frequently rely on buying agents who are often
family members and receive a commission or payment
in kind for their services (Kohler 1977:22).
4.

Retail traders operate in regional and city markets.
They purchase their goods from wholesalers and some
times directly from local producers.

They rent

stalls in daily city markets where they market small
quantities of goods and store their inventories.

In

the urban markets, retailers are in competition with
the individual producers who sell their products
directly in the peripheral, or informal section of
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the market where they pay no market fee (Kohler
1977:23).
5.

Occasional traders include passing travelers, truck
drivers, or anyone with access to transportation.
They will buy goods in rural markets if they see an
opportunity to sell them in markets at or near their
destination (Kohler 1977:24).

6.

Brokers (madugai)

act as local liaisons between

the producers, and the buyers and weighers, both
private and governmental.

2

They know the market

very well, advise producers on when and where to
sell their products, and also locate sources of
supplies for buyers and weighers.

Payment for their

services may be in kind or they may receive a com
mission from the buyers and weighers for gathering
the information on market conditions and for putting
the buyers and sellers in contact.

The brokers are

not necessarily involved in the purchase and sale
transactions.

3

However, in the private markets,

1. For a discussion of brokers (madugai) in the
1930's during the colonial period, see Baier (1974:244).
2. In theory, it is illegal for private buyers and
weighers to hire brokers (madugai) and to advance them
capital to buy peanuts in rural areas, but in reality this
practice continues to exist because it is profitable and an
easy way to get peanuts (Collins 1974:323) or other agri
cultural products.
3. Information from interview obtained in Zinder in
1977 indicated that brokers are not involved in purchase and
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traders or buyers will hire weighers who in turn
hire brokers.

The brokers may use capital provided

by the weigher (who in turn has received cash ad
vances from the buyer) to purchase agricultural
products in areas distant from the market at prices
lower than the market.

The products are then resold

to the weighers at the higher market price, and the
broker keeps the profit as commission on the
transaction (Collins 1974:323).
7.

Intermediaries (dillali)^

form

liaisons between

buyers and sellers of agricultural products and
livestock (such as cattle or goats).

They are re

tailers without capital in that they purchase goods
from the producers and immediately resell them to
the buyers, or they bring together the prospective
sellers and buyers in the market, and receive a com
mission of 3% to 5% after the sale has been com
pleted.

These intermediaries are recognized pro

fessionally which in effect guarantees the validity
of their contracts.

Sales are generally arranged

sale transactions of agricultural products but they only put
buyers and sellers in contact with each other. Collins
(1974:122, 323) discussed the madugai in the marketing of
groundnuts in Niger, and suggested that they are, in fact,
involved in financial transactions between buyers and sellers.
1. For a discussion of the role of intermediaries
(dillali) during the 1920's see Baier (1974:166).
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and conducted on credit and payments are made in
money or in kind (Dupire 1962:348).^

The Official Marketing System
Official intervention in the marketing system for
agricultural commodities in Niger is through specialized
governmental or semi-governmental agencies, organizations,
and cooperatives and through traders (licensed buying
agents) who have been approved by the administrator (prefet)
of a province.

The number of approved traders varies with

each province.

They are required to buy and sell at govern

ment determined prices.

However, the government is not

always able to enforce the rules.

In the case of cereals,

approved traders use their licenses as insurance; if the
market price drops below the minimum government price, they
sell to the official government organization for the mar
keting of cereals at the guaranteed price.

Otherwise they

sell privately at the higher market price (Kohler 1977:12).
The interrelationships between the traditional and the
official marketing systems will be explained in more detail
in the following chapter.

1. Interview data suggested that the madugai were
more influential than the dillalj.
The madugai have
existed since peanuts were established as a cash crop and
their role is that of a broker putting buyers in contact
with sellers. On the other hand, the dillali are re
tailers without capital and are directly involved in buying
and selling products.
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Six marketing organizations were identified as those
most actively involved in marketing and/or processing agri
cultural products in Zinder:
First, the Nigerien Union of Credit and Cooperatives
(UNCC) is a semi-governmental organization (part private and
part governmental) with administrative autonomy.

The UNCC

has a production division, an administrative division, and a
cooperative division.

The objectives of the cooperative

division include promoting and establishing village co
operatives in areas where a cooperative structure still does
not exist, reinforcing and consolidating existing cooper
atives, buying and selling agricultural products, supplying
and distributing factors of production to members, providing
training and information on improved techniques to the
farmers, managing and supervising credit agreements,
financing handling/storage/transportation costs in the
marketing of agricultural products, management of seed
stocks and cereals, and maintaining cooperative stores for
supplying essential consumer items.
Second, the Niger Organization of Food Products
(OPVN) is a governmental organization with a monopoly to
purchase cereal grains (primarily millet and sorghum in
Zinder) from producers through the cooperative structure.
Their major objectives include stocking cereal grains and
the stabilization of prices.
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Third, the Nigerien Organization for the Commercial
ization of Peanuts (SONARA) is a semi-governmental organiza
tion with a monopoly to buy peanuts and sell them to oil
mills in Niger or to export markets and to market cowpeas.
In addition, SONARA attempts to stock sufficient quantities
of peanuts for seeds for the following year.
Fourth, the National Organization of Commerce and
Production (COPRO-Niger) is a semi-governmental enterprise
organized as a joint stock company with major shares
belonging

to the government.

Their general objectives in

clude processing and exporting gum arabic, importation of
consumer goods for wholesale and retail sale, and estab
lishing and maintaining a system of stores on a trial basis
for wholesale and retail sales of imported consumer goods.
Fifth, the Nigerien Organization for the Collection
of Leathers and Hides (SNCP) is a semi-governmental organ
ization for buying raw skins (pre-tanned in a solution of
lye and then air-dried) and reselling them to
Niger or exporting them.

factories in

The tanning factory in the town

of Zinder is no longer in operation so SNCP sells to
factories in the nearby towns of Magaria or Maradi (the
latter temporarily stopped buying skins in 1977).
Sixth, the Organization for the Processing of Millet
(SOTRA-M.il)

is a semi-governmental organization.

The

factory, located in the town of Zinder, produces noodles,
biscuits, and flour from millet, sorghum, and imported wheat.
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The entire network of exchanges for livestock
products, food, and other crops through the official and
the traditional marketing systems in Zinder are illustrated
in Figure 3.

The details for each of these exchanges are

explained in

Chapter V as they relate to the marketing

programs of the individual intervention organizations.
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CHAPTER V
MARKETING INTERVENTION IN ZINDER
Nigerien Union of Credit and
Cooperatives: UNCC
The Organization of UNCC in 1962
In 1962, the UNCC was established as a semigovernmental organization with administrative autonomy for
the promotion and establishment of rural cooperatives.

The

UNCC was- to provide producers with new inputs to the produc
tion process such as seeds, fertilizers, pesticides, and
farm tools and implements.
credit.

These inputs were offered on

Therefore, the UNCC functioned as an intermediary

to banks.

The four organizational divisions of UNCC set up

to carry out the production and marketing functions in
cluded:

the Cooperative Division, the Production Division

(also referred to as the Agro-Economic Division), the
Administrative and Financial Division, and the Credit
Division.

Each division was given specific responsibilities

(Union nigerienne de credit et de cooperation [UNCC] 1965:
12-14).
The Cooperative Division was responsible for pro
moting the establishment of cooperatives from mutualist
groups constituted at the village level.
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They were also in
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charge of organizing and training senior personnel in Niger
to fill staff positions in the national office in Niamey,
credit agents, and bookkeepers (UNCC 1965:14).
The Production Division was responsible for the
planning and controlling of the execution of programs en
trusted to specialized institutions for the promotion of
rural development.

They were put in charge of planning and

implementing schemes for improving production and produc
tivity.

This included coordinating the activities of bi

lateral and/or multilateral technical assistance experts
operating in rural communities with those of the UNCC organ
ization.

The Production Division was also expected to

analyze problems relative to production within the coopera
tive sector, such as crop improvement schemes, processing,
and industrial potentials, and so forth.

Likewise, techni

cal participation and assistance in certain work projects
of agricultural industries had to be determined (UNCC
1965:13).
The Administration and Financial Division was given
the authority to administer all financial resources,
organize the administration of staff buildings and equip
ment, and inspect financial accounts (UNCC 1965:12).
Finally, the Credit Division was responsible for
establishing terms of credit for loan applications; however,
the terms had to be in accordance with UNCC's internal
regulations and governmental policies already in effect.

Next, the loan applications had to be examined and then
submitted to the Management Technical Committee.

The Credit

Division was expected to establish a complete file for each
loan granted by either the Head Office or by a Regional
Delegation and maintain all the necessary records and
accounts associated with these loans, including the billing
and the collection of outstanding debts (UNCC 1965:14-15).
The original objectives of UNCC placed emphasis on
the needs in the rural areas for new inputs in the produc
tion process which were to be provided through a cooperative
structure based on credit arrangements.

Producers could

sell their peanuts, or other crops, to the UNCC.

They also

had the option of joining the cooperative for a membership
fee of cfa franc 500 (approximately $2 U.S.) which entitled
them to receive a dividend after the UNCC had sold the
products at the end of the marketing season.

Through

separate village mutuals, the producers could apply for
loans against a cash collateral amounting to 10% of the loan
(Anderson 1968:13).
through the mutuals.

Loans were given to individual farmers
The village mutuals would make col

lective requests for inputs, which were screened and sub
mitted for approaval to the UNCC Credit Division.

It was

through these groups that the UNCC would introduce new
products and equipment on easy credit terms (Collins 1974:
247).
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The supplies and equipment were distributed to the
producers through the larger village cooperatives.

From

1962, the UNCC introduced numerous inputs to the production
process through the village cooperatives.

Included were:

oxen drawn farm equipment, chemical fertilizers, hand
operated peanut shellers, improved seed, and fungicide for
treatment of peanut seed.

The running of the peanut market

was the first profit-oriented marketing program organized by
the UNCC for the village cooperatives (Collins 1974:249-250).
Marketing as an activity was not mentioned as part
of the original legislation which set form the objectives of
UNCC.

However, the peanut market represented a way to

induce profits and therefore became the first project around
which the new agricultural cooperatives were organized.

The

cooperative markets differed very little from those markets
except that the UNCC agents performed the same role as the
buyer's representatives.

The farmers continued to sell to

weighers of their choice.

The weighers worked for either

private buying companies or the UNCC and were given cash
advances by their respective agents (Collins 1974:264).

The.

main difference between private and cooperative markets was
the dividend paid at the end of the buying season by UNCC to
the farmers who had joined the cooperative for a membership
fee (Collins 1974:266).
UNCC's marketing operations did not bring the ex
pected financial benefits, and by 1965, the UNCC was close

64

to bankruptcy.

Therefore, a new system was introduced in

1966 in the southern provinces of Dosso, Tahoua, Maradi, and
Zinder.

The new system was structured under the guidance of

Guy Belloncle, a French national working for a Paris-based
research and development firm.

He addressed specific prob

lems which had developed in UNCC's credit and marketing
operations in attempting to restructure the organization
(Anderson 1968:13).
The credit problem causing the most difficulty in
the old system was the high rate of default on loans.

The

loans went to individual farmers who were members of small
village mutuals rather than to the mutual as a
whole.

Therefore, the mutuals would not attempt to make the

individuals pay back the loan, and the default rate on loans
continued to increase.

The UNCC granted loans on the

assumption that a farmer would want to borrow more than
once, but in order to secure the second loan, the first loan
had to be paid.

The farmers, however, realized that if they

secured a first loan to buy a seeder or equipment, they
could get this equipment without repayment if they did not
try to borrow a second time.

As a result default on loans

became a serious problem (Anderson 1968:13).
The UNCC also faced several marketing problems.

For

example, the Ministry of Economic Affairs, Trade and
Industry set the official price for buying peanuts and the
UNCC, as a semi-government agency, had to abide by these

prices.

Private merchants, on the other hand, could offer

to the producers slightly higher prices than the government
offered.

This acted as an incentive for the producers to

sell their peanuts to the private merchants rather than to
the UNCC.

The UNCC attempted to counteract the price policy

of the private sector by offering dividends to producers who
had joined the cooperative.

However, the dividend was only

a half a cfa franc a kilogram which meant that a farmer
would have to produce and sell more than a ton of peanuts to
recover the cost of the membership fee.

Since the average

farmer may sell only 50 kg of grain annually, it would take
20 years to recover the membership fee, not including
interest.

Such a low dividend did not give farmers much

incentive to join the cooperatives.

In addition, the UNCC

did not have sufficient infrastructure to provide producers
in most of the rural areas with a convenient place to sell
their products.

The private merchants and part time traders

were far more numerous and accessible to the farmers since
many of them lived in the rural areas.

Thus, the higher

prices and greater convenience offered by the private
traders were advantages that the UNCC cooperatives could not
provide to the producers (Anderson 1968:15).
Finally, the staffing and management of the UNCC was
primarily by professional administrators, many of whom were
expatriates.

Village officials were elected but operations

of the cooperatives were handled by regional agents.
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Likewise, peanut weighers were supposed to be elected to
their posts but in practice they were often appointed by
the regional agents.

Therefore, their loyalties were to the

UNCC rather than to the village, and frequently they would
try to cheat the farmers who could not read the scales.
This situation did not instill confidence in the producers
nor did it encourage their support of the UNCC (Anderson
1968:15).
The Reorganization of UNCC in 1966
The reorganization efforts in 1966 focused on local
participation and local staffing of the administration and
in the financing of rural development.

The UNCC's credit

and marketing operations were unified.

Credit is given to

villages rather than individuals and therefore collective
responsibility for repayment of loans has been delegated to
producers at the village level.
organized at three levels:

The cooperative groups are

the village mutuals, the co

operatives, and the local cooperative associations (ALC's).
The village mutuals and cooperatives represent two levels
but were combined into one system.

The dividend of the co

operative was established as the guarantee for the loan with
village support as collateral, thus linking loans with
dividends.

Since membership is based on adhesion of

villages, every farmer in the village is a member of the
cooperative (Anderson 1968:15).

The villages elect their

own mutual officers who are responsible for examining
members' demands for credit and reporting their decisions to
the cooperative.

They also decide on operations to be

effected at the village level.

The village mutuals elect

delegates to represent their respective villages at the
cooperative meetings.

The cooperatives are responsible for

marketing the production of the farmers, storing these
products, providing training and extension, requesting new
inputs and supplies from the UNCC headquarters in Niamey,
and distributing supplies through local cooperative stores.
Finally groups of cooperatives are represented at the local
cooperative associations.

At this level, several co

operatives meet as a group in order to administer credit
operations, and to decide on issues concerning common
interests of joint cooperatives (Collins 19 74:275-277).
This new approach was approved by the UNCC's Ad
ministrative Council in 1966.

The strategy attempted to

resolve the problems of limited manpower, limited capital,
and unpaid credit, and is still the basis of UNCC's formal
statement of objectives (Collins 1974:280).
The UNCC's functions are redefined by the law of
1967 and include the following:
1.

Promoting and establishing of cooperatives in areas
where they still do not exist and training their
representatives.
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2.

Providing assistance to cooperatives in the mar
keting of their production and supplying
agricultural inputs.

3.

Providing technical assistance to cooperatives.

4.

Managing irrigation schemes and other government
projects (Battles 1974:10).

Their objectives include providing new technical improvements
to the farmers, but the emphasis is now on self-administered
and self-financed rural development.

This was to be

achieved through a reorganization of the cooperatives.

The

local cooperatives now have assumed the administrative and
managerial duties for primary marketing and distribution of
agricultural products and supplies.

The cooperatives manage

seed stocks and cereals and supplies of consumer goods in
addition to managing the agricultural credit available to
farmers.

The UNCC supplies the individual cooperatives,

offers training and provides financial and legal protection
of the cooperatives.

The emphasis, however, is on self-

management by the cooperative groups.
The UNCC has retained its three organizational divi
sions:

the administrative division, the cooperative

division, and the production division.

The banking and

credit activities have been transferred to the National
Agricultural Credit Fund (Caisse Nationaledu^Credit
Agricole-CNCA), a commercial, governmental-owned agricul
tural bank.

The CNCA carries the accounts of the UNCC and
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works through the UNCC in making loans to village mutuals and
cooperatives. The 20 members of the Board of Directors are the
same as UNCC Board of Directors.

The bank has a small staff

in Niamey and is represented in each of the seven provinces
by the directors of UNCC.

Government grants account for the

permanent resources of CNCA (Battles 1974:12).
The CNCA operations include the provision of:
1.

Medium and short term loans to cooperatives and to
individual farmers for financing agricultural
production.

2.

Short term advances to UNCC for financing the
primary marketing of peanuts, cotton, and rice.

3.

Short term loans to other government and semigovernmental organizations such as SONARA and OPVN,
for financing the marketing of other agricultural
products.

The CNCA also receives loan funds on

advances from the national development bank, Banque
de Developpement de la Republique du Niger (BDRN)
(Battles 1974:12).1
UNCC in Zinder
The UNCC delegation to Zinder includes:

the

Director, Mahdi Moumoune; his assistant; an accountant, and

1. See also Ouan (1975:40-41) for additional
discussion of the terms of credit extended by the CNCA.
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a storehouse manager.

There is also a delegate in each

district who is assisted by cooperative officers.
The major activities of the UNCC in Zinder are co
ordinating the cooperative activities with other govern
mental services, providing credit, supplies, and technical
assistance to the farmers, and managing the "Project de
Developpement Rural de Zinder," commonly known as the 3M
project.

The objectives of the 3M project are to improve

the infrastructure for agriculture, including the construc
tion of roads, wells, and storehouses in the districts of
Mirria, Magaria, and Matamfeye.

In addition, improvements in

agriculture are expected through the use of phosphate ferti
lizers, better integration of the agricultural and livestock
services, the planting of wind breaks, and the development
of marshlands (Valenzuela and Delvoie 1976:6-7).
The cooperative groups are organized at three
levels:

(1) the local village mutuals, (2) the cooperative

organizations which are made up of representatives from
participating villages, and (3) the local cooperative asso
ciations (ALC's) which are made up of groups of coopera
tives."'"

The district delegation and the provincial delega

tion provide technical and administrative assistance to the
1. Each cooperative has a president, a counselor,
a secretary, a weigher, and a guard, and each ALC has a
president, a market chief, a constable, a weigher, and a
guard.
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cooperative structure.

Figure 4 shows the hierarchically

arranged cooperative structure in Zinder.
The village mutuals in Zinder are responsible for
examining individual requests for credit.

Delegates from

the mutuals represent their respective villages at the co
operative meetings.

They communicate the village decisions

to the cooperatives who are, in turn, responsible for de
ciding which requests will be granted.

The cooperatives

handle the marketing of agricultural products, the storage
of these products,"'" and the distribution of inputs to the
village mutuals.

They also submit the requests for inputs

to the Ministry of Rural Economy and provide training and
extension services to the farmers.

Groups of cooperatives

form the next level of organization, the local cooperative
associations.

The ALC's administer the credit programs and

decide on issues concerning the common interests of the mem
ber cooperatives.

It is the responsibility of the UNCC for

Zinder to set up the cooperative structure in areas where
they still do not exist and to provide the supporting
structure, training, supplies, and management for the
various activities of each level of the cooperative
division.

1. There are 27 storehouses in the province: 13
in Magaria, 5 in Matamfeye, 6 in Mirria, 1 in Tanout, and 2
in Zinder. There are also two grain silos in the town of
Zinder (Delvoie 1977:35).
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ZINDER
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Goure

Magaria

Matameye

Mirria

Tanout

LOCAL COOPERATIVE ASSOCIATIONS (33)

(3)

(5)

(13)

(9)
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(78)

(29)

(12)
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(153)

Figure 4.

(780)

(253)

(494)

(187)

Structure of Cooperatives in Zinder, 1976 —
Statistics from Delvoie (1977:34).
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The agricultural products marketed through the UNCC
include:

sorghum, millet, cowpeas, peanuts, and gum arabic.

In 1977, the UNCC expanded their marketing program to include
sugarcane, cassava, and potatoes.

They received assistance

from several non-governmental organizations, such as Church
World Service, the Food and Agriculture Organization of the
United Nations, and the United Nations Development Program
in expanding their marketing program and in securing
machinery to process raw sugar into brown sugar, cassava
into flour, and to establish market linkages for potatoes
between rural producers and urban consumers (particularly in
the town of Zinder).
The UNCC is also responsible for the distribution of
the factors of production.

(The UNCC distributes goods to

the cooperatives who distribute to producers against credit.)
The goods distributed include:

phosphate and uric acid

fertilizers, pesticides, fungicides, multiculteurs or
weeding equipment, donkey pulled plows, seeders, oxen, and
donkey carts.

The Ministry of Rural Economy provides the

UNCC with these inputs based on the requests received from
the regional offices.
The UNCC has, in addition, several other program
objectives for 1978:
1.

"Embouche Bovine" is a livestock fattening program.
The UNCC helps the farmers purchase an ox which
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they tie in their compound for 3 to 4 months and
feed peanut vines and/or crop residues.
2.

Reconstitution of herds of sedentary farmers to
predrought levels.

3.

Increase the number of cooperative retail stores
throughout the province.

In 1976-77, the objective

was to add stores in Tanout and Mirria but only the
store at Tanout was realized.

There are currently

stores in Tanout, Bakin Birgi, and Sabon Kafi (see
Figure 2).
4.

Set up rural workshops for local blacksmiths in the
3M districts (Mirria, Matamteye, and Magaria).

The

blacksmiths in these districts were trained in a
previous program to repair plows, repair agricul
tural tools, and make carts.

Now that these black

smiths are trained, the objective is to set up work
shops for further training and practical work.
According to the director of UNCC, Mahdi Moumo.une,
the cattle fattening program (embouche bovine) has been the
most successful to date.
The marketing and distribution system of the UNCC in
Zinder is complex and has many linkages.

Figures 5-7

illustrate the commodity marketing and distribution channels
in Zinder.

External interventions are also indicated.

Figure 5 illustrates Cooperative-Producer Credit and
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Figure 5.

Cooperative-Producer Credit and Commodity Flow
Network
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Cooperative Sales and Distribution Network .
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Commodity Flow Network; Figure 6, Cooperative Sales and
Distribution Network; and Figure 7, Sources of External
Intervention affecting UNCC."*'
The UNCC purchasing activities take place through
the cooperatives (Figure 5).

Weighers are hired by the

cooperatives and money is extended to them for purchasing
goods from the producers.

The weighers are held accountable

for the daily advances given to them for these purchasing
activities.

They are also held accountable for the bags

which are given to them into which the raw agricultural
products are put.
must pay for them.

If any bags are missing, the weighers
Direct purchases are made by the weighers

for the purpose of stocking products for resale at a later
time for consumption and for seed or for immediate resale to
other governmental organizations involved in the marketing
of agricultural products, such as OPVN and SONARA.

Pur

chases are also made for the purpose of repayment of credit
which previously had been extended in kind to the producers.
After the debts are repaid, the remaining produce is sold to
the cooperatives for money.
The local cooperatives may receive cash loans from
the National Agricultural Credit Fund (CNCA) in Niamey.

The

1. The external interventions which have been
diagrammed for the UNCC, OPVN, SONARA, and COPRO-Niger in
volve policy issues. However, only those linkages affecting
the physical flows of goods and services are included in the
illustrations.
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UNCC acts as an intermediary to the bank for the coopera
tives.

The UNCC in Zinder also provides the cooperatives

with agricultural inputs and consumer goods.

The coops buy

these goods from the UNCC at cost.
There is also an informal marketing network.
ducers sell their products to private traders.

Pro

This may

occur because they receive better prices for their goods, it
may be more convenient for them since traders will buy goods
from the farmers in their villages, thus saving them a long
walk to the cooperatives; the farmers may need cash loans
which private traders are willing to provide; and finally,
the farmers may be more familiar with the private traders
and have trust and confidence in them.

Government officials

realize that the traditional marketing system continues to
operate along with the official system in spite of the
government's efforts to block this network.^

During several

meetings, the interviewers speculated that many difficulties
in the marketing of agricultural products in Zinder could be
avoided if the traditional system could be suppressed.
The selling activities of UNCC also take place
through the cooperatives.

The raw agricultural products

1. In 1975, all unauthorized private traders were
prohibited from participating in the cereals market. This
regulation was to be enforced for the 1977-78 buying season,
however, it has been difficult, if not impossible to enforce.
When stocks of grain are found in the possession of private
traders, a government official, usually the assistant ad
ministrator of the province (sous prefet), will confiscate
the grain and pay the trader for it at the set government
price.

are:

(1) stored by the cooperatives in warehouses for seed

or for sale at a later time; (2) sold to government mar
keting organizations such as OPVN, SONARA, COPRO-Niger, or
SOTRA-Mil; or (3) sold to farmers.

The cooperatives buy

agricultural products from the UNCC at cost and sell them
to producers on credit at an interest rate of 50 per cent
for seed and 6.5 to 8 per cent for production inputs.

Thus,

if a loan of 40 kg of millet seed was made, the farmer would
have to repay the loan with 6 0 kg of millet seed from his
next harvest.

Inputs are provided to producers during the

months of June to September for the period of time from the
first rain to the end of harvesting (Quan 1976:42).

Since

the period of planting to harvest ranges from 75 to 90 days,
a 50 per cent rate of interest over 90 days would theo
retically equal 200 per cent on an annual basis.

If the

credit is for production inputs, repayment may be made in
cash or in kind.

The basis for repayment is determined by

the relationship of government support prices of the com
modities and the price of the inputs.
Cooperative retail stores also offer for sale var
ious consumer goods that have been purchased by the UNCC at
wholesale prices. The cooperative stores attempt to undersell
private retail stores by five to ten cfa per item.

Figure

6 illustrates the channels for sale and distribution of
goods through the cooperative structure.

The cooperatives

maintain their own storage warehouses and retail stores.

OPVN and SONARA also maintain their own warehouses or else
rent them.

When they buy from the UNCC cooperatives they

pay the transport and handling costs for moving the goods
from the UNCC warehouses to their own.

The UNCC also takes

a commission of 5% (approximately 1500 cfa/ton) on the
transaction.
The marketing activities of the UNCC are affected
by several external governmental and foreign interventions.
The linkages are shown in

Figure 7.

The Ministry of Rural Economy (MER) responds to
requests for credit (agricultural supplies) which have
originated with the cooperatives, passed through the pro
vincial headquarters to the central office of the UNCC.

The

central office submits a formal request to the MER for
credit assistance.

The Ministry of Economic Affairs, Trade,

and Industry is responsible for setting the buying and
selling prices on most agricultural crops such as millet,
sorghum, cotton, peanuts, cowpeas, and rice.

The exact pro

cedure for price fixing was not explained during the inter
views.

It appeared that the procedure was not based on a

rigid formula but on information on market conditions re
ceived from outside sources, such as the Ministry of Rural
Economy.

A problem cited during the interview was the fact

that prices set frequently did not reflect existing market
conditions; prices tended to be too low and there was not
enough local participation from Zinder on determining

prices-

The National Agricultural Credit Fund (CNCA)

carries the accounts of UNCC in addition to advancing cash
loans to the UNCC and to the cooperatives.
Other interventions mentioned during the interview
included foreign assistance from numerous national and
multinational agencies, such as Church World Service, the
United Nations Development Program, and the United Nations
Food and Agricultural Organization.

Through various

projects, these agencies are attempting to influence the
UNCC.
Niger Organization for Food
Products: OPVN
In 1970, the OPVN was established as a governmental
organization with the responsibility to buy, store, and sell
basic food crops, such as millet, sorghum, rice, maize, and
imported wheat flour."''

The major goal was to stabilize

prices and supplies, although during the period of drought,
OPVN was also given the responsibility for storing and dis
tributing imported grains.

The government felt that the

periodically occurring food shortages in Niger, the diver
gence of absolute price levels between rural and urban
areas, and the seasonal price fluctuations were caused by an
1. The major subsistence food crops in Niger are
millet and sorghum. Approximately 45 to 50% .of all agri
culturally used land is planted exclusively with cereals,
and an additional 45% is planted with cereals in combination
with another crop such as cowpeas or peanuts (Kohler 1977:7).

inefficient marketing system.

Therefore, the government was

determined to influence grain marketing through direct
market intervention (Kohler 1977:7-8).
The responsibilities of OPVN, as defined by Law No.
70-17 of August 27, 1970, and Decree No. 70-228/PRN/MER of
October 10, 1970 (OPVN Statutes), include:
(1) Organize the marketing of staple food crops
(sorghum, millet, maize, wheat, cowpeas, etc.)
and help improve production;
(2) Establish annual estimates of both food re
sources and requirements and, on the basis of
these estimates, propose a program for storage,
imports, and exports of staple food and
monitor its execution;
(3) Build regulatory stocks for the purpose of:
(a) stabilizing both producer and consumer
prices,
(b) assuring inter-regional equilibrium of
food resources and requirements within
Niger, and
(c) participating in a multinational program
of price stabilization and harmonization
of trade;
(4) Make all useful propositions with an aim of
organizing and controlling the markets of
staple foods and their derived products;
(5) Create and guide the direction of enterprises
involved in the processing of staple foods
within the conditions defined by the govern
ment;
(6) assume the preparation and execution of food
aid programs established through national or
external means;
(7) Foster or assist in the favorable development
of the cooperative movement (Kohler 1977:8-9).
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Initially, technical and financial assistance was
received from:

the Canadian International Development

Agency (Agence Canadienne pour le Developpement—CIDA);
Assistance and Cooperation Funds, France (Fonds d'aide et de
Cooperation—FAC); and the U. S. Agency for International
Development (USAID).

The assistance was aimed at improving

OPVN's storage capacity, providing PL 480 grain"*" which was
to be sold to create an operating fund and providing tech
nical assistance by experts in storage and marketing
(Kohler 1977:9).

The director of OPVN in Zinder

2

also

indicated that recent assistance has been received from the
Food and Agricultural Organization of the United Nations,
Saudi Arabia, Holland, and West Germany for improving and
increasing the storage capacity of OPVN.
During the first years of operation, the success of
the organization in building up its stock was limited.

In

fact, only during the last few years has it been able to
carry over substantial stocks from one year to the next.
The drought of 1968-1973 was no doubt a major factor pre
venting OPVN from building up adequate stocks of grain.
1. The Agricultural Trade Development and Assist
ance Act of 1954 (PL 480) authorized the sale of U. S.
agricultural commodities in foreign countries. Under one
provision of the law, payment for the goods is made in the
recipient country's currency. The proceeds from the sales
are used by the U. S. to buy products from the foreign
countries, which prevents their losing any hard currency.
2. Information obtained from interviews conducted
in Zinder, Niger, in November, 1977.

During that period, over 70% of all foodstuffs handled by
them was acquired by foreign aid.

Hence, anything that

remained at the end of a year was incidental rather than a
result of a conscious effort to build up these stocks.

Much

of the remaining grain was of poor quality or insect in
vested (Kohler 1977:10).
In 1975, OPVN was given the exclusive monopoly for
the commercialization of cereal grains in Niger.^

The same

decree prohibited all private unauthorized traders from
participating in the cereals market.

Only licensed traders,

chosen by the administrator (prefet) for each province can
legally buy cereals for OPVN.

However, since the government

does not have the means to enforce this rule and since
prices offered by private traders are often higher than
those set by the government, cereals continue to move
through the traditional markets by private (illegal) traders
(Kohler 1977:11).

Primary collection occurs in rural

markets on market days.

Farmers can sell their grain

directly to either licensed (private) traders or to the UNCC
cooperatives.

Secondary collection is by the OPVN:

licensed traders bring the grain to the OPVN warehouses;
or OPVN collects the grain from local UNCC cooperatives
with their own trucks and then hauls it to the regional

1.
1975.

Decree No. 36/SEP/AE/CI/DCI of September 24,
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OPVN warehouses.

Hence, OPVN's role in cereals marketing

can be compared to that of a wholesaler (Kohler 1977:14).
OPVN in Zinder
The responsibilities of OPVN in Zinder are the same
as those nationally defined: the commercialization of all
cereals (particularly millet and sorghum).

The major ob

jectives of their marketing programs are the stabilization
of prices and supplies for food staples which, in turn,
requires increased and improved storage capacity.

The

activities of OPVN are supervised by the Director, Hamidou
Samba.

In addition to the director, the staff of the OPVN

office in Zinder includes:

2 assistant directors, 7

drivers, 7 maintenance workers, 18 guards, 18 storekeepers,
4 secretaries, and 1 office boy.
OPVN buys grain at government fixed prices from the
UNCC cooperatives and from licensed approved traders who
are commissioned by OPVN.

Theoretically, all markets are

served by the UNCC cooperatives, and the OPVN is required by
law to buy all their products through these cooperatives.
As discussed previously, the private merchants still are in
volved in the marketing of millet and sorghum.

In addition,

they provide services that the UNCC and OPVN are unable to
perform at comparable costs, due to lack of manpower and
transportation facilities.

For example, illegal private

traders are able to collect small quantities of grain from
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widely dispersed rural areas which provides convenience to
farmers by saving them a long walk to the markets while
carrying a heavy load of grain on their heads.
OPVN stores its grain in:

(1) concrete warehouses

with tin roofs, located at major collection centers--some of
the newer structures also have side openings allowing
ventilation, and concrete floors; (2) warehouses made of
adobe (sundried mud locally called banco), which have a
smaller storage capacity than the concrete structures and
are located at secondary collection centers; and (3) private
storage.

In remote villages OPVN operates small collection

centers and pays a 1% commission to the village chief for
storing millet or sorghum in his compound.

The locations

and capacity of the major and secondary collection centers
in Zinder are shown in Figure 8.
The total capacity for grain storage in OPVN ware
houses in Niger was 34,500 mt in August 1976 (Kohler 1977:
31).

Zinder has a storage capacity of approximately 13,200

mt which represents 38% of OPVN's total capacity."'"

This

means that the organization can store 3% of the average
total production of millet and sorghum for the entire
country, while OPVN in Zinder has the capacity to store
roughly 5% of that province's average total production of
1. Storage capacity for the town of Zinder was
estimated to be 2000 mt.
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89

these cereals.^

However, since a large portion of the

total production is consumed on the farm, then OPVN storage
capacity relative to market surplus could be considerably
higher.
It was mentioned previously that one objective of
OPVN storage is price stabilization.

However, an increas

ingly important policy has been to create additional storage
as emergency stock for guaranteed food security against
famine.

A problem that must be resolved with respect to

such a policy is the determination of the appropriate size
of such emergency stocks.

Furthermore, if these stocks are

to be managed by the OPVN, they have to be rotated simul
taneously with the regular stocks intended for the stabili
zation program.

The coordination between storage policy and

price/marketing policies is a crucial but unresolved issue
(Kohler 1977:32, 34).
For all of its grain purchases OPVN pays the trans
port, handling, and storage costs and when the grain is
wholesaled to local institutions, such as schools and
hospitals, OPVN also pays the transport and handling
1. Production figures for 1974-1976 were found
in Delvoie (1977:37) and Kohler (1977:85-86). The
original sources for these statistics were the Agricul
tural Service's national and provincial annual reports.
See Appendix E for the production figures for millet and
sorghum from 1974 as recorded by Delvoie and Kohler.
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charges."''

Local farmers and urban consumers must present

an identity card in order to purchase from OPVN at retail
prices.

No sales are made to private traders or merchants

or to private enterprises.

Every head of a family has a

card which identifies him and lists all the members of his
family.

This insures OPVN that the sale is "legitimate"

and is not in fact being made to private traders or to
private enterprises.
At least half of the cereals marketed pass through
traditional channels.

In fact, in 1974 and 1975, approxi

mately 15% of the gross production was marketed countrywide.
Of this, only 30%, or 5.3% of "the total production of
cereals, was marketed through OPVN (Kohler 1977:54).
situation in 1977 and 1978 was just as bad.

2

The

In Zinder, OPVN

was able to purchase only 511 T of millet and sorghum com
bined by May, 1978.
Figure 9 illustrates the OPVN purchasing and sales
network for cereal grains in Zinder.
millet from:

OPVN buys sorghum and

(1) UNCC cooperatives and (2) licensed

1. In 1977-1978, the government's fixed price for
buying millet was 30 cfa/kg. However, OPVN pays the trans
port, storage, and handling charges, adding costs of 15 to
20 cfa francs per kilogram purchased. The government's
fixed price for reselling millet is 40 cfa/kg, which repre
sents a deficit for OPVN, however this loss is paid back to
OPVN through government subsidies.
2. Based on nationwide total storage capacity of
30% of the total production, OPVN on a countrywide basis
can store 67% of what it normally markets.
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OPVN Purchasing and Sales Network for Millet and
Sorghum
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traders.

After buying the grain and storing it in OPVN

warehouses, the grain is sold at government fixed prices to:
(1) individual consumers, both urban and rural and (2)
institutions such as hospitals, schools, or factories.

OPVN

is also responsible for distributing emergency supplies of
grain to consumers and institutions.
Figure 10 illustrates the sources of external inter
vention which have an impact on OPVN.

The Ministry of

Economic Affairs, Trade, and Industry sets the official
annual purchase and selling prices for cereals based on in
formation received from the Ministry of Rural Economy.

The

Agriculture Service determines the projected quantities of
grain OPVN should attempt to buy and sell annually.

This

information is transmitted to the provincial offices.
Emergency food aid, technical and financial assistance re
ceived from foreign sources are also distributed through the
central OPVN office in Niamey.

The Development Bank of

Niger (BDRN) is responsible for carrying the accounts of
OPVN and supplying subsidies.

The provincial administrators

are in charge of dispensing funds received from the develop
ment bank to the local OPVN offices.

They also approve

traders and assign markets (Kohler 1977:13).
Nigerien Organization for the Commercializa
tion of Peanuts: SONARA
In 1962, SONARA was established as a semigovernmental company entrusted with the monopoly to export
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Sources of External Intervention Affecting OPVN

peanuts or sell them to oil mills in Niger (since 1975/76
SONARA has also been involved with the commercialization of
cowpeas, most of which are exported to Nigeria).

The major

objectives for SONARA were:
(1) To develop the crop and increase yields by
making a financial contribution to agri
cultural development.
(2) To assure the producer the highest price
that is compatible with sales conditions
on foreign commercial markets.
(3) To assure the state the maximum of funds
necessary for maintenance of a stable trade
balance as well as for the realization of
plans for economic and social development
(Collins 1974:181)A
When SONARA was established, approximately 50% of the
shares of this company were held by the government and state
corporations, and 50% were held by private expatriate
trading companies

2

purchasing peanuts m Niger.

The private

traders were required to sell all their peanuts to SONARA at
a fixed margin per ton which covered costs and profits, and
hence, they became de facto employees of the company.
Private buying companies hired their own weighers but the
salaries of the weighers were set by the government.

The

government also assigned specific markets to each private
1. This was cited from "SONARA," SONARA, Bulletin
de Liaison et d1 Informations (Niamey), numero special
(1973), p. 4.
2. In 1969/70 there were approximately 30 private
buying companies in Niger. Of these, roughly two-thirds
were African owned (Collins 1974:177).
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buying company and assigned a total quota for purchases
along with a total market quota (Collins 1974:176-177).
The Ministry of Economic Affairs, Trade, and
Industry was given the responsibility to fix the purchase
and selling prices for peanuts annually.

The prices were

determined by estimating potential crop size, world market
conditions, and other factors considered relevant to the
peanut market.

From 1967 to 1968 a uniform producer price

was fixed for the entire country.

Since 1965 SONARA's

profit margin has been determined by a system of floor and
ceiling prices fixed by the Price Stabilization Fund1 in
consultations with SONARA.

The objective of this fund is

to stabilize SONARA's profits and losses.

Hence, if prices

for export exceed the ceilings, the excess accrues to the
Fund, but if prices realized are below the floor (that is,
the company's total costs), they receive payment from the
Fund.

The profit margin is the differential between floor

and ceiling prices (IMF 1970:411).

In recent years, how

ever, it has been pointed out that:
. . . SONARA had run up a considerable debt to the
CSPPN, because it invested its profits in other
operations instead of delivering them to the Caisse.
These other operations (trade in Land Rover spare
parts, imports of discotheques) caused considerable
losses, and SONARA had to divest itself of them
(Kohler 1977:117).

1. Caisse de Stabilisation des -Prix'des Produits
de Niger—CSPPN.
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The main activities of SONARA include: secondary
collection and bulking of peanuts, transport, storage,
domestic sales, and export.

The primary collection and

bulking is done by the rural cooperatives of the UNCC in
the village markets throughout the peanut production zones
or at the cooperative warehouses.

Farmers sell their crops

at the official government price.

SONARA must buy the

peanuts from the individual cooperatives within ten days
from the time the cooperative receives them from the farmers.
The cooperatives take a commission on the transaction in
order to cover their costs."'"

Peanuts are also marketed by

cooperative type organizations, known as Organisme Stockeurs
(OS).

This is a type of pre-cooperative which provides

similar types of services (Kohler 1977:117).

They buy from

the producers through intermediary buyers and weighers.
Their role will be examined in more detail in the discussion
of SONARA's marketing program in Zinder.
SONARA operates their own vehicles and trucks for
the purpose of collecting crops from the cooperatives and
transporting them to warehouses for assembling and bulking.
SONARA also commissions the Nigerien National Transport
1. The cooperatives are able to finance their
buying campaigns through loans from the commercial bank
(Caisse Nationale du Credit Agricole--CNCA) which carries
the accounts of the UNCC. See pp. 68-69 for further
discussion on this bank.
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Company"'' for hauling quantities of peanuts above their own
capacity.

The principal collecting points are:

(1) Maradi,

(2) Matamfeye, (3) Zinder (town), and (4) Magaria.

After

assembling and bulking the peanuts, SONARA sells them to
domestic peanut oil processing factories or exports them
through brokers.
Through the 1960's the majority of Niger's peanut
production was exported.

France bought about 90% of the

country's total exports.

A small proportion of peanuts were

used for the production of oil in Niger.

Three processing

factories were established in 1963, 1964, and 1966.

The

factories in Maradi and Tessaoua were operated by the Niger
Commercial and Industrial Company

2

while the factory in

3
Matamfeye was operated by the Niger Oil Processing Company.
A fourth factory was built in 1968 in Magaria by a German
company.

None of the oil factories, however, operated at

full capacity (Thorn 1970:209).

Nevertheless, during the

1960's, peanut production was viewed with great expectations
in terms of its contribution to the economic development of
Niger.
By 1978, the outlook for peanut production in Niger
was not as optimistic.
1.
2.
SICONIGER.
3.

The Sahelian drought of 1968-1973

Societe Nationale de Transport -Nigeriens—SNTN.
Societe Industriel et Commerciale du Niger-Societe des Huilieriesdu Niger—SHN.
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seriously reduced peanut production; however, global
supplies were large and world market prices for peanuts
dropped; therefore the government priorities shifted to the
production of food crops to insure against future famine
during periods of drought and to increase Niger's selfsufficiency in food production.

The farmers were barely

able to recover their seeds after the harvest.

Hence, in

1978 very little is being sold to the cooperatives and even
less, if any, is available to SONARA to buy.

In May, 1978,

in Zinder, the UNCC had not been able to recover their
seeds (they distributed approximately 7,700 tons of peanuts
for seeds and only got back 3,980 mt), and SONARA was not
able to buy any peanuts.

Furthermore, the oil factory in

Magaria was closed permanently.
SONARA in Zinder
The Director of the office of SONARA in Zinder is
Moutary Souley.

He is responsible for managing the activi

ties of the organization in the provinces of Zinder and
Diffa.
Niamey.

Directives are received from the regional office in
The major objectives of SONARA1s marketing program

in Zinder are:

(1) to buy and store enough peanut seeds and

cowpeas for next year's harvest; (2) to provide the peanut
oil factories in Magaria"'" and

in Matamfeye with sufficient

supplies of peanuts to support their operations; and
1.

The factory in Magaria closed in Spring, 1978.

99

(3) if the first two goals are met, to export the re
maining peanuts.1

It is the responsibility of SONARA to

encourage sufficient production of peanuts in the province
to keep the two factories in operation.
acreage must be used for growing peanuts.

Hence, enough
This objective

conflicts with the government's goal of self-sufficiency in
food production since additional acreage put into growing
millet will reduce the amount of land available for growing
peanuts.
SONARA's annual operating budget is determined from
the quantity of peanuts they expect to market and the pro
jected transport, storage, and handling costs for this
amount.

The Agricultural Service provides SONARA with pro

jected production figures, and based on these estimates
SONARA submits to Niamey their annual goals for the province.
At the time of the interview,2 the Agricultural Service had
not submitted any estimates, which was cited as the reason
no commercialization goals had been set for the 1977/1978
3
crop year.
Figure 11 shows SONARA's peanut commercialization
activities for the past 15 years.

Only two years are

1. The two main ports for export are Lagos,
Nigeria, and Cotonou, Benin.
2.

November, 1977.

3. According to the director of OPVN, the Agri
cultural Service estimates are frequently inaccurate.
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SONARA Marketing Activities in Zinder — Source:
Interview with Moutary Souley, SONARA regional
director for the Zinder province, November 1977.
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recorded for cowpeas since before 1975 it was not considered
a cash crop and OPVN was responsible for the marketing of
this crop.
The figures indicate relatively poor years for 1973/
1974 and from 1975-1977.

With such small quantities com

mercialized, it is impossible to supply two peanut oil
factories in addition to recovering seeds for the next
year's harvest.

The factory in Magaria was built in 1968,

which was a bumper year for peanut production.
same year, the factory in Matamfeye was expanded.

During that
Given the

limitations for all agricultural production in Zinder, it
probably was over-optimistic to expand the processing
capacity in Zinder to such a degree.

Therefore, closing the

factory in Magaria in 1978 should not have been completely
unexpected.
For all of its peanut purchases, SONARA pays the
transport, storage, and handling costs, and when vehicles
are rented, a commission is paid to the transporting company.
There are two procedures for buying peanuts (see Figure 12):
1.

Purchase can be made through the UNCC rural co
operatives.

As noted, the cooperatives have the

responsibility for the primary collection and
bulking of the peanuts, and when SONARA makes a
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Figure 12.

Intermediary Contact
Between Buyers and
Producers

SONARA. Purchasing and Sales Network for Peanuts
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purchase the cooperatives take a commission on the
transaction.
2.

Purchases can be made through a traditional system
of cooperative-type organizations, known as
Organismes Stockeurs (OS).
SONARA gives money to some of its private share

holders, who are frequently large traders, to buy peanuts
for them.

These private traders make up the cooperative

type organizations, known as the OS.
mission from

They receive a com

SONARA for the peanuts they buy.

however, do not do the actual buying.

The traders,

They contact buyers

who are responsible for purchasing peanuts for them from
the farmers.

These buyers also weigh

the peanuts for the

farmers and give them money for the transaction (these
buyers fulfill the same role and perform similar functions
as the weighers of the cooperatives who are elected by the
villages).

The buyers also receive a commission on de

livering the peanuts to the traders.

The buyers make con

tact with the farmers through two other intermediaries:
(1) brokers (madugai), and (2) intermediaries (dillali).

1. See also the section on UNCC for a complete
explanation of its marketing operations.
2. See Chapter IV for a complete discussion of
the numerous participants in the traditional marketing
system.

2
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The brokers know the market very well; they know the
buyers, the sellers., and the prices.

They gather informa

tion on market conditions and put the buyers and sellers in
contact.

The brokers receive either a commission or a pay

ment in kind from the buyers for gathering information and
for putting them in contact with the farmers who have
peanuts to sell.
buyers.

Hence, they bring the farmers to the

On the other hand, the intermediaries, or dillali,

bring the goods to potential buyers.
The dillali are directly involved in buying and
selling; they buy products from the producers and resell
them to the buyers, taking a commission or payment in kind.
They also know the market very well and know where and who
are potential buyers, but they are considered less in
fluential than the brokers.
tailers without capital.

They can be described as re

Anyone wanting to sell something

goes to the dillali, usually one who is well known in his
area.
When SONARA finishes its buying campaign, it can
sell the peanuts to the oil factories in Zinder, or it can
export them through Lagos, Nigeria, or Cotonou, Benin (see
Figure 1).

Whether the regional office must send the

peanuts to Niamey first was not made explicit during the
interview.

Presumably, the peanuts going throught the port

at Lagos would be sent directly from Zinder through Kano to
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Lagos.

Those destined for Cotonou would go from Zinder

through Maradi to Niamey and then to Cotonou.^
There are several sources of external intervention
which have an impact on SONARA (see Figure 13).

The

Ministry of Economic Affairs, Trade, and Industry deter
mines the annual buying and selling prices for peanuts and
cowpeas.

The decision is based on information received from

the Ministry of Rural Economy and the UNCC in Niamey on the
current market conditions and trends relevant to these two
crops.

The Price Stabilization Fund fixes the floor and

ceiling prices for reselling peanuts, based on total cost
estimates.

The differential between floor and ceiling

prices will determine SONARA1s profit margin.

Any excess

profits will accrue to the Fund while losses will be subsi
dized by the Fund.
National Organization of Commerce and
Production: COPRO-Niger
In 1962, COPRO-Niger was established as a joint
trading company for the purpose of marketing various con
sumer goods and food supplies.

Shareholders in the company

include governmental, semi-governmental, and private groups.
1. The director of SONARA did not elaborate on the
commercialization channels for cowpeas. However, he did
note that the trader cooperative organizations (OS) were
responsible for exporting cowpeas to Nigeria under the
direction of SONARA.
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107

Figure 14 shows the current shareholders in COPRO-Niger and
the percentage of total shares they hold.
In 1969, the company was reorganized and the list of
commodities that it was importing was reduced considerably.
COPRO-Niger still maintains a monopoly over certain imports
although it intervenes in the market primarily at the whole
sale level (however, a pilot program was recently initiated
for opening retail stores throughout the country to provide
the rural sectors with consumer goods).

Table 1 lists the

commodities marketed by COPRO-Niger, the country from which
the goods were imported, and the annual turnover for each
product in cfa francs, for the fiscal years 1970-71 through
1976-76.

COPRO-Niger recorded a turnover of 5,749 million

cfa francs for the financial year 1975-76, and realized a
profit of 281 million cfa francs for the same year.

This

was considered to be a reasonably good year in spite of the
numerous problems the organization had to face (Sahel Hebdo
1977:7).
The main objectives of COPRO-Niger are:

(1) to

process gum arabic and maximize the exportation of this
product, (2) import consumer goods, (3) continue the pilot
program for establishing fifty retail stores in rural areas
where cooperatives do not exist in order to provide the
rural areas with consumer goods, and (4) improve the dis
tribution and the circulation of its stocks of imported
consumer goods.
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Shareholders of COPRO-Niger in 1977

Table 1.

Annual Progression of the Monetary Turnover for Products Marketed by
COPRO-Niger from 1970-1976a
1970/
1971

1971/
1972

113

89

60

57

22

1094

903

793

431

521

633.5

81

82

50

79

92

101.1

France, England,
Belgium, Upper Volta

630

846

1018

1317

1473

1481

Salt

Senegal, Algeria, Egypt

187

280

276

359

446

585

Wheat Flour

France, Nigeria (plus
foreign donations)

182

265

335

523

537

582

1000

2012

2700

3010

1055

1010.5

52

94

109.5

Product

Country(s) of Origin

Export:
Gum Arabic

Niger

Imports:
Cloth

China, Holland

Blankets
Sugar

E. Germany, Italy,
Belgium

Cigarettes

n/a

Matches

Ivory Coast

Sweetened
Condensed
Milk

Holland

Green Tea

n/a

Tomato Paste

Italy, Spain, Greece

Jute Bags

Bangladesh, China,
Pakistan

1972/
1973

1973/
1974

1974/
1975

1975/
1976
234

63

91

79

126

146.8

169

169

150

277

185

264

283.6

100.7

143.3

524

416.5

6
420

145

108

140

Table 1.—Continued

Product

Country(s) of Origin

Miscellaneous

n/a

Hides

n/a

Annual Totals:

1970/
1971

1971/
1972

1972/
1973

2

199

1974/
1975

1975/
1976

44

15

7

Export & Import

3954

4872

5696

6484

5319.5

5749

Net Imports

3841

4783

5636

4427

5297.5

5515

aSources:

•

1973/
1974

Sahel Hebdo (1977:8); and interview with Daouda Baoua, COPRONiger Regional Director for the Province of Zinder, November 1977. In November
1977, 240 cfa francs equalled approximately one U. S. dollar.
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As a trading company, COPRO-Niger must make decisions
on the level of appropriate prices for its imported items
and the level of expected consumer demands at these prices.
For efficient operations, it is important that the company
maintain constant supplies of products at fairly stable
prices.

Thus, it is necessary to thoroughly understand

domestic prices and economic policies and those of its
trading partners, such as Nigeria.

However, COPRO-Niger has

faced many problems with respect to maintaining its stocks
for regular distribution at stable prices.

These problems

are related to the supply routes and to management and staff
problems within the organization.
Since Niger is a landlocked country, supplies must
come by air or by sea and land.

Most imports arrive by sea

since it is a cheaper means of transportation.

However, '

the two main supply ports, Cotonou and Lagos, are very con
gested and when supplies arrive at these ports, it takes a
very long period of time to move them out.

The director of

COPRO-Niger in Niamey commented in an interview (Sahel Hebdo
1977:8) that it takes 30 days maximum for goods to move from
a European port to Cotonou, but it takes another two to
three months and often six months for COPRO-Niger to
acquire these products.

As a result of these long delays,

the goods are frequently spoiled.

It is also very difficult

for the organization to accurately plan their marketing
strategy since they are never sure when they will be
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receiving their orders.

When orders get delayed for long

periods, stocks become depleted and distribution is inter
rupted.

The situation is largely out of the control of the

organization.
COPRO-Niger also has several internal difficulties
(Sahel Hebdo 1977:9).

The main problem is lack of qualified

staff and management which has resulted in long delays in
decision making and inadequate planning, particularly in
Niamey.

The central office needs highly qualified directors

with commercial training in order to effectively handle the
problems of:

the distribution of goods, the supplying of

goods, personnel, and accounting.

Likewise, the regional

offices are in need of adequate trained staff who can
identify local problems and communicate these to head
quarters, and staff capable of managing the pilot stores.
COPRO-Niger in Zinder
The goals for the provincial office of COPRO-Niger
in Zinder are determined by headquarters in Niamey.

The

most important activity for Zinder is to purchase and
process the maximum possible of good quality gum arabic.
COPRO-Niger is also responsible for providing a variety of
consumer items through wholesale outlets, and through
retail stores which are being introduced as part of a
country-wide pilot project.

All importation and exportation

of goods are done through Niamey.

The Zinder office is
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under the direction of Daouda Baoua, who has an assistant,
Maman Sabo Abba, and five other staff members.
there are:

In addition,

four guards, one store keeper, one office boy,

and one agent who is responsible for buying gum arabic in
Diffa.

There are three warehouses next to the office in

Zinder and a fourth one is being rented at another location
in town.

Gum arabic, salt, sugar, and other imported items

are kept in these warehouses, which are concrete structures
with tin roofs.

The office has one pickup truck for its

operations.
COPRO-Niger has a monopoly on the commercialization
of certain imported goods and for gum arabic.

Since 1973

the organization has been making a profit from its marketing
programs which has enabled them to stabilize their opera
tional budget.

As a result, in 1975, when they ran a defi

cit they were able to cover the losses by the reserves from
the previous two years.

Most of the profits are reinvested

in the organization, although in very good years part of the
profits are distributed to the shareholders.

Each year the

administrative council in Niamey meets to decide how the
profits should be allocated.

There are three major re

investment programs:
1.

Building and maintenance of wholesale stores (or
warehouses) for imported products.

Currently, there

are three stores, one in Agadez, one in Diffa, and
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one in Tahoua, and they plan to build one in Maradi
and one in Zinder.
2.

Financial support is given to the Forest and Water
Service for a project to improve the production and
quality of gum arabic.

3.

Support is given to a pilot project which is re
sponsible for building stores throughout the country
for retailing consumer goods.
The commercialization and processing^ of gum arabic

is the most important function for COPRO-Niger in the
province of Zinder and in Diffa.

The Ministry of Economic

Affairs, Trade, and Industry sets the annual buying price
for gum arabic based, in part, on estimates made by COPRONiger.

The world market prices are also taken into con

sideration when setting the price.

Market prices in

neighboring countries have the greatest influence on the
Ministry's decision.

If the prices are set too low, rela

tive to prices in neighboring countries, this encourages
illegal trade, in that the gum arabic is marketed privately
in areas where prices are higher.

Figure 15 shows the

prices paid to the producers for gum arabic over the last
six years, and the quantities commercialized.

1. The method of processing involves the removal
of foreign matter, such as bark, sifting, and packing for
export.
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Annual Prices Paid for Gum Arabic and the
Quantities Commercialized by COPRO-Niger in
Zinder — In November 1977, approximately 240
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Director of COPRO-Niger for the Province of
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Average prices paid for gum arabic during the last
four years are considerably higher.

The unusually high

price in 1975-76 could have been caused from a world-wide
shortage similar to the shortages in cereals during the same
period.

The drought killed many acacia trees in Zinder and

as yet, the young trees have not grown enough to produce at
full capacity.

Nevertheless, in 1977/1978, COPRO-Niger was

expecting to commercialize

250,000 kg of gum arabic which

is a significant increase over the previous year.

The

director of COPRO-Niger indicated that if they could improve
the processing method, they could certainly realize better
prices on the export market.

In fact, he suggested that a

processing factory in Zinder could increase the value of gum
arabic to 600-800 cfa/kg in Cotonou.

The basis for this

projection was the world market price for gum arabic in 1976
which had risen to 1000 cfa/kg.
For its buying campaign, COPRO-Niger pays for the
transportation, processing, bagging, storage, and customs
export duties.

All primary collection of gum arabic in

Zinder and Diffa is done by the UNCC cooperatives at five
different markets (Figure 16).

A COPRO-Niger representative

then buys the gum arabic from the cooperatives and trans
ports it to the warehouses.

All the gum arabic purchased by

COPRO-Niger is processed and exported.

Figure 17 illus

trates the purchasing and sales network for COPRO-Niger for
gum arabic and also for imported consumer goods.
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>

COPRO-Niger Purchasing and Sales Network -- (a)
Buying usually begins in November and continues
for five to six months. (b) Formerly the private
traders would go to the villages and buy gum
arabic directly from the gatherers; however, the
UNCC was given a monopoly to buy it which made
it illegal for private traders to buy or sell
any. Nevertheless, farmers still sell to local
traders, since it is often more convenient than
trading in a cooperative market. (c) In the
past, harvesting gum arabic was basically a
gathering activity. By 1977, collection pro
cedures appeared to be more commercialized and
better organized.
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COPRO-Niger sells the imported consumer goods
through wholesale and some retail outlets.

They sell to:

(1) large institutions such as hospitals, schools, military
camps; (2) wholesale traders who are registered and
approved by the government administrator for Zinder; and
(3) consumers through retail stores which are being intro
duced in some rural areas.

The retail sales program is

still in the pilot stage.
Figure 18 illustrates the sources of external inter
vention having an impact on COPRO-Niger.

The Ministry of

Economic Affairs, Trade, and Industry requests from COPRONiger annually an estimated price for gum arabic.

Having

received this information the Ministry sets the official
price for this product.

The profits realized by COPRO-Niger

are largely reinvested in the organization.

However, some

dividends are distributed to the shareholders.

Financial

support is extended to support the Water and Forests
Service's program to improve the quality and increase the
production of gum arabic.

Finally, the extremely congested

foreign ports through which COPRO-Niger receives its im
ported goods and exports its gum arabic have resulted in
serious delays to the organization in its marketing program.
Foreign ports represent an external impact to the country
as a whole.
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Organization for the Processing of
Millet: SOTRA-Mil
In 1967, SOTRA-Mil was established as a semigovernmental enterprise"*" for the purpose of processing
millet and sorghum and marketing the products.

At the

factory, located in the town of Zinder, millet and sorghum
are ground into flour.

Two types of flour are produced:

(1) fermented and (2) nonfermented.

SOTRA-Mil processes the

flours into noodles and biscuits, but imported wheat flour
must be added in order to obtain satisfactory results.

The

objectives for 1977-1978 were to produce and market the
following:• 2000 mt of millet or sorghum flour (which
requires 2400 mt of raw grain); 90 mt of wheat flour; 300 mt
of noodles; and 10 mt of biscuits.

It is doubtful SOTRA-Mil

will be able to realize these goals, however, since the
total amount of millet commercialized through UNCC channels,
by May 1978, was only 900 mt of which 100 mt were sold to
SOTRA-Mil.
In 1967, the organization began with seven people.
By 1977 there were 64 permanent employees, who perform such
tasks as weighing and bagging the noodles.
types of positions in SOTRA-Mil:

There are three

(1) administrative; (2)

production and processing, which involves running the
machines; and (3) maintenance.

Only six people have had any

1. The shareholders of SOTRA-Mil include: SONARA,
COPRO-Niger, The Development Bank of Niger (BDRN), and
Ultra-Fine, a French company.
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training, and even that was rather informal and unstruc
tured.

The remaining employees acquired training through

their job experience.
In addition to the factory SOTRA-Mil has two silos,
one for storage of wheat and one for millet; warehouses to
store the noodles, biscuits, or other products; and trucks.
They market their goods primarily from the factory in the
town of Zinder, although they have one shelf in a large
government wholesale store in Niamey."'"
Figure 19 illustrates SOTRA-Mil's sources of
supplies for production inputs.

Wheat and semolina are
0

imported from abroad.

2

Prior to January 1977 SOTRA-Mil was

required to buy millet and sorghum through OPVN.

In January

1977, the government authorized SOTRA-Mil to purchase
cereals directly from the cooperatives which saves them from
paying a commission to OPVN.

Now they must pay only the

fixed government price for millet plus a five per cent
commission to the cooperatives.

3

After processing the raw materials into flour,
noodles, and biscuits, SOTRA-Mil markets the goods.

Figure

20 shows the marketing channels for these products,
1.

The name of the store is Grand Magasin.

2. Most of the wheat is imported from France via
Nigeria; some imports are routed through Cotonou, but it is
a longer and more expensive route which results in greater
spoilage.
3.

This amounts to 31.5 cfa/kg for millet.
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SOTRA-Mil wholesales to large institutions in Niger such as
hospitals, military camps, and schools.

They also sell to

large wholesale merchants in Zinder, who buy the goods
directly from the factory in quantities of half a ton or
more.

These merchants are licensed and approved by the

government.

They, in turn, sell the products to small re

tailers in the neighboring provinces of Maradi and Tahoua.
SOTRA-Mil sells directly to cooperative retail stores in
Zinder.

Lastly, they sell their products through a govern

ment wholesale store in Niamey, where they have one shelf on
which to put their products.

SOTRA-Mil does not have any of

their own retail outlets; all sales are made from the
factory in the town of Zinder.
Nigerien Organization for the Collection
of Leathers and Hides: SNCP
SNCP is a semi-governmental agency"^ established for
the purpose of buying leathers and hides from livestock
markets in Zinder.

The skins are subsequently sold to

tanning factories in Niger or else they are sent to Niamey
and exported.

Leathers and hides are an economically impor

tant by-product of the livestock sector in Zinder.

In fact,

prior to the French colonial influence in the regions,
leathers and hides were exported north, across the Sahara
Desert, to Mediterranean ports where they entered world trade.
1. Approximately 51% is held by the government and
49% is held by private shareholders.
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The regional office of SNCP in the town of Zinder is
under the direction of Rabiou N'Dah who has two assistants,
one guard, and two people who are responsible for grading
the skins.
Maradi.

The organization owns only one building in

The rest are all rented including the building in

the town of Zinder.

Likewise, all but one of the vehicles

operated by the agency are rented.

They receive no govern

mental subsidies for support of their programs.

However,

when there is a deficit, they can secure a loan from the
Price Stabilization Fund of Niger (CSPPN).
The SNCP office in the town of Zinder has two sub
sidiary agencies and collection points, one in Magaria, the
other in Maine, in the provice of Diffa.

The office in

Zinder buys from the markets in Matamfeye (Fridays) and the
market in Mirria (Sunday).

Hence, there are five main

collection centers for the Zinder office of SNCP.

The pur

chases are made through collecting agents who have bought
the skins from local butchers.

The collectors bring the

hides to the collection points where SNCP buys them by
weight after quality evaluations have been made according to
international classification schemes.
fied by:

Each hide is classi

(1) species, (2) lineage, (3) quality of the skin

(ranked from I, the best, to IV, the poorest quality) , and
(4) type of treatment given to the hide.

Type "A" skins

(BAV) are those which have been treated with an arsenic or
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lye solution, and type "B" (ABA) are the less expensive
hides which have not been treated with this solution.
SNCP no longer buys the fourth category of hides
because on the European export market this quality does not
bring a high enough price.

Therefore, collectors sell these

skins to local traditional tanners who will pay a better
price than SNCP would be able to pay, although, according
to the director, they are not able to offer as high a price
for the superior quality hides.

The local tanners also are

able to repair damages in fourth quality skins making them
usable.

Later, these hides are sold to local craftsmen.
SNCP buys mostly sheep and goat hides although

cattle and camel hides are purchased if available.

During

the interview (N'Dah 1977), the director of the organization
indicated that they had not been able to buy any cattle or
camel skins for at least ten months for several reasons:
(1) the local tanners were paying 2000-2500 cfa per skin
whereas SNCP would pay only 600 per skin;

(this statement

conflicts with an earlier one, however, in which he indi
cated that local tanners were unable to pay for superior
quality skins, which is why they bought the fourth quality);
(2) nomads use most of the available cattle and camel skins
for their tents; and (3) skins are exported (illegally) to
Nigeria.
Figure 21 illustrates the collection and sales net
work for leathers and hides.

SNCP in Zinder either sends
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the hides to Niamey to be exported or they sell them to
local tanning factories."^"

There is a tanning factory in the

town of Zinder but the SNCP director indicated that it was
closed in 1976 because the factory was operating at less
than capacity, and the costs were greater than the profits
realized.

SNCP also sold hides to a tanning factory in

Maradi, but since September 1977, it had stopped buying
hides from SNCP.

The director felt this was to be a

temporary situation, however.

Consequently, the untanned

2

skins are presently being sent directly to Niamey and from
there the hides are exported to Europe.

1. The process involves cleaning the skins and
treating them with commercial products or by using plant
products or other substances, which are produced locally.
The main advantage of tanning is to preserve the hides.
Tanning also reduces the bulk weight of the hides, however,
which decreases transport and shipping expenses on exported
hides.
2. Type "A" skins, or those treated only with an
arsenic or lye solution.

CHAPTER VI
PERFORMANCE OF THE MARKETING SYSTEM
IN ZINDER
The effectiveness of six governmental or semigovernmental intervention agencies active in the agricul
tural sector in Zinder was determined by comparing their
operations with their stated goals and objectives, based on
interpretation and analysis of interviews, research of
published data, and observations of the functioning of the
market for agricultural products.

Several general problems

have been identified as systemic constraints to the effi
ciency of the marketing organizations.
Price Fixing Problem
Annual price fixing in Niamey by the Ministry of
Economic Affairs, Trade, and Industry for the purchase and
sale of agricultural products handled by the intervention
agencies does not allow them the flexibility to respond to
fluctuations in the market conditions through price adjust
ments.
Generally, the prices are fixed low in an effort to
respond to consumer interests; however, the low prices do
not give the producers sufficient incentive to participate
in the intervention programs.

Consequently, the farmers
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either store their products locally, trade them in the
traditional markets, or export them illegally to Nigeria
where they can realize better prices.

As a result, the

marketing organizations, particularly UNCC, OPVN, SONARA,
SOTRA-Mil, and SNCP are unable to obtain sufficient quanti
ties of agricultural products during their buying cam
paigns."'"

(COPRO-Niger felt that the low set prices had more

impact on reducing their profits than on actually obtaining
products.)
For example, at the beginning of 1977, the official
buying price for millet was 25 cfa/kilogram as compared with
the price of 40 cfa/kilogram being offered in the villages
by the private traditional traders and in Nigeria.

Farmers,

in fact, did not have much millet to sell which helped to
increase prices in the traditional market places.

The

shortages were due to below average rainfall; relatively
mediocre harvests; and in the northern area of Zinder,
considerable crop damage caused by grasshoppers.

As a

result, when the UNCC began buying millet in October 1977,
at 25 cfa/kg, the farmers would not bring their millet to
them for sale a

such low prices.

In November 1977, an

1. The fixed buying prices for agricultural prod
ucts are the prices which UNCC pays the producers during
their primary collection campaign. UNCC keeps only a small
percentage of the products which they market through the co
operatives. The remainder is sold to other governmental
organizations such as OPVN or SONARA. The UNCC takes a
commission of 5% (approximately 1500 cfa/ton) on these
transactions.
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emergency meeting was held at the provincial level to dis
cuss the situation.

It was subsequently recommended that

the price of millet be raised to 30 cfa/kg.

The fact that

millet continued to be sold through the traditional markets
in Zinder rather than through official channels reflects the
inelasticity of price for cereals and the farmer's response
to higher price incentives offered by private traders.
UNCC
Figure 22 shows the projected estimates for cereals
marketing for UNCC and the realized amounts for 1976-77 and
for 1977-78.

The total amount of millet commercialized

through UNCC channels in Zinder in 1977-78 was only 900 mt,
of which the UNCC kept 300 mt for their cooperatives, and
sold 100 mt to the SOTRA-Mil factory.
to OPVN.

Five hundred mt went

These amounts represent insufficient quantities

for all of the organizations.

The UNCC did not have enough

to supply their cooperatives, SOTRA-Mil did not have suf
ficient supplies for continuous processing activities
throughout the year, and OPVN did not have enough to restock
its seed reserves for next year's planting or for emergen
cies.

Production was good in 1977-78, however the director

of UNCC felt that the official prices had been set too low
which had not given producers sufficient incentive to
participate in the intervention programs.

Thus, UNCC

experienced serious difficulties in obtaining supplies.
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UNCC Marketing Activities in Zinder — In 197677, OPVN purchased 1.5 thousand metric tons of
sorghum from UNCC. In 1977-78, OPVN purchased
.011 metric tons; the total quantity purchased
by UNCC was not available. Source: Interview
with Mahdi Moumoune, UNCC Regional Director
for the province of Zinder, November 1977. Data
were subsequently updated through May 1978.
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OPVN
The situation with sorghum was just as bad; in fact,
OPVN was £ible to buy only 11 mt from UNCC in 1977-78
whereas in 1976-77 they purchased 1500 mt.
Table 2 shows the millet and sorghum purchases by
OPVN in Zinder for 1976-1977, and 1977-1978, and the
official buying and selling prices.

The absolute amounts

commercialized this year were very low.

The amounts rela

tive to last year's activities were also very low.

No doubt

this is partly due to a mediocre harvest in 1977, however,
the director of OPVN in Zinder felt this problem was not
that the fixed prices were absolutely too low (as the
director of UNCC stated) but that the prices were relatively
too low; OPVN could not compete with the "crooked merchants"
who were speculating on the market for millet and sorghum.
These traders bought millet right after the 19 77 fall
harvest, offering the farmers prices that were approximately
10 cfa/kg higher than the official price, or 40 cfa/kg
(Table 3).
sorghum.

Thus, OPVN was unable to buy any millet or
Then, after storing the grain for up to nine

months these same traders sold it for inflated prices (6090 cfa/kg) when grain supplies were scarce.

The prices on

the rural markets in May of 1978 reflected these price
differentials.
The price of millet is the highest during the late
season in the production cycle; that is when reserves from
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Table 2.

OPVN Buying Campaign for Millet and Sorghum in
Zindera
1976-1977
Millet

Official Buying Price
(cfa/kg)
Total Quantity Expected
to Buy (mt)

Sorghum

25

20

n.a.

n.a.

Total Quantity Bought0
(mt)

23000

Official Selling Price
(cfa/kg)

45

Source: Samba (1977).
dated through May 19 78.

1500
n.a.

1977-1978
Millet
30
50000
500
50

Sorghum
25
n.a.
11
n.a.

Data were subsequently up

^As a result of an emergency meeting held at the
provincial level in Zinder early in November 1977, govern
ment purchase prices for millet and sorghum were raised
5 cfa/kg each.
The figures vary considerably depending on the
source. Kohler (1977:111) shows OPVN purchases of millet
in Zinder to be 3,629 mt in 1976-1977 and sorghum totalled
85.7 mt for that same period.
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Table 3.

Unofficial Buying-Prices for Millet in Zinder
(1977-1978)

Location and Time of Market

Price of Millet
(cfa/kg)

Rural Markets:
Early Season—October 1977

40

Late Season—May 1978

90

Town of Zinder:
Early Season—October 1977

40

Late Season—May 1978

60
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the last harvest are depleted and the new harvest has not
begun.

Nevertheless, the price represents:

(1) the price

in the rural markets charged by private traders who have
been able to maintain stocks in their warehouses; (2) the
price charged by farmers who have more millet than they need
in their grainaries; or (3) the price charged by farmers who
do not have enough millet to take them through the period
of scarcity between harvests (soudure) but who are willing
to speculate that millet prices are at their highest and
that they will decrease by the time they need to buy more
millet."'"

The prices offered through official marketing

channels have not been set high enough to encourage partici
pation of the producers in their market intervention
programs.
SONARA
The director of SONARA also felt that the official
prices were set too low and that they were set with
1. Millet prices should decrease as government
organizations begin selling their millet. In May 1978, the
price of OPVN millet was 50 cfa/kg but their selling cam
paign had not been officially opened except in the district
of Goure. However, even if OPVN had depleted their entire
stock, it would not have had an effect on the prices since
the total quantities of millet in their warehouses from
fall 1977 to spring 1978 were too small. Another possi
bility for decreasing millet prices is by a decreased
demand for this product. When the rains begin in late
summer, and cows again begin to produce milk, the nomads
cease to buy millet, reducing consumer demand which reduces
millet prices.
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insufficient analysis of the current market conditions.

For

example, he noted that the official price for cowpeas was 30
cfa/kg, whereas private traders were paying 100 cfa/kg for
them.

He attributed the high prices of cowpeas to the

speculation occurring in the market place and felt the
prices would come down as more cowpeas entered the market.
The low prices for cereals were viewed by the director as a
more serious problem than the prices set for peanuts and
cowpeas.
COPRO-Niger
The director of COPRO-Niger felt that the prices
fixed by the Ministry of Economic Affairs, Trade, and
Industry in general did not reflect an adequate analysis of
the market.

This was particularly true with respect to

prices in neighboring countries.

He felt that COPRO-Niger

should be getting high prices for its gum arabic and one
reason they were not was the fact that prices had not been
set high enough.

However, equally important was the fact

that the processing of the gum arabic was still quite rudi
mentary.
He felt that the Ministry of Economic Affairs lacked
adequate analysis of the export potentials for gum arabic
1. The director of SONARA referred to speculation
for cowpeas, but viewed it in terms of responses to supply
and demand in the market place rather than fraudulent be
havior of private traders.
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and the value added that would result from its processing.
He speculated that COPRO-Niger could possibly realize
to four times greater prices with proper processing.

three
The

directors of UNCC, SONARA, OPVN in addition to COPRO-Niger
were in agreement on the constraints imposed on their
marketing programs resulting from the current price fixing
policy.

To encourage participation in the intervention

programs, prices must reflect varied market conditions
throughout Zinder, and in neighboring countries; prices
should be competitive with those offered by private traders;
and price levels must reflect the status and trend of pro
duction variables for that year.

Furthermore, with more

input (with respect to prices) from the organizations re
sponsible for marketing agricultural products, and more
flexibility for adjusting to changing market conditions,
improvement in their respective marketing strategies would
result.
SOTRA-Mil
SOTRA-Mil has a set of problems which are largely
production and price oriented.

They are affected by the

price fixing by the Ministry of Economic Affairs, Trade, and
Industry but only indirectly.

SOTRA-Mil buys millet through

the UNCC but when the UNCC is unable to buy sufficient
quantities of agricultural products from producers, then
SOTRA-Mil, in turn, is unable to obtain adequate supplies
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of raw materials to continue and sustain production levels
in the factory.
In 1977-1978, the total amount of millet they were
able to buy from UNCC was only 100 mt.

This was not enough

to maintain an efficient level of operation.
goal for millet flour for the

The production

same period was based on the

availability of 2400 mt of raw millet.

Consequently, they

were unable to process noodles or biscuits since they had
no millet flour to work with.

They were able to use wheat

flour in making these products; however, this flour must be
imported and this is expensive, and represents a consider
able foreign exchange loss to Niger.

As a result, the

factory has been operating at less than capacity since it
was built.
Another problem is the lack of consumer demand for
the products, once the raw product has been processed into
flour, noodles, or biscuits.

Because of a low per capita

income in Zinder, the local market for any processed foods
is restricted.

However, with the value added by processing,

the products have been priced out of the market for 97%.of
the population.

The majority of families in Zinder cannot

buy these products or would not buy them if they had the
money.

For example, millet nearly doubles in value when it

has been ground into flour."'"

Since pounding millet into

1. The buying price for raw millet in November of
1977 was 40 cfa/kg, whereas millet flour cost 75 cfa/kg.
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flour is considered to be the traditional job for women,
currently there is no benefit seen in buying the flour
already ground.

Therefore, only a small percentage of the

urban, upper classes are able and willing to buy SOTRA-Mil
flour.^

A factory operating for such a small percentage, of

the population is not cost efficient.
Lack of consumer demand is also related to the poor
quality of the products.

Since millet flour does not, in

fact, produce high quality noodles or biscuits, products
made with millet flour were not marketable after they were
produced.

Now SOTRA-Mil processes these goods by using

imported wheat flour, but as mentioned above, this is very
costly.

Several other products were also tested, such as

producing beer from millet and producing a flour mixture of
millet and sorghum for children.
successful, however.

Neither experiment was

The beer was not a good quality, and

producing the flour proved to be too costly with the addi
tional equipment necessary for production.
The director of SOTRA-Mil recognized the need for
improving the quality of their products.

It was pointed out

that when the factory first began producing millet flour they
neglected to soak the millet in water to ferment it, which
destroys the bitter taste of the millet.

As a result, the

1. Alternatively, there are small local village
mills where rural women sometimes take their millet to be
ground into flour, but at prices competitive with SOTRA-Mil.
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flour could not be sold.

By fermenting the millet and

improving the taste the marketability of the flour increased
as well as the selling price.
The products, nevertheless, are still being sold at
less than costs even though the records show that profits
have been realized.

The factory has received direct govern

ment subsidies and tax free equipment.
subsidized.

Grain purchases are

Without these subsidies, the factory would be

running a deficit.

Therefore, quality improvements must be

made, and efficiency must increase in order to produce good
products at reasonable costs which consumers can afford.
SNCP
A major problem for SNCP concerns the price differ
entials between Niger and Nigeria for livestock.

The

director of SNPC mentioned that a large number of animals
are currently being illegally exported to Nigeria, where
prices tend to be higher.

Attempts have been made to cur

tail this flow by having subsidiary agencies along the
border in Magaria and Maine.

These locations are convenient

locations for farmers, but as yet little impact has been
made on stopping this border trade.

Furthermore, the sub

sidiary agencies are operating at a loss because the trans
portation costs of moving the untanned hides to Zinder and
then to Niamey are considerably higher than if they were
tanned.

Hence, SNCP is unable to offer prices competitive
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with those in Nigeria.

As a result, not only is the product

being exported but the potential for processing the hides,
which adds value to the product, is also being exported to
Nigeria.

Therefore, the prices between the two countries

need to be coordinated.

Coordinating prices, however, is

more than an economic issue.

It is a political question

which would involve policy decisions by the governments of
both Nigeria and Niger.
The director also pointed out that the loss of the
tanning factory in the town of Zinder has resulted in
increased transportation costs, since an untanned skin
weighs considerably more than a tanned hide.

It also repre

sents a loss in jobs and income which would be generated by
such a factory.

Whether or not there is a sufficient demand

for such a factory and a sufficient market for the product
and whether or not the benefits realized would be greater
than the costs are questions that must be examined.

Since

the tannery closed down two years ago and the factory in
Maradi has temporarily stopped buying hides, the problem may
be a lack of domestic demand for the products and an in
sufficient supply of raw materials.
Another problem suggested by the director of SNCP
was that the skins available in Zinder were mostly poor
quality skins.

This was due to:

(1) inept butchers, (2)

poor drying and cleaning facilities, and (3) poor quality
control and supervision by the Livestock Service of the

144

preparation

of the hides.

As a result, SNCP has not been

able to receive good prices for the hides they export.
The problems suggested by the director of SNCP pose
serious obstacles to the organization.

However, it would be

wrong to assume that the lack of vehicles, the lack of
tanning factories, or the lack of quality control in the
preparation process are the only reasons for the inability
of SNCP to realize its marketing objectives for leathers
and hides.

The problem might be an inability to respond to

market demands and a very narrow based policy with respect
to livestock in Niger.

Government intervention has been

inefficient in that the range of possibilities for livestock
and their by-products

has not been examined.

A price

policy that would discourage livestock exports to Nigeria
would have to be supported by supplementary programs for the
development of livestock and by-products through processing,
storage, and marketing.

Thus, in order to propose workable

solutions, the relevant problems must be identified.
Dual Marketing System Problem
The lack of integration of the official marketing
system and the traditional marketing system consisting of
numerous private traders and occasional traders has
resulted in inefficiencies in the system.
Only certain government approved traders are allowed
to participate in the marketing of peanuts, cereal grains,
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gum arabic, and other products which government and semigovernmental agencies have been given a monopoly to buy and
sell.

It is difficult to keep private traders out of the

market because the agencies are not able to perform certain
functions at costs comparable to those of traditional
traders, which demonstrates inefficiency of the marketing
agencies.

For example:

(1) part-time local traders operate

at far less cost than the agencies since they often combine
trading with other activities; (2) in general, they offer
higher prices than the marketing agencies; (3) they are able
to assemble small quantities of goods from widely scattered
markets which the agencies are unable to do because of in
sufficient manpower and transportation; (4) they offer a
convenience to the farmers since they buy grain from them in
the villages whereas if the farmers wanted to sell to the
cooperatives they would have to carry their grain and walk
from 15 to 20 km; (5) private traders are generally in
fluential and well respected and thus, farmers would prefer
to deal with familiar people rather than with government
agents who are not known to them; (6) if farmers remain on
good terms with the private traders through their trade
contacts, they would be able to borrow money before harvest
when their resources are often depleted, using their forth
coming crops as collateral, whereas the UNCC provides only
credit in kind (such as seed and fertilizer); and finally
(7) during the periods between harvests when less manpower
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is necessary for marketing agricultural products, tradi
tional traders can engage in other activities, but the
marketing organizations must maintain their staff through
out the year which increases costs, and thus makes the
services offered by them relatively more expensive.
At the same time, marketing organizations offer the
facilities for assembling goods, distributing them, and
exporting them.

Therefore, integration of both systems

would increase the efficiency of the marketing system by
utilizing available resources to their best advantage.

In

fact, in the commercialization of peanuts, SONARA employed
traditional traders through cooperative type organizations
and OPVN employed government approved traders in its buying
campaign.

However, official government policy did not

support their participation in the marketing system, which
tended to create a feeling of antipathy between private
traders and government officials.
UNCC
The interview with the director of UNCC revealed
strong criticisms of the traditional market system.

How

ever, certain functions performed by private traders were
recognized as useful, such as:

the convenience offered to

the farmers in terms of buying their products, higher
prices, and offering money credit.

The issue of credit was

viewed both negatively as well as positively.

The private
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traders offered credit but they also charged high rates of
interest, although exact figures were not mentioned.

It was

stated that the peasants do not realize that these traders
are charging interest because the units of exchange are
different; the loans are given in cfa francs while repayment
is in kind.

Hence, the traders offer a useful service of

lending money.

It was suggested that the UNCC should take

over this function, and force the traders to find another
role in society.

As noted in Chapter V,1 however, an inter

est rate of 50 per cent is charged by the government agencies
for credit (seed) to producers, which would theoretically
equal 200 per cent on an annual basis.

Since both terms of

credit are abusive, but offer needed services to the farmers,
it would be more constructive to provide easier terms of
credit and to integrate the two systems rather than approach
ing the issue as a zero-sum game:

either one system or the

other wins and what one gains the other loses.
It was mentioned during the interview that the rate
of recovery for loans is not a problem as long as the credit
is profitable and producers realize greater yields.

How

ever, if increased production does not occur, then producers
do not have the extra money to repay their debts.

There

fore, in good crop years, the rate of repayment is better
than in bad years.
1.

The structure of the cooperatives does

See Chapter V, UNCC in Zinder.
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provide an incentive to repay loans in good years.

The

fanners elect a delegate to represent them in the coopera
tive and the delegate
repayment.

can put pressure on the borrower for

The UNCC also gives a monetary bonus to the

cooperative if repayments are made.
A problem of the UNCC credit program was pointed out
during the interview.

The organization is so centralized

that in order to grant loans to farmers through the co
operatives, each year the UNCC office in Zinder must collect
the supply requests from cooperatives and then submit a
request to headquarters in Niamey, which is a very slow
process.

For instance, if a farmer asks in June for credit

to buy a plow, it will take two to three months to process
the loan, at which time the farmer probably will not need
the plow.

It was mentioned during the interview that

occasionally the UNCC in Zinder may study individual loans.
If a case is considered urgent, the request will be granted
and afterward the papers are sent to Niamey.
It is evident that there are inconsistencies in the
UNCC system of providing credit to the farmers and in the
distribution program for agricultural inputs.

First, the

UNCC sells the inputs to the cooperatives at the subsidized
government prices, but then charges the farmers high
interest rates to buy the inputs on credit.

Second, to the

extent that the farmers repay the loan in kind, an addi
tional penalty accrues to the farmer because the official
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prices for agricultural crops are lower than the market
price.

Thus, if a loan of 100 kg of millet is made, it

must be repaid with 100 kg plus 50 kg interest or a total of
150 kg of millet.

Fifty kg of millet represents 1500 cfa

when sold at the government fixed price of 30 cfa/kg.
However, in the traditional markets, 50 kg of millet could
be sold for 2000 cfa, or 500 cfa more than if sold through
official channels.

Therefore, the farmers are repaying the

loans at very high interest rates and then are further
penalized by repaying the loans in kind based on low govern
ment fixed prices.

Third, the system for distribution of

inputs is inefficient and causes serious difficulties to
producers due to long delays in receiving supplies.

These

inconsistencies are disincentives for producers to partici
pate in the UNCC credit and input supply programs.
Therefore, to avoid such inconsistencies, it might
be more efficient to authorize the provincial offices to
coordinate and administer the credit programs.

Also, by

offering better terms of credit and more constant supplies
of inputs, the system could be legitimized and its effi
ciency improved and credit programs could then be expanded.
This would provide the farmers with an incentive to parti
cipate in the UNCC programs, and in turn, encourage develop
ment of the agricultural sector.
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OPVN
The director of OPVN strongly criticized the tradi
tional traders and felt their speculation on the market
drove the prices of millet too high.

He felt the tradition

al marketing system was responsible for many of the problems
of OPVN and the only way to alleviate these problems would
be to stop the private traders from marketing.

The govern

ment made private trading illegal in 1975, but it has no
effective means to enforce this ruling.

Nevertheless, the

director did not consider integrating the traditional and
the official system as a possible means for improving
OPVN's efficiency, but rather wanted to increase the en
forcement of an earlier decree making private trading
illegal.
OPVN already uses the services of licensed buying
agents.

Expanding the role of these agents and legitimizing

their activities would represent a significant step toward
integrating the two systems.
The government monopoly of the cereals market
(through OPVN) has not been effective in achieving its
goals.

They have not been able to purchase sufficient

quantities to stabilize supplies or prices.

This certainly

suggests that it is impossible to exclude the private sector
from marketing of cereals and it also points out that the
attempts of the government to control the market have not
been successful.
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Government intervention in OPVN programs by other
ministries and services has presented an additional problem
according to the director of OPVN in Zinder.

For example,

the quantities to be marketed annually are set by the
Agricultural Service.

These figures are based on estimates

of the Agricultural Service and the UNCC, taking into con
sideration OPVN1s capacity for storage.

This was perceived

to be a problem in that the estimates were generally un
realistic and wrong.

For example, in 1976 the Agriculture

Service told the director of OPVN in Dosso that they would
be responsible for marketing 100,000 tons of millet.

As a

result, OPVN headquarters in Niamey channeled the majority
of funds and equipment to the OPVN in Dosso.

However,

Dosso was only able to market 257 tons, and all the equip
ment and supplies had to be rushed to Zinder where there
was more millet being marketed.
The director said that the Agriculture Service did
not make any estimates for 1977 and 1978, although it should
be noted that the projected quantities of millet to be
purchased by OPVN for 1977 and 1978 were far in excess of
the quantities realized (see Table 2).

Possibly this

problem was indicative of the lack of autonomy in the
programming of OPVN activities in Zinder, rather than a
specific problem with respect to relations between OPVN and
the Agriculture Service.

Increased local autonomy would

enable OPVN to respond more readily to changes in market
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conditions.

At the same time, the goals must be geared to

local conditions with respect to the available staff,
equipment, and resources at the disposal of the provincial
OPVN office responsible for implementing programs.
SONARA
With respect to cash crops, the director of SONARA
was not very concerned about private traders participating
in the market.

In fact, the official peanut and cowpea

marketing system commissions private traders through the
trader cooperative groups, or OS (see Figure 11).

However,

he felt the private traders definitely should be kept out of
the cereals market in order to avoid speculation which would
drive prices too high.
COPRO-Niger
The director of COPRO-Niger was the most supportive
of the role to be filled by the local traders.

He recog

nized that it was easier for the farmers to sell to these
traders since there are insufficient numbers of cooperatives
to conveniently serve farmers in all the rural areas.

How

ever, it was suggested that the commercialization of gum
arabic could be improved by balancing both marketing systems:
(1) the UNCC cooperatives and (2) the traditional private
traders.

The cooperatives collect gum arabic but they lack

sufficient infrastructure to collect at convenient locations
for all farmers.

Therefore, local traders could collect in
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such cases.

However, since local traders frequently buy gum

arabic at lower prices than the government set price, co
operatives would provide an alternative location for farmers
to sell their products.
In summary, all the directors interviewed cited the
problem of the lack of integration of the official and the
traditional marketing systems, but each interpreted the
problem differently.

The director of SONARA felt that with

respect to cash crops (peanuts), the official private
traders served an important role.

However, the commercial

ization of food crops was felt to be only governmental
territory.

The directors of UNCC and OPVN were opposed to

private traders in all aspects of the marketing of agri
cultural products.

The director of COPRO-Niger did not

comment on the commercial aspects of food crops, but felt
that the private traders provided an important role in the
marketing of gum arabic.
Administrative, Supply, and
Infrastructure Problems
Lack of supplies and lack of administrative and
managerial expertise caused interruptions in the operation
of the legally constituted marketing programs.
The reasons for the deficiencies included:

in

sufficient management training, inadequate organization, too
little autonomy in decision making (that is, all requests
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for supplies had to go through the central office in Niamey),
insufficient quality control of processed goods such as gum
arabic, leathers, and millet products, and interrupted supply
routes.

As a result of these deficiencies, marketing pro

grams were obstructed and supplies were frequently insuf
ficient.
UNCC
Lack of local autonomy was a particularly difficult
problem for the UNCC.

Because the agency is hierarchically

organized (see Figure 4), all requests for credit and
supplies must be approved in Niamey which results in a con
siderable time lag.
province level.

There is an additional time lag at the

The local cooperative associations are

responsible for distributing supplies such as pesticides,
fungicides, and farm equipment.

However, once the supplies

have been obtained, the ALC's do not have the technical
means or organization to efficiently distribute agricultural
supplies.

Hence, by the time the ALC is informed of a need

in the villages for fungicide or a pesticide, and can sub
sequently act on it, the damage has been done to the crop.
With respect to crop protection, much could be accomplished
in the villages instead of at the level of the ALC's.

This

would require cooperation among villages in a coordinated
program of crop protection, in addition to training of local
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agents to manage the application of pesticides or other
aspects of the program.
OPVN
According to the director of OPVN, insect damage to
stored grain supplies and the lack of an effective insecti
cide have created a problem for the agency.

The grain is

stored in sacks; however, all the warehouses have had dif
ficulties with insect attacks.

No suitable insecticide

currently is being applied.
In addition, it has been suggested that OPVN suf
fered from a lack of organization in the ranks, a cumbersome
administration, and a lack of work discipline (Kohler 1977:
16).

SONARA
Storage problems were mentioned by the director of
SONARA.

For example, lack of proper treatment in the

storage of cowpeas was felt to have decreased its market
ability.

Exactly what was needed, however, was not

specified.
Another problem mentioned was that SONARA exports
cowpeas to Nigeria indirectly through the trader coopera
tive groups because they do not have adequate staff or infra
structure to be able to expand their operations.

The last

problem mentioned was the insufficient supply of bags for
peanuts.

Not only are the bags in scarce

supply but they
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are- expensive for the farmers to buy.

To what extent these

problems put a serious constraint on the operations of
SONARA is unknown.

However, the issues were cited as

problems and can be considered in that light.
COPRO-Niger
Problems facing COPRO-Niger dealt with management,
supplies, and infrastructure.
the organization included:

Management problems within

lack of technicians to check and

control the quality of gum arabic collected, lack of suf
ficient qualified administrative staff, and lack of quali
fied managerial staff.

Several' infrastructure problems were

also pointed out.
For example, the lack of adequate processing of the
gum arabic was felt to be a serious constraint in marketing
the product.

It was suggested that a primary processing

factory should be located in Zinder, since that would be a
midpoint location with respect to the production areas"'" and
Niamey, from where the product is exported.

The director

suggested that the value added to processed gum arabic would
increase its export price in Cotonou from 175 cfa/kg to 600
or 800 cfa/kg.^
1. Most of the gum arabic is produced near Zinder
and in Diffa. Small amounts are produced in Gour^, a
district within Zinder.
2. The prices paid to producers in 1976-77 for gum
arabic was 175 cfa/kg while export prices received in
Cotonou were 260-265 cfa/kg. During this same period, the
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The problem of shortages caused by delays in re
ceiving imported goods, due to congested foreign ports, was
thought to be the most serious.

In storing certain goods

such as flour, there were problems of damage due to weevils.
Although they put layers of DDT between the sacks of flour,
it was not effective in controlling the insects.

SOTRA-Mil

A serious problem facing SOTRA-Mil was the lack of
adequate support in the form of inputs, managerial personnel,
and supplies.

The lack of production inputs, such as millet

and wheat, has severely limited processing activities.
Obtaining bags was another problem cited.

They have bagging

machines for noodles but they are useless because the
machines do not measure the noodles accurately, and they use
only 50 kg bags, which are generally too large.

As a result

the machines stand idle, and the bagging is done by hand.
Finally, lack of capital meant that they were unable to
purchase raw materials (domestically, if available, or
imported products) except in small incremental amounts.
Consequently, when supplies were interrupted, production was
also interrupted.

However, in January of 1977, the govern

ment gave SOTRA-Mil sufficient subsidy so that it could
build up its stocks in order to continue its operations.

Of

director indicated that world prices for gum arabic went up
as high as 1000 cfa/kg, which suggests a greater potential
benefit for gum arabic than is currently being realized.
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course, continuing to subsidize SOTRA-Mil will continue to
disguise its deficit budget.

Improving the quality of its

products, increasing the variety of products, and adapting
new technologies for production (such as producing bread
made from millet and wheat flour"*") , would lead to greater
marketability of its products and greater efficiency in its
operations.
Transportation Problem
An inefficient transportation system characterized
by a lack of transport carriers and an inadequate maintenance
of roads and vehicles results in high costs and limited
access for people and commodities to points of distribution,
exchange, and service.
Lack of efficient transportation is a problem which
puts a constraint on the commercialization of all agri
cultural products and affects all the marketing organiza
tions.

There is no railroad between Cotonou and Niamey and

the roads between Kano, Nigeria, and Zinder are in need of
improvements.

Without adequate transport to external

markets, the flow of goods and supplies in and out of Niger
1. A technique for producing a bread composed of
30% millet and 70% wheat has already been developed (see:
Thiam and Ndoye 1977:1-3). This might represent a produc
tion possibility for SOTRA-Mil, which would require little
or no modification of the machinery already existing and
reduce the amount of wheat currently being imported. How
ever, unless the production costs could be reduced, there
still would be an insufficient market demand for the
products.
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is seriously hindered.

Further complications arise with

respect to export products such as peanuts, gum arabic, or
hides.

These goods must be transported to foreign ports

that in general, are very congested.

As a result, long

time lags occur and very often there are losses in inven
tory due to spoilage.
Several specific problems were mentioned during the
interviews with respect to the internal system of transpor
tation for the marketing organizations.
UNCC
An immediate concern for UNCC was the lack of
transportation to adequately reach all the rural areas.

The

director of UNCC felt the infrastructure was adequate in
that there are sufficient numbers of village cooperatives
to take care of the needs of the rural population.

He

indicated that cooperative weighers and scales were located
within 15 kilometers of every village in Zinder, which
represents the greatest distance a farmer would have to walk
to sell his agricultural products.

However, this still

represents a 30 km round-trip journey for the farmer who
must carry his products to market at least once a week.
selling to traders in their villages, farmers can save a
long day's journey by foot to the market place.

The

director of UNCC also recognized the convenience the

By
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traditional trader offers by traveling to remote areas for
collecting grain and other products from the farmers.
OP VN
The director of OPVN in Zinder did not discuss the
transport issue at length; however, the inefficiencies of
OPVN1s transportation system should be pointed out, at least
briefly-

Kohler (1977:15-16) mentioned several factors in

explaining the low levels of efficiency of OPVN transport.
First of all, transport vehicles were donated by numerous
sources and few were made by the same manufacturer nor were
they really suitable for Sahelian conditions.

This made

maintenance, acquisition of spare parts, and personnel
training almost impossible.

Finally, many of the trucks

were used for assignments other than hauling grain (for
example:

hauling firewood).^"

The result was an inefficient

transport system, which was cited as a main reason for
OPVN's losses.

"In 1974/75, these losses amounted offici

ally to 17 million cfa francs, despite a considerable in
flow of food aid which was partially sold by OPVN" (Kohler
1977:16).

Although Zinder was not singled out in Kohler's

analysis, the problems were said to exist throughout the
OPVN organization.
1. It should be noted that if no grain was avail
able, hauling other goods in OPVN trucks might be con
sidered profitable use of available resources.
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SONARA
The director of SONARA noted that for internal
marketing, the major difficulty in the transportation of
goods was that the cooperatives were too far from many of
the rural villages.

Thus, the farmers had great distances

to walk to sell their products.

As mentioned above, the

director of UNCC felt the contrary.

He stated that there

was a sufficient number of cooperatives yet he also recog
nized the service private traders offer to the producers by
purchasing their crops from the farmers in the rural areas.
This could be interpreted as an implicit recognition of the
problem of the distances between collection points.
COPRO-Niger
Lack of sufficient transport vehicles was a problem
for COPRO-Niger (they had only one vehicle for Diffa and
Zinder).

Distance

from the cooperatives was likewise

viewed as a problem for the internal collection of gum
arabic.

The director of SONARA mentioned this problem,

although the director of UNCC felt there were adequate
numbers of cooperatives.
Improvements in COPRO-Niger marketing efficiency
will no doubt result from an improved transportation system,
more vehicles, and better supply routes.

CHAPTER VII
CONCLUSIONS
Several problems were identified as systemic con
straints to the performance of the marketing system in
Zinder (Chapter VI).

A price policy more responsive to

changing market conditions; less centralized control and
more integration between the traditional and the official
marketing systems; improved capabilities of personnel to
administer, manage, and plan; the identification and
development of new markets; and improved storage and trans
portation systems would improve the functioning of the
system and facilitate the movement of goods by utilizing
scarce resources more efficiently.
Solutions to systemic problems generally resemble
"wish lists" rather than constructive and operationally
feasible programs of action.

Nevertheless, several addi

tional ideas are now proposed for consideration as policy
guidelines to some of the contstraints just discussed.
General Guidelines
First, emphasis must be placed on integrating the
policies of the marketing agencies with those of the
Ministry of Economic Affairs, Trade and Industry.

The

purpose would be to coordinate domestic and foreign trade
162
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policies, improve the flow of information on market condi
tions within the country, establish a price policy which
allows for regional flexibility, and organizational autonomy
for adjusting prices to local conditions rather than de
pending on a rigid schedule of fixed prices.

Coordinating

the activities of the marketing agencies also must be
stressed yet the autonomy in decision making for the local
organizations should be maintained.
A second policy guideline would be to integrate the
official marketing systems with the traditional system.
Efficiency in marketing in Niger thereby could be improved
with each system functioning in harmony with the other.
This could be accomplished by:

first, legally sanctioning

the activities of the traditional traders; and second,
improving the quality and increasing the quantity of infor
mation available on production, domestic market prices,
official prices, and weather conditions in Niger.

The in

formation could be printed in local media, broadcast over
radios, recorded for cassette tapes to be distributed to
villages by extension agents of the Agricultural
or the UNCC.

Service

In this way, producers would be provided with

information necessary to make production decisions and
current price information important in making decisions on
when and where to market their products.

With more informa

tion available on marketing options available to producers,
traders, and marketing agencies, more informed decisions can
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be made which would help to minimize the annual ranges of
prices in the markets.
Legitimizing the traditional traders would also en
able the organizations such as UNCC, SONARA, OPVN, and COPRONiger to utilize the services the traditional traders per
form in the primary collection and the distribution of
agricultural products.

The marketing organizations do not

have sufficient manpower or infrastructure to control the
market, so it would be advantageous to depend on the private
traders for the services they are able to perform more
efficiently.

Assembling, processing, and exportinq

agricultural production are activities which the marketing
organizations are better equipped to handle.
Third, emphasis on improving management skills in
administration, marketing, and accounting would increase the
capacity of Nigeriens to effectively examine organiza
tional problems in their agencies, and to propose solutions
to these problems based on their analysis.
Fourth, improvement in the market system would
require the identification and development of internal and
external markets for agricultural and livestock products
which can be produced in Niger.

In addition, efforts must

be directed at improving the quality of available resources
such as gum arabic, leather, hides, peanut, or millet
products through new or advanced processing techniques or
through improved quality control.
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The commercialization of these products is dependent
upon effective demand and expanded markets.

Such expansion

represents potential income generating activities which
would contribute to an increase in the value of output in
Niger.

Concurrently, this would require shifts from a

traditional marketing system to a more efficient marketing
system able to perform functions such as transportation,
storage, processing, and financing.
Fifth, the development and improvement of storage,
packaging, and processing of agricultural and livestock
products is essential.

Expansion of the transportation

system becomes increasingly important as markets are ex
tended and more products become available due to better
storage and processing.

The potentials for air transport of

goods must be considered along with improvements in the
truck and rail transport systems.
Specific Guidelines
Specific guidelines for improving the efficiency of
the marketing system in Niger include:
1.

The UNCC1s credit program should be expanded to
include the provision of cash credit to farmers
rather than only credit in kind.

This would help

minimize the problem of local creditors offering
credit at high rates of interest since it would pro
vide an alternative source of credit for farmers.
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More flexible and easier terms of credit would
enable greater numbers of farmers to receive credit
for seed and production inputs.

In addition, if the

credit program were coordinated and administered
through Zinder, it would help to avoid long delays
in getting credit authorization from Niamey.
The same would be true for ordering supplies.

It

would be more efficient in terms of time, for the UNCC in
Niamey to allocate a sufficient budget to the regional
office in Zinder so that supplies and equipment could be
ordered directly rather than through the central head
quarters.

In addition, long delays could be minimized if

the UNCC would have a year's advanced supply of agricultural
inputs on hand at all times.

As yet, this has not been

accomplished.
2.

OPVN in Zinder should be involved in determining the
quantities of grains they will market annually.
Currently, this is a function of the Agricultural
Service and the projections usually are over
estimated.

With more local participation, the

estimates could be improved.

Similarly, the goals

set for OPVN in general have been too optimistic.
(Presently, OPVN is responsible for the commercial
ization of all cereals in Niger, but they do not
have sufficient staff or vehicles to manage such a
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task.)

The marketing programs of OPVN should be

determined with consideration given to the resources
it has available in terms of personnel and infra
structure.

Also, if OPVN is interested in a price

stabilization program, then it should develop a
rational storage strategy that is tied to prices.
Successful market intervention for price stabiliza
tion must be linked with price and storage programs.
3.

SONARA should reconsider its present role in the
marketing of peanuts and cowpeas.

The office in

Zinder does not have adequate staff and infra
structure to manage both operations effectively.
Given the low levels of production of peanuts, low
world prices for peanuts, and the national goal to
become self-sufficient in the production of food
crops, SONARA might shift its emphasis to the mar
keting of cowpeas for domestic consumption and for
export.

It is possible that SONARA is already

moving in this direction.
4.

COPRO-Niger should review its collection program for
gum arabic in Zinder with two objectives in mind:
to improve quality control of the gum arabic col
lected, and to initiate a study to examine improved
methods of processing gum arabic which would enable
it to realize better profits on the world markets.
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5.

SOTRA-Mil has very few accomplishments on which to
build or improve.

Alternative production programs

could be considered, such as the production of bread
made from a mixture of wheat and millet flour.
However, the question may not be how to improve the
efficiency of the factory, or how to expand their
market, but rather, is it economically feasible to
continue operation.

If the factory were to continue

operations, then it would be necessary to:

improve

the quality of products, increase the variety of
goods processed, incorporate new technologies and
methods in their production programs, and develop
new markets for their products.
6.

SNCP can be considered in the same light as SOTRAMil.

The question seems to be whether or not there

is sufficient demand for the organization in Zinder.
In both cases, evidence seems to support a negative
answer.
Efficient marketing of agricultural and livestock
products is essential for the economic development of
Zinder.

However, the results of this study have indicated

that the six marketing agencies active in the marketing of
agricultural and livestock products in Zinder have not been
as successful in achieving their goals as originally antici
pated.

To improve the marketing system it is essential that
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the capacities and limitations of the organizations are
recognized; realistic goals are determined; problems of
efficiency identified; policy guidelines are established;
and finally, interventions are recommended.
Recommendations
Using the policy guidelines outlined in the previous
section as a basis, several recommendations are suggested
for improving the marketing system in Niger.
1.

Create an agricultural and livestock trade commis
sion to integrate national and regional policies,
and to coordinate activities among the marketing
agencies.

Quarterly meetings should be held both

at the provincial level and at the national level
in Niamey.
The purpose of the commission would be to: establish
an integrated price policy for agricultural and livestock
products based on information given by the organizations
responsible for marketing these goods in the provinces;
determine the total and the regional quantities of products
each agency is expected to market in Niger, taking into
account the variations in climate, soils, water availa
bility, and other factors influencing regional production
and marketing capabilities; determine what activities are
the responsibility of the local agencies and what activities
are to be undertaken by the central offices; coordinate
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activities among the agencies, particularly with respect to
the role of UNCC as the agency responsible for most of the
primary collection of products; and finally, the commission
would be expected to identify new markets and to establish
and coordinate domestic and foreign trade policies for
agricultural and livestock products.
Information from the marketing organizations at the
provincial level would provide the basis for the annual
trade and price policies established.

Evaluation of the

marketing programs undertaken at the provincial levels by
each agency would be the basis for recommending improvements
in the next year's policies and marketing programs.

All of

the evaluations are to be discussed at the national
meetings.
Determining the potentials for the development of
the livestock sector in Zinder would be a major objective
of the commission.

Emphasis should be directed at identi

fying potential income generating activities with respect
to fresh and processed meat products and animal by-products
such as hides and leather goods.

Export markets also need

to be identified and developed.
Suggested participants in the commission from Zinder
include directors and high ranking officials from the UNCC,
OPVN, SONARA, COPRO-Niger, SOTRA-Mil, SNCP; officials from
the livestock, agricultural, water, and forest services of
the Ministry of Agriculture; and representatives from the
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Zinder planning service (SDP) and the Zinder Technical
Committee for Economic Development (COTEDEP). Local traders
(private and approved) should be members of the commission.
Participants from Niamey will include the central offices
for each organization; the Ministry of Economic Affairs,
Trade, and Industry; the Ministry of Rural Economy; the
Ministry of Planning; the Agricultural Credit Fund; the
Development Bank; and the joint commission on NigerNigerian Trade Relations.

Participation of the banks would

facilitate improvement in the terms of credit offered to the
agencies to support their marketing programs by allowing for
more frequent negotiations and feedback.
2.

Organize a marketing information service to provide
continuous reports on market conditions in each of
the provinces in Niger.

Particularly important is

information on consumer demand, production esti
mates, prices in regional and foreign markets, and
weather bulletins.
The purpose of the service would be to improve the
quality and increase the quantity of information available
on agricultural crop and livestock production, rural market
prices, official market prices, and weather.

Farmers and

herders would be able to make more informed decisions on
their annual production and marketing activities, traders
would be able to make more informed decisions on the
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marketing of agricultural and livestock products, and the
marketing organizations would have better information on
which to formulate their policies and carry out their
marketing programs.

By providing more information on the

market system, all participants would be able to make more
informed decisions, thus lessening the chances for abuses
from unscrupulous traders or officials.
The information would be collected by the staff of
the market information service and it would be assembled in
Niamey.

The information should then be disseminated

throughout the country by means of the weekly news
magazines, local newspapers, radio broadcasts, and by
distributing cassette recordings to the village chiefs in
the rural areas.

Extension agents in the agricultural and

livestock services would be responsible for recording this
information on cassettes and distributing the tapes on a
rotating basis to the rural areas in the provinces.
3.

Initiate an agricultural management training insti
tute.

The main institute would be located in Niamey

and it would offer courses for high level officials,
and the administrative staffs of the agricultural
marketing organizations.

This would be followed up

by intern training workshops in the provinces.
The purpose of the institute would be to improve the
management capabilities in administering the production and
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marketing activities in each province.

The agricultural

marketing organizations would be the main participants in
the program.

Emphasis would be placed on scheduling of

marketing programs, scheduling of purchase and sales of
production inputs, accounting, quality control in the pur
chasing and processing of agricultural and livestock
products, production management, storage, and maintenance
management activities.
Participants from Zinder would include UNCC, OPVN,
SONARA, COPRO-Niger, SOTRA-.Mil, and SNCP.

Supporting staff in

Niamey could be drawn from the Ministry of Education, the
University of Niamey, and the National School of Administra
tion in Niamey.

Consultation on the curriculum to be

offered could be solicited from foreign institutes which
have well established management training programs.

Im

proved capabilities in management will facilitate the
marketing, distribution, storage, and processing activities
of agricultural and livestock products in Niger, and assure
more efficient and effective operations of the marketing
agencies.
Priorities
Several policies have been suggested and specific
programs have been recommended for improving marketing
efficiency in Niger.

Since policy changes often involve
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minimal capital investment, it would be advantageous to
respond to policy related suggestions first.
Priorities should be placed on:

integrating and

coordinating the marketing programs of the intervention
agencies with the activities of the traditional traders;
changing the policy of price fixing; legalizing
private traders; and adopting a more innovative and flexible
trade policy with respect to the identification and develop
ment of external markets for agricultural and livestock
commodities that can be produced in Niger.
Recommendations requiring the investment of money
will take longer to implement.
be directed at:

However, priorities should

improvements in storage and processing of

agricultural and livestock products; improvements in the
communication system for disseminating information related
to agricultural marketing activities; improved management
training capabilities; and expansion of the transportation
system through road construction and improvement, more
trucks, and further development of rail and transport
capabilities.
Agricultural marketing is a dynamic and changing
activity.

Long and short term planning for the improvement

of agricultural marketing in Niger will involve a process
of continual reevaluation of market efficiency in both the
official and the traditional marketing systems,

Policy and

program intervention must be innovative and flexible in
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order to be responsive to external and domestic needs
reflected through the functioning of the market.

APPENDIX A
AGRICULTURAL MARKETING ORGANIZATIONS
IN NIGER
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Organization

Location

Official

Niger Union of Credit and
Cooperatives (UNCC)

Niamey

Amadou Garba,
Director
Mahdi Moumoune,
Director*
Doula Kanguery,
Agent*

Zinder
Bakin Birgi
Niger Organization for
Food Products
(OPVN)

Niamey
Niamey
Zinder
Zinder'

Niger Organization for the
Commercialization of
Peanuts (SONARA)
Niger Organization of Commerce
and Production (COPRONiger)

Niamey
Zinder
Niamey
Zinder
Zinder

Niger Organization for the
Colletion of Leathers
and Hides (SNCP)

Niamey

Amadou Anabo,
Director
Maman Wright,
Director of
Exportation*
Hamidou Samba,
Director*
Maman Garba,
Assistant*
Amadou Souna,
Director
Moutary Souley,
Director*

Telephone

Address

20-72

B.P. 474

23-48

72-31-07

B.P. 473

23-46

M. Koulou Mahaman,
Director
72-28-41
Daouda Baoua,
Director*
21-03
Maman Sabo Abba,
Agent
M. Amadou Iboune,
Director
73-24-73
Rabiou N'Dah,
Director*
23-65

B.P. 615

B.P. 905
B.P. 227

Organization

Location

Official

Organization for the
Processing of Millet
(SOTRA-Mil)

Niamey
Zinder

None
Banani Abdou,
Director*
22-07
Ibrahim Boiyerima,
Assistant*
Danbaki Yacouba,
Chief of Produc
tion*

*Interviewed in November, 1977,

Zinder, Niger.

Telephone Address

B.P. 179

APPENDIX B
LIST OF ACRONYMS
Acronym

French Name

English Name

BDRN

Banque du Developpement de
la Republique du Niger

Development Bank
of the Republic
of Niger

CIDA

Agence Canadienne pour Le
Developpement

Canadian Inter
national Develop
ment Agency

COTEDEP

Comite Technique Depart
mental

Provincial Tech
nical Committee
for Economic
Development
Planning

CNCA

Caisse Nationale du
Credit Aqricole

National Agri
cultural Credit
Fund

COPRO-Niger

Societe Nationale de
Commerce et de Production

National Organ
ization of
Commerce and
Production

CSPPN

Caisse de Stabilisation
des Prix des Produits du
Niger

Price Stabiliza
tion Fund of
Niger

FAC

Fonds d'aide et de
Cooperation

Assistance and
Cooperation Fund
(France)

MER

Ministere Economique
Rurale

Ministry of Rural
Economy

OPVN

Office des Produits
Vivriers du Niger

Niger Organiza
tion for Food
Products
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Acronym

'rench Name

English Name

OS

Organismes Stockeurs

Trader Coopera
tives

SDP

Service
Plan

Provincial
Planning Office

SHN

Society des Huilieries
du Niger

Niger Oil Pro
cessing Company

SICONIGER

Societe Industriel et
Commerciale du Niger

Niger Commerical
and Industrial
Company

SNCP

Societe Nigerienne de
Collecte des Cuirs et
Pea.ux

Nigerian Organ
ization for the
Collection of
Leathers and
Hides

SNTN

Societe Nationale des
Transports Nigeriens

Nigerien National
Transport Company

SONARA

Societe Nigerienne de
Commercialisation de
L'Arachide

Nigerien Organi
zation for the
Commercialization
of Peanuts

SOTRA-Mil

Societe de Transformation
du Mil

Organization for
the Processing of
Millet

UNCC

Union Nigerienne de Credit
et de Cooperation

Nigerien Union of
Credit and
Cooperatives

USAID

Agence aux Etats-Unis
pour Le D^veloppement
Internationale

United States
Agency for Inter
national
Development

Departmental du

APPENDIX C
INTERVIEW QUESTIONS—DIRECTORS
Activities
1.

What are the organization's activities:
major activities
minor activities?
a. What products do you market?
b. What products do you market besides:
cereals
peanuts
millet
etc.?

2.

What are the major goals for the organization this
year (1977)?

3.

Are the goals for 1977 different from the goals
for 1976?

4.

Were the goals for 1976 accomplished?
a. Why?
b. Why not?
c. How was success measured?

5.

What programs do you feel are best?

6.

What programs would you like to see changed or
modified?
a. How should they be changed?
b. Why should they be changed?

7.

How do you determine the effectiveness of your
program?
a. Are annual goals and objectives set and used
as measures for effectiveness?
b. What other measures are used for determining
the success of the organization's programs?
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Why?
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B.

C.

Financing
1.

How is this organization financed?
a. Where does the money come from?
b. What are the terms for receipt of the money?
(1) is it a direct grant?
(2) is the money budgeted?
(3) is it a long-term allocation of money?
(4) is the money allocated in one lump sum
with the intention that it will regenerate
in value?
c. Are the funds adequate this year?
d. Have the funds been adequate over the past
five years?
e. Do you receive other forms of support:
technical, material, etc.?

2.

Does this organization generate revenue

3.

If so, how is the money spent?
a. Is the money re-invested in the organization?
b. Is money treated as a surplus budget to be
filtered back to the government as part of an
unspent budget?
c. Is the money spent without consideration of
internal recirculation?

4.

If there is a loss, how is the deficit made up?

5.

What kind of records does the organization keep?
If any, may I see them?
a. personnel
b. financial
c. programs
d. progress
e. others

or income?

Marketing
1.

Who sets the prices for grain (agricultural comodities and/or meat) purchases from the farmers?

2.

Who sets the prices for the sale of grain (agri
cultural commodities and/or meat) stocks during
the year?

3.

Besides this organization, and associated coopera
tives, who must abide by the prices (purchase and
resale) once they are set?
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4.

Who or what organization monitors the pricing
policies?
a. How are violators detected?
b. What is considered to be a violation?
c. Are sanctions imposed on violators?
d. What types of punishments are imposed on
violators?

5.

Who decides how much grain (agricultural commodities
and/or meat) is to be purchased from the farmers and
how much of it will be stored for future resale?

6.

Who pays for the handling, storage,and transportation
of grain purchase? or other agricultural commodities?

7.

Are the new products exported prior to processing?
a. If yes, who sets the prices?
b. If no, do the peanut oil mills and meat pro^cessors set the export prices?

8.

Do the processing factories export directly or
through the marketing organizations?

9.

Could the distribution of agricultural supplies be
improved (seed, fertilizer, pesticides, etc.)?
How?

10.

Do you feel the marketing organizations in Zinder
could be improved?
a. If yes, how?
b. Which ones?
c. Could your own organization be improved?

11.

Could the marketing of agricultural products
be improved?
a. If no, what are the strengths in the present
system?
b. If yes, how? Would it involve this organiza
tion?

12.

Do you feel the organization has enough autonomy
and authority to accomplish its stated goals?

APPENDIX D

INTERVIEW QUESTIONS—ASSISTANTS
Organization
1.

Describe how the organization developed.
a. When was the organization founded?
b. What are the laws or agreements passed which
established this organization?
c. Who was responsible for passing those agreements
d. What responsibilities does the organization have
e. What are the primary activities or goals?
f. What is the area that this organization serves?
g. How many people does this organization serve
in this area?
h. What are the secondary activities or goals?
i. Who is most affected by the activities of the
organization:
(1) small farmers?
(2) commercial farmers?
(3) livestock owners?
(4) merchants?

2.

Have there been any major changes in the organiza
tion since it was founded?
a. Changes in organization and/or size?
b. Changes in function?
c. Changes in personnel?
d. Changes in goals?

3.

How is the organization set up or organized? (organ
izational chart)

4.

How
a.
b.
c.

5.

What types of positions are available in this organ
ization?

6.

What skills do you require in hiring employees?

7.

What specific group of employees are you responsible
for?

many people are employed in this organization?
In the Province of Zinder?
In Niamey?
Elsewhere?
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8.

B.

What kind of employee problems are there?
a. Are there too many employees? too few?
b. Do you train your employees? Do they receive
any other training?
c. Is their training useful for the types of jobs
they are performing?
d. How would you evaluate their productivity?

Marketing
1.

Where do you purchase agricultural products? (such
as groundnuts, millet, cowpeas, beef, etc.)
a. Directly from the producers?
b. From private-independent markets?
c. From village cooperative markets?

2.

Where are these markets located?
a. In villages? (which ones) ^
b. Do these villages include:
Gourbobo
Garake
Yelwa
Falenko
c. Other collection points? Where?

3.

Do you buy from middlemen buyers such as:
a. Commergants?
b. Madugai?

4.

To whom do you sell agricultural products?
a. To food processors (e.g., oil mills)
b. To urban markets?
c. To export markets?
d. Other?

5.

Where are grains (agricultural commodities and/or
meat) stored?

6.

Do you have any documents published by this organ
ization that I could examine which might help me
understand your activities?

1. Specific questions were asked about these
villages because they were part of the village survey
conducted by members of the Niger National Resources
Planning Team.

APPENDIX E

PERCENTAGE OF TOTAL MILLET AND SORGHUM
PRODUCTION FOR NIGER FROM THE
PROVINCE OF ZINDER
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Production data for Zinder, Kohler (1977:85 86)j
data for Niger, Delvoie (1977:37).
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