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Executive Summary

In total, 320 interviews were conducted with target group farmers in the three provinces of Kampot, Kandal and Kampong Cham. These are the three provinces in which the market development component will be started. Farmers were interviewed in the field to verify that they are fruit and vegetable producers. 

Demographics

59% of respondents were male and 41% were female. About 85% of respondents were above the age of 30. About 65% of respondents have primary education only or no formal schooling. Only 10% have completed secondary schooling. 56% were vegetable producers and 43% were fruit producers. Only one person produced both fruits and vegetables.

Socio-Economic Indicators

Using roofing material, owned means of transport, and ownership of information dissemination technologies as proxies for wealth indicators, Kampong Cham is rated as having the highest income for F & V producers, and Kampot the lowest. Bicycles and motorcycles represent the most common means of transport, with similar distributions indicated between men and women. Women owned more market oriented vehicles, such as oxcarts, horsecarts, tractors and boats. About 70% of respondents own and use radios and televisions, and 20% own cell phones.  About 70% of respondents report having access to a cell phone service in their village.

Market Information Uses 
The evaluation of key market information parameters with regard to availability, relevance, timeliness and reliability - on a scale from one to five - produced a fairly high average score of 3.36. Vegetable producers expressed demonstrated a slightly lower level of satisfactionscore than did the fruit producers. Women Female fruit producers scored higher than men male fruit producers, and male vegetable producers scored higher than female vegetable producers.

Vegetable Producers
When asked about their levels of satisfaction with the actual market information that was received, according to the parameters listed above on a 5-point Likert scale with 1 being Very Dissatisfied to 5 being Very Satisfied, the values were much lower with an average satisfaction score of 2.37. Female F & V producers indicated less satisfaction with the available information than male F & V producers.

Levels of satisfaction for the parameters and the information provided according to the parameters were similar for all three provinces. Kandal does not have a fruit production industry.

Radio and television are used by almost 70% of F & V producers, with the exception of Kampot, where television can only be accessed by about 30% of respondents. About 15% of respondents have used a cell phone to access agricultural market information. There is an almost unanimous demand for wholesale prices, and about a 50% demand for retail prices. Respondents indicated that such information is available less than 50% of the time. Furthermore, the relevance, timeliness and reliability of the information that is available was assessed to be useful less than 50% of the time. Distribution between men and women was similar.
Approximately 28% of respondents listen to the AMO radio broadcasts, with slightly higher numbers for men respondents. Kampong Cham indicated the lowest level of listeners, with only 16% of respondents tuning in.
A low 16% of respondents also reported receiving agricultural market information from government agents. This was consistent between men and women, with Kampong Cham reporting no information transfer through government agents. Collectors/traders and neighbors were reported by about 90% of respondents to be their favored source of agricultural market information. Numbers were similar between men and women and among the three provinces.
More than 70% of respondents indicated that they would be willing to pay about 100 riels per item for market information. Responses from men and women were similar, with Kampot showing a 97% willingness to pay for such information. About 12% of respondents indicated a willingness to pay up to 500 riels per item for market information.

Fruit Producers

About 65% of fruit producers indicated that market information is sometimes available, but only 10% suggest that is often relevant, timely or reliable. Four per cent of respondents indicated that government extension services provide them with market information, whereas 80% suggest that the most common sources of market information are Collectors/Trader and neighbors. Women use radio more often than men, at about 58% compared to 43% for men.
About 88% of respondents indicate that they are willing to pay for agricultural market information, with a similar distribution between men and women and among the two provinces of Kampot and Kampong Cham. About 65% of producers would be willing to pay 100 riels per item of information.

Agro-Economic Data

Vegetable Producers
All vegetable producers report plot sizes of less than 1 hectare, with size distribution even between men and women. More than half of the women report only one crop per year, whereas the same proportion of men report 2 or more crops per year.
Producers in Kandal and Kampot indicate similar crops, which is consistent with their similar geographical conditions. Cucumbers and pickle cabbage are most frequently grown in Kandal and Kampot, whereas soy sum and lettuce (short season crops) are most frequently grown in Kampong Cham. 

More than 65% of producers indicate that profitability and marketability are the primary reasons for growing a particular crop, whereas seed availability and family nutrition are the primary reasons for choosing specific variety of that crop.

More than 50% of producers indicate that they know how to grade their own produce, with more women than men indicating this skill. However, the other 50% indicate that they are not even aware of any grading or even how many grades may exist for their products. 48% of producers indicate that their product is sold on a graded basis.

Post-harvest marketing decisions account for 80% of the marketing decisions, with men indicating 68% and women indicating 86%. This reflects a greater reliance on the collector/trader, and prominence of farm gate marketing for women in Cambodia.
Fruit Producers
Consistently (80%) between men and women and among the provinces, collectors are the first point of sale for fruit producers. More men prefer to take their product to the market, and more women prefer to have the collector come to the home for farm gate sales. 50% of men prefer to market their fruit themselves, whereas less than 25% of women want to do their own marketing. When not doing their own marketing, slightly more producers prefer to market through a wholesaler rather than a collector, with producers in Kampong Cham leading the way at 45% of fruits marketed through wholesalers. Women continue to prefer collectors, potentially indicating their reluctance to leave the home.

About 70% of fruit producers indicate that they know how to grade their product and that they do actually grade it before sale. More fruit producers (68%) can distinguish grades as compared to vegetables producers (50%). About 40% of men grade their crops compared to about 20% for women. More producers in Kampot grade their crops than in Kampong Cham.

Marketing decisions are made post-harvest for 80% of fruit producers. Females, however, indicate making 26% of pre-harvest marketing decisions, whereas only 18% of males indicate a pre-harvest marketing decision.

Over supply and product quality rank as the two most important constraints to marketing fruits, with about 60% of producers identifying these factors. Women rank quality of roads and high transport costs as being more important factors than do men.
Farm to Market Initiatives

About 60% of producers in Kandal and Kampot indicate familiarity with farm to market initiatives, whereas no producers in Kampong Cham indicate such familiarity.

Conclusions 
1. Women make the marketing decisions in the producer households, and most of the vegetable traders are women.
2. The vegetable farms which are run by women seem to be smaller and lesser developed than fruit farms that are run by women.

3. Fruit and vegetable producers are two distinct groups,

4. A combination of fairly advanced age and low schooling levels means that all extension programs will have to accommodate these demographics. 

5. The proxy socio-economic indicators among the provinces indicate that producers in Kampong Cham have the highest levels of socio economic development, followed closely by Kandal. Kampot is poorest.

6. Although women are generally slightly less privileged than men, the disparity is not very great.

7. There is a wide discrepancy between the availability, relevance, timeliness and reliability of the market information, and the satisfaction levels for these parameters for both fruits and vegetables.

8. There does not seem to be any major difference between the perception of men or women of quality and satisfaction of the market information parameters.

9. Kandal is the province with the best available market information, followed by Kampong Cham and Kampot.

10. One in five of the respondents indicated owning a mobile phone and four out of five use a mobile phone by renting services.

11. An average of 73% indicated a willingness to pay for market information,

12. The most cost effective price to collect is the wholesale price, after which retail prices are the most accessible.

13. Government extension agents have a very limited impact on the provision of market information and marketing extension.

14. The two most important sources of market information for both fruits and vegetables are from neighbours and traders/collectors.

15. Producers of both fruits and vegetables wish to diversify the sources of market information available to them.

16. Vegetable production takes place on smaller plots and, in general, has a higher cropping intensity than fruit production.

17. Dissemination of the market information should be region specific.

18. There will need to be temporal shifts in the focus on market information, based on the provincial growing periods of fruit and vegetables.

19. The role of collectors in marketing of vegetables is still very important in Cambodia.

20. Amongst vegetable producers, 48% indicate not being able to grade their crops.

a. The most commonly identified number of grades per crop is two.

b. The majority of the crops in the three provinces are sold by producers without being graded.
21. Only 28% of fruit producers indicate that they are not capable of grading their fruit crops. The grading system for fruit is very basic, with a median of only two grades identified.

22. Fruit farming women seem to have a less advantaged role, generally having a smaller area under production.

Recommendations

1. CAMIP must adopt strategies enabling it to interact effectively with women, who are the main client group in vegetable production and trading.
2. Radio will need to be included in any dissemination strategy.

3. Mobile phones should be part of an Agricultural Market Information dissemination strategy.

4. The market information programming should be closely supported by the extension strategy.

5. There will need to be some fine tuning to more exactly target women’s use of an AMIS.

6. It will be important to ask whether satisfaction levels have increased relative to the previous year, rather than focus on the absolute averages.

7. It will be essential to optimize the system of collecting, analyzing and disseminating wholesale prices (WP) to build confidence amongst producers.

8. CAMIP needs to clearly understand the reason for the lower levels of satisfaction for fruit-related market information compared to comparable information for vegetables.

9. MAFF’s focus could now partly be shifted towards the provision of management related extension.

10. CAMIP should work with all actors in the value chain as partners with a common interest in enhancing profitability throughout the industry.

11. For each province, a table for local market information dissemination should be developed.

12. The Farmer Marketing Schools (FMS) should include grading for vegetables and selected fruit crops.

a. CAMIP will work on the development of objective criteria for local grades.

b. It is essential that topics around quality be included in the CAMIP FMS.

13. CAMIP should work towards enhancing quality, thereby increasing the returns to grading.

1 Introduction
In February 2007, 320 interviews were conducted with target group farmers in the three provinces of Kampot, Kandal and Kampong Cham. These are the three provinces in which the market development component will be started. Farmers were interviewed in the field to verify that they are fruit and vegetable producers. Enumerators from the Agricultural Marketing Office of MAFF were trained to conduct the survey, with the assistance of Gary Coldevin, Rural Communication Specialist, and Pieter Ypma, CAMIP Field Manager.

One of the Challenges of developing an improved AMIS is to make it is more client responsive and thus more service oriented. Therefore, before designing an improved AMIS an improved understanding of the various client groups is essential. CAMIP targets producers as its primary beneficiaries hence the first step should be to get a better understanding of who they are, what their needs are, what their current understanding of market information is, and how they use it in their production process.

This survey seeks to provide insights into those questions and forms part of a bigger survey amongst other actors in the market information chain from service providers such as Government Departments and NGO’s to holders of the market information, traders,  and the users of market information, namely, producers, traders, processors and policy makers. 

2 Demographic profile of target group farmers

Of the 320 interviews conducted 189 were with men and 130 were women (Table 1) with one unregistered response. Anecdotal evidence suggests that the percentage of women is not representative of their true involvement in fruit and vegetable production. Most participants in focus group meetings indicate a joined responsibility between men and women for fruit and vegetable production. Women do the less heavy work and marketing while men are responsible for the heavy tasks such as planting, irrigation and sometimes harvesting (depending on the crop variety). 
Table 1 Respondents sex distribution

	Sex
	Frequency
	Percent

	Male
	189
	59

	Female
	130
	41


Its clear from Figure 1 that fruit and vegetable production is not an occupation young people aspire to. With the largest group of producers being between 45 and 64 years old and the median also being in this group it’s apparent that young people do not see fruit and vegetable agriculture as an attractive livelihood. The median age for the total population of Cambodia is 20 years for men and 21 for women
. The garment industry around Phnom Penh has a big pull effect particularly on young female labour. Focus group meetings report that producers around Phnom Penh complain about labour shortages during the harvest season. Families experiencing these labour shortages report hiring collectors to harvest, clean, grade, pack and market the produce. Other families will directly market to wholesalers thus shortening their value chain.
Figure 1 Age distribution of F & V farmers in target villages
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Within the group interviewed, 180 or 56% were vegetable producers and 137 or 43% were involved in fruit production; only one producer was involved in a combination of fruit and vegetable production. The greater number of vegetable producers is caused by Kandal province which does not have an area of concentrated specialist fruit producers such as Kampot and Kampong Cham.

Table 2 Crop
	CROP
	Frequency
	Percent

	Vegetable
	180
	56

	Fruit
	137
	43

	Veg and fruit
	1
	0


Of the 320 producers interviewed, 64% had primary school or less (Fig. 2), indicating the low level of education of the target group and indicating the need to develop programs for a target group with very limited literacy levels. It will also be essential to keep the interest of the more highly educated producers, as the early innovation adopters may be in this group. A system with master farmers demonstrating interventions may be appropriate for this situation.
Figure 2 Level of education in target villages
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There is probably an inverse correlation between the ages of the target group and the level of education. 

3 Socio Economic Indicators

Roofing was used as a proxy indicator of income. Roofing material was selected as an indicator for purposes of cross referencing findings with the national Seila database and as a scoping tool for ground truething of results. The different roofing materials surveyed were thatch, zinc, fibro, tile and concrete in order of increasing expense. Based on this indicator, Kampot seems to be the province with the lowest income amongst F&V producers, with the cheaper roofing materials relatively abundant amongst the Kampot F&V producers (Fig. 3).
Likewise Kampong Cham seems to be the province with the highest income for F&V producers based on the more widespread use of tile and concrete as roofing materials. The relatively common use of tile would indicate that Kandal F&V producers are in between Kampot and Kampong Cham. The uncommon use of fibro is an anomaly which is not understood at this time.

Figure 3 Roofing Material
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A second proxy indicator of wealth is the owned means of transport, although this variable also serves to indicate the ability of producers to do their own marketing independent of collectors (Fig. 4).
From the data it is apparent that Kampot scores the lowest with almost 10% of the sample not owning any means of transport, while relative to the other two provinces, the occurrence of motorcycles is less. The common use of oxcarts in Kampot is poorly understood but could be caused by resource poor farmers being hesitant to invest in modern transport means. For Kandal and Kampong Cham, the results are more ambiguous. The large percentage of motorbikes in Kampong Cham would indicate a better income than F&V producers in Kandal. However, the fairly widespread ownership of boats and motorbikes with remorque would indicate a relative high income. It further indicates that producers in Kandal are better equipped to transport their produce to the market. The fairly common use of boats could also be a reflection of markets such as Kokir being on the Mekong River, rather than an indicator of wealth. 

Figure 4 Owned transport means disaggregated by province
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The same question, but disaggregated by sex (Fig. 5), indicates that there are some major differences between men in women in ownership of transport means, especially regarding the ownership of motorcycles, with 66% of men owning a motorbike while only 49% of women own a motorbike. However the almost equal distribution of transport means for bigger loads (Remorque, Remorque and motorbike
, oxcart, pickup, tractor, boat and car) could well be an indication of the importance of women in F&V marketing.
Figure 5 Owned transport means disaggregated by gender
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The ownership of dissemination technologies is again a dual purpose variable, which can also be used as a proxy indicator of income (Fig. 6). From the income perspective, it is clear that Kampot F&V producers have the least amount of income available to use for communication means. While radio, cell phones and TV present an almost even proliferation through the provinces, television is much less abundant in Kampot. While the slightly higher values for Kampong Cham versus Kandal would again indicate an equal or higher income for Kampong Cham F&V producers.
Figure 6 Ownership and use of dissemination technologies
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There does not seem to be a major difference in ownership of dissemination technologies between men and women except for the reading of newspapers (Fig. 7). Dissemination through newspapers would probably impact upon the ability of women to access market information. Although ownership of television is less widespread amongst women (60%) then men (74%), it would still reach a large proportion of women. In the new technology area of mobile phones, the ownership levels are very similar between men and women. It is expected that mobile phones will become a major technology for dissemination of market information in the near future.  This would follow the trend in countries such as Senegal, Kenya, South-Africa and the Philippines, which are in the process of establishing agricultural marketing information services based on mobile technology.
Figure 7 Ownership and use of dissemination technologies disaggregated by gender
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3.1 Summary of Socio Economic Indicators
It is clear from the above discussion and the summary Table 3 below, that Kampot has the lowest levels of income, while Kampong Cham and Kandal are at similar income levels, with a slightly higher income to producers in Kampong Cham. This is evident as in all proxy indicators; Kampot continually scores the lowest of the three provinces. Kampong Cham consistently has a slightly better value for the high income end of the proxy indicators.

Table 3 Summary of Socio-Economic Analysis disaggregated by province.

	Province
	roofing
	Transport
	Communication media
	Overall

	Kampong Cham
	++
	+
	++
	++

	Kampot
	-
	+/-
	-
	-

	Kandal
	+
	+
	+
	+


Roofing was not included in the disaggregated analysis of relative income levels between the genders as the house was seen as a family asset, and clarifying issues around factual ownership of the land and the buildings constructed on the land went beyond the scope of this survey.

From the remaining two proxy indicators, its apparent that women have a somewhat lesser income (Table 4). Women have fewer motorbikes for personal transport, but when all the transport means capable of transporting loads to the market (remorque, motorbike + remorque, oxcart, horsecart, tractor, and boat) are added up, then 42% of women report owning at least one of these, while only 40% of men report the same. This is a tantalizing indication of the importance of women in fruit and vegetable marketing.
Table 4 summary of Socio Economic Analysis disaggregated by gender

	Gender
	Transport
	Communication media
	Overall

	Men
	+
	+
	+

	Women
	+/-
	+/-
	+/-


4 Market Information use analysis and dissemination
In evaluating the market information available to producers, the risk is that the level of perceived values on a number of key parameters, as presented here for example, is too high. This may be a reflection of one of the issues in agriculture economics - concerning the nexus between commercial and subsistence production - in that subsistence producers do not have a proper understanding of the complexity of marketing and therefore lack an understanding of the potential capabilities of a market information service which caters to their needs. It is not uncommon in such a situation to rate the current system at a high level because it is difficult for farmers to imagine how it could be improved upon. When comparing the evaluation levels of market information parameters with regard to availability, relevance, timeliness and reliability, the average scores on a scale of one to five seem fairly high (Table 5). However, when comparing these evaluation scores with levels of satisfaction on the same parameters (on a 5-point Likert scale with 1 being Very Dissatisfied to 5 being Very Satisfied) the scores are significantly lower (Table 6).

Table 5 Respondents’ evaluation of key AMIS parameters

	Crop Category
	Market information parameter
	Overall
	Gender Disaggregated
	Province

	
	
	Score
	Male 
	Female 
	Kandal 
	Kampot 
	KaCham 

	Fruit
	availability
	3.54
	3.49
	3.65
	
	3.65
	3.43

	
	relevance
	3.50
	3.49
	3.54
	
	3.58
	3.43

	
	timeliness
	3.32
	3.23
	3.50
	
	3.58
	3.04

	
	reliability
	3.26
	3.17
	3.43
	
	3.46
	3.04

	vegetables
	availability
	3.30
	3.33
	3.26
	3.31
	3.17
	3.39

	
	relevance
	3.36
	3.42
	3.31
	3.34
	3.54
	3.28

	
	timeliness
	3.29
	3.33
	3.25
	3.33
	3.46
	3.03

	
	reliability
	3.29
	3.35
	3.21
	3.34
	3.29
	3.14


The evaluation scores for the generic parameters (Table 5) are well into the 3’s, while the average scores of satisfaction on the same parameters (Table 6) are in the low to mid 2’s. It will be important to establish comparative differences between this year and previous years, as the danger is that as respondents understand more about the workings of an AMIS, they will also develop higher expectations and if they are not met the actual satisfaction scores could drop.

Table 6 Respondents’ satisfaction with key AMIS parameters

	Crop Category
	Market information parameter
	Overall
	Gender Disaggregated
	Province

	
	
	Score
	Male 
	Female
	Kandal  
	Kampot 
	KaCham 

	Fruit
	availability
	2.14
	2.14
	2.15
	
	2.23
	2.06

	
	relevance
	2.12
	2.22
	1.93
	
	2.13
	2.11

	
	timeliness
	2.20
	2.25
	2.10
	
	2.24
	2.16

	
	reliability
	2.29
	2.27
	2.34
	
	2.40
	2.18

	vegetables
	availability
	2.60
	2.58
	2.61
	2.72
	2.49
	2.33

	
	relevance
	2.52
	2.59
	2.43
	2.65
	2.25
	2.36

	
	timeliness
	2.56
	2.61
	2.49
	2.70
	2.19
	2.47

	
	reliability
	2.56
	2.61
	2.49
	2.70
	2.19
	2.47


When considering dissemination technologies, a distinction needs to be made between broadcast media and media with a higher degree of excludability. Excludability is an important requirement for defining a private good as opposed to a public good. If consumption can not be exclusive to the payees of the service then the willingness to pay for that service will be extremely low. If, on the other hand, the paying consumers would be the only consumers receiving the good or the service, the willingness to pay will be much higher if it was found to be a useful service. With broadcast media, the lack of excludability means that it is difficult to provide Agriculture Market Information on demand, as the free rider principle would preclude individuals from reliably expressing demand for this type of information.

In the category of broadcast media, radio and television are the most commonly available to all (Table 7). Television ownership in Kandal and Kampong Cham exceeds radio ownership and would be the broadcast medium of choice if actual costs and/or opportunity costs of using TV could be controlled. It is often not feasible to put lengthy price reports on TV, as the demand for airtime for more entertaining programs makes the real costs and/or the opportunity cost prohibitively expensive, although innovations such as market tickers could be researched. TV generally lends itself more for supporting extension messages than real market information dissemination. 

Newspapers have some form of excludability as they can only be read by one person at a time and for a limited amount of time before the information goes out of date. However, the purchase of a newspaper does not indicate demand for the AMI contained within it, as generally this is considered to be only a secondary benefit. With the advent of mobile phone technology, the first AMI based on dissemination through SMS messages on mobile phones has been established in Senegal, Kenya, South-Africa and the Philippines. 
Table 7 Disaggregated ownership and use of dissemination technologies
	Dissemination Tech.
	Overall
	Gender Disaggregated
	Province

	
	Freq.
	%
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	Radio
	224
	70
	72
	68
	70
	67
	74

	Television
	220
	69
	74
	62
	85
	30
	91

	Read newspapers
	26
	8
	11
	4
	0
	4
	21

	Cell phone
	71
	22
	23
	21
	23
	16
	28

	Landline telephone
	1
	0
	0
	0
	0
	0
	0

	None
	24
	8
	6
	10
	0
	23
	0


Although ownership of mobile phones is not uncommon (on average 22% of the respondents indicated owning a mobile phone), the majority of respondents indicated that they purchase mobile phone time from other villagers. Again, both the possession and the willingness to purchase mobile phone services from others is less in Kampot, but 70% indicate that they have access to phone services in their villages (Table 8). This indicates a familiarity with mobile phones and a willingness to purchase time if the need is great enough. The planned proliferation of village phone operators (5000)
 in Cambodia is a further indication that a business model centered around the purchase of call time on a mobile phone is a viable option. It then becomes the question which type of information is of high enough value. A survey currently conducted by the GTZ-PSP project is asking village phone operators to ask their customers what they used the mobile phone for. The results of this survey will be shared with CAMIP.
Table 8 Use of Mobile telephone services in Villages
	Re-sponse
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No
	85
	29
	26
	35
	21
	44
	23

	Yes
	202
	70
	74
	65
	79
	56
	74


The most common use of the mobile phone is for social purposes and emergencies. Although of much less significance, mobile phones are being used to gather market information which is currently unorganized and on an ad hoc basis, additionally, for most of the cropping period, agricultural market information is of very little use since while the crop is in the field no marketing or planting decisions need to be made. This is a partial explanation for the reduced use of mobile phones for AMI (Fig. 8). 
Figure 8 Purpose of use of mobile phone
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For producers, the most important market information is wholesale prices (Fig. 9). These are the prices which are closest to the producers’ point of sale and therefore the easiest to relate to. Farm gate prices (FGP) are always a contentious issue; these are considered important by farmers as these are the prices actually received by producers using collectors as their market linkage. However, the nature of FGPs is that they are specific for a geographic location and the producer’s relationship with the collector. Therefore, FGPs are of limited use to a small number of producers. On the other hand, the tremendous amount of different FGPs and the travel costs involved in collecting them make FGPs of limited utility, with a high cost price to collect them. Furthermore, the analysis is difficult, as in many cases it is not possible to compare with FGP’s of other collectors operating in the same geographic area on the same day. 

After Wholesale Prices, Retail Prices are of most interest to producers. With highly perishable commodities, the tendency of value chains is to skip a level and be sold directly to retailers to avoid extra delays and handling damage. In a situation where marketing functions are not specialized, this is a phenomenon which is fairly common. 
Figure 9 Types of AMI required by F&V producers
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Producers have only upstream marketing linkages, and therefore are much less interested in sellers’ information. Traders typically are just as interested in information from upstream agents as they are in information from downstream agents. Producers are not interested in contact details of sellers’ lists, however, buyers’ lists are a most interesting type of information. Volumes are considered of very little value in Kampot and Kandal while in Kampong Cham it takes third place. Although volumes/supplies are very important data, the problem is always the collection of this data in the developing country context. Markets with multiple entry points do not facilitate data collection at the gate, and traders have a much better recollection of price than they have for volumes. Additionally, requesting information on price and quality from the same trader constitutes enquiries about income, so often the accuracy of both sets of data decreases because of a desire for confidentiality.
4.1 Situational analysis on market information for vegetable producers

A key criterion in the autonomous organization of a value chain is the perishability of the commodity. While long shelf life produce, such as grains and pulses, are organized around single sale contracts with contracts traded on futures markets, highly perishable vegetables are internationally traded through dedicated value chains often organized by a supermarket. Where litigation is not an option, contracts are of limited value and are replaced by long standing relationships to reduce transaction costs. To partly capture this difference the following sections are subdivided into a vegetable and a fruits section.

Figure 10 Availability of Market information to vegetable producers
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Generally producers in Kampot and Kampong Cham are the least satisfied with the availability of market information (Fig. 10). In Kampot and Kampong Cham, more than 60% of the respondents say that they only sometimes have access to market information. In Kandal this percentage is only 36%, while 58% of the respondents indicate that they quite often have access to market information. This difference could be caused by a more active provincial department of agriculture and/or could be the impact of AGRISUD and AQIP, which both previously worked on market information in Kandal province. Alternatively, it could be a reflection of a more competitive market with more buyers and sellers competing for produce. Women are slightly more dissatisfied with the availability of market information than men, but the differences are small and do not indicate any stark inequality in the availability of market information. 
The relevance of the market information is an indication of the usefulness of the available market information. Kandal producers indicate the highest relevance of the market information available while producers in Kampot are by far the most dissatisfied with the market available. The relatively positive situation in Kandal is probably attributable to the same causes as described above. The negative situation in Kampot is a concern and further analysis needs to be done to determine the cause. In Kampot, 68% of the producers indicate that sometimes market information is available and 75% of producers indicate that of the available information, it is only sometimes relevant. The incentive for producers to actively use unreliable market information in trading and production planning is low. Several factors can contribute to this situation:
1. A lesser developed marketing system in which inconsistent supplies make supply and demand fluctuate erratically. Therefore, the market information provided is difficult to rely upon to make production and or marketing decisions. 
2. Distorting effects of rent seeking can make the price signals transmitted through market information seem relatively inconsequential.
3. Problems in the local market information collection and dissemination service makes the information inconsistent and not relevant.

The distinction between genders is a little more pronounced than in the availability of market information (Fig. 11). Women are the most important marketers of vegetables, both as producers and traders. They are most commonly referred to as the people in charge of marketing decisions. The lower relevance for market information supplied to women could be a reflection of their better ability to evaluate market information due to their longer trading experience.
Figure 11 Relevance of available market information
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The high perishability of vegetable crops make timeliness one of the key attributes in an AMIS for vegetables. Prices at the market can change every hour, while collection of prices is often done only once per day for vegetables. It is important that prices are collected when most transactions are being made, which is often very early in the morning or even at night. Trading times at provincial or district markets times are determined by the trading times at the terminal markets. In Phnom Penh, most vegetable trading is is done between midnight and 6 a.m., dictating activity at the supplying markets. 
With the variability of the price and the potential inconvenient price collection times the timeliness of prices is often the most difficult attribute to get correct in vegetable market information. Kandal is the province with the highest level of satisfaction while Kampot is again the least satisfied (Fig. 12). The levels of dissatisfaction for timeliness are the highest of all major market information attributes, which is a reflection of the particular timeliness demands in a vegetable market information service. Kampong Cham is generally a close second to Kandal, but in timeliness of the available market information, it is close in dissatisfaction levels to Kampot.

The gender discrepancies are inconclusive and there is no discernable difference between the perceptions of timeliness of the available market information. 
Figure 12 Timeliness of Available market information
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Market information is only useful to producers if they can rely on being informed of the prices for which they are interested in at regular intervals. Kandal scores the best and Kampot the worst (Fig. 13). Reliability is an important characteristic of market information and a complete time series will allow for price changes over time to be reflected accurately. This will assist producers in production decisions regarding planting dates, varieties and other long term variables, accentuating the  advantages of using AMI as a decision making tool.
Figure 13 Reliability of available market information
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4.2 Situational analysis on market information for fruit producers

The general longer shelf life and the better storage characteristics of most fruit crops provide for less extreme price fluctuations than for vegetable crops, allowing for a value chain model with more similarities to commodities trading. A key factor, however, in organizing the fruit and vegetable chain – “the ability to litigate against breach of contract” – remains less certain. Therefore the importance of relationships rather than contracts remains high. 

In Kandal, CAMIP was not able to identify a production area with a suitable focus on a selected fruit to allow for the establishment of fruit target groups. Therefore in the disaggregated provincial analysis of fruits the analysis will be between Kampot and Kampong Cham.

Figure 14 Availability of market information to fruit producers
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Kampong Cham producers are more satisfied with the availability of market information when compared with producers from Kampot, but it is satisfaction at a low level, and patterns between the two provinces are quite similar (Fig. 16). However producers in both Kampot and Kampong Cham are less satisfied with the availability market information on fruits then they are on the availability of market information on vegetables. 

There are no major gender differences in the level of availability of agricultural market information (Fig. 17). In general, male and female fruit producers have a worse view of market information than their colleagues producing vegetables.

Similar to vegetables, fruit producers have a worse view of the relevance of the available market information. This is probably due to the relatively few varieties of fruit currently represented in the AMO AMIS
.

Figure 15 Disaggregated relevance of market information
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In Kampong Cham, the view is more negative than in Kampot, as with all the market information parameters. With Kampong Cham being a very important fruit producing province, if not the most important fruit producing province, this is clearly an area for concern and counter-intuitive due to the better storage and transport characteristics of most fruits.

This especially applies to the timeliness of the market information, as variability in fruit prices during most periods of the year are less than the variability in vegetable prices. With the intra-day fluctuations much less, if not non-existent, the timeliness is potentially an easier parameter to achieve in fruits than in vegetables. Kampong Cham is less positive about the timeliness of the market information available to the fruit producers (Fig. 18).

Figure 16 Disaggregated Timeliness of market information
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As can be seen from figure 17 Fruit producers in Kampong Cham are fairly negative about the reliability of the information received. One of the potential explanations for this is the easy access the producers have to the market in Kampong Cham and their opportunity to cross reference the information with the situation at the market 
Figure 17 Disaggregated reliability of market information
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5 Methodologies of Dissemination

Currently market information is being disseminated by radio, word of mouth amongst market participants and haphazardly through government extension agents. Dissemination is driven by cost effectiveness and the different media have different purposes in the dissemination of market information. While price bulletins through radio broadcasts have always been the mainstay of market information dissemination, it has several disadvantages: 
1. Price broadcasts can not be made exclusive, implying that there is no incentive to pay for the information; 
2. The programs are generally monotonous because of the small amount of information a specific producer is interested in is mixed with or lost amongst information on other crops;
3. Listening to the radio is necessary at certain times of the day, and not when it is really required, i.e. while bargaining with a trader.

Generally, television is a suitable medium for extension messages and not so much for the dissemination of price and volume broadcasts. This is due to the real price of these broadcasts or the opportunity costs of price and volume broadcasts if government air time is for free.

Marketing should generally be a standard ingredient of all extension packages. Information on prices vs. planting dates, varieties, quality and marketing opportunities in many countries is core information to their farm management extension services. In a situation where agriculture is evolving from a subsistence situation into a commercial environment, the extension service is generally not prepared to provide information on maximizing profitability, but rather continue to focus on yield maximization. 
Radio, word of mouth and government extension are the three main methods of market information dissemination, each complementing the other in the nature of the information disseminated. Mobile phone technology is new, which allows very targeted information specific for the individual demanding the information, and the ability to drastically reduce the free rider problem. 

In the survey, these methodologies were tested for acceptance and success amongst producers. The current mainstay of broadcast dissemination of market information is the daily AM radio broadcast (Table 9). 
Table 9 Awareness of AMO AM radio broadcasts

	Awareness of AMO AM radio broadcasts
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Percent
	Male %
	Fe-male %
	Kan-dal % 
	Kampot %
	KaCham %

	No
	234
	74
	71
	77
	66
	72
	83

	Yes
	84
	26
	29
	23
	34
	28
	17


From the responses, it is clear that the radio broadcast on national radio has insufficient awareness, and contrary to the general trend, it has the lowest awareness levels in Kampong 

Cham province, and not in Kampot. Although women seem to have slightly less awareness of the AMO radio broadcasts, the difference is not large enough to be of major concern. 
The lesser awareness of the existence of the AM radio broadcast in Kampong Cham province is of greater concern, but could be explained by the close proximity of the producers to the market (about 1 km), which allows for easy data collection directly from the market and a reduced need to rely on broadcast media to be informed of changes in the market situation.

Table 10 Listening to the MAFF/AMO radio broadcasts
	Listening to price broadcasts
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kan-dal % 
	Kam-pot %
	KaCham %

	No
	227
	71
	68
	71
	60
	71
	84

	Yes
	90
	28
	32
	29
	39
	29
	16


It’s positive to note that in all provinces and both in men and women that more than 90% who know about the price broadcasts also listen to the broadcasts, indicating that there is high level of utility in it for them (Table 10).
Table 11 Delivery of market information through government extension agents

	Receiving market information through extension agents
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kan-dal % 
	Kam-pot %
	Ka-Cham %

	No 
	150
	83
	84
	84
	76
	86
	100

	Yes
	29
	16
	16
	16
	22
	14
	0


Government extension agents have a limited role in providing market related extension to producers (Table 11). Kandal, possibly due to previous project interventions, has the highest level of participants indicating that they receive market related information from government sources.   
Currently in a context where provision of market information through unbiased sources is haphazard, the two main sources of market information are neighbors and collectors/traders. This finding is in common with previous FAO
 research, showing that neighbors and traders/collectors are always indicated as the most important source of market information. The information gained from market information services generally places 3rd or 4th, depending on the quality of the service. In Kandal and Kampot provinces, producers have a slight preference for information coming from collectors, while in Kampong Cham this is reversed (Fig. 14). It is interesting to note the small difference between place one and two. Conversely, the difference with the third most important source of market information, either radio or TV is highly noticeable. This discrepancy is usually ascribed to the fact that AMI, as provided by Agriculture Market Information Services, is not specific for the geographic location of the farmer, nor for the relationship between individual producers and their traders. 
Attempts to collect FGPs and to try to make allowances for the nature of the relationships between traders and producers have generally not been sustainable because of the high costs of collecting this type of information for the AMIS operating the system. Additionally, the utility of the disseminated FGPs is limited to a very small proportion of the population, namely those living in close proximity to the place of collection. For the credibility of the service, it is important that the level of information that was supplied during the project lifetime should be maintained and not reduced after project.
Figure 18 Current sources of market information
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Comparing the producers’ preferred source with the actual source shows that except for in Kampot, the first and second place for producers and traders is uncontested (Fig 15). In Kampot, radio would be the second most important source of market information. It is an indication of the expectation of the achievements of a market information service that the preference for radio is so high in Kampot province. In Kandal, which had previous marketing oriented projects, and Kampong Cham, where the intervention area is in close proximity to the market, the preference for market information on the radio is much less. A traditional method of disseminating market information through newspapers met with little approval. Generally this is one of the most important options for dissemination of daily market information. In the Cambodian context, it is of no importance and should not be pursued. This could well be correlated with the low educational levels of the CAMIP target groups.  
Figure 19 Preferred sources of agricultural market information
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Willingness to pay for Agricultural Market Information has always been a non-issue because the non-excludability of broadcast media, radio and TV broadcasts can not prevent non-payers from accessing the information. Therefore, the incentive for free riders is high. 
With the advent of internet technology and mobile telephony, it has become possible to restrict information to payees only. While the computers required to access the internet are expensive and therefore not readily available in the more rural areas of Cambodia, mobile telephones are much more readily available. With a growing amount of ownership and a system where phones are rented out per call to those who do not own a mobile phone, the mobile phone, at this stage, seems to be the most promising technology available. One major problem that is being worked on at the moment is the provision of Khmer script for mobile phones. GTZ-PSP is currently working with Nokia and Yellow Pages to further develop an already existing system applying Khmer fonts to existing mobile phones. 
When asked whether they would be willing to pay for AMI, 73% of the respondents said yes (Table 12). This is a noteworthy proportion of people and indicates that respondents see the need for AMI, with reliable and timely provision of this type of information. Disillusionment with the actual short-term advantages of access to AMI, however, may rapidly reduce the willingness to pay. It is striking that the province with the smallest income and the least access to AMI has the largest percentage of respondents willing to pay for this type of information, indicating that respondents recognize its value as a decision-making tool.

Table 12 Willingness to pay for Agricultural Market Information

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No   
	48
	27
	26
	27
	31
	3
	36

	Yes
	133
	73
	74
	73
	69
	97
	64


One of the problems in assessing willingness to pay is that respondents have difficulty in imagining the order of magnitude of the information, and therefore have difficulty in giving a reasonable response to such a question. Therefore, a follow-up was asked, questioning the order of magnitude of the price of an SMS message. This was requested from all the respondents independent of whether they had said yes or no to the previous question. The fact that more respondents than previously indicated a willingness to pay is a strong indication that the quoted price of an SMS text message is lower than the price the producers had in mind, when originally asked whether they would be willing to pay for AMI. 
The results for Kampot province are indicative of the need for improved market information in Kampot. While all the socio-economic indicators show that Kampot producers are the poorest of the assessed provinces, they are willing to pay the highest price for the market information, with Kampong Cham a close second (Table 13).
Table 13 The amount respondents are willing to pay for AMI
	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	100 riels
	129
	66
	63
	71
	82
	55
	56

	200 riels
	54
	27
	29
	24
	18
	31
	35

	500 riels
	12
	6
	8
	3
	0
	13
	5

	Other
	1
	1
	0
	2
	0
	0
	2


5.1 Methodologies of dissemination of Market Information on Fruit 

As with market information on vegetables, government extension agents do not seem to play an active role in the dissemination of market information (Table 14). This further underlines the fact that extension has been primarily focused on production rather than management/profitability, this is normal in a situation where the main focus has been production to gain self-sufficiency in food production. However the situation is shifting and more and more producers are seeking market access, emphasizing the need to add profitability to a still very important production focus. 

Table 14 Delivery of market information through government extension agents 

	
	Overall
	Gender Disaggregated
	Provinces

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	134
	96
	97
	96
	97
	96

	Yes
	5
	4
	3
	4
	3
	4


As with vegetables, the two most important sources of market information are neighbors  and traders at almost the same level of importance (Fig. 20), followed at some distance by radio and TV amongst the other categories. The AMIS run by the Ministry of Commerce received one comment from a producer in Kampong Cham. Dissemination is often the most difficult aspect of a market information service. It is also potentially one of the costliest activities. Radio, of the broadcast media, is the most suitable for the dissemination of price information due to the option for local prices on local FM stations. The cost of these type of arrangements for TV would be relatively expensive and make for very boring programming.

While in Kampong Cham the importance of TV is of almost equal to the importance of the radio, in Kampot radio is clearly the medium of choice (Fig. 20). This corroborates with the discrepancy of ownership between TV and radio (Table 6), as discussed in the socio-economic section.
Figure 20 Current sources of market information
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Women seem to use the radio significantly more than men in fruit producer households, which was not the case in vegetable producer households (Fig. 21). Currently there is no clear understanding of this difference, but to ensure equitable coverage, it is an issue which CAMIP will need to understand. It is clear that collectors/traders and neigbours are the most important sources of information, but in absolute terms radio is slightly more popular, and traders are more important than neigbours. TV and the other options do not vary greatly in importance. These results seem to indicate that producers wish to get improved information from the radio and maybe also from traders, due to traders gaining an undisputed first place in preferred dissemination sources. 
Figure 21 Preferred sources of market information
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Comparing the preferred methodology of dissemination with the current methodology of dissemination provides an indication of the gains that could potentially be made at the current level of producers understanding of market information services. In Kampot province, the radio seem to have the greatest potential for dissemination of market information. At current levels of knowledge of market information, producers evaluate it as the potentially the most important source of market  information.

An issue that was encountered in at least one market in Kampot was that the market manager would not allow CAMIP free access to the traders in the market, nor would he divulge information on market ownership or market fees paid by traders to the market committee. Employees of the market appear to recruited from national security forces. 

This reticence to share information could impact upone the richness and completeness of market information from this province. It appeared to the surveyors that producers in the area were unusually eager for broader market information, yet it was difficult to ascertain the exact causes for this eagerness. It is conceivable that free market forces of supply and demand are not fully operational within a market context such as this. 

The willingness to pay for market information is significantly higher in Kampot than in Kampong Cham, as was the case with vegetables (Table 15). This is counter intuitive as both Kandal and Kampong Cham have a much more commercial outlook on production. There is no difference in the willingness to pay between women and men. 

Table 15 willingness to pay for market information

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	16
	12
	12
	13
	4
	19

	Yes
	122
	88
	88
	87
	94
	81


As opposed to the previous table, the price producers from Kampot are willing to pay for market information is less than their colleagues from Kampong Cham are willing to pay (Table 16). This is in line with the lower economic development of producers in Kampot and is a somewhat counter indication from the previous table.
Table 16 The amount respondents are willing to pay

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	100 riels
	37
	64
	67
	62
	71
	54

	200 riels
	20
	34
	33
	35
	29
	42

	500 riels
	0
	0
	0
	0
	0
	0

	Other
	1
	2
	0
	3
	0
	4


6 Agro Economic Data

6.1 Vegetables
Vegetable production is generally typified by intensive use of a small plot. No producer reported a plot size larger than 1ha devoted to vegetable production. There was no appreciable difference between men and women in the plot size. There were important differences, however, in the area under vegetable production among the different provinces (Table 17).
Table 17 Vegetable production area
	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	0.01-0.05 ha
	44
	24
	22
	27
	2
	43
	75

	0.06-1 ha
	137
	76
	78
	73
	98
	57
	25

	more than 1 ha
	0
	0
	0
	0
	0
	0
	0


To compensate for small acreages, land under vegetable production can be used very intensely with many crops being harvested in a production cycle. At one extreme are crops such as bean sprouts, with a production period of days, and at the other end there are gourds and pumpkins with production periods of up to half a year. From Table 18, it is clear that Kampong Cham, with the smallest acreages has the highest intensity of cropping. Although Kampot has the second smallest acreages the intensity is the smallest and probably a reflection of the less developed nature of vegetable production in Kampot province.
Table 18 Intensity of vegetable production
	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	1 time
	186
	48
	42
	55
	62
	59
	2

	2-5 times
	147
	38
	43
	33
	38
	28
	50

	6-10 times
	47
	12
	13
	11
	0
	8
	45

	11-20 times
	6
	2
	2
	1
	0
	4
	2


In the intervention provinces, cucumber is the most important crop, followed by pickle cabbage. Most crops have a similar importance for men and women, although from amongst the top ten, pickle cabbage seems to have a greater importance amongst men than women and water convolvulus seems to be more important amongst women than men (Fig. 22).
Figure 22 Crop selection disaggregated by sex
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Looking at percentages, the ranking of the three most important crops listed by respondents in Kandal and Kampot are similar. However Kampong Cham with different soils and more elevated land clearly has different crop selections as can be noted from Figure 23. It is also clear from this graph that Kampong Cham has a predilection for crops with short growing period but also a very limited number of crop from which to choose.  
Figure 23 Crop selection disaggregated by province
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To make an AMIS locally relevant, it is important that it responds to the local cropping patterns. With dissemination as one of the major cost centers in an AMIS, it is important that the disseminated information must be analyzed for its utility. If dissemination would be based on the overall ranking of crops, then the number 3 and 4 crops in Kampong Cham would be excluded, and there would be price broadcasts of 5 crops which would have no utility for the producers of this province (Table 19). While Kandal and Kampot have more similar production characteristics, there would still be dissemination of information of very limited utility.
Table 19 Provincial ranking vs overall ranking

	Overall Rank
	Crop
	Kandal
	Kampot
	Kampong Cham

	1
	Cucumber
	2
	2
	10

	2
	Pickle Cabbage
	1
	
	7

	3
	Water Convulvulus
	
	1
	5

	4
	Soy Sum
	
	8
	1

	5
	Cabbage
	3
	10
	

	6
	Lettuce
	
	
	2

	7
	Spring Onion
	4
	7
	

	8
	Gourd
	6
	5
	

	9
	Sweet Pepper
	8
	3
	

	10
	Tomato
	5
	7
	


 Figure 24 Kampong Cham vegetable production period
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Similarly not all market information is equally interesting throughout the year. Figures 24 to 26 display the provincial cropping cycle versus the average cropping cycle. This  gives an indication of the periods in the year when vegetables are being produced. Generally market information is used to make planting decisions or marketing decisions. Vegetables with a short production periods imply a more or less constant need for dissemination of market information throughout the vegetable production period, while vegetables with longer cropping periods could only require market information around the planting season and harvest season. The cropping patterns for Kampot and Kandal closely resemble each other, and therefore resemble the average, with a main cropping period in December and January, and secondary production period at the beginning of the rainy season. In Kampong Cham, the main production period is in December and January. There are two secondary production periods. The first is in March and the second in September, indicating a much more diversified croping pattern and a much smaller impact of the rice season on the production pattern for vegetables than in Kandal and Kampot, where vegetable production ceases as resources are being withdrawn from vegetables to be employed in rice.
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Figure 25 Kandal Vegetable production period
Figure 26 Kampot Vegetable production period
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The use of market information in the farmers’ decision-making process is dependant upon the commerciality of the producer. The more important profitability and marketing rank in their decision-making process, the more important market information becomes.
Producers indicate that overall marketing is their most important consideration in selecting which crop to produce (Fig. 27). Second most important is profitability, with local climatic conditions and family nutrition being cited as third and fourth most important. The other factors such as lack of knowledge of other crops, experience with this crop, low labour demand during harvesting and low input demand are insignificant. The importance attached to profitability and marketing indicate the commercial nature of vegetable production. Of the three provinces, Kampot producers put the highest emphasis on family nutrition and local climatic conditions, both indicating the less commercial nature of vegetable production in Kampot, and the lesser development of the horticulture industry with fewer options to produce outside the normal crop cycle. The labour demand is not an important criterion in Kandal, while it has been stated that labour is in short supply during the harvest period. Conceivably, the high level of satisfaction with the role of collectors could compensate for the lack of available labour and make it an insignificant factor in production decisions.  
There are no appreciable differences between the criteria used by men and women to select crops.  
Figure 27 Reasons for crop selection
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The important factors in the decision of which variety to produce closely resembles those of crop selection, but nutrition becomes the most important factor and the availability of seed a close second factor (Fig. 28). Profitability and climatic conditions are relegated to 3rd and 4th position. Availabilty of desired seed varieties is often a problem and even if the seed is available it is often of poor quality due to bad storage and the practice of post expiry date sales. 
Women seem to have a slight preference for family nutrition and availability of seed criteria when selecting a preferred variety of crop to produce.

Figure 28 Reasons for variety selection
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6.2 Fruit Marketing

In all provinces, collectors are the principal marketing agents (Fig. 29), meaning that producers sell their crops at the farm gate to collectors who then take it to market to sell to wholesalers and retailers. This is particularly evident in Kampong Cham, with the intervention area very close to the market. This is closely followed with own-marketing, meaning that farmers sell directly at the market. In Kampot, the second position is clearly through a wholesaler. In Kandal, the second position is tied between retailer and wholesaler. There were no major differences in gender preferences. However, a key result of focus group meetings was that women are the principal marketeers in the vegetable value chain. Women make the marketing decisions in the vegetable producer household. The collector in the village is likely to be a woman, as are the actors further up the value chain.
Figure 29 First point of sale for producers
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Overall, the preferred method of marketing to all producers interviewed is through collectors. When disaggregating this data by province, the exception is Kampong Cham, where the preferred method is direct sales to a wholesaler. Due to the close proximity to the main market of the vegetable producers, this is an option and it’s clearly much more desirable than direct sales at the market by the producer (second) or sales to a collector. The reason(s) why collectors are the favorite marketing option in Kampot and Kandal can be various, but for Kandal, the reason was hinted upon in a focus group meeting. Asked why producers continued to sell to collectors when transport and credit were not such a big issues as in other regions in Cambodia, the reply was that due to the drawing power of other industries in Phnom Penh, the younger generations preferred living in Phnom Penh, which caused serious labour shortages at harvest time. Therefore they employed a collector who bought the crop in the field and hired labour to harvest grade and package the crop.
There is a slight difference between men and women producers in that the women much more prefer to do sales themselves at the market. This is probably a reflection that in the agrarian household, the wife is responsible for the vegetable marketing decisions. Additionally, when vegetable collectors were asked if they were also vegetable producers 75%, said yes
 with most (80%)
 vegetable collectors being women. This group will add their weight to the preference of doing marketing at the market themselves (Fig. 30).
Figure 30 Preferred first point of sale
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Most transactions (69%) are made at the house of the producer (Table 20). This is congruent with the majority of transactions being with collectors. The second most common place is the market. Sales at the homes of collectors and/or other traders are rare.
Table 20 Place of Sale

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	Home/
farm
	124
	69
	72
	67
	72
	80
	50

	Market
	30
	17
	16
	18
	21
	3
	17

	Sold from Home
	23
	13
	12
	14
	6
	17
	31

	Collector place
	1
	0
	0
	1
	0
	0
	3


In the traditional marketing system in many provinces in Cambodia, the collector purchases the crop in the field and is responsible then for harvesting, grading, packaging and transport to market. In Kandal, a shortage of labour is cited as a major contributing factor to this system. Looking at the demographics (Fig. 1), it is apparent that the majority of producers will have grownup children who would normally assist with the strenuous tasks around harvest time. In Kandal, this assistance seems to be eroded, increasing the dependency on collectors as primary marketing agents of producers. This is reflected in the producers’ own assessment of their ability to grade (Table 21). While the majority of the producers in Kampot and Kampong Cham asses themselves as capable of grading their crops, 63% of the producers in Kandal assess themselves as not being capable of grading their own vegetable crops. In Kampong Cham, this is 37% and in Kampot this is only 23%. In a situation where most sales are done with standing crops in the field, the need to effectively participate in and manage the grading process is much smaller.

With women having a more prominent role in the vegetable chain as marketing decision-makers, it is not surprising that they are significantly more confident in their ability to grade their crops than men, with 45% of men claiming to be able to grade their crop, while 59% of women claim to be able to grade their vegetable crop. 
Table 21 Ability to Grade vegetables
	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No
	173
	48%
	55
	41
	63
	23
	37

	Yes
	188
	52%
	45
	59
	38
	77
	63


Whether producers actually grade their crop closely resembles their ability to grade a crop (Table 22). Only Kampong Cham diverts from this scenario where 37% of the respondents indicated not being able to grade but 49% indicate that they do not grade their crop. 
Table 22 Actual grading of vegetables

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No
	173
	49%
	47
	44
	63
	21
	49

	Yes
	178
	51%
	53
	56
	38
	79
	51


The complexity of a grading system is usually indicated by the number of recognized grades. 50% indicated that there were no grades for their crops (Table 23). The biggest anomaly was in Kampot where only 11% indicated that there were no grades for their crops, while 64% in Kandal and 49% in Kampong Cham indicated that their crop was not differentiated by grades. Only 4% of all respondents indicated that their crop had at least three grades in total. Conversely, 96% indicate no grades or two grades for their crops under production. This indicates a very basic grading system which needs to be expanded to fully capture the advantages of a grading system.
Table 23 Number of grades
	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	2 grades
	165
	46
	42
	55
	33
	77
	46

	3 grades
	13
	4
	2
	3
	2
	6
	5

	none
	179
	50
	55
	41
	64
	11
	49


Finally, the respondents were asked what percentage of their total production was sold after being graded and what percentages was sold not graded.  48% of the respondents do not grade their crop (Figure 31) while another 13% only grade a maximum of 50% of their crop. It’s thus fair to say that more than 50% of the vegetable crops produced in the three provinces are sold not graded. A major contribution comes from Kandal province in which this has become the purview of collectors due to a probable labour shortage at harvest time. In Kampot and Kampong Cham, more grading is done, with Kampong Cham showing an irregular distribution of grading effort indicating either no grading or a haphazard grading effort. 
Women show a significantly greater effort in grading, which is a probably a reflection of their marketing responsibilities in the vegetable value chain.
Figure 31 Percentage of Crop Graded
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To be able to optimally supply value chain actors with market information when they most need it, it is necessary to establish the moment the marketing decision is being made in the crop cycle. For instance, in a situation where contract farming is the norm, most decisions on marketing tend to be made pre-planting. In a situation where producers produce good quality produce, they tend to have more competition for their produce, and marketing decisions are made pre-harvest. If normal quality is produced and the competition is less, marketing decisions are made post-harvest. However in the situation of Kampong Cham with the vegetable producing area close to the market, the risks of harvesting are less and the low percentage of pre-harvest sales could also be a reflection of the low marketing costs (Table 24).
Table 24 Moment of Marketing Decision

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	Preplanting
	0
	0
	0
	0
	0
	0
	0

	Preharvesting
	34
	20
	32
	14
	24
	14
	2

	Postharvest
	126
	80
	68
	86
	76
	86
	98


From figure 32 its clear that producers on average whether male or female consider quality as their most important marketing constraint. Kampot the province with the least developed market is also the province which gives higher priority to other constraint (transport related). Transport costs for the vegetable producers from Kampong Cham are negligible due to their proximity to the market. However the transport costs in Kandal should be more significant than those in Kampot due to the greater distance from the market
There are a few possible explanations for this;

1. Due to the lesser developed market quality differentiation is less and therefore prices are lower and the transport costs are constant and therefore a larger percentage of the actual price structure in a market where there is better quality differentiation

2. Transport costs per kilometer are higher due to a higher incidence of informal taxes being levied on produce transport

3. Lesser quality of produce means less competition for the products and therefore an opportunity for collectors to exaggerate the transport costs.

Further information gathering will have to indicate what the real underlying problem is of this. What is clear is that improving quality is the solution to at least two out of the three scenarios discussed
Figure 32 Vegetable Marketing Constraints
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7 Marketing

The most important place of sale for fruit crops is from the home (Fig. 33), indicating collectors pick up the crop at the farm gate. There is a very large difference between men and women, with men seeming to be able to go out much more than women to sell the crop. 56% of men indicated selling from the home while 86% of women indicate that they sell their fruit crop at the farm gate.

Figure 25 Place of sale of Fruit crops
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Figure 34 and 35 closely correlate, on average indicating that 70% of farmers sell to fruit collectors. The second most important sales agent is the wholesaler. There is an interesting difference between men and women in that women are far less likely to sell the fruit themselves than men, while for vegetables there was no discernable difference between the two. Potentially, this could be caused by the Islamic influences in Kampong Cham province restricting women more to the home in traditional roles than in Kampot.

Between the provinces, Kampong Cham shows a much lesser dependence on collectors as marketing agents. Collectors are still the most important marketing agent but wholesalers and the producers are less than 10% behind the collector. In Kampot 80% sell to collectors and some 48% indicate also selling to wholesalers. The producer indicates being involved in selling the crop directly to consumers in 29% of the cases.
Figure 26 Actual marketing agents
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From the farmers’ perspective, there seem to be a lot of improvements to be made in the marketing system for fruit. This is borne out by the large discrepancies between the actual marketing system and the preferred system. In Kampong Cham, as with vegetables, the preferred system of marketing according to 47% of the respondents, is through the wholesaler. This is followed at a distance with 31% indicating that collectors are the favourite means of marketing. Finally, 20% preferred sales by themselves at the market. Kampot producers still indicate a preference for sales through a collector, but at a much lower extent than what the current actual marketing system indicates. 80% of producers are selling through collectors, while only 40% indicate that they prefer to sell through collectors.

With vegetables, men have a greater preference for sales through a collector than women. For fruits, this is reversed, with women (51%) having a significantly greater preference for sales through a collector than men (29%). With most women having smaller landholdings and therefore being probably less affluent, this could be an effect of poverty, with lack of transport means making direct sales to wholesaler inefficient. 

Figure 35 Preferred marketing agent            [image: image32.emf]0
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Distinct from vegetables producers, where 48% indicated not having the ability to grade their own crop, only 28% of fruit producers indicated not understanding grading. Looking at individual crops with a high inability to grade (Table 25), the two most important fruits are banana, with 35% indicating the inability to grade, and juju, with 54% indicating not being able to grade their crop. On average, grading seems to be much better understood among fruit producers than amongst vegetable producers. Disaggregated into provincial situations, there seems to be a much better understanding of grading in Kampong Cham than in Kampot, with 41% of respondents in Kampot indicating not knowing how to grade their fruit crops as opposed to only 14% of the respondents in Kampong Cham.

Women seem to be in a much more disadvantaged position, with 41% indicating not knowing how to grade their crop as opposed to 23% of men, while in vegetables, men had a poorer understanding of grading than women.
Table 25 Knowledge on grading fruit crops

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	88
	28%
	23
	41
	41
	14

	Yes
	222
	72%
	77
	59
	59
	86


The actual grading of the crops closely reflects the ability to grade (Table 26), indicating that once the skill is acquired, it is used, which is an indicator of the great utility of knowledge about grading. What is not clear from these figures is how consistent the grading is and whether a self assessment of grading is accurate. It does suggest that situations vary significantly between provinces and that a farmer marketing school should consist of modules, which could be given based on the needs and demands of the producers.

Table 26 Grading of fruit crops

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	70
	32
	28
	40
	41
	22

	Yes
	152
	68
	72
	60
	59
	78


As with with vegetables, one-third of the respondents (33%) indicated that there are no grades for their particular crops while 36% indicated knowing of only two grades. The remaining 32% indicated that there are 3 grades for their crops (Table 27). The situation amongst women is worse than for men. This could be a contributing factor as to why women prefer to sell to collectors, who generally do the grading for producers, thus creating a dependency on the collector.

Table 27 Number of Grades

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kampot %
	KaCham %

	2 Grades
	50
	36
	44
	27
	27
	23

	3 Grades 
	44
	32
	23
	32
	31
	27

	None
	46
	33
	31
	41
	42
	36


Compared to the situation with vegetables, a higher percentage shows that 76 to 100% of their crop is graded (Fig. 36). Only 25% indicate that 0 to 25% of their crop is graded. The fruit grading situation in Kampong Cham is better than in Kampot, and both are better than the situation with vegetable grading.

Figure 36 Percentage of crop graded

[image: image33.emf]0

5

10

15

20

25

30

35

40

45

Frequency Percent Male % Female % Kampot % KaCham %

Overall Gender Disaggregated

Crop percentage graded

%

0%

1-25%

26-50%

51-75%

76-100%


Likewise for the situation with vegetables, only 20% of the crop is sold pre-harvest and 80% post-harvest. 99% of the crop in Kampng Cham is sold post-harvest and only 62% in Kampot. This could well be a crop specific difference. It could also be related to quality and/or the more common sales to collectors in Kampot (Table 28).
There is a small difference of 8% between men and women farmers with women selling more post harvest than men.
Table 28 Moment of marketing decision

	
	Overall
	Gender Disaggregated
	province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kampot %
	KaCham %

	Pre-planting
	0
	0
	0
	0
	0
	0

	Pre-harvesting
	24
	20
	18
	26
	28
	1

	Post-harvest
	106
	80
	82
	74
	62
	99


Amongst fruit producers, there is a much larger range of marketing constraints than amongst vegetable producers (Fig. 37). Fruit producers list oversupply as the most important constraint (43%), closely followed by quality of product (41%), quality of roads (38%), distance from market (35%), and high transport cost (35%).  Men seem to have much bigger concerns about oversupply than women, while women see quality of roads, high transport and quality as the three most important marketing constrains. Differences between men and women seem inconclusive and would require more research beyond the scope of the CAMIP project.
Figure 27 Disaggregated marketing constraints
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To get an impression of the interest of producers in organizing as group to solve marketing problems and create specific farm to market linkages, farmers were asked whether they knew of anybody in their community having joined such an initiative. Kandal, with previous projects and NGOs in marketing, indicated an appreciable number of people who have joined such an initiative. 

Kampot had some as well, which is probably a reflection of the work of the GTZ-RDP program and the IFAD-CBRDP. There are also some NGOs and the recently activated ADB-ASDP project who do work in this area. In Kampong Cham, the number is almost zero initiatives, indicating that while it is a very important fruit and vegetable producing province, it has had very little support in marketing of these products.
Figure 38 Number of producers having joined farm to market initiatives
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8 Conclusions

1. Although more men than women were interviewed through key person interviews and focus group meetings, marketing of vegetables seems to be the purview of women. Women make the marketing decisions in the producer households, and most of the vegetable traders are women. Figures quoted in focus group meetings indicate that 80% of traders in vegetables are women.

2. The situation in fruit marketing is less clear in terms of women’s involvements, but it would seem that in general, the vegetable farms which are run by women are smaller and lesser developed than fruit farms that are run by women.  

3. Fruit and vegetable producers are two distinct groups, with only one respondent reporting to be both a fruit and vegetable producer. 

4. A combination of fairly advanced age and low schooling levels means that all extension programs will have to accommodate these demographics. It will be important to focus on learning by doing, validating a Farmer Field School approach to providing extension. Additionally, it may be worthwhile to consciously try to work with a sub-group which is younger and have more advanced schooling, to develop them as master farmers.  They will then be able to provide a constant reminder to other group members of the extension packages provided.

5. The proxy socio-economic indicators among the provinces indicates that producers in Kampong Cham have the highest levels of socio economic development, followed closely by Kandal. All the socio-economic indicators studied (roofing, ownership of transport means and ownership of dissemination technologies) show Kampot to be in the least developed socio-economic situation.

6. Although women are generally slightly less privileged than men, the disparity is not very great. For vegetables, the client group seems to primarily consist of women. For fruits, this is less clear and more attention needs to be focused to better understand and address the role of women in fruit production

7. There is a wide discrepancy between the availability, relevance, timeliness and reliability of the market information, and the evaluation of these parameters for both fruits and vegetables. Respondents generally think that the market information available to them is of average quality, at best, but they seem relatively content with the situation as is. This could indicate that respondents may lack the vision of how improve quality of market information can positively impact their incomes.
8. There does not seem to be any major difference between the perception of men or women of quality and satisfaction of the market information parameters.


9.
Kandal is the province with the best available market information, scoring the highest in all parameters, i.e. availability, relevance timeliness and reliability.  Respondents from Kampong Cham seem to be slightly more satisfied than respondents from Kampot for vegetable market information. This is reversed for fruits, where the fruit producers of Kampong Cham are less satisfied with the provision of market information. 

10
For all four parameters of market information, the situation for fruit seems to be equal or worse than the situation for vegetables in both Kampot and Kandal, except for the reliability for vegetable information in Kampot, which is worse than the reliability for fruit in Kampot.

11.
One in five of the respondents indicated owning a mobile phone and four out of five use a mobile phone by renting services from an individual in the village. In Kampot, this is three out of five, off which 15% used the mobile phone for enquiries about agricultural market information.

12.
The unique characteristic of mobile telephony is the possibility of on-demand market information without the free rider problem. This allows market information to be much more tailored to the individual’s needs, supplied on demand when there is a need. With these characteristics, it’s possible that some producers would be willing to pay a small fee for the market information. An average of 73% indicated a willingness to pay for market information, ranging from 69% in Kandal to 97% in Kampot.

13.
The most cost effective price to collect is the wholesale price, after which retail prices are the most accessible. Commodity buyer lists more interesting to farmers than retail prices. Producers are not interested in the upstream market information, and clearly focus on the downstream market information. Price information of Farm Gate Prices, which farmers desire, has, until now, been prohibitively expensive to collect (although mobile telephony may solve this problem).

14.
Government extension agents have a very limited impact on the provision of market information and marketing extension.

15.
The two most important sources of market information for both fruits and vegetables are from neighbours and traders/collectors. This is the same for the preferred means of dissemination, except in Kampot, where radio takes second place from traders/collectors for vegetable information. Kampot fruit producers prefer radio over traders, but in Kampong Cham, producers prefer to receive information on fruit from traders/collectors. 

16.
Producers of both fruits and vegetables wish to diversify the sources of market information available to them. This will make them less reliant on other producers and traders for their market information.

17.
Vegetable production takes place on smaller plots and, in general, has a higher cropping intensity than fruit production. Increased frequency of market information is needed by vegetable producers because of the greater intensity.  There are no great differences in plot size of cropping intensity between men and women vegetables producers. 

18.
Differences in crop importance among provinces for both fruit and vegetable crops, imply that the dissemination of the market information should be region specific, if done in a broadcast manner.

19.
Differences in growing periods among the provinces indicate that there will need to be temporal shifts in the focus on market information, based on the provincial growing periods of fruit and vegetables.

20.
The role of collectors in marketing of vegetables is still very important in Cambodia. In all three provinces, the collector was the most commonly used first point of sale.  Except for Kampong Cham, collectors remained the preferred first point of sale, although by a smaller margin than is reflected in the actual situation.

21.
Amongst vegetable producers, 48% indicate not being able to grade their crops. There are large differences in grading knowledge and application among crops and provinces. The consistency between grading of producers and traders is a further issue to be researched.

a. The most commonly identified number of grades per crop is two, indicating that the grading system is very immature, and sales for many crops would benefit from more recognized grades.

b. The majority of the crops in the three provinces are sold by producers without being graded. This varies among crops and provinces, emphasizing the need for locally specific marketing interventions.

22.
Only 28% of fruit producers indicate that they are not capable of grading their fruit crops. This is probably a reflection of the increased tradability of fruits as opposed to vegetable crops. With a decreased perishability of the average fruit crop, the quality criteria will be more homogenous and the grading system better understood.

23.
The grading system for fruit is very basic, with a median of only two grades identified. Women seem to recognize fewer grades in their trading patterns then men. Crude grading systems can have poorly defined quality criteria, making the grades difficult to interpret.

24.
Fruit farming women seem to have a less advantaged role, generally having a smaller area under production. They also appear to have a less important role in marketing of the fruit crops, as opposed to women vegetable producers, where they seem to be the most important marketing actors.

9 Recommendations

1. CAMIP must adopt strategies enabling the project to interact effectively with women, who are the main client group in vegetable production and trading. For fruit, the situation is less clear. The importance of women in the vegetable value chain indicates this priority. Women in fruit production and trading seem to work on a smaller scale and have less developed businesses. 

2. Radio will need to be included in any dissemination strategy. Radio is the most widely available dissemination technology in Cambodia. In Kampot especially, province radio is the most popular methodology, but it has historically faced problems due to the nature of broadcast media. TV faces the same problems as radio as a broadcast medium, but it has an additional problem with the real/opportunity cost of airtime, limiting its potential for price broadcasts. Due to its popularity amongst producers (Kampong Cham & Kandal), TV’s role should be supported by CAMIP and we should aim at supporting price broadcasts with informative and entertaining programming around market information and management.   

3. Mobile phones should be part of an Agricultural Market Information dissemination strategy. Although mobile phones are not the most widespread dissemination technology available at this moment, with the fast adoption rate of this technology, they carry great potential for demand driven market information provision. Additionally, there seems to be widely available access to mobile phones, even if they are not individually owned. Producers have access to mobile phones through other villagers who rent out the services.  Fifteen percent of respondents indicated that they used their mobile phone for making calls related to agricultural market information. With further attention and a more systemized approach, the frequency of use of mobile phones for market data collection should increase.

4. The market information programming should be closely supported by the extension strategy, which should encompass “learning-by-doing”, through demonstrations, field days, FFS/FMS and broadcast media. The role of the broadcast media is to support the pure market information broadcasts with the context of its use, while the practical learning-by-doing will support both the skills required to improve quality and market access.

5. There will need to be some fine tuning to more exactly target women’s use of an AMIS, such as market information targeted at vegetables; i.e. timing of radio broadcasts focused on vegetables should be made when women are in the home.  Current access to market information dissemination, however, does not seem to much different between men and women. There is no need to adopt a significantly different dissemination strategy for men and women. 

6. In the Performance Measurement, it will be important to ask whether satisfaction levels have increased relative to the previous year, rather than focus on the absolute averages as presented in Table 6 due to the current lack of understanding of what an actual market information service can achieve. 
7. It will be essential to optimize the system of collecting, analyzing and disseminating WP to build confidence amongst producers. Wholesale prices (WP) are the most interesting market information from the producers’ perspective. The other two most demanded components of market information are buyers lists and retail prices (RP). While farm gate prices (FGP) are interesting to farmers, problems with costs of collection and complexity of analysis makes the marginal utility of FGP uncertain. The use of mobile phones in submitting prices could partially resolve this. This could be an area for CAMIP to expand into later years.

8. CAMIP needs to clearly understand the reason for the lower levels of satisfaction for fruit-related market information compared to comparable information for vegetables. This represents an opportunity for CAMIP to make some early gains, particularly when focused on Kampong Cham. 

9. With self-sufficiency achieved for major crops, MAFF’s focus could now partly be shifted towards the provision of management related extension. Due to an historic focus on self-sufficiency, government extension is not currently delivering marketing related extension. The mass media unit within the Department of Agricultural Extension and the common use of field demonstrations as extension tools are opportunities through which to deliver this extension message. 

10. CAMIP should work with all actors in the value chain as partners with a common interest in enhancing profitability throughout the industry. It is recognized that through collector relationships and word-of-mouth, a level of detail and texture is provided to the individual producer which is not achievable for a publicly funded agricultural market information service. The role of the market information service (AMO and DAE) is to provide the context of the market situation to all participants, particularly to producers.  Working with all actors in the value chain will reduce transaction costs and increase overall marketing efficiency.  

11. For each province, a table for local dissemination as indicated below, should be developed. It must take into account seasonal, provincial and crop differences, which will lead to decreased costs and increased service to clients (thereby making the market information service more sustainable). This will enable decision-making about dissemination strategies and will allow AMO to prioritize, thereby focusing resources where they are most needed. It is recommended that the table become part of the AMI software, to better manage data collection and dissemination.

Province

	Crop
	Priority
	Client
	Beg. Month
	End

Month
	Price stability
	Freq. of collection
	Freq of Dissemination

	1….
	
	
	
	
	
	
	

	2….
	
	
	
	
	
	
	

	3….
	
	
	
	
	
	
	


12. The Farmer Marketing Schools should include grading for vegetables and selected fruit crops. Grading is better understood among producers for fruits than for vegetables, although depending on the fruit, there are still some crops for which understanding of grading can be improved. Almost all grading is very primitive, with only two grades recognized. Due to the primitive nature of the grading systems, all Farmer Marketing Schools should focus on establishing whether there is a common understanding between traders and producers about grades and grading standards.

a. Where there is no common understanding of grades, CAMIP will work on the development of objective criteria for local grades at least, to enhance marketing efficiency.

b. It is essential that topics around quality be included in the CAMIP FMS. The fact that most producers recognize a lack of quality as their most important marketing problem, indicates the need and the demand for interventions/extension based on improving quality at the producer level. 

13. CAMIP should work towards enhancing quality, thereby increasing the returns to grading. For both fruits and vegetables, the majority of the crop is sold un-graded. It is recommended that CAMIP work towards a greater percentage of crop being sold graded. Initiatives should be developed to link the high quality crops with traders with good reputations, to enhance the reputations of the producers and traders, thereby creating a mutually beneficial relationship based on quality.  
Annex A: Compilation of Data Tables
Table 1 Age distribution

	AGE
	Frequency
	Percent

	15-17
	1
	0

	18-30
	52
	16

	31-44
	93
	29

	45-64
	152
	48

	65+
	20
	6


Table 2 Level of education in target villages
	
	Frequency
	Percent

	No formal schooling
	39
	12

	Primary level
	166
	52

	Some secondary
	78
	24

	Complete secondary
	19
	6

	College
	13
	4

	University
	2
	1


Table 3 Roofing Material of target group
	Roofing Material
	Overall
	Province

	
	Frequency
	Total %
	Kandal % 
	Kampot %
	KaCham %

	Thatch
	24
	8
	5
	13
	3

	Tile
	145
	46
	45
	22
	72

	Fibro
	40
	13
	2
	37
	6

	Zinc
	94
	30
	45
	25
	12

	Concrete
	12
	4
	1
	2
	11


Table 4 Type of transport owned by respondents
	Type of transport
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	None
	18
	6
	3
	8
	4
	9
	5

	Bicycle
	240
	75
	75
	76
	87
	69
	69

	Motorcycle
	188
	59
	66
	49
	58
	42
	77

	Remorque
	5
	2
	1
	2
	1
	3
	1

	Remorque and motorcycle
	26
	8
	9
	8
	16
	3
	5

	Oxcart
	63
	20
	19
	22
	13
	39
	8

	Horse cart
	3
	1
	1
	1
	1
	0
	2

	Pickup
	7
	2
	2
	2
	1
	1
	4

	Tractor
	8
	3
	3
	2
	0
	3
	5

	Boat
	17
	5
	5
	5
	15
	0
	0

	Car
	2
	1
	1
	0
	0
	1
	1


Table 5 Respondents’ evaluation of key AMIS parameters

	Crop Category
	Market information parameter
	Overall
	Gender Disaggregated
	Province

	
	
	Score
	Male 
	Female 
	Kandal 
	Kampot 
	KaCham 

	Fruit
	availability
	3.54
	3.49
	3.65
	
	3.65
	3.43

	
	relevance
	3.50
	3.49
	3.54
	
	3.58
	3.43

	
	timeliness
	3.32
	3.23
	3.50
	
	3.58
	3.04

	
	reliability
	3.26
	3.17
	3.43
	
	3.46
	3.04

	vegetables
	availability
	3.30
	3.33
	3.26
	3.31
	3.17
	3.39

	
	relevance
	3.36
	3.42
	3.31
	3.34
	3.54
	3.28

	
	timeliness
	3.29
	3.33
	3.25
	3.33
	3.46
	3.03

	
	reliability
	3.29
	3.35
	3.21
	3.34
	3.29
	3.14


Table 6 Respondents’ satisfaction with key AMIS parameters

	Crop Category
	Market information parameter
	Overall
	Gender Disaggregated
	Province

	
	
	Score
	Male 
	Female
	Kandal  
	Kampot 
	KaCham 

	Fruit
	availability
	2.14
	2.14
	2.15
	
	2.23
	2.06

	
	relevance
	2.12
	2.22
	1.93
	
	2.13
	2.11

	
	timeliness
	2.20
	2.25
	2.10
	
	2.24
	2.16

	
	reliability
	2.29
	2.27
	2.34
	
	2.40
	2.18

	vegetables
	availability
	2.60
	2.58
	2.61
	2.72
	2.49
	2.33

	
	relevance
	2.52
	2.59
	2.43
	2.65
	2.25
	2.36

	
	timeliness
	2.56
	2.61
	2.49
	2.70
	2.19
	2.47

	
	reliability
	2.56
	2.61
	2.49
	2.70
	2.19
	2.47


Table 7 Disaggregated ownership/use of media
	Media
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	Radio
	224
	70
	72
	68
	70
	67
	74

	Television
	220
	69
	74
	62
	85
	30
	91

	Read newspapers
	26
	8
	11
	4
	0
	4
	21

	Cell phone
	71
	22
	23
	21
	23
	16
	28

	Landline telephone
	1
	0
	0
	0
	0
	0
	0

	None
	24
	8
	6
	10
	0
	23
	0


Table 8 Use of Mobile telephone services in Villages
	Re-sponse
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No
	85
	29
	26
	35
	21
	44
	23

	Yes
	202
	70
	74
	65
	79
	56
	74


Table 9 Awareness of AMO AM radio broadcasts

	Awareness of AMO AM radio broadcasts
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Percent
	Male %
	Fe-male %
	Kan-dal % 
	Kampot %
	KaCham %

	No
	234
	74
	71
	77
	66
	72
	83

	Yes
	84
	26
	29
	23
	34
	28
	17


Table 10 Listening to the MAFF/AMO radio broadcasts

	Listening to price broadcasts
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kan-dal % 
	Kam-pot %
	KaCham %

	No
	227
	71
	68
	71
	60
	71
	84

	Yes
	90
	28
	32
	29
	39
	29
	16


Table 11 Delivery of market information through government extension agents

	Receiving market information through extension agents
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kan-dal % 
	Kam-pot %
	Ka-Cham %

	No 
	150
	83
	84
	84
	76
	86
	100

	Yes
	29
	16
	16
	16
	22
	14
	0


Table 12 Willingness to pay for Agricultural Market Information

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No   
	48
	27
	26
	27
	31
	3
	36

	Yes
	133
	73
	74
	73
	69
	97
	64


Table 13 The amount respondents are willing to pay for AMI

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per-cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	100 riels
	129
	66
	63
	71
	82
	55
	56

	200 riels
	54
	27
	29
	24
	18
	31
	35

	500 riels
	12
	6
	8
	3
	0
	13
	5

	Other
	1
	1
	0
	2
	0
	0
	2


Table 14 Delivery of market information through government extension agents 

	
	Overall
	Gender Disaggregated
	Provinces

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	134
	96
	97
	96
	97
	96

	Yes
	5
	4
	3
	4
	3
	4


Table 15 willingness to pay for market information

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	16
	12
	12
	13
	4
	19

	Yes
	122
	88
	88
	87
	94
	81


Table 16 The amount respondents are willing to pay

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	100 riels
	37
	64
	67
	62
	71
	54

	200 riels
	20
	34
	33
	35
	29
	42

	500 riels
	0
	0
	0
	0
	0
	0

	Other
	1
	2
	0
	3
	0
	4


Table 17 Vegetable production area

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	0.01-0.05 ha
	44
	24
	22
	27
	2
	43
	75

	0.06-1 ha
	137
	76
	78
	73
	98
	57
	25

	more than 1 ha
	0
	0
	0
	0
	0
	0
	0


Table 18 Intensity of vegetable production

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	1 time
	186
	48
	42
	55
	62
	59
	2

	2-5 times
	147
	38
	43
	33
	38
	28
	50

	6-10 times
	47
	12
	13
	11
	0
	8
	45

	11-20 times
	6
	2
	2
	1
	0
	4
	2


Table 19 Provincial ranking vs overall ranking

	Overall Rank
	Crop
	Kandal
	Kampot
	Kampong Cham

	1
	Cucumber
	2
	2
	10

	2
	Pickle Cabbage
	1
	
	7

	3
	Water Convulvulus
	
	1
	5

	4
	Soy Sum
	
	8
	1

	5
	Cabbage
	3
	10
	

	6
	Lettuce
	
	
	2

	7
	Spring Onion
	4
	7
	

	8
	Gourd
	6
	5
	

	9
	Sweet Pepper
	8
	3
	

	10
	Tomato
	5
	7
	


Table 20 Place of Sale

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	Home/

farm
	124
	69
	72
	67
	72
	80
	50

	Market
	30
	17
	16
	18
	21
	3
	17

	Sold from Home
	23
	13
	12
	14
	6
	17
	31

	Collector place
	1
	0
	0
	1
	0
	0
	3


Table 21 Ability to Grade vegetables

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No
	173
	48%
	55
	41
	63
	23
	37

	Yes
	188
	52%
	45
	59
	38
	77
	63


Table 22 Actual grading of vegetables

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	No
	173
	49%
	47
	44
	63
	21
	49

	Yes
	178
	51%
	53
	56
	38
	79
	51


Table 23 Number of grades

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	2 grades
	165
	46
	42
	55
	33
	77
	46

	3 grades
	13
	4
	2
	3
	2
	6
	5

	none
	179
	50
	55
	41
	64
	11
	49


Table 24 Moment of Marketing Decision

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kandal % 
	Kampot %
	KaCham %

	Preplanting
	0
	0
	0
	0
	0
	0
	0

	Preharvesting
	34
	20
	32
	14
	24
	14
	2

	Postharvest
	126
	80
	68
	86
	76
	86
	98


Table 25 Knowledge on grading fruit crops

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	88
	28%
	23
	41
	41
	14

	Yes
	222
	72%
	77
	59
	59
	86


Table 26 Grading of fruit crops

	
	Overall
	Gender Disaggregated
	Province

	
	Frequency
	Percent
	Male %
	Female %
	Kampot %
	KaCham %

	No
	70
	32
	28
	40
	41
	22

	Yes
	152
	68
	72
	60
	59
	78


Table 27 Number of Grades

	
	Overall
	Gender Disaggregated
	Province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kampot %
	KaCham %

	2 Grades
	50
	36
	44
	27
	27
	23

	3 Grades 
	44
	32
	23
	32
	31
	27

	None
	46
	33
	31
	41
	42
	36


Table 28 Moment of marketing decision

	
	Overall
	Gender Disaggregated
	province

	
	Fre-quency
	Per cent
	Male %
	Female %
	Kampot %
	KaCham %

	Pre-planting
	0
	0
	0
	0
	0
	0

	Pre-harvesting
	24
	20
	18
	26
	28
	1

	Post-harvest
	106
	80
	82
	74
	62
	99


Annex B:  Survey Questionaire

A. Situational Data

Date of interview: _____________
Interviewer’s name ___________________________    Interview # __________________

INTERVIEWER,  INTRODUCE YOURSELF TO THE RESPONDENT AND OBJECTIVE OF THE INTERVIEW
Respondent’s name____________________  Telephone Number ____________________

Address: Village ____________________  Commune _______________________ 

District____________________________   Province ________________________

What crops do you produce on your farm?

_____ Vegetables only

_____ Fruits only

_____ Both Vegetables and Fruits

B. Demographics
1. Sex:   
___ Male 
___Female

2. Age: 

  ___15-17

___45-64


  ___18-30

___65 plus
  ___31-44

 

3. Education Level: ____ No formal schooling

                                ____ Primary level

                                ____ Some secondary level

                                ____ Complete secondary


                   ____ College level


                   ____ University level

4. Type of roofing on house 

    ____Thatch

    ____ Tile

    ____ Fibro

    ____ Zinc

    ____ Concrete

    ____ Other (Specify) _______________________________________

5. What type of transport do you own? (More than one response possible)

    ____ None

    ____ bicycle

    ____ motorcycle

    ____ remorque

    ____ remorque and motorcycle

    ____ oxcart

    ____ horsecart

    ____ pickup

    ____ Other (Specify) ____

C. Media Access and Marketing Information

1- Media for Receiving MI

1.1 Do you have a radio?  ____

                   Television?  ____

        Read newspapers?  ____

                  Cell Phone? ____

     Land line telephone? ____

1.2 If respondent does not have a land line telephone or cell phone, would they purchase mobile phone services from someone in the village? 

____Yes  ____ No

1.3 If  yes, ask, What do you use a mobile phone for?   

    _____ Emergencies     

    _____ Talking with friends/family

    _____ Agricultural market information

    _____ Other market information   

    _____ Other (Specify) ____________________

2. What kinds of market information about fruits and vegetables do you need?   

     _____None

    _____Wholesale prices

    _____Retail prices

    _____Supply/volumes

    _____Buyers’ lists

    _____Sellers’ lists

    _____Other (Specify _____________________

3. Access to Market Information:

	3.1 Are farmers able to access market information on vegetable crops? 

(Ask only if respondent is producing vegetables or both vegetables and fruits)
	___1 - No
___2 - Yes, Sometimes
___3 - Yes, Quite Often
___4 = Yes, Very Often
___5 = Yes, Completely

	3.2 Are farmers able to access market information on fruit crops? 

(Ask only if respondent is producing fruits or both vegetables and fruits)


	___1 - No
___2 - Yes, Sometimes
___3 - Yes, Quite Often
___4 = Yes, Very Often
___5 = Yes, Completely


4.Relevant Market Information:

	4.1 If yes in 3.1, is the market information on vegetable crops relevant?   

(Ask only if respondent is producing vegetables or both vegetables and fruits)
	___1 - No
___2 - Yes, Sometimes
___3 - Yes, Quite Often
___4 = Yes, Very Often
___5 = Yes, Completely

	4.2 If yes in 3.2, is the market information on fruit crops relevant?   

(Ask only if respondent is producing fruits or both vegetables and fruits) 

	___1 - No
___2 - Yes, Sometimes
___3 - Yes, Quite Often
___4 = Yes, Very Often
___5 = Yes, Completely


5. Timely Market Information 

	5.1 If yes in 3.1, is the market information on vegetable crops timely?   

(Ask only if respondent is producing vegetables or both vegetables and fruits) 
	___1 - No
___2 - Yes, Sometimes
___3 - Yes, Quite Often
___4 = Yes, Very Often
___5 = Yes, Completely

	5.2 If yes in 3.2, is the market information on fruit crops timely?   

(Ask only if respondent is producing fruits or both vegetables and fruits) 

	___1 - No
___2 - Yes, Sometimes
___3 - Yes, Quite Often
___4 = Yes, Very Often
___5 = Yes, Completely


6.Reliable Market Information 

	6.1 If yes in 3.1, is the market information on vegetable crops reliable?   

(Ask only if respondent is producing vegetables or both vegetables and fruits)
	___1 - No

___2 - Yes, Sometimes

___3 - Yes, Quite Often

___4 = Yes, Very Often

___5 = Yes, Completely

	6.2 If yes in 3.2, is the market information on fruit crops reliable?   

(Ask only if respondent is producing fruits or both vegetables and fruits) 

	___1 - No

___2 - Yes, Sometimes

___3 - Yes, Quite Often

___4 = Yes, Very Often

___5 = Yes, Completely


7. Do you know about the market information broadcasts put out by MAFF daily at 5.45 pm  

    on AM national radio?

     ____ Yes  ____ No

8. Do you listen to the market information broadcasts on AM radio (put out by MAFF)

     ____ Yes  ____ No

9. What about extension Agents?

9.1 Do you receive market information from them on vegetable crops? ____ Yes  ____ No

9.2 Do you also receive information from them on fruit crops?    _____ Yes  _____ No

10. Source of Market Information 

10.1 Currently, what (or who) is the most important source for your marketing information on  

        vegetable crops?  (Ask only if growing vegetables or both vegetables and fruits) 

    Media                                                              Interpersonal
    Radio                                                        ____Collectors/Traders

    TV                                                            ____Neighbours

    Newspapers                                              ____DA Extension Agents

   AMO Price Bulletins                                         Provincial Extension

   Other (Specify) _______________                   District Extension

                                                                              NGO Extension

                                                                            _Other (Specify) ____________________

10.2 Currently, what (or who) is the most important source for your marketing information on  

        fruit crops?  (Ask only if respondent is growing fruits or both vegetables and fruits)

Media                                                               Interpersonal
Radio                                                        ____Collectors/Traders

TV                                                            ____Neighbours

Newspapers                                              ____DA Extension Agents

AMO Price Bulletins                                        Provincial Extension

Other (Specify) _______________                  District Extension

                                                                          NGO Extension                                                                         

                                                                          Other (Specify) ____________________

11. Preference of Market Information Source: 

11.1 Which information source would you most prefer to use for your marketing information  

        on vegetable crops?  (Ask only if respondent is growing vegetables or both vegetables 

        and fruits)
Media                                                               Interpersonal
Radio                                                        ____Collectors/Traders

TV                                                            ____Neighbours

Newspapers                                              ____DA Extension Agents

AMO Price Bulletins                                        Provincial Extension

Other (Specify) _______________                  District Extension

                                                                          NGO Extension

                                                                          Other (Specify) ____________________

11.2 Which information source would you most prefer to use for your marketing information on fruit crops?  (Ask only if respondent is growing fruits or both vegetables and fruits)
    Media                                                               Interpersonal
    Radio                                                        ____Collectors/Traders

    TV                                                            ____Neighbours

    Newspapers                                              ____DA Extension Agents

   AMO Price Bulletins                                         Provincial Extension

   Other (Specify) _______________                   District Extension

                                                                               NGO Extension

                                                                           __Other (Specify) ____________________

12. Payment of Market Information

12.1 Would you be willing to pay for current wholesale market information on vegetables?      

        (Ask only if respondent is growing vegetables or both vegetables and fruits)

____ Yes  ____ No

12.2 Would you be willing to pay for current wholesale market information on fruits?           

      (Ask only if respondent is growing fruits or both vegetables and fruits)

____ Yes  ____ No

13.  If yes, how much would you be willing to pay for each time you ask for this kind of  

     market information?

      ____100 riels   ____200 riels ____500 riels ____Other (how much?) ______

14. Level of Satisfaction with Access to Market Information 
	 14.1 How satisfied are you with the available access to market information on vegetable crops?

(Ask only if respondent is producing vegetables  or both vegetables and fruits)
	___1 - very dissatisfied
 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 – satisfied                                           

___5 - very satisfied

	14.2 How satisfied are you with the available access to market information on fruit crops? 

(Ask only if respondent is producing fruits or both vegetables and fruits) 
	___1 - very dissatisfied
 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 – satisfied
___5 - very satisfied


15. Level of satisfaction with relevance of available market information

	15.1 How satisfied are you with the relevance of available market information on vegetable crops?  

(Ask only if respondent is producing vegetables or both vegetables and fruits)
	___1 - very dissatisfied
 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 – satisfied
___5 - very satisfied

	15.2 How satisfied are you with the relevance of available market information on fruit crops?  

(Ask only if respondent is producing fruits or both vegetables and fruits)
	___1 - very dissatisfied
 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 – satisfied
___5 - very satisfied


16. Level of satisfaction with timeliness of available market information
	16.1 How satisfied are you with the timeliness of available market information on vegetable crops?  

(Ask only if respondent is producing vegetables or both vegetables and fruits)
	___1 - very dissatisfied
 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 - satisfied
 ___5 - very satisfied

	16.2 How satisfied are you with the timeliness of available market information on fruit crops?  

(Ask only if respondent is producing fruits or both vegetables and fruits)
	___1 - very dissatisfied
 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 - satisfied
 ___5 - very satisfied


 17. Level of satisfaction with reliability of available market information

	17.1 How satisfied are you with the reliability of available market information on vegetable crops?  

(Ask only if respondent is producing vegetables or both vegetables and fruits)
	___1 - very dissatisfied

 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 – satisfied

___5 - very satisfied

	17.2 How satisfied are you with the reliability of available market information on fruit crops?  
(Ask only if respondent is producing fruits or both vegetables and fruits)
	___1 - very dissatisfied

 ___2 - dissatisfied

 ___3 -  neither satisfied or dissatisfied

 ___4 – satisfied

___5 - very satisfied


18. AMIS provide by GOV.

	18.1 Are government agents adequately prepared and able to really help farmers to understand market information on vegetable crops? 

How helpful have government agents been in assisting farmers to understand market information on vegetables?
(Ask only if  respondent is producing vegetables or both vegetables and fruits)
	___1 - no ability to help

___2 - not very helpful 

___3 - somewhat helpful

___4 - quite helpful

___5 - very helpful

	18.2 Are government agents adequately prepared and able to really help farmers to understand market information on fruit crops

How helpful have government agents been in assisting farmers to understand market information on fruits? 
(Ask only if  respondent is producing fruits or both vegetables and fruits)
	___1 - no ability to help

___2 - not very helpful 

___3 - somewhat helpful

___4 - quite helpful

___5 - very helpful


D. Agro-Economic Data
1. Size of Farm (in hectares) ______________________________

2. During which months per year do you produce vegetables?  


[image: image36]
3. During which months per year do you harvest fruits?  

[image: image37]
4. Type of Crops Produce:

4.1Name your three most important vegetable crops, specify the number of harvests per year  

    and area under production (Ask only if respondent is producing vegetables or both vegetables 

    and fruits)

	Crop
	No of harvests/year
	Area under production

	No 1
	
	

	No 2
	
	

	No 3
	
	


4.2 Name your three most important fruit crops, specify the number of harvests per year and 

    area under production (Ask only if respondent is producing fruits or both vegetables 

    and fruits)
	Crop
	No of harvests/year
	Area under production

	No 1
	
	

	No 2
	
	

	No 3
	
	


5. Selling Products

5.1 How do you normally market your vegetable crops?  (Ask only if respondent is producing

      vegetables or both vegetables and fruits)
____ By myself

____ Through a collector

                                 ____ Through a wholesaler

____ Through a retailer
____ Other (Specify) __________________________________________________________
5.2  Within the above options, what is your preferred method for marketing vegetables?
    _________________________________________________________________________
5.3 How do you normally market your fruit crops?  (Ask only if respondent is producing fruits or 

      both vegetables and fruits)
____ By myself

____ Through a collector

                                 ____ Through a wholesaler

____ Through a retailer
____ Other (Specify) __________________________________________________________
5.4 Within the above options, what is your preferred method for marketing fruits?
    _________________________________________________________________________

6. Quality Grading 
6.1 Do you know how to grade your vegetable crop(s)? (Ask only if respondent is producing 

vegetables or both vegetables and fruits)
	Crop
	Do you know how?
	Do you grade?
	How many grades?

	No 1
	
	
	

	No 2
	
	
	

	No 3
	
	
	


6.2 Do you know how to grade your fruit crop(s)? Ask only if respondent is producing fruits or 

      both vegetables and fruit)
	Crop
	Do you know how?
	Do you grade?
	How many grades?

	No 1
	
	
	

	No 2
	
	
	

	No 3
	
	
	


7. Proportion of Crops were graded: 

	7.1  What proportion of  your vegetable crops are graded by you 
(Ask only if respondent is producing vegetables or 
both vegetables and fruits)


	___1 = 0%

___2 = 1 - 25%

___3 = 26 - 50%

___4 = 51 - 75%

___5 = 76 - 100%

	7.2 What proportion of your fruit crops are graded by you?

(Ask only if respondent is producing fruits or 
both vegetables and fruits)
	___1 = 0%

___2 = 1 - 25%

___3 = 26 - 50%

___4 = 51 - 75%

___5 = 76 - 100%


8. Crops Production Selection

8.1 What is the reason for choosing the vegetable crops that you are growing this season?

____ Not Applicable (Growing fruits only)

____ Profitability

____ Local climatic conditions

____ Nutrition for family

____ Good marketing possibilities

____ Only know this type of crop

____ Other (Specify) ______________________________

8.2 What is the reason for choosing the fruit crops that you are growing?

____ Not Applicable (Growing vegetables only)

____ Profitability

 ____ Local climatic conditions

 ____ Nutrition for family

____ Good marketing possibilities

____ Only know this type of crop

____ Other (Specify) ______________________________

9.1 What is the reason for choosing the varieties of vegetable crops that you are growing this season?

____ Not Applicable (Growing fruits only)

____ Profitability

____ Local climatic conditions

____ Availability of seed

____ Good marketing possibilities

____ Only know these varieties

____ Other (Specify) ______________________________

9.2 What is the reason for choosing the varieties of fruit crops that you are growing?

____ No Applicable (Growing vegetables only)

____ Profitability

____ Local climatic conditions

____ Availability of seed

____ Good marketing possibilities

____ Only know these varieties

____ Other (Specify) ______________________________

10.

	How many marketing options do you consider when making a fruit or vegetable production decision? 

(Explain that marketing options means making inquiries about marketing opportunities in terms of potential buyers, different markets, etc.)
	___1 = don’t consider options

___2 = 1 - 2 options

___3 = 3 - 4 options

___4 = 5 - 6 options

___5 = more than 6 options


11. Selling Place:

11.1 Currently, where do you sell your vegetable crops?   (Ask only if respondent is producing

        vegetables or both vegetables and fruits)
 ___________________________________________________________________________

11.2 Currently, where do you sell your fruit crops?  (Ask only if respondent is producing

      fruits or both vegetables and fruits)
 _________________________________________________________________________

12.When you make decision to sell the products

	12.1 When do you make your decision about how to sell vegetable crops?  

(Ask only if respondent is producing vegetables or both vegetables and fruits)


	___1 =  Pre-planting

___2 =  Pre-harvesting

___3 =  Post-harvest

 

	12.2 When do you make your decision about how to sell fruit crops?

(Ask only if respondent is producing fruits or both vegetables and fruits)


	___1 =  Pre-planting

___2 =  Pre-harvesting

___3 =  Post-harvest




13. Marketing Constraints

13.1 What are the major constraints in marketing your vegetable crops?  (Ask only if respondent 

        is producing vegetables or both vegetables and fruits)

  ____ Distance from market

  ____ Quality of roads

  ____ High cost of transportation

  ____ Lack of competition for crop

  ____ Quality of product

  ____ Over supply of crop

  ____ Other (Specify) _____________________________

13.2 What are the major constraints in marketing your fruit crops?  (Ask only if respondent is producing fruits or both vegetables and fruits)
  ____ Quality of road

   ____High cost of transportation  __

  ____ Lack of competition for crop

  ____ Quality of product

  ____ Over supply of crop

  ____ Other (Specify) _____________________________

14.

	How many farmers per community have joined farm to market initiatives?
Ask, how many farmers in your community have joined farm to market initiatives?
	___1 = 0

___2 = 1 - 5

___3 = 6 - 15 

___4 = 16 - 30 

___5 = more than 30


Thank the respondent for his/her kind cooperation.
J       F       M      A      M     J        J        A      S      O      N      D
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� CIA world factbook, 2006


� For table with frequencies please sea Annex A


� For table with frequencies please see annex A 


� A remorque is a motorbike trailer. An owner can decide to purchase the motorbike with it or rent a motorbike to pull the trailer but generally these are higher cc motorbikes and not used for personal travel.


� For table with frequencies disaggregated by sex and province please refer to Annex A


� For frequency table on ownership of dissemination technologies please see annex……..


�  Planned dissemination by GTZ-PSP in collaboration with UNDP.  Additionally the CAMIP producer survey showed that an informal system exists through which airtime is purchased by those who do not own mobile phones 


� Annex …. List of commodities in the AMO AMIS


� FAO/AFMA, 2003, proceedings of AFMA meeting in Yangon Myanmar on Market Information Services in Asia and the Pacific


� AQIP…………


� Estimation made in a focus group meeting with collectors in Kandal





