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Organizational Profile and Assessment of the AMO
Introduction

The Agricultural Marketing Office (AM0) of the Royal Government of Cambodia (RGC) is positioned as one of ten offices and units of the Department of Planning, Statistics, and International Cooperation (DPS), within the Ministry of Agriculture, Forestry and Fisheries (MAFF). In August 2003, MAFF prepared Praka (Declaration) #475, to clarify the organization and mandate of offices and units under the DPS.

Mandate and Terms of Reference

Article 4.7 of Praka #475 indicates the following:

The Agricultural Marketing Office shall bear duties and responsibilities as follow:

· Formulate policies and strategies for market development and an agricultural marketing system.

· Give comments and recommendations for strengthening the agricultural marketing system.

· Prepare norms and manage standards of agricultural products leading to the exportation of agricultural products.

· Collect information on wholesale and retail sales of agricultural products in local markets.

· Analyze and interpret price movement and variables of agricultural products in international markets; arrange programs for daily broadcasting by radio and by television; compile agricultural product price bulletins.

· Make recommendations about the export-import of agricultural products, manage data, analyze and evaluate market economic effectiveness.

· Follow up the situation of food and nutrition.

· Study and implement agricultural market development, effectiveness and influence on living standards.

· Provide market information service and guide farmers on agricultural marketing and the agricultural economy.

· Collaborate and coordinate with private companies concerning marketing and exportation issues.

· Undertake other duties as given by leaders of the Department.

More specific and detailed Terms of Reference (ToRs) for the Agricultural Marketing Office were prepared by the AMO in 2006. The preamble to these ToRs state, in part, “In the past, the government … gave … priority to the increase of production. This improvement has resulted in marketable surpluses, which have … made marketing a critical factor in the development of the agricultural/rural economy. … The task of enhancing agricultural marketing efforts in Cambodia … continues to be beset with problems such as inadequate market infrastructure and facilities, lack of adequate grading and standardization of farmer products … and lack of adequate marketing extension services …”.

In an apparent attempt to further refine the mandate as provided in Praka #475, the AMO has set out to create an agricultural marketing system through the AMO, which is to demonstrate the following functions:

A. Provide agricultural marketing information to farmers, traders, consumers as well as government agencies, non-government organizations and international organizations.
B. Formulate the marketing development plan as a whole, detailing agricultural marketing strategies and agricultural marketing actions and activities.

C. Conduct economic/marketing research and studies in order to find out the marketing constraints and solutions in marketing agricultural products; analyze the marketing costs and margins by various participants in the marketing chains.

D. Provide advisory services to farmers and traders on post harvest technologies, such as storage, packaging, processing distribution, group marketing, etc.

E. Formulate the technical norms and standardizations of agricultural products, rice and paddy standards, commodity coding, standardization of cereal crops and selected vegetables, etc.
F. Participate in establishing model markets in selected provinces in order to create the opportunity for farmers to directly participate in marketing their produce.

G. Produce marketing extension materials for extension workers, including marketing information leaflets and brochures, price charts, crop trends and patterns, etc.

H. Participate in organizing promotional activities for agricultural products in order to show to the public the best quality of local products.

I. Carry out the field monitoring for a Marketing Information Service (MIS) in order to ensure the accuracy of data collected at the provincial level.

J. Conduct marketing training for marketing staff as well as extension staff.

Organization and Functions of the AMO
The AMO has been divided into four Sections. These are indicated below, along with the detailed functions of each Section. 
1. Administration and Personnel Section
a. Coordinate all administrative work within the Office
b. Review and register all letters, documents and distribute for action

c. Coordinate all works among other sections in the Office

d. Manage the staff in the Office – Human Resource Development

e. Control the assets and register all inventory for the office

f. Carry out receptions and protocol in the Office

g. Organize workshops and meetings; prepare minutes of the meetings

h. Prepare all related reports for the Department

i. Coordinate all office cleaning

2. Marketing Information Service

a. Collection of prices (Farm gate, Wholesale, Retail) for agricultural commodities in Phnom Penh and selected provinces, and collect supply/demand conditions

b. Collection of secondary data on the international price information, export and import volume, value and conditions

c. Collection, compiling and analyzing of market exchange rates

d. Processing and analysis of price data for broadcasting

e. Dissemination of price information by radio/TV, and product availability/location on the website

f. Analysis of fluctuations of price information showing the price trends; chart and explanation of price changes; produce leaflets of such information for Provincial Marketing Staff/Extension Officers 

g. Publication of wholesale and retail price bulletins in a monthly and yearly basis

h. Report overseas market indications and export prices and volumes 
3. Marketing Development Section

a. Proposition of policies and measures to improve agricultural marketing systems

b. Preparation of legislation to facilitate marketing operations

c. Preparation of marketing plans and design of marketing action activities

d. Preparation of standards and norms of agricultural commodities and products, especially the Cambodian Paddy & Rice Standard; commodity coding, standardization of cereal crops and selected vegetables

e. Collaboration in organizing and operating the Farmers Markets (Paddy Markets) in order to ensure the profitability, advantages and benefits for farmers

f. Provision of advisory services to farmers as well as traders on marketing issues through the production of extension materials prepared for extension workers to carry out marketing extension activities in the field

g. Participation in organizing group marketing of farmers to facilitate production, distribution and marketing of products

h. Participation in preparing the extension materials regarding post-harvest techniques, including the methodology/Extension Guides for storage of products, packaging, cleaning, processing, etc., and providing the technical advice to farmers as well as sellers about post-harvest technologies.
4. Marketing and Economic Research Section

a. Study marketing systems in order to identify the market flows, channels and problems; propose solutions in order the improve the marketing system

b. Survey marketing costs and margins for agricultural products

c. Survey domestic demand and supply for agricultural products

d. Survey the seasonality of agricultural products

e. Survey the consumption requirements of food (meat, vegetable, etc.) per capita, and consumer behaviour

f. Carry out the assessment of the Market Information Service

g. Survey physical market inventories and marketing agents.

Staffing Levels within the AMO

Nominally, there are 16 positions available for staff member working for the AMO. Currently, there are eight staff (4 M, 4 F) working for the AMO in Phnom Penh. These include:

Mr. Lim Saody, Chief (currently serving as Cambodian Project Manager of CAMIP)

Ms. Chai Sipana, Vice Chief (currently Acting Chief)

Mr. Keam Solida (staff member)

Mr. Ouk Phomara (staff member)

Ms. Kong Chanthan (staff member)

Ms. Pak Sarinny (staff member)

Ms. Eng Ratchhorvy (staff member)

Mr. Ou Manirong (staff member)

Staff members are not specifically attached to any of the four Sections within the AMO, but rather carry out tasks related to the demands within the Sections at any given time. However, within the organizational chart, the indication is that a full complement of staff members would be assigned as follows:
Administration and Personnel – 2

Market Information Service – 4

Marketing Development – 4

Marketing and Economic Research – 6

The 8 vacant positions are not entirely vacant. Technically, there are full time employees assigned to each position, but these 8 individuals have chosen to not work with the AMO due to a variety of reasons, such as better remuneration in other work activities. These individuals are not subject to dismissal, and the positions cannot be refilled until these individuals resign their positions.
A further analysis of the background of each member will be forthcoming through the Baseline Survey.

In addition to the eight individuals working within the AMO in Phnom Penh, there are also ten Provincial Marketing Staff working in the ten provinces of Banteay Meanchey, Battambang, Siem Reap, Kampong Chhang, Kampong Cham, Prey Veng, Kandal, Takeo, Kampot and Sihanoukville. These Provincial Marketing Staff work under the auspices of the Provincial Departments of Agriculture in each of the provinces, reporting to the Director in the provincial offices.
Provincial Marketing Staff are to organize the collection of prices three times per week from local markets, and report these prices to the AMO in Phnom Penh. They are to contribute to and assist with the MIS that is maintained by the AMO, and carry out information distribution programs of the AMO. Liaison is maintained between the AMO and the Provincial Marketing Staff, but the direct chain of command flows through the provincial director of the Provincial Department of Agriculture.

A consolidated ToR for Phnom Penh AMO and Provincial AMIS staff was developed in 2001. No individual job descriptions have been prepared. As such, following are the ToRs for all Phnom Penh and Provincial AMIS staff:
· Collect market information, supply and demand conditions in market location/assembly points where mentioned in the Detail Specification of FAO in 1997.
· Analyze market information and market situations in the own areas and report those to the central AMO.

· Transmit price information three times per week to AMO in Phnom Penh for broadcasting

· Report the marketing flow of important commodities for import or export among the provinces

· Provide the reasons for price fluctuation and market constraints

· Assist with the provision of market information to marketing extensions officers in the same province. Marketing extension officers have not yet been identified, but may be developed from within the DAE extension agents.

· Prepare monthly reports of the MIS and send to AMO in a timely manner

· Disseminate brochures/leaflets and market information to farmers, traders, middlemen, collectors, etc.
· Participate in conducting marketing surveys

· Collaborate with provincial agricultural extension offices in order to provide market information to them, and explain to them about the market situation.

AMO Baseline Survey

On May 23, 2007, 21 of the 26 individuals working with AMO in the provinces and Phnom Penh, were asked to attend a workshop to introduce the CAMI Project to them, and to be interviewed by the consulting firm, Indochina Research Ltd. (IRL), who were contracted by the project to complete the AMO baseline survey. Following are the findings of the survey:
Demographics
Of the 21 individuals participating in the survey, 11 were from Phnom Penh AMO and 10 were from the Provincial AMO. Eight females and thirteen males participated. Five of the females were from the Phnom Penh AMO.

Ages – Just over half of the AMO staff members (11 of 21) are between the ages of 31 and 40 years old. One person is less than 31 years old, 7 (33.3%) are between the ages 41 and 50, and 2 individuals are more than 51 years old.

Education Levels – Three (14%) of the participants (from the provincial AMO) did not complete secondary school. Two (10%) of the individuals have only secondary education, 6 (28.5%) have vocational college level education, 7 (33.3%) have an undergraduate degree, and 2 (10%) have post-graduate degrees. All individuals reported having received additional training related to agricultural marketing since joining the AMO.
Age and education information is presented in Chart #1.
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Years of Service – Most of the AMO personnel have a number of years experience, within government and non-government work related to agricultural marketing. Only 1 person (5%) has less than a year of service, 3 (14%) have between 1 and 3 years of service, 6 (28.5%) have between 4 and 8 years of service, 8 (38%) have between 9 – 15 years of service. The distribution between years in government and year of non-government work is indicated in Chart #2.
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Knowledge and Responsibilities of AMO Personnel
Twenty of twenty-one respondents indicated that they are able to explain the mandate of the AMO, as previously indicated within this document. One person did not feel that the AMO is able to carry out its mandate very effectively, 6 (28.5%) felt that AMO could carry out its mandate somewhat effectively, 12 (57%) felt that AMO is able to carry out its mandate quite effectively, and 1 person felt it could carry out its mandate very effectively. Thus, 90% feel that the AMO is able to carry out its mandate at least somewhat effectively.
Personal Involvement in Planning – Personnel were asked if they had personally been involved in the design or refinement of the AMO’s mandate. Four (19%) indicated that they had been involved to a minimal amount, 7 (33.3%) said they had been somewhat involved, 8 (38%) had been quite involved, and 2 (10%) reported that they had been very much involved.

Similarly, participants were asked about their involvement in the design or refinement of AMO’s operational methodologies, as indicated previously in this document. Three individuals (14%) had been involved to a minimal amount, 6 (28.5%) had been somewhat involved, 11 (52%) had quite a lot of involvement, and one person was very much involved. 

As shown on Chart #3 below, personnel feel that they have had some significant input into the design and refinement of AMO’s mandate and operational methodologies. 
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Job Descriptions and Skills – All individuals were able to explain their job descriptions, and most felt that their duties did reflect their actual job descriptions. Only 1 person felt that his duties did not really reflect those duties indicated in his job description. Three (14%) felt their actual duties somewhat reflected their job description, 13 (62%) felt there was significant consistency between their actual duties and their job descriptions, 4 people (19%) felt there was almost total consistency between duties and job descriptions. Thus, about 80% of personnel felt that there was a high consistency between their job description and what they actually do in their jobs.

Personnel were also asked if their knowledge and skills were adequate to carry out their job descriptions. Three individuals (14%) indicated that this was the case to a minimal amount, 8 people (38%) felt their skills and knowledge were somewhat adequate to what was required to carry out their tasks, 9 people (43%) felt that their knowledge and skills were quite adequate to their tasks, and 1 person felt her skills and knowledge were very appropriate for her tasks. As indicated earlier, all members of AMO have received additional training in agricultural marketing since joining the AMO. Nineteen individuals report donor sponsorship for this additional training, and only two report government sponsorship for this training.

Eighteen respondents (86%) felt that the AMO was using their skills to best advantage, and 66.6% felt that the AMO encouraged them to develop their leadership, analytical and management skills.

Personnel were also asked if they felt that they had the necessary tools and equipment at their disposal, in order to carry out their jobs effectively. Fourteen (66.6%) indicated that the did, and 7 (33.3%) indicated that they did not.
Time – As indicated earlier in this report, not all members of the AMO organization are fully engaged with AMO activities, despite being full time employees assigned to the organizational structure. One person indicated that he puts in only about 10% of his time with the AMO. One individual indicated that she puts in only about 20% of her time with the AMO. Not surprisingly, these individuals also reported that they were not involved to any significant degree in the design of the mandate and operational methodologies of the AMO. Three individual (14%) indicate that they spend about 40% of their time on AMO duties, 4 people (19%) indicate about 60% of their time spent on AMO duties, 1 person reports 70% time on AMO, 5 people (24%) report 80% of their time spent on AMO duties, 3 people report 

90% of their time on AMO, and 3 people report 100% of their time spent on AMO duties. This indicates that only 52% of AMO personnel spend even 80% of their time on their assigned duties with AMO. This is shown in Chart #4.
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Gender – Personnel report that there is a wide discrepancy in how gender considerations factor into their day to day activities. Six individuals (28.5%) report that gender considerations do not factor at all into their activities, 8 individuals (38%) report that gender considerations factor somewhat into their daily activities, and 7 people (33.3%) indicate that gender factors quite a lot into their daily activities. No one reported that gender considerations factored greatly into their daily activities. This is also indicative that no one within the organization has a specific role to address gender considerations.
Provision of Services – Most AMO personnel felt that the AMO is a provider of services rather than merely a storehouse of information. Only one individual felt that the AMO provided minimal services, 5 individuals (24%) considered AMO to be somewhat more of a service provider than an information storehouse, 9 people (43%) considered that AMO to be considerably more of an information provider, and 6 people (28.5%) considered AMO to be very much of a service provider rather than only an information storehouse.
In terms of who AMO personnel are in contact with to more effectively do their jobs, the following groups were listed (Table 1), in order of number of contact references.

	Table 1 – AMO Contact with Market Stakeholders

	Contact Group
	# of AMO Respondents with Contact

	Traders
	21

	Farmers
	19

	Market Site Agents
	14

	Market Data Collectors
	11

	Dep’t of Agric Extension
	11

	Other Dep’ts within MAFF
	10

	Market Site Managers
	7

	Price Office of MOC
	3

	Phnom Penh Munic’ty
	0


Eighteen of the respondents (86%) indicated that AMO actively encourages them to develop professional liaisons with other marketing people, such as farmers, traders and other government marketing agents.
Personnel were asked to rank what they considered to be the most important functions of the AMO. These are shown in Table 2.

	Table 2 – Most Important Functions of AMO

	Rank 
	Function

	1
	Provide farmers with price information

	2
	Provide farmers with market information analysis

	3
	Provide government with market information analysis

	4
	Report wholesale prices

	5
	Provide government with price information

	6
	Report retail prices


Within the Producers’ Baseline Survey, farmers were asked to rank their most important needs from an agricultural market information service. Their highest priority was a clear indication of wholesale prices, followed by their desire to know retail prices. They were most interested in farm gate pricing, but as this is extremely localized, it was not considered to be a high priority item for an AMIS.

Nineteen of the twenty-one AMO respondents (90.5%) felt that the AMO did, in fact, function according to what they perceived to be its most important priorities. 
Information Handling Processes – Respondents were asked to provide their opinions about a number of issues related to the collection, analysis, dissemination and overall management of market information, as well as their perceptions about the quality and utility of AMO’s services to farmers.

When asked about how much time elapses between data collection and the dissemination of the corresponding analyzed market information, there was a wide variety of response, possibly indicating a greater need for internal communication. Five people (24%) thought that it takes more than a month of time to get information to farmers. Three people (14%) thought that it takes 3 – 4 weeks, two people thought that it takes 1 – 2 weeks, and two people also thought that it takes 3 – 7 days. Nine people (43%) felt that this information process was accomplished within 1 – 2 days.

AMO agents were also asked about their perceptions of government agents being adequately prepared and able to really help farmers to understand market information and make better production/marketing decisions. Two individuals felt that government agencies are not at all helpful, 7 individuals (33.3%) felt that government agents were of very little help, 6 (28.5%) felt that government agents were somewhat helpful, 4 (19%) felt government agents were quite helpful, and two individuals felt that government agents were very helpful.
Farmers’ perspectives on the helpfulness of government agents to address agricultural marketing issues presents a similar distribution. As reported in the Producers’ Baseline Survey, farmers do not put a great deal of stock or have a great deal of confidence in the government’s ability to provide them with useful market information. In Table 11 of the Producers’ Baseline Survey, it indicates only 16% of either male or female farmers receive their market information through extension agents. The following is excerpted from the narrative accompanying Table 11:
Currently in a context where provision of market information through unbiased sources is haphazard, the two main sources of market information are neighbours and collectors/traders. This finding is in common with previous FAO
 research, showing that neighbours 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. 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. 

Furthermore, in Figure 20 of the Producers’ Baseline Survey, shown below, farmers do not ascribe a high reliance to government market information agents or to the AMI service bulletins. In this chart, it is evident that DA extension agents, provincial extension agents, district extension, MOC services, and the AMO price bulletins are of much less importance as a source of market information, than are the collector/traders and neighbours.
Figure 20 from Producers Baseline Survey
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AMO agents were also asked to explain their understanding of the use of grades and standards to impact market activities of producers. Specifically, they were asked about the proportion of products that are sold for which the application of grades and standards helped to gain a better price. Their responses are compared with the responses that farmers gave to a similar question in their baseline survey.

Three AMO personnel thought that between 1 – 25% of the crop were sold on the basis of improved returns through the use of grades and standards; 5 (24%) thought that between 25 – 50% were sold on this basis, 10 individuals (48%) that between 50 and 75% of product was sold through the application of grades and standards to achieve better returns, and one person thought that up to 100% of the crop was sold in this way. Two individuals did not know or have an idea about this.
The farmer surveys indicate that 48% of the respondents do not grade their crop (Figure 31 Producers’ Baseline Survey) while another 13% only grade a maximum of 50% of their crop. Its fair to say that more than 50% of the vegetable crops produced in the three provinces are sold not graded. Thus, it is evident that most of the AMO personnel are relatively well informed about the farmers’ application of grades and standards in the sale of their produce. 

In response to the indication from the Figure 20 illustration above, that farmers have almost no use for the AMO price bulletins, AMO personnel were asked about the value that could be generated from the establishment of country-wide agricultural data collection protocols. Eighteen of the twenty-one respondents indicated that this would provide good value for farmers or for farmers and service providers. Only one respondent indicated this would be of minimal value.
MIS Process, Procedures and Capacity Assessment 

On May 23 and 24, 2007, an assessment meeting with AMO personnel was conducted in Phnom Penh, to examine the existing processes and procedures that are being used by AMO to produce their documentation.  Key findings and technical characteristics of the Market Information Service are listed according to functional groupings. 

Data Collection

1. Provincial AMO officers are the principal data collectors, who meet with traders to compile market information to send to AMO in Phnom Penh.

2. A very simple methodology is used in which the trader is politely interviewed. This does not imply a rigorous methodology for data collection. Flexible methodologies are required due to the sometimes chaotic nature of district markets.

3. Time of data collection is more or less consistent, however generally, the time for provincial markets is set and the time for district markets vary.

4. No rigorous procedures are in place to check the quality of the data, once it has been received by the data collector.

5. A key problem as identified by the data collectors, is the lack of commitment to this process from the traders who are being interviewed. This is attributed to a lack of understanding of the traders and/or a lack of utility of the current AMIS for traders. The data collectors recognize a need to do something for the traders in exchange for the information provided, and suggest the provision of gifts to traders. This is neither sustainable nor does it do much to further develop the value chain. See Table 3 for problems and needs that need to be addressed to further improve the sustainability of a market information system with the agricultural product value chain.

6. Some provincial data collectors identified that their means of transport is either costly or obsolete, and cite this as a constraint to their data collection activities.

Table 3 Data collection 
	Province
	Mon
	Tue
	Wed
	Thu
	Fri
	Sat
	Problems
	Needs

	Beantey Meanchey
	WP three times per week

RP Once a week
	1. Resistance from traders to provide information

2. Prices are not true
	Lacks transportation

	 Batambang 
	WP three times per week

RP Once a week
	1. Problems with price collection, as traders don’t understand utility
	

	Kg-Cham
	WP three times per week

RP Once a week
	1. Untrue information

2. Traders don’t want to inform on price
	Lacks transportation

	Kampong Chhang
	WP three times per week

RP Once a week
	1. Traders don’t want to respond when selling or buying

2. Traders are reticent to respond
	

	Kampot
	WP
	
	WP
	
	WP

RP
	
	1. Traders see no reason for data collection

2. Quick change in prices
	

	Kandal
	WP three times per week

RP Once a week
	1. Difficult to ask pesticide shop , fertilizer and rice miller

2. Long time interviewing
	Budget for gift to trader

	Phnom Penh 1
	WP
	
	WP
	
	WP
	RP
	1. Retailers sometimes are difficult
	No internet in the office to check outside

	Phnom Penh 2
	WP

RP
	
	WP

RP
	
	WP

RP
	
	1. Wholesalers don’t see utility

2. Retailers think if they give prices they can not sell for higher prices anymore
	Gift for traders

Allowance for collectors

	Phnom Penh 3
	WP
	
	WP
	RP
	WP
	
	1. Wholesalers see no benefit

2. Retailers think we disturb them
	Gift for traders 

Allowance for data collectors

	Phnom Penh 4
	WP
	
	WP
	RP
	WP
	
	1. Wholesalers & retailers don’t want to respond, as they think we disturb them
	Gift for traders

Allowance for price collectors

Means of transport

	Prey Veng
	WP three times per week

RP Once a week
	1. Don’t interview when trader is selling – need to choose the proper time

2. Traders’ response are not true
	

	Siem Reap
	WP
	FGP
	WP
	RP
	WP
	
	1. They do not want to respond as they don’t see the benefit

2. Long distance
3. Collecting FGP takes a long time (2 hours) same information from trader takes 5 to 10 minutes)

	Gifts for traders

Lack of transport means/fuel

	Sihanoukville
	WP three times per week

RP Once a week
	1. Long distance

2. Long time collecting prices while price is fluctuating
	

	Takeo
	WP
	
	WP
	
	WP

RP
	
	1. Wholesalers’ don’t see utility

2. Retailers don’t understand
	


7. While the collection of wholesale prices is relatively coordinated between days in the week, the collection of retail prices is much less coordinated. Additionally, most data collectors complain about the length time required to collect all the data from the retailers.

8. It is not always the data collector that collects the price information from the trader. Sometimes if a data collector has other responsibilities, he or she asks a representative to do the data collection on his or her behalf.

9. Volumes are recognized as being important, but with current market designs and data collection methodology, it’s not feasible to collect product volumes with sufficient accuracy.

Data Entry  

1. The methodology of data transmission is not standardized.

2. There does not seem to be any quality control between when the data is received from the provinces and when it has been inputted into the database. A quality check is performed only before the information is disseminated through the various media.

3. The entry of the data into the computer is done in Phnom Penh using either FAO-AgriMarket, Excel, and Word, depending on the different uses for the information being produced: 

· Bulletins are produced using FAO-AgriMarket;

· Radio broadcasts are based on an Excel spreadsheet;

· Leaflets (no budget yet) will be produced in Word.

4. All software is in English, and FAO-AgriMarket in particular has problems when errors occur. These must be solved using the English prompts. Khmer language software is seen to be of critical importance, as English proficiency of data operators is, at time, limited.

5. With limited resources, an inventive method of broadcasting of prices has been set up, with a twice daily broadcast on the national medium wave station. The prices of perishable produce is broadcast on the same day as the collection of the prices, while the prices of the non-perishables are broadcast on the day after price collection.

6. The biggest issue with the current system is that the prices on the AM station are primarily Phnom Penh prices. The prices from the provincial markets and district markets are under-represented. This makes it more difficult for producers to relate to these prices.

Data Analysis

1. The medium for dissemination of analyzed market information is currently the monthly AMO bulletin. Each edition consists of 70 copies, which are being disseminated to: 

· Policy makers (ministries);

· Selected NGOs;

· Selected agri-business companies.

2. It is planned to increase the number of copies to 200, but there is no budget for this planned expansion. Additionally, leaflets are being planned to support specific crops or provide information on specific issues. However, there is no budgetary support for this activity.

3. The type of analysis presented in the monthly bulletin is presented in Table 4.

Table 4 Current Analysis and Demand for Analysis

	No
	Type of analysis demanded from clients
	Dissemination Medium
	AMO Capability

	1
	Monthly price average
	Monthly/Yearly bulletin
	Yes

	2
	Yearly price average
	Monthly/Yearly bulletin
	Yes

	3
	Minimum and Maximum prices
	Monthly/Yearly bulletin
	Yes

	4
	Forecasting (price)
	Requested by clients
	No

	5
	Marketing costs
	Requested by clients
	No

	6
	Competitive advantage
	Requested by clients
	No

	7
	Cost of production

	Requested by clients
	No

	8
	Export/import volumes & price
	Requested by clients
	????(

	9
	Supply volumes
	Requested by clients
	????(

	10
	Farm Gate Prices
	Requested by clients
	????(


4. With only 6 to 12 hours between data collection and dissemination for the radio broadcasts, two weeks after end of the month dissemination for the monthly bulletin, and one month after the end of year for the yearly bulletin, the turnaround times for information dissemination seems reasonable, and in case of the radio broadcasts, is better than in many comparable situations in other countries. 

Capacity/Motivation Assessment

A number of responses by participants were used to provide a sense of the individual’s level of motivation and capacity. The following questions were used to determine motivation levels:

C3. To what extent have you personally been involved in the design or refinement of the mandate of the AMO?

C4. To what extent have you personally been involved in the design or refinement of the operational methodologies of the AMO?

C7. What percentage of your work week do you spend carrying out your duties within the AMO compared to other non-AMO and personal work activities?

The following questions were used to determine capacity levels:

B3. Education level

C8. To what extent do you feel your knowledge and skills are adequate to carry out your job description?

As each respondent was asked to provide their telephone number as a contact for the random verification follow-up questionnaire, we have been able to isolate individual responses to all questions. Each person was ranked as either High Motivation or Low Motivation, depending on the responses to questions C3, C4 and C7.  Each person was also ranked as High Capacity or Low Capacity, depending on their responses to questions B3 and C8. Respondents were then placed into a 2 X 2 grid, thus enabling project staff to get an initial assessment of each AMO staff person’s potential contribution to the project. The differentiation process to support the designations are included as a worksheet of the AMO data spreadsheet that was received from IRL. 
Individuals who are found to have high capacity and high motivation will be targeted as leaders within the project implementation process. These are the individual upon which the initial and “quick results” may be built, enabling a range of early successes and relatively uptake of project activities.

Individual who are found to have high capacity but low motivation will be afforded consideration to determine by what methodologies their motivation to participate can be increased. If it is within the scope and reach of CAMIP, these individuals must be reached and their capacities accessed, as it is likely that there are currently few other individuals with requisite capacity in agricultural marketing issues.

Individuals who are found to have low capacity but high motivation are well situated to take advantage of specialized training to address their needs. Such training programs will be devised by CAMIP to maximize the potential for these individuals to contribute effectively to CAMIP implementation.

Individuals who are found to have low capacity and low motivation, are not to be ignored, but the reality of time and budget constraints indicate that the cost/benefit of expending high levels of effort with these individuals may have only minimal results. They will be encouraged to participate as they can, but we will not spend inordinate resources to bring these individuals fully online with the other, more highly functioning personnel.

The table below provides this initial synopsis of capacity and motivation levels within AMO, with the numbers corresponding to individual members of the AMO structure, and their sex:






For the sake of confidentiality, the identities of these individuals will only be known to the project managers.

Involvement of the ADB with AMO 

The ADB has previously and currently does provide some support to the AMO. Under ADB 1405 (2001 – 2005) and through ADB 2022 (2006 – 2008), the ADB has provided support for the acquisition of hardware, software, furniture and other small items. This support was provided to the AMO in Phnom Penh as well as to the Provincial Marketing Offices. The ADB support does not include capacity development programming for marketing programs in Cambodia.

Physical Inventory and Assets of the AMO and Provincial Marketing Offices

	Table 2 – List of Inventory and Assets of AMO

	Item #
	Type of Asset
	Description/Specification
	Qty
	Location

	1

	Computer
· MS Office

· SPSS

· FAO Agrimarket

· Photoshop

· Internet
	Desktop HP Deskpro EVO-D220
Pentium 4 
	8
	AMO/DPS/MAFF

	2 
	Printer
	Laser Jet Xerox Phaser 3120
	5
	AMO/DPS/MAFF

	3
	Photocopier
	
	
	

	
	3.1 Photocopier
	Toshiba 3560
	1
	AMO/DPS/MAFF

	
	3.2 Photocopier
	Kyocera
	1
	AMO/DPS/MAFF

	4 
	Automatic voltage regulator
	
	2
	AMO/DPS/MAFF

	5
	UPS Power Tree
	Sunpac 600VA
	8
	AMO/DPS/MAFF

	6
	Comb binding machine
	Comb binding machine
	1
	AMO/DPS/MAFF

	7
	Overhead projector
	Prema Vision 4000
	1
	AMO/DPS/MAFF

	8
	LDC projector
	Sony VPL-CX5
	1
	AMO/DPS/MAFF

	9
	Office Desk
	Large
	5
	AMO/DPS/MAFF

	10
	Office Desk 
	Medium
	3
	AMO/DPS/MAFF

	11
	Adjustable chair
	KE #33
	8
	AMO/DPS/MAFF

	12
	Universal filing cabinet
	
	3
	AMO/DPS/MAFF

	13
	Cupboard
	1185Wx407Dx880H
	3
	AMO/DPS/MAFF

	14
	Computer desk
	
	4
	AMO/DPS/MAFF

	15
	Photocopy desk
	
	2
	AMO/DPS/MAFF

	16
	Meeting chairs
	
	1
	AMO/DPS/MAFF

	17
	Filing cabinet
	
	1
	AMO/DPS/MAFF

	18
	Office room
	6m x 12m
	1
	AMO/DPS/MAFF

	19
	Fax machine
	
	1
	AMO/DPS/MAFF

	20
	Computer and UPS
· MS Office

· FAO Agrimarket
	Pentium 4
	10
	Provincial offices

	21
	Printer
	
	10
	Provincial offices

	22
	Desktop telephone
	
	10
	Provincial offices


Technical Assessment of AMO (to be completed by Ken Chow)

Base Budget Allocations for AMO

Other than the base salaries for AMO staff, the RGC does not provide a budget for the operational and recurrent costs of operating the office. By design, the AMO is to plan for its operating costs to be paid for by the donor projects that are currently working with the office. Currently, the ADB and CIDA each have a project with the AMO, and are thus expected to cover the operating costs of the office. When no project is working with the AMO, they may apply to the RGC for an allotment of funds, but the amount and timing of delivery of such funds would be held in question.
Documentation Produced by AMO

The AMO produces two documents on a regular basis. The first is a monthly report of the agricultural market information that has been recorded for the past month. The second document is an annual report which summarizes the information provided in the monthly reports.

The monthly report provides a list of wholesale prices which were reported during the past month. The number of provinces and number of markets varies from month to month, depending on the information reported. Each province also reports on variety of products, including paddy, rice, vegetables, fruits, legumes, poultry and livestock, and fertilizers. Additionally, currency rates for the US dollar, Thai Baht and world gold are also reported.

Price trend for the previous indeterminate number of months is also reported for a variety of products or locations. The number of previous months reported may vary from as few as 2 to as many as 23. Prices trends are not provided for all locations or products, but rather for selected products and locations. The reason for this type of reporting are varied. For some products, such as pepper, seasonal prices are only available for a limited portion of the year. For other products, though, there is some degree of arbitrariness in terms of how many months are being reported. Additionally, in 2006, there was some issue with funding of collections of data in the provinces, so often only 6 or 8 provinces would submit their reports.
International price trends are reported for rice in the selected overseas markets.

Limited analysis for the price trend graphs is provided. Numbers are provided, with a few lines of explanation, but the reader is left with the task of determining what it all means in terms of market intelligence. The numbers that are reported are an amalgam of all the daily prices reported for the entire month from one market area.
Additional market information and leaflets are planned for publication in 2007, but to date nothing has transpired to initiate this type of activity on a regular basis.

Data Collection
In each province, a market data collector is assigned to speak to traders and collect prices for a variety of products. Generally, a data collector will speak with 3 or 4 traders on the collection days, which are Monday, Wednesday and Friday. This information is collected at around 6 a.m. usually at the site of transaction, and is transmitted to the AMO office in Phnom Penh by 10 a.m. It is either transmitted by fax or by telephone. The information is then entered into the FAO Agrimarket software, where it is stored until the next publication is produced.

There is no method for determining the sample size of respondents. The number of traders questioned each day is not recorded, on the assumption that 3 or 4 traders are questioned. There is no method of follow-up to evaluate the accuracy or processes being used by the data collectors. If the data entry person in the AMO notices some numbers that appear to be inconsistent with historical or expected number, a phone call is made to the collector for confirmation, but there is no further authentication process in place to validate the report, or to determine if sufficient numbers of respondents have been polled to achieve statistical validity.
Dissemination of Information

Aside from the monthly and annual bulletins, the AMO also produces a daily radio spot. Each day of the week features different products, so a farmer listening for a specific product price must be listening on the day that that product is reported. Except for vegetable prices, which are reported from markets across the country, most other product prices are reported for only 4 key markets in Cambodia. Television has been used for special information bulletins, but this medium is very costly, and is not well suited for use price information distribution. 

Leaflets are also produced sporadically, for distribution through the provincial AMO offices and at market sites. The agricultural market information that is most commonly disseminated is retail and wholesale price information. Occasionally there will be some technical market information, but this appears to be the exception rather than the rule. There may also be, from time to time, some information on post-harvest activities, such as storage and home processing.
The Use and Application of Grades and Standards

AMO personnel do not appear to be well versed in the benefits of or use and application of grades and standards for the marketing of fruits and vegetables. Two thirds of the respondents within AMO suggested that the use of grades and standards to improve returns for farmers, would be somewhat to not at all beneficial. Only one third of respondents felt that this would quite helpful to very helpful. When asked about the benefits, most respondents felt that grading might contribute to higher prices, but that it could also provide additional opportunity for the middlemen to buy low and sell high, at the expense of the farmer.
When questioned further, the majority of respondents suggested that grading should be by size, length and color, and for fresh products. There was no suggestion about the actual standards that should contribute to the evaluation of these attributes. The general consensus was that grading has not been done at the provincial market level, although some grading has been done in Phnom Penh markets. 

Other uses for AMO’s Market Information

From time to time, the Ministry may request special information related to production and price information from AMO, as it plans for program or policy development. This generally happens fewer than five times per year.

Survey Results from DPS, MAFF and other Relevant Ministries
Abbreviated surveys were prepared, to be administered to government agencies that are related to AMO, or would under normal circumstances access materials generated by the AMO. The results from these surveys have not yet been tabulated.

Conclusion and Recommendations
1.   The Agricultural Marketing Office (AMO) is represented by two main groups of people – those who work in the Head Office in Phnom Penh, who report directly to the Department of Planning and Statistics, and those who work as Provincial AMO officers, who report directly to Directors of the various Provincial Departments of Agriculture.

AMO officers are mostly well educated, with all but 5 having at least college level education. About 80% of the AMO staff have served more than 4 years within an agricultural marketing context, either in government or in non-government applications.

While virtually all AMO staff feel that they can explain the mandate of the AMO, only two thirds feel that the AMO is able to carry out its mandate effectively. Most staff members have had at least some input into the development of the mandate and the operational methodologies of the AMO, and all staff members feel that they understand their job description.
Recommendation – CAMIP assess which aspects of the AMO mandate are not being carried out effectively, and seek to strengthen support to those areas.

2.   Only 52% of AMO staff spend more than 80% of their work week carrying out their duties within the AMO compared to other non-AMO and personal work activities. This points to a significant lack of either direction, supervision or meaningful work for the remaining 48% of staff. 

Recommendation – CAMIP in consultation with DPS, seek to clarify the functions and responsibilities of AMO officers, and identify ways by which AMO officers can be assisted to provide more meaningful service to farmers through their positions within AMO.  

3.   All AMO staff have received agricultural marketing training since joining the Office, but only two thirds feel that they have the necessary tools and equipment at their disposal to carry out their jobs effectively. More than 85% feel that their skills and knowledge is being used effectively by the AMO. This appears to be somewhat contradictory, in that only about 50% of staff spend even 80% of their work week on AMO activities. 
4.   Gender issues do not appear to be a high priority for AMO staff members. It is possible that they have not considered the implications of gender equality in terms of access to information and services. The AMO does not have a gender officer or focal person. Nevertheless, 71% of the staff indicate that gender issues do factor in somewhat in their daily activities.

Recommendation – CAMIP conduct training for all AMO staff members to sensitize them to the implications of gender equality regarding access to information and services, planning programs with a specific consideration of gender issues, and modeling gender equality in all aspects of their interactions with farmers and traders.

5.   Most AMO staff members feel that they are a provider of services to farmers, yet the farmers, in their survey, indicate that AMO price bulletins are of negligible importance to them. Farmers do listen to the radio broadcasts, but question the reliability of this information. Farmers indicate that their highest market information priority (after farm gate price reporting) is wholesale pricing. AMO indicates that wholesale pricing is also its highest priority. There appears to be commonality of desire and intent, yet the connection does not appear to be happening. This is a significant discrepancy.
Recommendation – CAMIP should assist AMO to learn how to listen more carefully to what farmers request, and then address those requests to the extent possible in an appropriate format.
6.   AMO staff members report significant contact with traders, farmers, market site agents and other MAFF personnel. There does not appear to be significant contact with the MOC, which also conducts agricultural market information services, and there is no contact with Phnom Penh Municipality, which operates the largest agricultural market in the country. It appears that the MOC and Phnom Penh Municipality might be considered to be competitors of the AMO in terms of market information services, which may contribute to lack of communication between AMO and these organizations.

Recommendation – CAMIP should assist AMO to develop closer ties with MOC and Phnom Penh Municipality. Rather than being competitors, they should seek closer relationships, through the development of common market information protocols, sharing of information and bringing a common approach to assisting farmers and traders to better address the demands of consumers.

7.   Market data collection is characterized by the use of information collectors who speak with 2 or 3 traders per market day. This information is transmitted to the AMO in Phnom Penh, where it is inputted into the FAO AgriMarket software. Few controls are in place to ensure that the data collected is accurate or fully representative of that day’s market activities. Reports from AMO Phnom Penh are generated on a daily basis for radio broadcast, and compiled into a monthly price bulletin. AMO staff report that it would be highly desirable and valuable for farmers and traders if there was a country-wide agricultural data collection protocol.
Recommendation – CAMIP should assist AMO to transform its data collection process so that a larger number of traders contribute their reports. CAMIP should seek to determine some “what’s in it for me” factors that would encourage traders to link into the AMO to report either volumes or prices, so that more accurate figures can be compiled from a greater number of reporting incidents. All data collectors in Cambodia, whether related to the AMO or not, should have access to and be encouraged to use the AMO data collection protocols, so that more complete information can be compiled within a central clearing house, which is AMO. AMO should make the resulting information readily available to all who contribute data.
8.   The AMO has a fairly good sense of the use of grading and standards by farmers to attain better returns for their produce. Both farmers and AMO report that only about 50% of the produce is graded before sale, and that grades and standards are not consistent. Only Phnom Penh market consistently uses grades, and since AMO does not generally deal with Phnom Penh Municipality, it is difficult for the AMO to make an application of these grades and standards.

Recommendation – CAMIP should assist AMO to begin the process of establishing basic grades and standards. Possibly those grades and standards that are already accepted in Phnom Penh Municipality market can be extended and applied to smaller markets. Producers and traders need to be taught how to apply the grades and standards, and further research needs to be conducted to determine price differentials that can be accrued by producers through the application of these grades and standards.

10. The AMO has identified a number of areas in which it is unable to provide services that have been requested by various client groups. This includes items such as price forecasting, quantification of marketing costs, systematic identification of competitive advantages, determination of costs of production, accessing information related to export and imports and development of systems to track supply volumes. These are all integral to effective market information analysis, but do not all have to be instigated at the same time. 

Recommendation – CAMIP should plan to develop and deliver specific training courses for AMO related to market information analysis. This should be sequential in nature, beginning with the less complex issues, such as the systematic identification of competitive advantages, determining costs of production and the quantification of marketing costs. Deeper analysis can be tackled as it is determined that personnel have a sufficient background understanding of the basics to allow for deeper analysis to take place.

Appendix A
Baseline Survey for AMO, DPS and MAFF 

April 2, 2007 

Cambodia Agricultural Market Information Project

Instructions:

1. As there is a very limited number of potential respondents, the survey to be administered to individual through an interview process.

2. Sections A & B are for all respondents 

3. Section C is AMO only

4. Section D is for DPS and MAFF staff members

5. Section E is for MAFF Directors and representatives from other relevant ministries

6. A follow-up organizational assessment will be conducted to probe into organizational performance and needs assessments.

A. Situational Data

Date of interview: _____________

Interviewer’s name ___________________________    Interview # __________________

Interviewer, please introduce yourself to the respondent and objective of the interview

Position within RGC:

 ___AMO Phnom Penh

 ___AMO Provincial

 ___DPS

 ___MAFF

 ___MOC

 ___Other

B. Demographics

1. Sex:   
___ Male 
___Female

2. Age: 

 ___21-30



 ___31-40 



 ___41-50  


 ___51-60

 ___60 plus



3. Education Level: ____  Secondary incomplete

      ____  Complete secondary


                   ____  College level


                   ____  University level



      ____  Post-Graduate 



      ____  Additional market information training

4. Years in government service related to agricultural marketing:

 ___less than 1 year

 ___1 – 3 years

 ___4 – 8 years

 ___9 – 15 years

 ___more than 15 years

5. Years of non-government work related to agricultural marketing:

 ___less than 1 year

 ___1 – 3 years

 ___4 – 8 years

 ___9 – 15 years

 ___more than 15 years

C. Survey for AMO Personnel
1. Can you explain the mandate of the AMO?


1. ___yes

2. ___no 

2. To what extent do you feel that the AMO is able to carry out its mandate effectively?

1. ___not at all

2. ___not very effectively

3. ___somewhat effectively

4. ___quite effectively

5. ___very effectively

3. To what extent have you personally been involved in the design or refinement of the mandate of the AMO?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much

4. To what extent have you personally been involved in the design or refinement of the operational methodologies of the AMO?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much

5. Can you describe your job description?

1. ___yes

2. ___no
6. To what extent do your actual duties reflect those duties indicated in your job description?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much
7. What percentage of your work week do you spend carrying out the your duties within the AMO compared to other non-AMO and personal work activities?

1. ___10% AMO; 90% other

2. ___20% AMO; 80% other

3. ___30% AMO; 70% other

4. ___40% AMO; 60% other

5. ___50% AMO; 50% other

6. ___60% AMO; 40% other

7. ___70% AMO; 30% other

8. ___80% AMO; 20% other

9. ___90% AMO; 10% other

10. ___100% AMO

8. To what extent do you feel your knowledge and skills are adequate to carry out your job description?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much
9. Since joining the AMO, have you received additional training related to agricultural marketing?

1. ___Since joining AMO, I have received additional training related to agricultural marketing

2. ___Since joining AMO, I have not received additional training related to agricultural marketing

10. If you have received additional training related to agricultural marketing, how was this training funded?


1. ___Government
2. ___Donor

11. Do you have the necessary tools and equipment at your disposal to enable you to carry out your job description effectively?

1. ___yes

2. ___no

12. To what extent do gender considerations factor into your day to day activities?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much
13. To what extent do you consider the AMO to be a provider of services to its clients rather than a storehouse of information?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much
14. In your role within the AMO, which of the following people you in contact with in order for you to do your job more effectively?

1. ___farmers

2. ___traders

3. ___market site agents

4. ___market site manager

5. ___market data collectors

6. ___Department of Agricultural Extension

7. ___other departments within MAFF

8. ___Price Office of the Domestic Trade Department (Ministry of Commerce)

9. ___Phnom Penh Municipality

15. Does the AMO encourage you to form professional liaisons with other marketing people, such as farmers, traders or government marketing agents?

1. ___AMO encourages me to form professional liaisons with other market related people

2. ___AMO does not encourage me to form professional liaisons with other market related people

16. Rank the following in terms of your understanding of importance for the AMO:

1. ___report wholesale prices

2. ___report retail prices

3. ___provide farmers with price information

4. ___provide government with price information

5. ___provide farmers with market information analysis

6. ___provide government with market information analysis

17. Does the AMO currently operate according to your suggested priorities (#16)?

1. ___AMO operates in a way that is similar to my understanding of its priorities


2. ___AMO does not operate in a way that is similar to my understanding of its priorities

18. Do you feel that the AMO is using your skills to best advantage?

1. ___My skills are being well used in my work with AMO

2. ___My skills are not being well used in my work with AMO

19. Does the AMO actively encourage you to develop your leadership, analytical or management skills?

1. ___AMO encourages me to develop my leadership, analytical and management skills

2. ___AMO does not encourage me to develop my leadership, analytical and management skills

	20a. Describe the process from data collection until the corresponding information is disseminated.

- use of enumerators/data collectors

- # of collectors per province and market area

- # of collection points per province and market area

- other relevant information 
	

	20b. How much time elapses  between data collection and the dissemination of the corresponding analysed market information?
	1 = more than one month

2 = 3 – 4 weeks

3 = 1 – 3 weeks

4 = 3 – 7 days

5 = 1 – 2 days

	21a. Describe the market information services that are currently provided to farmers.

- who provides the information?

- when is it provided?

- how is it provided?

- what information is provided?


	

	21b. Are government agents adequately prepared and able to really help farmers to understand market information and make better production/marketing decisions?
	Men – Women 

1 = not at all helpful

2 = very little helpful

3 = somewhat helpful

4 = quite helpful

5 = very helpful

	22a. Describe/explain your understanding of the use of grades and standards to impact market returns.

- local fruit production

- local vegetable production

- universal understanding and application throughout the market area

- price differentials based on grades and standards
	

	22b. What proportion of products are sold for which the application of grades and standards helped to gain a better price? 
	Men – Women 

1 = 0%

2 = 1 – 25%

3 = 25 – 50%

4 = 50 – 75%

5 = 75 – 100%

6 = Don’t know

	23a. Do universal data collection protocols enhance the quality of market information that can be provided to farmers?

- do service providers also benefit

- what are the cost/benefit implications

- what are the implications of no established protocols

- what are the constraints to effective implementation of protocols
	

	23b. What value do you place on the establishment of country-wide agricultural data collection protocols?
	1 = no specific value

2 = minimal value

3 = good value for service providers

4 = good value for farmers

5 = good value for farmers and service providers


D. Survey for DPS and other MAFF Personnel

1. Can you explain the mandate of the AMO?


1. ___yes

2. ___no 

2. How often are you in professional contact with personnel from AMO?

1. ___never

2. ___once a year

3. ___several times per year

4. ___every month

5. ___every week

6. ___every day

3. Are you familiar with any technical work produced by the AMO?


1. ___yes

2. ___no 

4. How important to your work is the technical support of the AMO?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much
5. Do you think that the AMO is fulfilling a vital role within the agricultural marketing sector in Cambodia? 


1. ___AMO fulfills a vital role within the agricultural marketing sector in Cambodia

2. ___AMO fulfills only a very limited role within the agricultural marketing sector in Cambodia. 

6. Rank the following in terms of importance for the AMO:

1. ___report wholesale prices

2. ___report retail prices

3. ___provide farmers with price information

4. ___provide government with price information

5. ___provide farmers with market information analysis

6. ___provide government with market information analysis

E. Survey for MAFF Directors and Other Ministries

1. Can you explain the mandate of the AMO?


1. ___yes

2. ___no 

2. How often are you in professional contact with personnel from AMO?

1. ___never

2. ___once a year

3. ___several times per year

4. ___every month

5. ___every week

6. ___every day

3. Are you familiar with any technical work produced by the AMO?


1. ___I am familiar with the technical work produced by the AMO


2. ___I am not familiar with any of the technical work produced by the AMO 

4. How important to your work is the technical support of the AMO?

1. ___not at all

2. ___to a minimum amount

3. ___somewhat 

4. ___quite a lot

5. ___very much
5. Do you think that the AMO is fulfilling a vital role within the agricultural marketing sector in Cambodia? 


1. ___AMO fulfills a vital role within the agricultural marketing sector in Cambodia

2. ___AMO fulfills only a very limited role within the agricultural marketing sector in Cambodia. 

6. Rank the following in terms of importance for the AMO:

1. ___report wholesale prices

2. ___report retail prices

3. ___provide farmers with price information

4. ___provide government with price information

5. ___provide farmers with market information analysis

6. ___provide government with market information

Appendix B
	List of AMO Personnel for Correlation to Motivation/Capacity Grid

	 
	 
	 
	 

	Index #
	Tel. #
	Location
	Sex

	1
	12449642
	AMO Provincial
	Male

	2
	92864824
	AMO Provincial
	Male

	3
	12435109
	AMO Provincial
	Male

	4
	12706912
	AMO Provincial
	Male

	5
	12970276
	AMO Phnom Penh
	Male

	6
	11209135
	AMO Provincial
	Male

	7
	12876918
	AMO Phnom Penh
	Male

	8
	12635763
	AMO Provincial
	Male

	9
	12287644
	AMO Provincial
	Female

	10
	11745215
	AMO Phnom Penh
	Female

	11
	12932566
	AMO Phnom Penh
	Male

	12
	11894701
	AMO Phnom Penh
	Female

	13
	12959985
	AMO Phnom Penh
	Male

	14
	12836856
	AMO Provincial
	Female

	15
	12823747
	AMO Provincial
	Male

	16
	92876442
	AMO Provincial
	Female

	17
	15844777
	AMO Phnom Penh
	Female

	18
	12802329
	AMO Phnom Penh
	Female

	19
	12999867
	AMO Phnom Penh
	Male

	20
	11883822
	AMO Phnom Penh
	Male

	21
	 
	AMO Phnom Penh
	Female
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� FAO/AFMA, 2003, proceedings of AFMA meeting in Yangon Myanmar on Market Information Services in Asia and the Pacific


( Indicates potential difficulties with data collection
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