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Chapter 1.

SUMMARY OF RECOMMENDATIONS

The Working Party defined marketing as "the performance of all
activities involved in the flow of goods and services from the point of

initial production until they are j-n the hands of the ultimate consumers

from whose needs and desires rational production and business decisions

emanate".

Two important considerations are iroplicit in this definition. First.

the rnultidisciplinary nature of narketing, involving economic, technical

and business aspects. Second, the wide range of SAGRIC activities -
research, extension, regulation - that should encompasg relevant aspects

of marketing as an integral cornponent,

Given the relevance of the marketing concept across a wide range of

SAGRIC activities, marketing considerations need to be the concern of all
officers involved in these activities and not just the concern of a few

rnarketing specialists.

After reviewing SAGRIC's existing involvement in marketing and

considering the views of industry, the Working Party made the

recommendations list'ed below. Recommendations I to 8 relate to the

direction that the South Australian Department of Agriculture (SAGRIC)

should take in t.he provision of marketing services, Recommendations 9 to
l5 relate to the organisation and operation of marketing in SAGRIC.

rHE !!!ECU9N rHAr sAGRrc_ 94qq!U rAKE rN rHE

PROVISION OF MARKETING SERVICES

It"f_\e! ln:lory1qtlon
Recommendation I

. The need for the provision of primary inforrnation should be

determined by discussion with industry groups. If a need is
determined then SAGRIC should assist in the development of the

information system and the funding sysLem for such a service"
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. SAGRIC should not be involved in the provision of short term

secondary information.

SAGRIC should discuss with industries their exact needs for secondary

i-nf ormation,

Product Specification
Recommendation 2

. SAGRIC involvement in establishing grading schemes should be more a

facilitating rather than an administrative arrangement.

. The impetus for the investigation or initiation of grading schemes

should emanate from industry study groups such as the forrnal

SAGRIC/industry groups envisaged by the Working Party.

. The need for grading systems to be standardised on a national basis

should not necessarily deter SAGRIC initiatives with local industry
groups. This type of initiative in the past has 1ed to the national

adoption of S.A. innovations e,g. pig classification.

!fo4gg!,D_gv_e I o-grnen q

Recommendation 3

- SAGRIC has a continuing important role in primary product

developrnent.

. Marketing considerations need to be incorporated into SAGRIC research

and extension prograffines.

. SAGRIC has a less important role in secondary product development

This should largely be the perogaEive of the food processing

industry. The major exception here relates to those industries which

are too sraall fo carry out their own research e.g. post harvest
technology for horticultural industries. SAGRIC should only

undertake secondary product developrnent work (except on a contract
basis) if it satisfies the following criteria:-
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- cost/benefit aspects of the project.
- SAGRIC has expertise in the area of interesf.
- the prospects of success of the work are high.

- the work cannot be effectively undertaken by industry ltself or
in other organisations.

Ma,rke_t_ lg ge grgb gq{ lgye lopment

Recommendation 4

. There is a need for SAGRIC to undertake market research to ensure

that its own products and services are appropriate to its clients
requirements and as a basis for market development work,

. SAGRIC has a role in market development work for new or small
industries that do not. have the appropriate resources or

organisatlon.

frodgg! Promotion

Recomnendation 5

SAGRIC should provide objective information to consumers of farm

lnputs and farm products.

. SAGRIC should promote activ,rly overseas relevant aspects of our

farming technologies"

M_a rke t i ng_ qy_x t :sx 39 x e_qrg h arld_ Le v e I o?sen_t

Recommendation 6

SAGRIC should continue to monitor and evaluate existing marketing

systems, and, in liaison with industry, evaluate options for the

introduction of improved or new marketing systems.
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!t..._!_ M.fE !1rlg_!"toI"Seg"!
$eq9!qn9n{q!!qn _l

- Apart from any marketing activicies involving SAGRIC International
Pty. Ltd., SAGRIC should not be directly lnvolved in the marketing of

i-ndustry products.

SAGRIC representation on statutory mnlksting boards should prinarily
be to facilitate communication between SAGRIC and industry.
Appointrnents should be in line with normal membership regulations,

but a SAGRIC appointee should not be chairman,

q4g" 
"! .9!_ e"4_f . " 

tfilg_
Recomnnendation 8

Producer and industry training and education in marketing should be

given a higher priorty by SAGRIC.

Producer education and training should take place in several ways -

There needs to be an adequate incorporation of relevant
marketing information when providing technical production

information to producers and in the planning of extension

programmes.

- Seminars and workshops should be developed with particular
industries to update producers on development.s in marketing

relevant to their particular industries. These ideally would

involve other members of the marketing chain and marketing

specialists to allow an interchange and sharing of i.nformation

and ideas.

For industry organisations with a markeli-ng role seminars and

workshops should be developed to satisfy the marketing training needs

of managers, boards of directors. etc.
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. A11 producer and industry training needs must be developed in close
consultatlon with industry. One possible mechanism is through the
use of Industry Study Groups.

. The education of consumers in nutritional aspects of food requires a

co-ordinated approach between the various organisations with an
interest and involvement in thls are,a. However the specific role
for SAGRIC in this area is beyond the Terms of Reference of the
Working Party-

rHq _0394!rsMrcu_qq u4Brryruc w]lnIl s4gRrq

Organlsatilnal__OntloqelqlB_qqipes_g_l"latkerrng

Re_commend_ation 9

. Industry Divisions and Regions should be strengthened in busiless
narketlng skills through a tralning, education and reerultment
Programme.

_O.gg4!g!iona1 Opt Lonslo: rhe Economics of Markering
Recommendation l0

. There should be a more effective integration of economists in
Industry Division and Regional marketing activities. Discussions
should be held between the Chief Agricultural Economist and Chiefs of
Divisions and Regions to develop ways by which this can be achieveri.

O-t,l1er Organi s_atroqal Asle_clq
Eegogge_nqalllo_g 11

. sAcRrcrs role in food technology and human nutrition should be

reviewed.

Recounendation l2

. There is a demonstrated need for increased horticultural marketing
expertise in sAGRrc. A new position of senior llorticultural
MarkeEing of ficer (AS3/AA5) should be created and a suirablv
qualified officer recruited,
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. The location of this officer should be decided at a meeting between

the Chiefs of Economics Division, Plant Industry Division, Central

Region and Murray Lands Region.

Operation of MglEg!."e_Itttt:L SeCnIg

Recommendation 13

The Working Party should continue as a Steering Committee for a

period of one year to overview the iroplementation of its
recommendations .

Recommendation l4

There is a need for an active training and development programme in

marketing for SAGRIC officers. This prograrune should include the

following aspects -

. Conduct a seminar/workshop for top level SAGRIC nanagement to create

an understanding and awareness of the role of marketing in SAGRIC

activities and agriculture in general.

Conduct a part-time in-service training course in marketing for
officers with prime contact with industry on marketing matters- The

approach used would be based on that developed in the N.S.I^I

Department of Agriculture It would involve an Action Learning

approach and be designed to meet individual officer training needs.

. Applied training may also be obtained by a staff exchange progranme

for individual officers with appropriate industry marketing

organi-sations or marketing consultants for a given period to

undertake a particular marketing project.

For those officers with a major part of Eheir work devoted to

marketing, more in depth training may be provided by either short
courses or post graduate training.
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Recommendation 15

The Working Part.y recommends the establishunent of rnultidlsciplinary
groups to examine narketing issues. The Working Party recognlses an

urgent need to establish such groups in the horticulture area and suggests

that the opEions be explored by the Plant IndusEry Division, Economics

Divislon and the three Regions concerned with horticultural production.
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Chapter 2.

INTRODUCTION

2.1 Background

The irnpetus for more emphasis on marketing in agriculture has

increased in recent years due to various pressures affecting the

profitability of Australian agriculture. The provision of market,ing

services by the South Australian Department of Agriculture (SAGRIC) is

seen by some as an important step in improving the performance of

rnarketing and hence the profitability of rural producers and others

involved in agriculture. SAGRIC has developed operated and modified

services related to marketing ag dernand for these services became

apparent. Because of this increasing demand it was considered tinely for

SAGRIC to examine its role in rnarketing.

2.2 Terms of Reference

In July l98l the Director-General appointed a Working Party with the

following Terms of Reference:-

. To review briefly the current marketing arrangements for
agricultural cornmodities in South Australia.

. To establish and review the current involvement of the South

Australian Governnent in the narketing of agricultural
commodities and inputs.

. To recommend on the future role of SAGRIC in agricultural
marketlng and on the organisation and resources necessary to
fulfi1l that role.
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2 . 3 {ggbers!ip_o!_!he_xelk1 _lsrgy

The membership of the Working Party was -

Pat Harvey, Director, (Chairman),

Ian Lewi-s, Seni-or District 0fficer. Central Region,

Hadyn Hanna, Principal Officer (Meat), Animal rndustry Division,
Garry Oborne, Senior Agricultural Economist, Economics Division.
George Muir, Chairman, South Australian Potato Board,
Jon Presser Regional Econonist, Eyre Region (Secretary).

2.4 l4ethodology

The Working Party recognised thaE many disciplines are involved in
marketing and that marketing can be defined in different ways. Before
commencing its task the Working Party considered it necessary to give its
definition of narketing as a basis for establishing a framework within
which the Terms of Reference could be examined.

l'Iarketing was interpreted in its broadest sense - as a process of
facilitati-ng exchange of goods and services " In order for an effective
rnarketing Process to operate, consumer wants need to be satisfied and

producer and other organisations objectives need to be met. The

definition adopted by the Working Party is as follows:-

"M.arketing is the performance of all activities involved in the flow
of goods and services from the point of initial production until they
are in the hands of the ultimate consumers from whose needs and

desires rational production and business decisions emanate".

In assessing the markeLing involvement of SAGRIC a number of inter-
related aspects of marketing were considered. These were:

. market informati-on

. product speci-fication

. product development
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. market research and development

. product promotion

. marlceting systems research and development

. direct narketing involvement

. educaEion and training

To help satisfy the first two Terms of Reference, wrilten submissions

were sought frorn all Divisions and Regions of SAGRIC. Subsequently a

questionnaire was sent to Divisions and Regions seeking further
information i-n specific areas.

A second questionnaire was prepared and sent to a range of industry.
consumer and producer organisations in south Australia. A list of
respondents to the questionnaire is included in Appendix I. This
questionnai-re was also sent to state and Commonwealth Government

departments in south Australia as well as to other agricultural
departments in other states of Australia. to seek their role in
marketing.

A background paper was prepared incorporating the current marketing
arrangements for agricultural conmodities in south Australia, the
activities of SAGRIC in narketing and the views of industry. This paper
formed the basis for a workshop held on 5th Novenber l9B2 with
representatives of key industry and service organisations and SAGRIC

officers involved with the marketing function. The need for
a workshop emanated from the diversity of viewpoinLs expressed by

industry. The Working Party identified the need for a consolidation and

consensus of these views. The workshop programme and list of participants
is presented in Appendix II.

Views given at the workshop both from the papers presented and from
the discussion groups have been incorporated into the summaries and

recommendations of the Working party.

The working Party wishes to record its appreciation of the
cooperation and assistance it rec.eived frorn all interested parties.
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Chapter 3

CURRENT MARKETING ARRANGEMENTS FOR MAJOR AGRICULTURAL

COMMODITIES IN SOUTH AUSTRALIA

Agricultural commodities produced in South Australia come under a

variety of marketing arrangements. some administered by statutory boards

others by voluntary boards or co-operatives. Some industries have adopted

price scabilisation schemes with the general aim of achieving
stabilisation of income for producers.

The current market,ing arrangements for each major agricultural
commodity are as follows:-

3.1 Eget

Complementary State and Federal legislation requires all wheat

produced in Australia (except for small quant.ities retained on farms) to
be narkeEed through the Australian Wheat Board (AWB). Growers usually
deliver their grain to the bulk handling authorities who act as authorised
receivers for the AWB. In South Australia the handling authority is the

Co-operative Bulk Handling Ltd. The wheat is weighed and the growers are
given receipts for t.he quantities delivered. The AWB makes an advance

payment soon after delivery. The AWB obtains finance from commercial

sources.

3.2 rg4SL 
""d__Oats

The Australian Barley Board (ABB) was established under complementary

legislation enacted by Victoria and South Australia. It acquires and

markets all barley produced in these states. except Ehat retained by

growers for their own use.

Barley varieties are normally segregated into two ctasses of malting
barley, principally for brewing, and lnto three classes of feed barley.



ta

The prices of malting barley for domestic consumption are formulated

based on the home consumption price for wheat whilst domestic feed barley

prices are set monthly and take into account the prices of available

substitute grain on the Australian feed grain rnarket.

The ABts became the oat marketing authority for South Australia in

Lg77. It has pol{ers of acquisition over all oats produced in South

Australia. The exceptions to this are oats retained by growers or

purchased off farms for livestock feed, and oats sold to feed

manufacturers or oaE millers for conversion into further products.

3.3 Cattle

Most beef cattle are sold through saleyard auctions which are located

in Adelaide and country centres. Some abattoirs are operated by State or

local Government authorities, while others are run by private firms. Meat

for domestic use is largely retailed through butchers shops. llowever,

supermarkets and fast food outlets have increased sales in recent years.

Most trading in the domestic market is carried out under relatively

free market conditions" llowever export sales on several najor markets

are constrained by iroport restrictions. The Australian l4eat and Live-

stock Corporation (AMLC) roles include issuing export li.cences,

involVernent in internationdl trade negoti-ations, meat promotion and in the

past, allocation of export quotas

3 "4 Wool

Most of the shorn

auction using objective
mainly sold by private

wool produced in
measurement and

treaty.

South Australia is sold bY Public
sale by sample. The rest is

There is no Government control over Ehe marketing of wool but a

statutory body, the Australian Wool Corporation (AWC) performs a number

functions aimed at assisting the orderly and efficienf disposal of wool

of

AS
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well as promoting and developing markets for Ehat comrnodity. Its chlef
activity is the operation of a flexible reserve price scheme for wool sold
at auction.

3.5 Sheep

The majority of sheep sold in South Australia are sold through the

aucEion system. The alternative selling methods are selling in the
paddock and selling "over the hooks" in carcase form. The three major

segments of the market for sheep are lamb, mutton and sheep for the live
sheep trade. Most mutton is exported while most lamb j-s consumed on the

domestic rnarket. A significant proportion of larnbs produced in South

Australia are slaughtered in Victoria while many of the live sheep shipped
from South Aust.ralia come from interstate sources.

3.6 !"!!yl_g_

The Metropolitan Milk Board determines prices of liquid milk and

cream for the metropolitan area. Prices outside the metropolitan area are
controlled by the Prices Commissioner and are generally related to
Adelaide prices.

The marketing of prescribed manrrfactured products such as cheese

butter, whole and skim milk powder and casein is controlled by

Commonwealth Government legislatirrn and is administered by the Australian
Dairy Corporation.

Prices paid to producers of nilk are fixed on a regional basis by

equalisation schemes operating in t.he Adelaide l,tetropolitan Milk Supply

Area and in the South East; and by the Company/producer schemes in the Mid

North, Port Lincoln and Riverland Regions.

l"lajor promotion of dairy products is carried out by companies. the

Metropolican Milk Board and the Australian Dairy Corporation.



3.7 Pigs

Most pigs produce<l in S.A. are either sold through saleyard auctions

which are located in Adelaide and country eentres, sold "over the hooks",

or produced by integrated processing/production operations

Sale of pigs by classification was introduced in October L979. Under

this system, producers assess their pigs according to weight and back-fat

depth. Buyers bid by progressive auction on the catalogued description

without physically inspecting the pigs. Approximately 10 per cent of pigs

sold in S.A. are now auctioned under this system'

Pig sale by classificaLion allows for telephone link-up iviEh

interstatb buyers pernittlrrg bUyers froni Victoria, N.S.W. and other states

to buy according to the descriptlon of the pig.

3.8 Chicken Meat

Poultry meat is marketed by individual cornpanies ln a competitive

market. Marketing of whole poultry is based on selll-ng a bird of a

particular site with a specific code number - this relates to the weight

range of the bird.

3.9 ne_gq

Marketing of eggs in South Australia is controlled by the South

Australj-an Egg Board. The Egg Board licences commercial grading floors

and certain egg producers to grade and distribute eggs. It also

determines Lhe required handling and grading charge. Only eggs surplus to

the domestic she1l egg market are handled directly by the Egg Board. The

majority of these eggs are pulped and exported, mostly to Japan. A snall
proportion is used by the domestic baking industries.

The Egg Board sets the wholesale price of eggs.
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The industry is subject to price equalisation, by means of hen levies
and "pool" charges according to seasonal oversupply. The industry is also
subject to production control by means of hen quotas-

3.10 Fruit and lsge!g!k!_

The marketing of citrus potatoes and dried fruits in S A. is
controlled by sEatutory authorities :-

. Citrus
The Citrus Organj-sation Committee regulates the marketing of citrus
fruit through

- setLing and policing packaging and quality standards.

licensing wholesalers, packers and processers.

- setting minimum wholesale citrus prices in South Australia.
Maximum wholesale sellers I margins are fixed.

. PotaEoes

Potatoes are marketed through the S"A. Potato Board. Growers are

required to be registered by the Board. A11 potatoes are required to
be delivered to the Board's receiving agents except for potatoes sold

on the interstate market. The Board operates a pooling system and

licenses wholesale merchants, washers and packers. The Board

determines maximum wholesale and retail margins.

Dried Fruits
The Dried Fruits Board only controls conditions and the regimentation
of standards. It does noE do any marketing although under the Act ic
could, The Board determines annual quoLas for the sale of dried

fruits in S.A.

By registering producers. dealers and packing houses, the Board

ensures proper standards for the receival and storage of dried
fruics" It also inspects fruit for sale. The Board may provide its
own dlstrlbution and storage centres.



- l6:

Apart from Ehe above commeditles, a declining proportion of fresh
produce is sold through the Eas! End l{holesale Market in Adelaide, either
through wholesalera or directfy by the grower to greengrocers. Produce

not sold fhrough ghe East End Market is nainly sold direct to

superuoarkets.

Co-operatives play an inpertant role in mnrketing fruit frorn the

Adelai.de Eilla and Rlvegland are4s, but are not generally tnvolve4 in the

marketing of vegetables. Fruit and vegetables grown for processing do not
pass through thq eentra'l whotr-esale market in S.A.

3. I I Wiqe_g-laqes,

South Austr4tr-ian producec arqun-d 60 percent of, Australia!s
winegrapes. Mlninpn prices f or r.rinegrapes afe set b the State

Comrni.ssioner for Conqumer Af,fairs. l,lowever, eo-operative wirterles are

free to set their qwrl prices for produce purehased f,rorn their uenbers.
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Chapter 4.

AGRICULTUML MARKETING IN TtlE 1980rs

4.1 Introduction

The rnajor theme in the history of agricultural marketing in Australia
has been the gradual introduction of publicly-regulated marketing
institutions at the expense of marketing systems that were more organised
by narket forces. In the main. government intervention was inspired by

the concern to protect farmers' incomes through price support and/or

stabilisation schemes. Concern wlth marketing efficiency per se, in
terms of either the costs of providing marketing services or the
performance of the co-ordination function of marketing. has been far less
important than the pursuit of price and income-related goals,

From time to time, difficulties are bound to arise for Australian
farmers because of the unstable production environment and the

vicissitudes of world markets for all agricultural commodities. It is not
surprising that farmers will demand some action in such circumstances.
The most coilrmon response by Governments has been some modiflcation of the

marketing system.

Such rnodification of the agricultural marketing system can lead to
unplanned consequences which, in their turn, flay require further
government action. Once it is initlated. therefore, the progress of
intervention may be very difficult to halt, let alone reverse. This

state-of-affairs is not confined to Australian agricultural policy.
Similar situations arise in other sectors of the economy, and agricullural
policy in other countries is also prone to increasing government

intervention.

It is inevitable that measures designed to raise prices or reduce

their variability will affect market organisation and the performance of
marketing functions, Therefore, a diverse array of agri-cultural marketing

arrangements is associated with the diverse collect.ion of agricultural
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price policies. These have evolved in a patchwork fashion accordlng to

specific hiscorical and political circumstances. and the economic

characteristics of the commodity in question. Of our major rural

industries the meat industry is a significant exception because there is

no substantial intervention in its marketing system. This is mainly due

to the unsuitability of the product for Australia's preferred form of

price support and stabilization, i.e. price equalisation.

The most pervasive feature of agricultural marketing arrangements in
Australia has been the creation by State and Federal governments of

producer-controlled or producer-dominated marketing monopolies to regulate

and perform marketing functions. These organisations use price

discrimination to support farmers' incomes. Successful price

discrimination requires controls to keep markets separate and some

administrative device to pay farmers uniform returns to share the benefits

of sales in different markets. Similar arrangements are necessary to

operate price stabilization schemes. Statutory narketing boards also

satisfy the aspirations of some farmers for grower control of rnarkeEing

authorities. This is such a deep-seated attitude in some farm

organisations that arguments over representation on boards can become as

important as arguments about their economic policies.

Once established, statutory marketing boards have tended to take on a

life of their own and appear capable of withstanding changes of

government, and in the policies they adninister, with little challenge to

their place in the agricultural marketing sysLen. It rnay have been the

case at their inception that narketing boards were seen by some farmer

organizations and politicians as means to other objectives. but their
preservati-on often becomes an important objective in itself.

The accountability of statutory boards is coming under increasing

scrutiny and this is expected to continue in the future,

4.2 _qonqep_te of 4gr,icq1!grq! Mer!.etige

As well as long-standing political controversies about the

appropriate form of marketing institutions " there are also different vlews
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of the economics of agricultural marketi-ng. These views reflect different
judgernents about the nature of the economic processes at work as

agricultural products flow from the producer Eo the consumer and money

moves in the opposite direction. Many of the questions raised. go Eo the
heart of arguments about the way the economy is, or should be, organized.

There are also differences of opinion about the way agricultural
marketing should be understood between those trained in business
marketing and those who rely upon microeconomic theory. The business
schools enphasize the perfor ance of marketing functions by individual
firns rather than questions related to marketing policies for ind.ustries.
In particular, business marketing has concentrated on providing mechanisms
for commercial firrns that wish to explore the varied possibillties of
price discrimination.

These matters are not trivial. some of the tension within
institutions involved with agricultural marketing, on such matters as the
efficiency of pronotion of agricultural products and the appropriate
extent of the trading operations of marketing boardsr can be traced. to
fundamental differences in training and perception of economic problems.

In this very cooplex area, the Working Party recognises that a wide
range of ski1ls are required depending on the preclse nature of the
analysis required in any particular situaEion. The skills of econonists 

"

technical experts and business marketers are complementary tools to be

used depending upon the nature of the task involved.

4.3 t il"ly !oti*"Lt_D:l@1980's

The marketing systems of the najor agricultural products are vastly
different, reflecting differences in the commodities, in Australia's
market position and in accidental historical developments. rt is
difficult to categorise the systems without over-simplification. However

the grain (espeeially wheat) marketing system is highly centralised and
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regulated. The meat marketing system is decentralised and essentially the

result of the interplay of market forces. The wool marketing system

contains elements of both forms of organizatlon.

There are prospects in the l980ts for some convergence of these

systems. Increased competiEion is likely for grains, especially on the

local rnarket. Some centralising of trading for some markets and some

improvements in the pricing system aimed at improved coordination are

suggested for meat. For wool, it seems from work done by the Bureau of

Agricultural Economics that greater centralised control would impose too

great a risk of neE tosses to producers.

It is also important to emphasise the need for carefully planned and

well researched change. Change should be based on the demonstrated

prospects of i-mproved efficiency, at least to the stage where a reasonable

commercial judgernent can be nade on the basis of estimated net benefits.
If this evenfuates, then future changes in marketing systems i-n Australia
will be basecl more on demonstrated economic merit and less on idealogical
dogma. It can only be of benefit, both to agriculture and tr: the nation.

If this prediction Eurns out t.o be correct, marketing systerns can be

expected to reflect a balance between the benefits of greater

centralisation and control and the benefits of naintaining a corrrpetitive

benchmark against which co assess narketing performance.

Likely changes in policy will require greater sophistication in the

way farmers market their products ln that a greater emphasis will be

placed on Ehe producer to make decisions about when and how to enter the

market place. Likewise, more flexibility in the market place will add to

the complexity of the decision rnaking at the time of planning the

producti-on process.

The following section highlights some of the likely important

influences on marketing during the 1980's.
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4 . 3 . I !!.!"!g.y _l!rf\g!i"g_qrtt'o4!iSs

Marketing authorities have been used as a mechanism for
industrles to achieve "orderly marketing". Other forms of
organisation, especially co-operatives, have also been used by

particular producers Lo achieve narketing benefits.

Producers may benefit from "orderly narketing" in various
ways. For example, they nay appropriate for themselves any abnormal

profiEs obtainable from processing and distributing their products.

A narketing authority nay also secure greater price stability by

evening out supply through storage operations to a greater extent
than would occur under a regime of private storage. It may pool

sales receipts over a year or shorter period and reduce the

variability of prices received by farmers.

However. Lhere has been considerable debate about whether

marketing boards, especially those with monopoly powers of
acquisition and saler have operated in the best inEerests of
producers and about whether Ehey have given consumers a "falr go".

It is possible that during the 1980's the power of marketing
authoriEies will decline although currently there is no clear
evidence that this will occur. If it does occur there will be a

consequent freeing-up of the local market for affected commodiries,

resulting in a greater involvement by farmers in marketing in areas

that previously they were not directly involved. In some

cornmodities, e.g. grains, it would also facilitate a greater

sophistication in the grading of the product as specialist areas open

up for trade (e.g. high protein feed wheat).

4.3.2 9t"dieg-

Grading facilitates transactions between buyers and sellers.
ConEracts can be based on grade specifications, and buyers need not

inspect each individual tot. Standardisation reduces uncertainty
between buyers and sellers, and thls helps reduce marketlng cost.s.
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The introductlon of more effective marketing systems (such as those

based on computer technology) can thus be facilitated in industries

where grading is economic.

Grading is a prerequisite to the establishment of price

premiums or discounts for various lots of a commodity. If grades

accurately reflect different consumer preferences, price differences

will be established which will help determine the conposition of

future supplies

Grading ean restrlt in the need for producers to be better

informed about the marketing of their produce. Successful producers

will be those who are able to acquire, interpret and act upon the

market information relating to various grades of particular
products.

4.3.3 Couputers

Computers offer considerable opportunity to improve the

efficiency of narketing systems; particularly in the woo1, livestock
and the fresh fruit and vegetable industries. The widespread linking
of buyers and sellers by a conmon computer system will enhance Lhe

price formatj-on mechanism. Every participant will know about each

sales transaction - the selling price for a particular commodlty of a

particular grade and quantity. This will help overcome current

inefficiencies in the marketing system. For example, in the

marketing syscems for fruit and vegetables in Australia

inefficiencies exist in terms of:
. market price reporting due to human error,
. not knowing the quantities of produce passing through the

wholesale market,

. increasing quantities of

narket and hence are not

process.

A computerised uoarketing system would overcome these problens

as well as offering potential cost savings.

produce are bypassing the wholesale

incorporated in the price formation
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The adoption of computerised marketing systems would be an
incentive to have a better graded product. As well, such a

computerised system may obviate the need Lo have large and expensive
wholesale markets in the case of horticulture.

The time frame for the advent of computerised marketing is
difficult to predict. However, substantial adoption is 1ike1y over
the next decade although it will probably be on a piecerneal basis.
Factors influencing adoption will include.

vested interests in uraintaining current arrangements,
the adequacy of grading of commodities. This may be an

inhibiting factor for the computerised marketing of fresh
horticulcural produce,

the degree of awareness amongst buyers and sellers of what
computers have to offer in enhancing the efficiency of the
marketing system,

the degree of government interest and involvenent in fostering
computerised marketing.

Governments may have an increasing interest and role in this
area in eataLyzing action between the various parties involved. They

certainly have a clear involvement in product speeification (grading)
which is an essential pre-requisite for an effective computerised
marketing system.

4.3.4 I._tgi."1 lntegrar+_on a_nd conrract__buligg

Vertical integration occurs when successive stages of
marketing or of production and marketing are linked together.. That
is, successive stages of marketing are tied together in some formal
way other than by the price system (usually via contracts).

A reason for retailers integrating back to processing plants
and perhaps to the producer 1evel is to assure a flow of a product
with certain specification and delivery terms. Further, such
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integration may reduce marketing costs, especially those of selling

from one stage to another.

Another aspect of vertical integration is the changing nature

of the price system. Vertical integration has changed the locus of

price formation, and has reduced the numbers of points in the

marketing chain at which prices are established. Price co-ordination

has been partially replaced by adrninistrative co-ordination,

This change has several implications. Published prices may

become less meaningful as a larger volume of a product moves through

integrated channels. Information available to non-integrated

producers is reduced, and they may have fewer alternative narkets.

Another narketing ploy is the use of franchising where

particular individuals or companies acquire the rights to manufacture

or sell under a certain brand name. This nay become more important

in the 1980rs especial-ly in the production of speciality foods.

4.3.5 Nutritional awareness

Si-nce bad diet is a cause of disease there is a case for

Government involvement in the interests of public welfare' and

because public funds nay be spent in trying to cure the diseases in

question.

As to the type of acti-on which may be Eaken there is probably

general consensus on the desirability of better information on

nutritional matters, which may be provided through the general

education system, welfare clinics and the media, Action to ensure

clearer labelling of processed foodstuffs. application of expiry

dates and the maintenance of minimum standards is also quite widely

accepted. A more controversial issue is \,thether sorne types of food

advertising should be controlled, in a way similar to that adopted in

some count.ries for Eobacco and alcohol.
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To what extent is consumer behaviour likely to be moditied by

current nutrltlorral preoccrrpations, and what:lre tht: lmpllcattons tor
agrlculturaI rnarketlng? lt ls not easy co assess Lhe real irnpact of
dietary recommendatlons. It ls clear, however that concern is
growing. and to judge from the prollferaLion of books written in a

form accessible to a wide publlc, there musc no\r be falrly widesprearl

receptiveness. It would be useful_ to know more about consumer

behavlour in this resDect.

Since the proporEion of extra income spent on food is now very
l-ow for most foodstuffs in high-income countrles, such changes in
consumer preferences are llkely to be increasingly important as a

deEerminant of chirnllcts 1n lter capttir clem;rnd.

For some products - frults and vegetables and maybe even

bread grain - dietary changes could hold out some hope of improvement

in market prospects; and there is a relatively small but growing
market for high-quallty "natural" or "biologically-gror,rn" foods
whlch can command a high price. The food processing industry is
already adjusting to such developments, for example, by expanding the
range of low-fat dairy products and by producing "health foods".

4.3.6 International trade issues

Desplte changlng economlc clrcumstances and growing
deflclencies in the exlstlng arrangements for agricultural trade,
recent trade nellotiatlons have done little to improve the efficiency
of world trade in agrlculttrral commoditles. Rather, they have tended

to lnstltutlonalise the status quo. This ls ltkely to further
disadvantage efficient producers and lead to a growing bilateralism
in trading relationships. This is likely to lead Eo increased
politicisation of agricultural trade and to increase the potential
for conflicts and instability.
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Chapt.er 5.

MARKETING SERVICES OFFERED BY SAGRIC AND THE

VIEWPOINTS OF INDUSTRY ORGANIZATIONS

The recent involvernent by SAGRIC in the various aspects of rnarketing
is summarised below along with the major viewpoints expressed by

industryl both as a result of a survey in relation to these aspects and

at the marketing workshop held in November 1982 (see Appendix rr).

5. t .t!gtE"_t Inf o_rmaqion

A fundamental ingredient for an efficient marketing system is a fast
two \itay flow of accurate informatlon between buyers and sellers.

The aim is to provide producers with accurate information about
pri-ces, quantitles, qualities, and types of products required by the
market and. equalty. buyers rnust be made aware of what the seller has to
offer.

Market informati-on refers both to rar^/ data (called primary
lnformation) and to data that have been interpreted in some way (called
secondary inf orrnatlon) .

5. I .1 Primary inforuation

This refers to the collection and reporting of raw data.

Exanples of SAGRIC involvement in thls area are:

. collectlon and dtssernlnatlon oE prlce informatlon for pig
sales by classlflcation,

. accredittng the market reporting servl-ce of the Stock
Journal coverlng cattle and sheep auctions,

see Appendix I for a list of organizations who responded to the
survey questionnaire.
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. providing an input into the Australian I'leat and Live-stock
corporarlon (AMLC) slaughtering and Forecasting committee
which predict slaughtering and production flgures for
llvestock. and

. survey the egg lndustry for the S.A. Egg Board to assist
in the setting of prices.

0n the cropping side, SAGRIC

. collects data on the Riverland horticultural crops every
two years,

. monitors production and marketing trends for apples,
pears, cherries, citrus, canning fruits, grapes and

vegetables as well as for cereals, grain legumes. oilseed
and small seeds.

5.I .2 Secondely: ir.rloJnatiog

This relates to data interpreted in a part.icular context by

SAGRIC.

SAGRICts involvement ln Ehis ar<ta is rnainly ttre collectlon,
interpretation and dlssemination of relevant information to industry
from sources such as the Australian Bureau of Statistics and the
Bureau of Agricultural Economics.

Dissemination of information occurs principally through
sAGRrcrs publications such as the "state of Agriculture", "Fanning

l'orum", fac.t shet ts, bultcttns ilrrd other gerlcral publlcatlons :tnd

speclfic reporLs. Also press releases provide a summary of toplcal
and relevant information for use by the rnedia.

The Stock .Iournat, the "On the 1and" section of the
Advertlser, and country newspapers provide a coverage of SAGRICts

activlties. Radio coverage is 6;iven by the ABC "Country Hour"
"Breakfast Session" and occaslonally on commerclal radio.
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In l98O a series of TV outlook stateme.ts on various South

Australian agrtcultrrral commodirles was prepared for GTS*4 Port Pirle
co service the Northern Region. A regional outlook conference was

held on Eyre Peninsula discussing the prospects for various

agricultural commodities .

Offlcers;lre often invited to give tallcs to [armer bureaux

fie[d clays, workshops anrl sr,,rnlrtars.

IndustrA Vieupoint

No industrA group is reliant on SAGRfC rnar"ket i.nformation serDices

although most Lndicated that SAGRfC is ineluded in thein List of
Boltrcea. The mone or.ganized industny groups, sueh as the Statutory
Boards and Large p'podueel, organizations nelg on their oum aourees

sueh as surueAs, field offieens and othen eontaets.

Commodity information relating to pnoduetion and pni,ees of LocaL

intersl;ate ond ooerseas nrt"r.kets is sought bg mosl; 'industry groups.

Industry considens that SAGRIC has a. role in pnooi,ling this manket

i,nfornxztLon seroiee for t'ltose 'Lndustr"y grloups roithout an organised
mar.kebing sAstem, in panti.eular the hortieuLburol group.

5.2 Product Speciflcation

Product specif i-cati-on ref ers to the description Label l.ing and

establlshment of standards for products. It assists in the narketlng
process by allowing buyers and sellers to describe products objectively.

lipt'<'{ll<':lLlotts ;trttl st-lrtdrrr-rls rnrry ht. b;rst'tl ul)()n qu..lnt. l.ttttlvc LncLors

strc'.lt as wclght, irrgredlenLs artcl perf orrnarrct: or quaLi ratlve factors such

as ripeness, colour, flavour and texture.
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Many sections of SAGRIC are invotved in developing product
sPr'<'lf lcrrtlorts lt)l- r'otlutlo,l ltl',s irrttl. ln rrrirrry (';llr('s, pollr'In1.1 r.ornpllitrrr'r'

w I Llr these spe(: t f It:ir L tons .

Examples of involvement include:

development of specifications in post harvest quality of
lupins and peas for export,

lnvolvement in developing meat and livestock descriptions
with most work being undertaken through industry
committees.

a [)r()vlslon oi teclrrr lt.rt I i.rrloruurt lorr irrr<l ;trl vli:t.' to tlrtr

poultry industry and S.A. Bgg Board on quallty
characteristics,

technical research aimed at improving produet quality in the
horticultural sector.

involvement ln seed classlfication, labelling and

certification schemes for cereals, grain legumes, oilseeds
and small seeds,

the adrninistration of legislation to ensure the compliance of
products with partlcular specifications and controls. Acts

i-nvolved include the Stock Diseases Act Agricultural
Chemicals Act, Meat Hygiene Act and Commonwealth Quarantine
Act.

Industn! Vieupoint

GenenaLlg industny is satisfied urith SAGRIC?I iru;oLoement in
produet speeifieation, partieulanly in the gnain industrg aith
seed eerti.fieation and gradi,ng seruiees. Thene is an erpressed
need for some uniform standnrds to be estabLi,shed by SAGRIC for
small er.ops uhene no rnctrketing onganizati,on is intsolued.
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The United Farmers and Stockortmers (UF e S) is appreeiatioe of
SAGRIC'I iru)oLuement in atding the atsailability of ueed and

disease free seeds, tLte Labelling of agriculturaL and oeteninany
ehemieals and l;he monitoring of eboek disease and quarantine.

Thene is a gener.aL uieut erpressed by industt"y thot tltoy should not

be erpeeted to contnibute financialLy to this actioity unLese

speeLal ci.reumstanees are inloloed.

5.3 [oduct Development

This refers to the development of products which are new or presented

in a new form. It refers not only to the development of the primary
product but also to the <levelopment of new technology for processlng of
pri.mary products into second:rry products. A rnarket orlernted <trganlzatlorl

wlLL produce goods to meet the needs of corrsurner groups. The needs and

preferences of the consumers j-n a market should deternine the product

characteris tics.

Examples of SAGRIC s involvement have been;

in the development and evaluation of improved varieties of
cereals, oilseeds. graln legumes and srnal1 seeds,

in the breeding of disease and pest resistance in crops and

medics,

involvement in developing improved varieties of fruit and

vegetables for extstlrrg and new uses. Partlcular examples

include the irnprovement and developnent of t.he techniques
ln drying peaches and nectarines for confectionary and other
uses as an alternative to cannj-ng, and the development of
grape varieties for grape juice,
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developlng disease free and genetically inproved fruit
cultivars to improve the marketability of the product,

developing posE harvest technology for hortlcultural
tndustrles e.g. corrtrolled aEmosphere storirge of apples and

grapes,

. provision of advice and assistance to industry in the

developrnent of new dairy products.

fndustnlt Vieapoint

Some industri,es considened SaGRIC hae, in the paet, been nathen

slou in taking inLtlatioes aru7 meeting i.nduetry nequinements in
Peledqch,tnd rt.e rtel.oDment.

The UF & S considers that if an industny i.s onga,ni,zed it ean

alloeate ?esoureea to pnoduct deoelopment and engage groupe Like

SAGRIC to tmdentake that ?.iork. This is penhape rnore diffieult
in Less onganized induetr.ies in ahich caee SAGRIC should undertake

pr.oduet deuelopment. The meat and LiDeetoek industny eees SAGRfC'I

nole ae bei,ng LlmLted to assi.sti,ng deuelopment of appropriate
pr.i.many produets and eneouraging appropniate sensLtiuity to

eonlumer neede.

tt is the generol feel;tng of industr.y bhat SAGRIC should uruIertake

nesearch and t.leo,zT,oprnenb at the request of industry. Llibhoub the

approuaL and finaneiaL support of i,ndust'ny then SAGRfC should nob

be i,noolued.

5.4 Market Re".a.ch ard Det"lop*nt

Iularket research as defined in the industry questionnaire was the

systematlc gatherlng, recording and analysing of data about problems

relaEed to the marketing of goods and services, Examples of SAGRIC

involvement tnclude.
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conducting surveys in the poultry industry to deterrnine

preferred qualicy characteristics of eggs and volume of sales

of dlfferent grades of eggs,

monitoring the quality of stock and livestock products,

conducting marketing workshops for the fruit and vegetable

industry,

conducting surveys of Che Flelbourne market tor S.A. glasshouse

tomatoes to identify problems and opportunities and the

necessary courses of action,

preparation of market development papers on herbs and spices
jojoba, ornamental flowers and triticale.

Industntt Viewoint

A,LL industri.es i.ndieated that most of the uonk on eoneLtmer and

industng resealneh ?JM.s undertaken by themseloes on nelated
onganizations. Moet of the induetries eons'Ldered that SAGRIC

should keep ibs inuoloement in eonaumer nesearch to a minimum, aith
a r.oLe of co-openating and Liai,sing urith industny. They stated
that it i.s industry's nesponsibility to undertake ite otn
eonaume? neseaneh. The National Fanmen, houeler, put for.unnd the
oieu that thi.s sont of aonk needs to be done negulanly eepeei,ally
on the issue of eonswneriam. There needs to be more aceunate

d.efini.tions of eonsumer pneferenees, trends and abtitudes ae it is
essenti'al to eontinuaLLy neseaneh these arleaa in order to pneeen)e

a dgnamie approach to mankettng. This is a sevtiee that SAGRIC

could dettelop. ALso, r,tork needs to be done on the pnoteetion of
the fanmerl aa a eonsumeln and that SAGRIC should eonsider the
establishment of a fawn pnoduct teating faeility.

Some induetT'ies fatouned SAGRICts inuoloement in consumera reseaneh

as dn i.ru7e.pr.:nde.nt and objeebiue borlg.
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5.5 Pfgqqg!_3rornotloif

Promotlon is usually defined to include all those activities of an

industry or organization which are designed to inform and persuade buyers
to purchase that industryts or organizationts product. promotion

therefore is persuasive communication between seller and buyer through
such activities as adverEising and personal selling.

There has been a linited involvement of SAGRIC ln product promotion
Examples of activities include:

involvement with the Fresh Frult and Vegetable promotion

Council and ln the promotion of several crops including
culinary beans onions. melons and nuts.

promoting the use of grain legumes in livestock feed rations.
as a nitrogen source in crop rotations and as a potential
export market for food and stock feed.

activities of Ehe home eeonomist and the publication of home

economics fact sheets and practical demonstrations.

fndustr!4 Vieapoint

The genenaL eoncensus is that product pnomotion is pr.i,maniLy the
Tesponsibi.Lity of industry and that sAGRrc should not plaa ana parb
in pnomoting agrieultunal pnoducts dir.ectLg. To do otheruise could
bring SAGRfC into eonfLiet uith diffenent Lndustries.

SAGRIC has a r.epr.esentat'Ltse on the Fnesh Fruit and Vegetable
Promotion couneiL and this i,s eonsidered by these industries to be

an essentiaL nole in supplement.Lng industry pnoduet pnomotion,
rathen than sAGRrc being irusoLoed in direct promotion actioittes.
This is an arlea uhe'ne industny aould ueleome eonti.nuing
eo-openation aith SAGRIC.
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The NatiorutL Farmer ctnd Ut',3 S eonsi-der bhat SAGRIC lzcts rt roLe in
pnomoti.ng the general interest of agnicuLtune to the eonrmtnity,

both as an industrA bA itseLf, and. ui,thin the contert of the

nationaL eeonomA.

The uF & S feels that if eeonomie eualuation of certai'n pnoducts

Leads to the gneater use of one oDerl another', and if this is deemed

to be pnomotion, then it should be the ertent of SAGRIC'I

i,nooluement i.n product pnomotion.

5.6 Ygketing Syg--!e_mg 4esearch gnd_Qevelopngqq

l4arketing systems research and development involves actlvlEies aimed

at lmprovihg and/or changing existing marlceting systems to aid in the

befter funcEionlng and efficiency of the marketing Process.

SAGRIC involvement in this area has includtrd;

a major role in the research and/or development of new

marketing systens for livestock through membership on the

Livestock t{arketing Study Group and State Lamb Committee'

involvement ln an examination of the Fruit and Vegetable

Marketing Systern at the East End Market,

j,nvolvement in advising the Yorke Peninsula Grain Legume

Committee and the UF & S ln the marketlng of grain legumes and

oilseeds .

involvement in the establishment of the Evre Peninsula Grain

Legume Co-operative.

Industnlt Vieppoint

It txts erpressed that SAGRIC should adopt a Loa key approaeh in
this at"ea and shottLd not be inooloed unLess epeeifiealLy asked by

industng to be irusoLoed. SAGRIC's intsoloement aould be in
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prooidi,ng enitieal appraisal and prooide tralned pensonnel uyith

sound. nanketing baekgnounds.

5.7 Direct l"larke_ting Inyglfqsg"!

Areas ln which SAGRIC has had a more direct. i.nvolvement in marketing

other than those previously mentioned have been:

in the sale of

mernbershlp on

of Management

basic seed of new varietl-es.

the Apple arrd Pear Growers Assoclatlon Comnlttee

which has a strong lnvolvemenL in markeclng.

fnduetrv Vieupoint

It tms elear that induetrg doee not belieDe that SAGRIC should be

dineetly irusoloed i,n nnrketing or seek to direet nwnketing poli,ey.
SAGRfC'I nole should be in extensi,on uo'nk o'rz aa an adDisory body .

ft should r.eseareh and neport to industry thein marketing needs

and then utithdnau fnom ang i,nuoluement in aetual rnanketing.

Most industries aee an aduisong nole thnough membership on

marketing commitbees and etatutong bodies i.f Gooernment poli,eies
pemnit bhis. The Fnuibgroaer; und Market Gandeners Assoeiation

sai-d that ohilsb SAGRIC rnay haoe membenshi.p on statutony marketi.ng

boarde to pnooide Leadershi,p ottd stabi.Lity, thia nole ehould be a
oaas'h)e nole nathen than an actiue one.

5.8 Education and Traini gc_

Some examplr:s of SAGRIC involvemenE in thls area have been:

lnvolvernent in an extenslon programme wlEh a strong marketing

emphasts with Northern Metaide Plalns Glasshorrse Tomato

Growers to help them lrnprove Ehelr marketlng performance in
Melbourne,
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conducting seminars with -Southern Vales grapegrowers regarding

changing rnarket requi-rements.

fndustnA Viewoint

The South Austnalian M.irgmen's Assoeiation and UF & S ane industny
groups uhieh, i.n their submissions, did not fattour SAGRIC

irusoltlement in edueation and training of produeers i,n nnrketi,ng.

Houeoen, tieus erpnessed by aLL industriee at the manketing

uonkshop clearly support SAGRIC'I irusoloement i-n this aetioity.
Stoekfeed manufctcturer,B consi,der that SAGRIC has the faci.Lities and

epeeiali.zed staff to penform a uer.A ualuable noLe in this area.

The Nati,onal Far.men etronglg endonses. anA prograrye put fonuand bg

SAGRIC to help farrnens improoe thein nwnketing perfonnwnee. SAGRIC

has a uital nole to play in extension of nwrketi,ng information a,nd

tnaini,ng. The Eruitg"oaer"s' dr1d. Market Gandenens' Association nade

the poi.nt that officers ui.th SAGRfC aleo Leamt fnom feedbaek by

produeene - and that thene ia a need for edueation nelati,ng to
paeka,gi,ng, pnesentation and. pnonotion uithin thei'n industry.
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Chapter 6

THE DIRECTION TI1AT SAGRIC

SI{OULD TAKE IN THE PROVISION OF MARKETING SERVICES

t I [nEroductior]

Why should

what should be

SAGRIC be involved
the criteri-a for our

in providing rnarketing

involvement?

servl-ces an(l

A basic argument for SAGRIC's involvement is the demand for services

from major client groups, ln particular:

The Government (minister) of the day has demands for policy
advice on various aspects of marketing. This can take vartous
forms ran11tn11 from I.A.C. enqutrtes to tlre examlnation oF

marketlnll systt'm$ (c.l{. lrrtegrirted ccntratlstd wool- seLttrrg).
These art: t)ften "top-down" requesEs whiclr dtrpend vr':ry much on Ehe

marketing and pollElcal clrcumstances at the time they are made.

The Department - SAGRIC has a need for marketing information to

fulfill its own roles i-n a number of areas. for example, plant

breeding programmes.

Industry - Industry is a prime client in a number of important

marketing areas, for example, marketing inforrnaEion-

'fhc drrrnarrds of tlrt' ll rst- Lw() (:llt-rt[ 11rtru[)s itr(t rclitt ivcly l;tr;tl11ht

l'orw:rrd. lkrwevt'r, It ls Irr rcl.:rtlorr to servtclrrll IrrtlusLry Chat thc maLt(]r

becomes more complex and corttenLlous.

Industry servicing may embrace the provision of marketing services to
industry organlsations through to the provislon of advice to lndlvidual
farmers or groups tn eiEher a face-to-face situalion or Ehrough the rnass

media.
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The historlcal justificaLlon for departmerrts of allrtctrltrrrt: ltas bec-rt

that lndlvidually many smal1 and scaftered agricultural flrms do not have

the rrecessary resources to carry out research and development wotk and

that government investment in these functions will benefit the community

and economy as a whole as well as the rural sector, Similarly, it follows

that if research results are to be adopted on farms there is a need for an

extension or educational service to farmers. This service should embrace

all aspecrs of production and narketing.

Firrmers are having to rnake morc rnarkebtng dt.'ctstons becattst: ol, trenris

towards -

. a decline in the relative i-rnportance of tennirral markets. wlth
more dj-rect negotiation between producers and traders.

. increases in the investment in plant coupled with increases in
average farm size and the associated increases in the range of

commodities that can be grordn (e g. lupins etc.) and the tlllage
systems that can be used.

This trend is already apparent in the U S- wher,r extension services
are lncreasingly belng aslced by pr:oducers to help develop marketlng

strategles. Whllst sorne aspects of the marketLng functlon can be carrled
out by the tndtvidual farm E1rm, other aspects ar:e dltficrtlt to carry out

due to the substanLial costs involved and the lack of expertise,

Other arguments can be advanced for government/departmental

involvernent in marketing. These include:-
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. The public good attribute of informationl scale economies ln
its provision and dissemination, and the uncertainEy of returns
from outlook information. As wellt government departments may be

seen as providing a complete and lmpartial picture of market
prospects as compared with a private agency with a vested
interest. Also government has an interest in facilitating the

efficiency of the marketing system. particularly Ehe price:

finding mechanism.

. In nany cases particular marketing services are not being
provided for industry by private agencies due to

- insufficient demand (smal1 industries with infrequent or
linited demand for these services) such that the provlsion of
services is uneconomic.

- lack of appropriate expertise in private agencies.

. Snall developing industries where the industry organisation is
virtually non-existant, or established industries that are poorly
organised, are unllkely to be able to raise adequate funds

for the payment of marketing services by private agenci.es.

. SAGRIC's long standing involvement in primary product

development and specification. Whilst every encouragement should

be made to industry to take over these functions, this ls
general ly unrealistic.

t InformaLion is a public good in the sense that one persons use of it
does not affect its availability to other users. Investment in
inforrnation activiries by one individual will return a lower value to
him than the sum of the retlrrns gained by all users.
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Accepting that SAGRIC has a legitimate involvement in marketing the

following are some criteria chat may be used to guide our involvement in
the provision of rnarketing services to industry.-

. The work must be relevant to the client.

. The work does not duplicate services/work belng done elsewhere by

other agencies.

. SAGRIC has a capacity to undertake the work (both quantitatively
and qualitatively),

, There should be close consultation with the client from the

beglnning,

. The work can be most effectively undertaken by SAGRIC.

These guidetrines are best seen as being general ones and the final
type of involvement will depend on the individuaL request/opport.uniLy and

situation. SAGRIC marketing involvement will vary from industry to
industry depending on its organisation and whether or not statutory
authoriEies exist.

In the future it is like1-y that consumers will become a client for
SAGRIC's services in marketing. The type of services needed and guidelines
for Lheir provtslon necd to be ct:rrlfted.

6.2 }{arket trnf ormation

Market information facilitates decision rnaking in an environment of
uncertainty about future conrnodity prices and quantities. In general the

choice of production and marketing strategies will be assessed in terms of

estimates of future prices and quantities. This is because the relative
attractiveness of alteruative acti-ons of ten will vary r^rith dif ferent
estimates of future market outcomes.



-4r-

There ls an extensive investment of resources by both the private
and public sectors in Australia in the production disseminatlon and
analysis of agrlcultural raarketing lnformatlon. Government involvemen.
stems from Ehe need for lnformation for lts own prollcy making needs and
from alleged deftclencles ln leavlng the prl,vate secEor to provlde market
information.

Slnce market informatlon is an input rat.her than a final product it
becomes valuabre only if it is used in making decisions which resurt in
hlgher levels of realised welfare. rf the information is to be helpful to
declsion makers it must be ln a form whlch they can understand and readilv
interpret in the context of their own decision making framework.

6.2.I Primary inf ormati_on

The working party sees no need for sAGRrc to be involved in
the collection or disseminatlon of prirnary market informatlon where
an industry or prlvaEe organlsation is providing an adequate servlce
The adequacy of existlng servlces must be determine4 by evaluat.lon
and dlscusslon with particular industries.

when existing services are deened inad.equate or no service
exists chen sAGRrc has a catalytic role in working with industry to
overcome the problem. There is no reason why sAGRrc should not
provide such a service but industry should pay the total cost of this
service. rf industry really requires a new or better servlce then
some form of payment scheme should be acceptable to thar industrv.

6.2.2 Secondary information

l'rotlut:t'rs rrtlc<l d [[fert nt
These needs can be related to:-

lrrf orrnrrt torr l-or dl I f ert:nL purl)()$()s

the next stage

or when to sell
of the current production process

tOf

e.g. wherc
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the subsequent production process or strategY, e.g. what

conbination of enterprises to select for next year, or

production processes sufficiently into the future so that the

producer is not constrained by any current arrangements e.g.

decislons about farm redeveloprnent.

Informatton related ro each of these Lhree purposes ls
referred to respectively as short term, medlum term and long term

information"

While there have been regular calls from farmers and their
organisations for the provision of market information" few have

deIined exactly the type of information requir,:d.

IBock' found that Victorian beef producers do not see the

Victorian Department of Agriculture as an important source of market

information. For short and rnedium term information by our

definitlons the Department of Agriculture did noE rank at a1l as a

source of information. In the case of long term information the

Department of Agriculture ranked sixth.

This low ranking for the Victorian Department of Agriculture
can in part be explained. First, Departme-nts of Agriculture are not

sufficlently involved ln the marketlng of most products to be able to
provIde short tt,:rrn IrrforrnirL Ion. Stock Agr:rrts, rnr.rchanta etc. are

better lnforrned in this regard. Second, the accuracy of long term

forecasts by government organisations is low. For exampl-e.
,)

Pickard' examined 23 forecasts made in 1970 for production of

' Bock, I.M. (1976), l,larket Information and Farm Management Decision-
Making-a Psychological Study. Agricultw'al Ertension Reseaneh

Unit, University of Melbourne, December 1976

2 Plckar,l, D.H. (1982), Forecasting Markets for Vegetables in
Ihrrope, Spctn Voltrrue 25, l, 1982.
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vari-ous products in 1975. only three arrived within 15 percent of
the actual 1975 rotal.

Bock also found that some information provided to producers
was unlntelllgable to them or not provided at the appropriate time.

Glven the above situation, the working party identified the
need for a more detailed examination of producer and industry needs
in this area. rt is important that producersr needs be determined
as to WHAT information is required, [{HEN it is required and Holr it
needs to be provided. clearly, all three aspects of what, when and

how will differ greatly between different industries. This could
require surveys of particular industries, but initially discussion
with industry groups should occur. other sources of i_nformation
should be examined e.g. the BAE, AMLC etc. to avoid duplication.

The horticultural industries have identifled the need for
sAGRrc to provide accurate, prompt and reliable production and price
informatlon at state, Federal and rnternatlonal levels lnclurilng
future trends. They see the possible use of computer services in the
future. These aspects need to be developed in detail with
approrpriate industry study groups.

Reeornnendation 1

THE NEED FOR THE PROVISION OP PRIMARY INFOAMITTON SHOULD BE

DETERMTNED BY DISCUSSTON VITH INDUSTRY GROUPS. TF A NEED

IS DETERMTNED THEN SAGRIC SHOI]LD ASSIST IN THE DEVELOPMENT

OF THE INFONUATION SYSTEM AND THE FUNDING SYSTEM FOR SUCH A

SERVICE.

SAGRIC SHOULD NOT BE INVOLVED IN THE PROVISION OF SHORT TEAU

SECONDARY INPORMATION.

SAGRIC SHOULD DISCUSS VITH INDUSTRIES THEIR EXACT NEEDS FOR

SECONDART INFOAUATTON.
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6.3 Product Specification

The diversity of genetic material, c1lmate, disease, soil conditions,
marketing requirements, and management practices etc. results in
considerable diversitv within commodities.

One of the outcomes of this diverslty has been the development of

formal and informal schemes of cormodity description. These schemes are

variously referred Eo as grading, classification, measurement, labelling
and minimum standards. For some commedilies important characteristics are

largely assessed on subjective criteria which may, and often do, have

different interpretations by different people and at different times. For

example, the sale of livestock is based largely on estimates of yield of
rno:lt cuts, qunll ty of rneat, nnri scl Forth rts dr.tcrmi rrcd by personitl

..lss()ssment. l"or otlu:r cornm<ldl t Ies ttrt' ;rssr:ssrnr.'nt Ls rn:rde by Formal and

objectlve procedures. For example, most wool is objectively assessed for
yield, vegetable matter content and mean fi.bre diameter.

Several reasons might be suggested as to why individual buyers and

sellers would not find it in their own interests to introduce a new

grading scheme even though such would be justified by a benefit/cost
analysis. A grading system has a number of public good eharacteristics.
That is, a firm or consumer could incur all the costs of developing a new

grading scheme and of convincing other market participants of its merits
and then find that when it ts adopted only some of the benefits
a('cr(le t() the devclopcr wtri lc otlrers wlro latcr adol)t, tlre sc'-hcrne do not
lnctrr development costs but recelve berreftts. The major beneflts of a

gradlng innovation only occur if the system ls uniform throughout the

country and generally accepted by a substantial proportion of the market.
These reasons go much of the way to explaining the reluctance of
individuals to develop and implement new grading schemes.

In some cases the development of a new grading system will require
the government to co-ordinate the collection of funds, either from general

revenue and/or from the industry, to provi.de the initial research in
measurement techniques and the development of appropriate standards.
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The horticultural industrles ln particular have ldentified the need

for the evolutl-on of natlonal and possibly lnternational standards (where

relevant) to be established, adninlstered and updated by lndustry and

SAGRIC research. Industry supports sale by descrlption.

llortlcultural lndrrstrles
product spectflcaElon because

marketing methods.

general have not progressed very far ln
the diverslty in types of producEs and

ln

of

The Working ParEy ls aware t.hat a Working ParLy on Eorticultural
Leglslatlon is considerlng a number of aspects related to product

sJrcclftcatlon.

Reeomnendati,on 2

SAGRIC INVOLVEMIINT tN P;STABLTSHTNG GRADING SCHEMES SHOULD BE MORE A

I,'AC tI,.TTA'I'I NG IiA'I'III':Ii 'I'IIAN AN AI)M I N I :J'TRA'I'tVI,: AIIIlANGI,:MI,;NT.

THE IMPETUS FOR THE INVESTIGATION OR INITIATION OF GRADING SCHEMES

SHOULD EMANATE FROM INDUSTRY STUDY GROUPS SUCH AS THE FORMAL

SAGRIC/INDTJSTRY GROUPS ENVISAGED BY THE INORKING PARTY.T

. THE NEED FOR GRADING SYSTEMS TO BE STANDARDISED ON A NATIONAL BASIS

SHOULD NOT NECESSARILY DETER SAGRIC INITIATIWS WITH LOCAL TNDUSTRY

GROUPS. THTS TYPE OF INITIATIW IN THE PAST HAS LED TO THE

NATIONAL ADOPTION OP S.A. INNOVATIONS E.G. PIG CLASSIFICATION.

6.4 Product Development

Prinary product development has not been a major area of activity for
private enterprlse 1n Australla. For crops thls has been due to a lack of
plant varlety rlghts leglslatton. Agrlcultural deparrnerlts, universltles
and agricultural colleges have traditlonally fi1led thls role. Thls seems

unllkely to change. Hence SAGRICTs continued involvement in thls area is
a legitinate one.

The concept of SAGRIC/Industry Groups is dlscussed in Chapter 7.
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Ir-r plants primary product rhvcLopment wtLl reLiltc to tltt'tlcvr'lol)ln('rlt

and evaluation of improved varieties of cereals, oilseeds, grain legumes

and small seeds. In some situations the emphasis may be on the

introduction and evaluation of new cultivars from interstate or overseas.

With horticultural crops the introduction, selection and evaluation

of new/improved cultivars is particularly important, for example, Plant
improvemenE schemes for citrus, vines apples and cherries In research

work, increased emphasis should be gi.ven to marketing criteria ln the

evaluation of the crrltivar as we I I as the cornmon cr r t()r ia used at prescnt

namely production aspects, dlsease reslstance and the abitlty to withstand

handling/transport. Market preferr:nce criterta also applies where

overseas markeEs are envisaged. In l'rorticultural crops, the use of
techniques such as tasting panels should be considered to aid the

evaluation process. Also implied is the need for market research for a

parEicular product. For example, retailers prefer firm tomatoes becaus()

of self service purchase patterns in supermarkets. A soft tomato will not

be competitive. Market preference criteria also has implications for
extension officers assisting producers with a nanagement programme to grow

lrro<luc.ts to a particrrl;rr specttlcation rcquir:ed by the mar:ket place. For

example, table grapes for Aslan markets need speclfic detailed cultural
attention to produce bunches with large berries.

Livestock breeding has covered the identification and selection of
genotypes which show potential commercial value. Stutlies have ranged from

llveweight gain, twinning and wool yield through to the inheritance of
milk protein factors in dairy cattle relevant to cheese making. The

ernphasis should be on the evaluation of new ilnd irnproved breeds to a

part icular envi-rorrrnerrt. EvaluaE ion should also relatr: to their
suitability in cross-breeding. Genetic engineering will become

increasingly i.mportanf in the next ten years and may affect the approach

to anirnal breeding.

Secondary product development should largely be the prerogative of
cl're food processing industry rather than a government department. Whilst
there is some industry support for SAGRICts continual involvement in this
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area, there is not a strong case to i.nerease or even maintain our
involvement. There are generally other organisations, both private and
public (e.g. CSIRO, Di-vision of Food Technology) which are better placed
in terms of equipment. facilities and expertise, for example. dairy
product development and freezlng, canning an,il juicing technology for fruit
and vegetable produce, The only exceptions would be those industries
which are too small to carry out their own research. A good example here
are the hortlcrrltural industrles and the role of the post harve:st
technology group. Here sAGRrc has excellent expertlse whlch 1s not
available in private enterprlse outside the processing sector. New posE

harvest technology can have considerable economic impact in extending the
market period of a product (for example. controlled atmosphere storage of
grapes' apples and pears enables the storage of these products for longer
periods) and reducing storage losses.

Before sAGRrc is involved in undertaking secondary product
development work (except on a contract basis with industry), it. should be
guided by the following cri-teria:-

. Beneflt/cost aspects of the project.

. SAGRIC has expertise in the area of interest.

. The prospects of success of the work.

. The work cannot be effectively undertaken by industry itself or in
other organisations -

Where contract research is undertaken for industry and this work is
funded wholly by lndustry, the industry should have exclusive rlghts to
the resrrlts of ttrls resrrarch-

Reeonrnend-a,tion 3

. SAGRTC HAS A CONTTNUTNG IMPORTANT ROLE IN PRIMARY PRODUCT

DEVELOPMENT.

, MARKETING CONSIDERATIONS NEED TO BE TNCORPORATED INTO SAGRIC

RESEARCH AND EXTENSTON PROGRAT&,IES.
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SAGRIC HAS A LESS IMPORTANT ROLE TN SECONDARY PRODUCT DEVELOPMENT.

THIS SHOULD LARGELY BE THE PREROGATTVE OF THE FOOD PROCESSING

INDUSTRY. THE MAJOR EXCEPTION HERE RELATES TO THOSE TNDUSTRTES

I^IHICH ARE TOO SMALL TO CARRY OUT THETR OWN RESEARCH E.G. POST

HARVEST TECHNOLOGY FOR HORTICULTURAL TNDUSTRIES. SAGRIC SHOULD

ONLY UNDERTAKE SECONDARY PRODUCT DEVELOPMENT INORK (EXCEPT ON A

CONTRACT BASTS) IT' IT SA TSL'TES THE FOI'LOIIING CRT I'IRIA:-

BENEFIT/COST ASPECTS OF THE PROJECT,

SAGRIC HAS EXPERTISE IN THE AREA OF INTEREST'

THE PROSPECTS OF SUCCESS OE THE Iil)RK ARE HTGH,

UNDERTAKEN BY INDUSTRY ITSELF- THE WORK CANNOT BE EEFECTIVELY

OR IN OTHER ORGANISATIONS.

6.5 l'{arket Research and Development

Market research is the study of the supply and demand characteristics

of particular comrnodities in particular markets, together with an

understanding of the marketing system for the commodities.

The Working Party recognises the need for SAGRIC involvement in this

area for two major reasons.

First, SAGRIC provides products (for example from product

development work) and services to various markets (these may be particular

industries or consumer clients) and there is a necd for market research

fo ensure fhat the products and servlces offered are those requlred by

the market.

Second, there is a need for rnnrket research as a basis for market

development work in relation fo nerrl or existing Products in new or

existing markets. Market developnent involves identifying marketing

opportunities, defining how these can be exploited and the realisation of
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this opportunity. For new or small industries without the appropriate
resources and organisation, SAGRIC has a role in market development, I'or

example, the Angora goat and Sharlea sheep industries are two ln whlch

SAGRIC has played an inportant role in providing information to
prospective entrants. The role of SAGRIC in market development will vary

according to the situation and industry concerned. At the very least it
will involve a market study and information provlsion. It may also entail
a more active role involving Lrade missions in the case of overseas

markets and facllltating action between the various partles lnvolved.

The naLure and methodology of market research undertaken wl1l vary

considerably but is likely to include economic, behavioural and technical
aspects. It will range from det.ailed socio-economic surveys to informal
discussions with i-nternediaries in the market system. Care needs to be

taken to avoid duplication of work done by other organisations such as the

BAE and the AMLC. In such cases SAGRIC's role should be one of rnaklng the

information available to all interested parties.

There is no case for SAGRIC to be lnvolved with market research

and development for speclfic branded products. This ts the

responsiblllty of lrr<lrrstry.

Recommendatlon 4

THERE IS A NEED FOR SAGRIC TO UNDERTAKE MARKET RESEARCH TO ENSURE

THAT ITS OI"IN PRODUCTS AND SERVICES ARE APPROPRIATE TO ITS CLIENTS

REQUIREMENTS AND AS A BASIS POR MARKET DEVELOPMENT WORK.

. SAGRIC HAS A ROLE IN MARKET DEVELOPMENT VORK FOR NEI"I OR SMALL

INDUSTRIES THAT DO NOT HAVE THE APPROPRIATE RESOURCES OR

ORGANTSATION.

6.6 Product PronroL lon

This area

1s wldespread

products sold

is of practical importance

many proeessed products,

an unprocessed form.

in agriculture because promotion

but generally not widespread forfor
i-n
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In hi11h ttrr:orne counIrlcs, tlttr consurnption of tnod is l{rnttcd nrort'by

1>ltysiologtcal f actor:s rather than level of l rrc:omt-. l'romoL ton wlrlch ls
effective in persuading consumers to eat more of a particular food type is
usually t.o the detrirnent of other foods - that is, one food type is
substltuted fon another.

The Working Party considered the role of SAGRIC in both informative
and persuasive aspects of promotion. It is the Working Part.yrs view that
SAGRIC has no direct role to play in promotion that attempts to persuade

consumers to choose a particular product or brand. However, SAGRIC has an

imporEant role to play in two broad areas.

Flrst, by providlng obJectlve informatlon,
(a) to farmers as consumers of farm lnputs. SAGRIC is an unbiased

organlsation capable of providing objective informatiofi about
competing farln inputs such as chemicals, fertillzers, seed

varleties and so on. Such infornatlon shoutd be based on

research using sound scientific methods and should be freely
available.

(b) to consumers of farm products. providing information to
consumers on nutritional value of foods etc. is discussed further
in section 6.9 which deals with SAGRICTs role in education and

tralnlng.

(c) to farmers or organisatlons on possible advantages of thern

promotlng their products, or in evaluating the effectiveness of
promotion campaigns.

Second' SAGRIC should continue to actively promote overseas aspects
of our farming technologies, one benefit being the expansion of the
markets for South Australian produced farm inputs. This area of promotion

is conducted by SAGRIC International pty. Ltd.

Reeonrmendntion 5

. L)1ALLY, sAGRrc's R)LE sH)uLD BE LrMrlll,lD T0 THE PR)vrsr)N oF

OBJEC'ITVE INIORMATION TO CONSUMERS OF FANU INPUTS AND FARM

PR0DUCTS,
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. SAGRIC SHOULD PROMOTE ACTIVELY OVERSEAS RELEVANT ASPECTS OP OUR

FANUING TECHNOLOGIES.

6.7 Marketing Systems Research and Development

The rnarketing system performs t$/o functions. First.. it ensures that
what is produced on the farm 1s transformed to meet the needs of the flnal
consumer at the appropriate time and place and in the appropriate form.

In perforrning thls function, the farmerts product may be transported,

stored, standardlsed. financed processed. packaged. wholesaled and

reta1led.

Second, the marketing system determines the price for the farmerts
product. Thls is relevant to the farmer not sinply because of the

lnfluence of agricultural prices on his income but also because it tells
him what products to produce and how much of them to produce.

The Working Party recognises the i-mportance of SAGRIC involvement in
research and development of marketing systems. Governrnentrs have played

a significant role in influencing marketing systems through for example

a desire to lncrease the bargaintng power of producers, to stabllise
prices or to increase producers lncomes. However, intervention in the

rnarketing system involves costs as well as benefits and these need to be

evaluated, as do the alternati-ve approaches to intervenlion.

Reeonmend.a,tion 6

. SAGRIC SHOULD CONTINUE TO MONITOR AND EVALUATE EXISTTNG SYSTEMS,

AND, IN LIAISON WITH TNDUSTRY, EVALUATE OPTIONS FOR THE

INTRODUCTION OF TMPROVED OR NEI"I MARKETING SYSTEMS.

6.8 Dlrec! Marketing Involvement

Generally industry does not consider that SAGRIC should be involved

dlrectly ln the marketing of industry products.
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The Working Party accePts this viewpoint excePt for:-

. the marketing activities undertaken in relation to SAGRICts overseas

project work"

. membership on statutory marketing boards to facilitate communication

and understanding between the marketing boards, the Minister of

Agriculture and SAGRIC. A representative fron SAGI{IC is also likely

to provlde the marketing boards with addltlonal speclalist exPertise.

'lltl t:9rt{ltio1s oF rrppolrrtmr'rtt ot' rr SA(;lil(l rr'pt'r'st'rrtrtt lvt' sllottltl

parallel normaL rnernbershlp condltlons, but the SAGRIC representatlve

should not be chai-rman'

Reeonmendntion 7

. APART FROM ANY MARKETING ACTIVITIES INVOLVING SAGRIC INTERNATIONAL

PTY. LTD.. SAGRIC SHOULD NOT BE DIRECTLY INVOLVED IN THE MARKETING

OF TNDUSTRY PRODUCTS.

SAGRIC REPRESENTATION ON STATUTORY MARKETINC BOARDS SHOULD BE

PRIMARILY BE TO FACILUATE COMMUNTCATION ]]ilTWEEN SAGRIC AND

TNDUSTRY. APPOINTMEN'IS SIIOULD BII IN LTNI,] h/I'I:H NORMAL MEMBERSHIP

REG\]LATIONS. BUT A SAGRIC APPOINTEE SHOULD NOT BE CHAIRMAN.

6"9 Educarioq igd_Italnl.tg

The Working Party and industry have identified the education and

training of producers and industry organisations in marketing as a

prioriry role for SAGRIC. The training and development of SAGRIC staff in

rnarketing is dealt with in Sectlon 7.5.2.

Over-production. the decltne of traditional markcrts. increased

r.ornpetttt<rt rrnd chan11 lng rn;rrlceL prcfererrccs,llrc frtcttsirrll the need for
producers irnd marke tlng rtrgarris;rt tons to havr:t a greater market.lng

ortentatlon to ensrlre buslness survlval. Producers and trrdustry will
need to respond more effectlvely to the changing market situatlon. This
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will require a greater awareness and understanding of marketing and

improved skills.

Producers in those lndustries without scaEutory marketing auttrorities

need to be kept informed of changlng trends ln the market place

particularly:

. changing rnarket/buyer preferences and how producers can respond to

these,

. changing locations and seasons of production in the case of

partlcular horticultural products within Australia,

. new technology developments influencing marketing including

conputers, packaging, storage techniquest.

. better sharing of informatlon and ideas between various mernbers of

the marketlng chain.

As well, producers are already requesting information to set up

marketlng groups to differentiate their produce by grading and branding to

obtain price premiums '

Ag the industry organisation level (narketing co-operative ' company

and statutory marketing authority), there is a need to foster the adoption

of funproved rnarket.ing skills. Manwaringl h"" irlentified the marketing

tralnlng needs of industry management to include the following:-

. markettng principles and concePts,

. market research flncllngs'
, principles of commerclal negotiation,
. alternative marketlng systems '

duties and responsibilitles of Directors.

I Manwarirrg J.F. (lg7g>, Report of Churchill Fellowship Farmer

Iniciatives in Marketing. N.S.W. Department of Agriculture.
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At the consumer 1evel there is an increasing demand for lnforrnatlon

on the nutritional value of various foods ln relation to dietary

requirements. This trend is likely to continue. There are a number of

organisations with an interest and involvement in this area e g Health

Commission, C.S.I.R.O. Divlsion of Human Nutrition. In N.S.W., the

Department of Agriculture is providing information to consumers on the

nutritional value of various foods together with the promoti-on of fresh

produce. The role of SAGRIC in Chis area is beyond the Terms of Reference

of the Working Party. However, it is obvious that a co-ordinated approach

is required between the various organisations involved in the food

nutritlon area.

Reconvnendati.on I

PRODUCER AND INDUSTRY TRAINING AND EDUCATION IN MARKETING SHOULD

BE GIVEN A HIGHER PRIORITY BY SAGRIC.

PRODUCER EDUCATION AND TRAINING SHOULD TAKE PLACE IN SEVERAL

WATS: -

THERE NEEDS TO BE AN ADEQUATE INCORPORATION OF RELEVANT

MARKETING INFONUATION WHEN PROVIDTNG TECHNICAL PRODUCTTON

INFONUI,TTON TO PRODUCERS AND IN THE PLANNTNG OF EXTENSION

PROGRAMMES.

SEMINARS AND WOEKSHOPS SHOULD BE DEVELOPED WITH PARTICULAR

INDUSTRIES TO UPDATE PRODUCERS ON DEVELOPMENTS IN MARKETING

RELEVANT TO THEIR PARTICULAR INDUSTRIES. THESE IDEALLY TNOULD

INVOLVE OTHER MEMBERS OF THE MARKETING CHAIN AND MARKETTNG

SPECIALISTS TO ALLO'{ AN INTERCHANGE AND SHARING OF INFONUNTION

AND IDEAS.

FOR INDUSTRY ORGANISATIONS I"IITH A MARKETING ROLE. SEMINARS AND

WORKSHOPS ST]OULD tsE DEVELOPED TO SATISIIY THE MARKETING TRAINING

NEEDS OF MANAGERS, BOARDS OF DIRECTORS, ETC.
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. ALL PRODUCER AND INDUSTRY TRAINING NEEDS MAST BE DEWLOPED IN CLOSE

CONSULTATION WTTH INDUSTRY. ONE POSSIBLE MECHANISM IS THROUGH

THE USE OP INDUSTRY STADY GROUPS.

. THE EDUCATION OF CONSUMERS TN NUTRTTIONAL ASPECTS OE FOOD REQUIRES

A CO-ORDINATED APPROACH BETTIEEN THE VARIOUS ORGANISATIONS WITH AN

INTEREST AND INVOLVEMENT TN THIS AREA. HO|\EVER, THE SPECIFIC ROLE

FOR SAGRIC IN THIS AREA TS BEYOND THE TERMS OF REFERENCE OF THE

,IORKING PARTY.
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Chapter 7.

THE ORGANISATION OF MARKETING

WITI{IN SAGRIC

7.1, Introduction

SAGRIC has provided and adapted marketing services as the demand for
these services became apparent. Prior to the Socio-Economic Review in
1980f, the economic (or price) aspects of marketing as well as rnany of

the non-pri-ce aspects were undertaken by the Economlcs and Marketing

Branch within which there were three sections, Farm Management, Market

Development and Economic Services. Industry Divlsions and Regions also
played a signlficant role because of their lndustry knowledge, technical
expertlse and resources devoted particularly to producE development and

s pecif icat ion.

At the time of the review there was conflict about the appropriate
organisation of narketing in SAGRIC. 0n the one hand it was stated that
the emphasis in the Economics and Marketing Branch should be on the price
related aspects of marketing, leaving the technical and non-price aspects

to the Industry Divisions. This view was opposed by the Economics and

Marketing Branch because of the need for the Branch to have a continuing
involvement in all aspects of marketing. Furthernore, there was a

diversity of oplnion wlthln SAGRIC about the proper functions of thls
Branch in market development.

As a result of Lhe Soclo-Econornic Revlew, the Economlcs and Marketlng

Branch was restructured and called fhe Econornlcs Dlvislon. The price or
economlc aspects of marketing were retained by the Economics Division.
However, non-price aspects, many of which were previously undertaken in
the Economics and Marketing Branch, are now performed in Industry
Divisions and Regions.

Socio-Economic Review, Working Party Report, SAGRIC May 1980
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and resources devoted

An attenlpt was made by the Working Party to quantify the

resources devoted to SAGRICTs market related activitles. It was,

however difficult to obtain an accurate estimate due to Ehe problerns

in defining what a marketing task is. An example of this is the

brucellosis and tuberculosls eradication campaign This is seen by

some to be an important marketing activity through the maintenance of

Australlats beef export markets, However it is also viewed as not

havlng a primary narketing functlon and accordingly is classifled as

a dlsease control project. In fact it has components of both but the

dlsaggregation of the task lnto marketing and disease control
components is academic, Similar qualifications apply to other

departmental functions.

Despite this difficulty it. is clear that rnany of SAGRIC's

marketlng activities are undertaken by the Industry Divisions and

Regions, where a signifieant proportion of total resources arrl

enployed in product speclfication and product developuent. As

examples, in the field of plant industry we have the export grain

lnspection service, seed certiflcation and testlng, product

development in cereal crops, horticulture and small seeds and the

post harvest development work.

The Plant Indtrstry Dlvl s lon has an trnportant marketlng rolrr tn
the followlng areas:-
. product developnent e.g plant breeding, post harvest

technology.

product specification e.g seed certification. responsibility
for horticultural packaging and grading legislacion.

marketing information e.g. crop forecasts for cereals and

lnformatlon concernlng new crops, parttcularly speculative
cr()l)rJ srtelr ttt; -l o.l <tbrr rrncl llrrltyulr'.
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The Regions have a substantial marketing involvement wiEh

horticultural industries. This involves working in closely with

horti-cultural industry groups to help thern to solve narketi-ng

problems and ln product development (e.g. new variety assessment).

The Economics Dlvislon has undertaken an lmportant marketing

role both ln its ovm right and ln conjunctlon wlth Industry Dlvlsions

and Reglons. In partlcular, lt has played a central role in research

and development of markettng systems and ln tl-re provision of market

lnformatlon.

The Aninal Industry Division undertakes a number of narketing

activities, both with State and industry funds. Principally these

activities are in the Dalry and Meat Sections. The Dairy Section

undertakes product development in association with industry (new

cheese varieties) and in the past, has developed new Products in its
own right ("dairy blend"). Dairy officers have developed new grading

systems for cheese and butter and continually grade cheese and butter

in factorles. Further, a number of extension programmes are almed at

improving product quality.

The Meat Section of AID has been heavily involved with
industry in developing new marketi-ng systems for livestock and meat

and developing product grading and specification systems. Further it
monitors the accuracy of market reports for sheep and cattle and

gathers and disseminates pig market reports.

The Animal llealth Division has an important marketing role
particularly in the regulatory area - e g. through lneat hygiene'

quarantine, registration of agrieultural chemicals.

SAGRIC International Pty. Ltd. undertakes a number of

markeEing activities. Its aims are to develop markets for South

Australian goods and servlces in agriculture, rural development and

related industries. This is achieved through promoting the use of
South Australia's farming technology, techniques and inputs in the

development of agriculture in oEher counErles and the use of goods

and services on demonstratlon farms.
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7 .1.2 so"ggl!e_r! gelke4"g

Traditionally, agricultural economists have considered
agricultural marketlng to be an economic discipline and it has

developed in Departments of Agriculture primarily as a policy subject
at the natlonal or industry level. rndustry Divisions have been

involved largely in areas of product specification and development
and regulatory functions.

As dlscussed t:arLlr:r. the Soclo-Ecortorni.c Revtew examlned

narketlng in terms of price and non-prlce aspects. Given the past
organisation and functioning of sAGRrc the price (or economlc)
aspects have been performed by the Economics Division, and the non-
price (or technical) aspects by the rndustry Divisions or Regions.
Thls separation of marketing into these two areas has led to separate
and different approaches to marketing issues by different
disciplines. To encourage a multt-dlscipllnary approach to marketing and

Eo explolt the compl:mentarity of economic and technical inputs the
worklng Party identified the need for business marketing skills,

The term "business marketing"
the lnterface between the seller and

identifying influences which might be

behavlour by the manipulation by the

istlcs, distribution or promotion.

Thus buslness marketlng
for, sayl economic evaluati-ons

agricultural products any more

is usually deflned as analysing
the buyer wlth the purpose of
brought to bear on buyer

seller of product character-

does not negate ln any way the need

of supply and demand parameters for
than it negates the need for technlcal

While noting tl-ris definition rhe Working party defined
buslness rnarketlng as the ablllty to incorporate both economlc and

technlcal skllls ln analyslrrg marlceElng lssues. rn an organlsatlon
such as sAGRrc such a sklll wlll be largely applied at the lndustry
level rather than the firm or business level. The practice of
business marketing requires behavioural science skills as well as the
normal economic skills and technical knowledee.
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research into primary product development. Rather, its strength lies

ln an ablltty to apply or ldenttfy the need for skllls wherc

approprlate, Officers undertaking a business marketing function will

integrate the various disciplines that are relevant to marketing

problems. They w111 bring a systems approach to bear and noc iust a

single dlsci-pline orientation. The officer would need to have

expertise in techni-cal, business and economics aspects but not at an

indepth level in each. Rather he will call in speclalists as

required to provide the necessary expertise e g. an economlst for
marketing systems research and developnent work; a Post harvest

specialist for storage and packaging problems in horticulture'

SAGRIC has a deficlency ln buslness marketing skills and there

is a need to overcome this deficiency.

7 .2 Orgaqlsatr_gnel_options in b_usines_s_ marketi ng

To ensure an adequate incorporation of business marketing expertlse

the Working Party considered three organisatlonal options:-

Business Marketing Section - a group of marketing specialists
independent of the Economics Division but perhaps attached to some

other Division,

Economics and l"tarketing Division - incorporate business marketing

within the Economics Division,

Strc.ngtlrerni.nll of Re11 ions and Indrrstry Di visions irr hrtslness

rna rke L 1ng.

7.2.I Busi-ness Marketing lggt:gg

The development of a group of business marketing specialists
as an autonomous Section would have the advantages of facllltating
peer review and professional interaction within the business

nnarketing discipline.
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Against this, such a Sectlon would be too snall for divisional
sEatus and would need t.o be incorporated tnto an exlstlng Divislon,
immediately ralsir-rg dlfflculttes of ftndlng an approprlate "home".

Such an arrangement could lead ro an lncreased polarlzation on the

one hand beEween the Section and the Economics Division, and on lhe
other hand between the Sectj-on and Industry Divisions. This would

not be in the interests of effective functioning.

7 .2,2 Economics and Marketing Division

By incorporatlng business rnarketing within the Economics

Divlsion a tlghter lntegration of technical and economic aspects of
narketlng should occur. Theoretically, the interaction of these

complementary facets of marketing under one management would lead to
a more efficient utilizat.ion of staff resources and professional
interaction.

It has been however the experlence of SAGRIC and of some

other state agrlcultural departments that this structure has

difficultles in operating. Time and energy have been diverted to

conceptual and demarcation disputes within the organization. The

resultlng conflict has not been in the interests of effective
performance,

Concentrating marketing expertise in the Economi cs Division
nay tend to isolate further the Industry Divisions and Regions frorn

the marketing function. This is not conducive to an integrated
approach to marketlng whlch the Working Party considers is of major

imoortance.

7.'2.3 Strengthe,Llng of business ma.L.ll"g

Evisi:gl_gglRggions

function in Ijgu_s_!ry

The third option considered by the Working Party was that of
strengthening the role of Industry Divisions and Regions ln business

marketing functions.
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The Divisions and Regions have considerable expertise in, and

signlficant resources devoted to, producf development and product
specification, They are also centres of technical knowledge and

extenslon resources and have a broad understanding of indust.ry
matLers. Further a number of officers have developed and are

continui.ng Eo develop a knowledge and appreciation of marketing
matters. These are all advantages which would be reinforced by

developing the Industry Divisions and Regions as centres of business
marketing expertise. Bearing in rnind nanpower constraints Ehe

proposed strengthening would provide the most efficient and effective
utilization of resources.

Against. this a diffusion of marketing resources would reduce

the opportunity for peer group review and professional marketing
j-nteraction" Further there would not be a central rnarketing focus

wit.hin the Department. Given the diverse nature of marketing, the
often inter-disciplinary nature of marketing problems and the
practiee of lndustry to deal direct with Regions or Industry
Divisions on matters relating to them, these are not seen to be

signif icant disadvantages.

To achleve success in strengthening the rolr: of Divisions and

llc11 torrs rr:qu1r(:s iln al)l)rectatlon. frorn top levcl Inanagetnent <1own, ot'

tl're rnarket lng concept. It also requlres enthrrs lasm and commllmenE to
develop and maintain the lnitlatives. 'Ihe Working Party believes
that this can be managed within SAGRIC and proposes a training and

llmited recruitment program to achieve the objective.

Recorunendation g

TNDUSTRT DIVISIONS AND REGIONS

MARKETTNG SKTLLS THROUGH A TRAINING,

PROGRAMME.

SHOALD BE STRENGTHENSD IN BUSINESS

EDUCATION AND RECRUITMENT
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7.3 Organisational Options for the Economies of Malketlng

To ensure an adequate incorporation of economlc expertlse ln the
consideration of marketlng issues by Regions and Industry Divlslons the
Working Party considered Lhree options -

. Disband the Economics Division and assimilaEe officers into Regions

and Industry Divisions to provide econornic marketing skills,

. Retaln a core group of econonlsts but appoint economlsts to Industry
Divisions to provide the necessary economlc markettng skills,

. Retain the tot.al Economics Division but promote a greater integration
of economists with Industrv Divisions.

Arguments for the first optlon were consldered for the sake of
completeness. However Lhis optlon was not considered when making

recornmendations because it was beyond the Terms of Reference of the
Working Party.

7 .3.I &!ef ass-imilation of econogist_q !nro_!n{ue_rlLy_D:Lv-isions and

Eeg;!o"g

The disbandment of the Economics Dlvision arrd the assimilation
of officers into Regions and Industry Divisions would strengthen the

economlc marketing role of the Divisions by allowing an economist to
become a full time specialist resource for one lndustry group, Ehus

galning a detalled understanding of thac particular industry.

The total disbandment of the Economics Division would,
however, be a disadvarrtage to SAGRIC through the over emphasLs by

economists of the markeEing/courmodity function at the expense of
other economi c issues. It would be to the detriment of the

monltorlng of macro-economic lssues and applied economic research,
and to t.he co-ordlnation of economlc inputs in broader projects.
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7 .3.2 Posting o_f__"g*u_ _economists to Industrv Divisions

'Ihis alternatlve allows for the retentton of a core group of

economlsts to oversee the other economlc functions of SAGRIC. The

successful posting of farm management economists into the regions
gives a proven basis for this option.

The Economics Division, however, has in the past three years

lost a number of officers to other jobs. The current difficulties in
replacing these officers due to resource constraints has depleted

Che Division of senior and experienced economists. There are

recognised difflculties for the Economics Division in maintaining the

economlc lnput into SAGRIC, and it ls felt thaf a further reduction
of numbers wlClr ttre posttng of economlsts Lo lrrdrrstry Dtvtstons crttrltl

ndd to thcrse p roh I cmo.

7 .3.3 Greater involvement of economists with Industry Divisions

Marketing is an activlty involving, inter aLia, economic,

business, scientific, behavioural, statistical, managerial and

entrepreneural expertlse. As such it crosses and will continue to
cross functional and organi-sation boundaries. Accepting this
prenise, the logical method of managing marketing is through
interdisciplinary working groups assembled to handle specific tasks.

At present the Economlcs Dlvlslon has nomlnated speciflc
commodity or industry specialists who have the responsibility to
liaise with Divisions and Reglons on industry matters. In some

instances this has been a fairly loose, ad hoc arrangeme-nt. In
others, working groups have been formed to address specific problems

e.g" IAC enquiries. The present arrangemenls have come in for some

criticism, for exarnple:-

the lack of a well defined reporting structure and questions

of loose accountabilitv.
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lack of contl-nulty wlth frequent changes ln comrnodity

specialis ts,

more difficult and tine consumi-ng to manags.

lack of understanding by some officers of the benefits of a

multi-disciplinary approach.

lack of appreclatlon of economlc skllls by those wlth a:;

agrlcultural science background.

some of these critlcisms can be substantiated but others
represent a reflection of attitudes of traditional line managers to a

more open and anbiguous matrix management style. They highlight the
need for better task definition and improved management at thc inter-
discipllnary interface.

Despite the criti_cisms listed above there are a number of
examples where the task force approach has worked well, for example
ln the preparatlon of IAC submlsslons.

The Working Party believes that more effective industry/
economics integratlon can and should be achieved in sAGRrc. Such an

approach wl11 require:-

an appreciation of matrlx management principles by all
parties.

the skills to manage and communicate effectively in a matrix
situation.

the commitment to make it work.

an increased recognltion of the benefits of the multl
disclpllnary approach.
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The Working Party believes that

to Regions whlch have thelr own source

Reeormnendation 10

the above cornments apply less

of economics expertise.

THERE SHOULD BE A MORE EFFECTIVE INVOLVEMENT Of ECONOMISTS IN

INDUSTRY DIVISTON AND REGTONAL MARKETING ACTIVITIES. DTSCUSSIONS

SHOULD BE HELD BETT'IEEN THE CHIEF AGRICULTURAL ECONOMIST AND CHIEFS OF

DIVISIONS AND REGIONS TO DEVELOP WAYS BY WHICH THIS CAN BE ACHIEWD.

7.4 Other Organisational Aspects

Two further organizatlonal aspects of marketing net:d attention
flrst, SAGRIC's role in food technology and nutrltlon and second, the

recruitment of horticultural marketing expertise,

7 .4. L fooc! tgc_hnology-and_nutrltlon

Two units are concerned with aspects of secondary product

development, the Dairy Technology Section in the Animal Industry
Division and the Post-Harvest Group in the Plant Industry Division.
It is understood that the Dairy Technology Section is under review.
The need for SAGRIC involvement in an area of increasing industry
expertlse ls also questioned. The Working Party belleves that the

sktlLs developed by the Sectton rnay be used nore wldely, partlcularly
in food technology areas which may not be covered by existlng
industry or other research capacity. Conversely the Working Party

believes that there will be an increasing denand for post-harvest

research and development in horticultural crops. It is also noted

tl'Iat the Government has placed a strong policy emphasis on human

nutrition.

The role of the SAGRIC in food technology and nutrition ls a

complex one and beyond the Terms of Reference of this Worklng Party.

Glven these f actors. the I'lorking Party considers that SAGRIC f s role
in human nutrltlon and food technology be reviewed.



-67 -

Reeorwnendation 7L

SAGRIC'S ROLE IN FOOD TECHNOLOGY AND HUMAN NUTRITION SHOULD BE

REVIEb.ED.

7 .4.2 lto_.1gicgf_gggl _marketing experrlse

Changes and developments in the horcicultural industries are
highllghting the need for more horticultural rnarketing expertlse in
SAGRIC. These changes and developments include:

expansion in the export of air frelghted perishable fresh
horticultural produce to s.E. Asia and the i-nterest in market
development opportunities and their realisation. Also the
export of flowers and native plants.

the interest in new horticultural crops (e,g. flowers berry
crops, kiwifruit) and the need for market developrnent

information.

changing production areas for various horticultural crops
(e.g. tomaloes and rockmelons) resulting in increased
competition for S.A. industries and their need to adapt to
survive (e.g. S.A. glasshouse tomatoes and becoming

uncompetiEive with Queensland tomatoes in Melbourne).

the interest in direct marketing of in a price premium

by differentiating their product through grading and branding.

the proposed development of a new wholesale fruit and

vegetable market.

changes in retailing and consumer preferences.

A11 these examples highllght the need for specific
horticultural marketing expertise in sAGRrc. whilst some of thesr:
lssues can be tackled by indivldual hortlcultural extenslon offlcers
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and econonlsts, there is a clear need for a speclalist officer with
horticultural marketing expertise to provide the necessary

leadership, support and co-ordination in what is a complex and

sensj-tive area. This officer should have a good knowledge of rhe

horticultural industry and skills in business rnarketing. The

officer would have a state-wide role.

The Worklng Party considered tr"ro organizational options for
a horticultural rnarketing officer - Plant Industry Division or in a

Region (Central or Murray Lands),

If located in Plant Industry Dlvision the hortlcultural
marketing offlcer would become part of the marketlng section. There
would be benefits of working with other officers with marketing
expertise. However, against this the officer would be isolated from
other SAGRIC officers working r{lth horticultural industries. There

are only two Plant Industry Division horticultural officers based in
Grenfell Centre. With regionalisation. most horticultural officers
previously located in Grenfell centre are now part of central
Region

If located in Central or Murray Lands Regions (but wiEh a

state-wide role), the officer would be better inEegrated with
horclcultural extenslon offtcers, the reglonal economist and research
officers with a state-wide role (e.g. Senior PotaEo Industry Officer
in Central Region). The responslbility for deal-ing wlth
horticultural industries ls a major reglonal function.

As Adelaide is the rocation of the fruit and vegetable
wholesale market along with nnany horticultural marketing
organisatlons, this favours an Melaide location for the officer.

Recornnendation L2

. THE]IE IS A DEMONSTRATED NEITD FOR INCREASED HORTICULTIJRAT, MARKETING

EXPER'TISE IN SAGRIC. A NE'I POSITION OI' SENIOR HORTICI]LTURAL

MARKETING OFFTCER (AS3/AA5) SHOULD BE CREATED AND A SUITABLY

QUALIFIED OFFICER RECRUITED.
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. THE LOCATION OP THIS OFFICER SHOULD BE DECIDED AT A MEETING BETWEEN

THE CHIEES OF ECONOMICS DIVISTON, PLANT INDUSTRY DTVISION, CENTRAL

REGION AND MURRAY LANDS REGION.

7 .5 Operation of Marketing_r,ritlrr" _q{cBlg

To give effect to an lncreased marketing thrust in SAGRIC it is
deslrable to:-

. Establlsh a Steering Committee to overview the implementation of
recommendations contalned in this report.

. Develop a training and educatton programme wlthin SAGRIC to create an

awareness and undersEanding of the marketlng concepts for top-level
management and relevant officers.

. Establish rnulti-disciplinary marketing "groups", where necessary in
consultation with industry to review and identify rnarketing problems

and establish priorities and mechanj-sms in overcorning these problems.

7 .5.L { g_t_eer1"ng qommittee

The Working Party is concerned that its recommendat.ions could
lapse unless an overview rnechanisrn is developed. To provide such

management the l{orklng ParEy should conEinue as a Steering Commlttee

for one year. It is further suggest.ed that, considering the

importance of narketing i-n the plant area an officer from the Plant
Industry Division be appoint.ed to t.he connittee. This officer must

have a sound knowledge and understanding of the industry needs and

have appropriate marketing skills. As the future role of the Working

Party largely concerns organizational matters, the independent member

Mr. George Muir would no longer need to serve on it.

Reeonnnend.ation 13

THE I'IORKING PARTY SHOULD CONTINUE AS A STEERING COMMI'T'IEE fOR A

PERIOD OF ONE TEAR TO OVERVIEW THE IMPLEMENTATION OF ITS

RECOMMENDATIONS.
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7 .5.2 The _d_e_velgrylell! .nt qllk_gtlng awrrrerx:ss and skl lls, b_y__SAqRl.()

g!-f!c_e_1s_

If marketlng is to have a higher priorlty irr SAGRIC

activities, there is a need for an active training and development

programme ln urarketing for SAGRIC officers, Such a programme will
need to consist of several aspeets:-

Create a favourable understanding and awareness amongst toP

level management in SAGRIC of Ehe role of rnarketlng ln SAGRIC

actlvities and agriculture in general. This will lnvolve

conducti-ng a seminar/workshop for top management uslng a

marketing consultant as course leader. Such a seminar will
provide a basis for a greater impetus in marketing by SAGRIC.

Plan and conduct an in-service training programme in marketing

for officers with prime contact with lndustry in marketing

matters. Such a course would be the major training thrust to

upgrade/ develop marketing skllls and understanding amongst

key SAGRIC staff, It would be the quickest way of achieving

the desired training objectives. The training course should

particularly alm at officers involved in the horticultural
livestock (meat) new crops and small seeds j-ndustries. The

suggested approach would be based on that developed within the

N.S.W. Department of Agriculture by the Applied Meat l'larketing
Groupl This is consj-dered in detail in Appendix 111-

Applied training rnay also be obtalrred by a staff exchange

progranme wlth appropriate industry market[ng organisations
or marketing consultants for a given period Eo undertake a

marketing project that will be relevant to the organisation

concerned and provide valuable training and experience for
SAGRIC officers.

Livestock and }leat

Marketing Group"

Ivlarketing.

Department

A collection of papers. Applied Meat

of Agriculture, New South Wales, 1981.
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For those officers with a rnajor part of their work devoted

narketing, more lndepth training may be provided by either
intensive short courses or post-graduate training at the

Graduate Diplona or Masters leve1.

Short courses in marketing management are conducted by the

Institute of Adninistralion, Unlversity of New South l"Iales

(two week course in August) and the Chishohn Inst.itute of
Technology (formerty Caulfleld Instttute of Technology).

l'lelbourne (f ive day courses are conducted cluring August and

February each year).

These courses cover sinllar rnaterial but the N.S.W" course

provldes more depth and extra toplcs such as comroercial

negotlat.ion. Both courses are aimed aE rnlddle level marketlng

executlves. Nelther course is speclfically almed at
agricult,ure and there is a danger that some of the materlal
provi-ded may not be seen as relevant.

Post graduate tralnlng ln markeElng that could be underEaken

by SAGRIC offlcers ls also very linited. The University of
N.S W. offers a Master of Commerce (Marketing) which ts open

to any graduate. However. as with short courses, this post

graduate progranme is not specifically aimed at agriculture.
Ilowever, in New Zealand both Massey University and Lincoln
College do offer tralnlng in marketing wlth a greater

agrlcultural bias. I'larketing can be pursued as part of a

Masters programme. Further details on post graduate training
are set out in Appendix IV.

Reeonnnendati.on 14

THERE IS A NEED FOR AN ACTIVE TRAINING AND

PROGRAMME IN MARKI|TING EOR SAGRIC OI'FICERS. THIS

INCLUDE THE FOLLOWING ASPECTS:-

DEVELOPMENT

PROGRAMME SHOULD
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CONDUCT A SEMINAR/I'IORKSHOP FOR TOP SAGRIC MANAGEMENT TO

CREATE AN UNDERSTANDING AND AI^IARENESS OF THE ROLE OF

MARKETING IN SAGRIC ACTIVITIES AND AGRICULTURE IN GENERAL.

CONDUCT A PART-TII,4E IN.SERVICE TRAINING COURSE IN MARKETING

FOR OFFICERS I"IITH PRTME CONTACT VTTH TNDUSTRY ON MARKETING

MATTERS. THE APPROACH USED WOULD BE BASED ON THAT DEVELOPED

IN THE N.S.W. DEPARTMENT OF AGRICULTURE. IT WOULD INVOLVE

AN ACTTON LEARNTNG APPROACH AND BE DESIGNED TO MEET

TNDTVTDUAL OEFICER TRATNTNG NEEDS.

APPLIED RAINING MAY ALSO BE OI]TATNF]D BY A S'IAFII EXCHANGE

PROG}IAMMI: T'OH ]NDIVlDI]A1. 0T'f']CT;IIS hl T]:II APPIIO[>RIA'I'!] INDUS'TRY

MARKETING ORGAITISATIONS OR MARKETING CONSULTANTS FOR A

GIVEN PERTOD TO UNDERTAKE A PARTICULAR MARKETING PROJECT.

FOR THOSE OFFICERS WITH A MAJOR PART OF THEIR I4IORK DEVOTED

TO MARKETING, MORE IN DEPTH TRAINTNG MAY BE PROVTDED BI
EITHER SHORT COURSES OR POST GRADUAIE TRAINING.

7 .5.3 !he._guf!i-disciplinary marketing stu*dy_ grg-up

Market.ing tasks, by nature, lend Lhemsetves to a team or task
force approach. Thls approach requlres officers \rlth knowledge of
the technlcal and practlcal aspects of the lndustry officers with
the capacity to understand the behavioural aspects of the consumer

and producer. and an econornist.

In other words, for a narketing problem handled by SAGRIC

to be approached in a co-ordinated and integrated manner, a group

should, according to the task, incorporate relevant officers from

Industry Divisions, an economist with the appropriate commodity role
and regional officers with extension and field knowledge.

As well as these internal marketing groups whJ.ch are project
t>rtented, brouclcr Industry ortt nted [1roul)s should irt<:l.trrlr' pr]rsonrrttl

frorn industry such as producers, buyers and sellers. The Llvestock
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Marketlng scudy Group ( Ll"lsc) [g an example of arr tndustry orlented
group and its formation and operatlon is explained in Appendix V.

The nain function of the broader, industry oriented group is
to provide a forum for all sections of the industry to discuss a

range of issues relevant to the marketing problems confronting that
industry. rts role would be to identify and define the marketing
needs of the lndustry; to plan alternative remedial activitiesj to
implement or promote the most favoured strategyl and monitor and

revlew these marketing strategles.

By lhe rtdopEtort oI Ehls rnulttdtsclpltnary a1>proach econornl.sts

will gain an awareness and understandlng of Ehe technical and
practlcal aspects of industry, and technical officers will become

aware and appreciate the economic and business marketing concepts

concerning their industry. This strong interlink between business
marketing, economic, and technical disciplines should be a major
emphasis in SAGRICTs marketing lnvolvement.

The. effectlveness and success of adopting the mult1-
discipllnary approach has already been demonstrated ln other areas
of work in sAGRrc. For example, many of the rAC submissions have

been prepared through a co-ordinated approach by relevant divisional
and regional officers.

Sirnilarly the annual Lanb Survey conducted by SAGRIC involves
officers from Animal Industry Division, Extension Divislon and

Economics Divlsion as well as external personnel including those from
the Australian Bureau of Statistics, the State Lamb Committee of
thE UF & S ANd AMLC.

The expansion of
encouragement.

The Working Party

certaln requl rernent,s arrd

broadly outlined below.-

Ehis approach should receive the utmost

, in advocatlng this approach recognises that
developments are necessary. These are
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l"lanagement - As discussed previously in this Chapter the
management of the teau approach to narketing will be

important if the thrust is to be effective. This will need

the commitment of the Executive, Divislonal and Regional

Chlefs, middle management and other participanEs. Over the
last two years there has been a considerable increase in
management trainlng tn the Department and an enhanced

appreciatlon of thr: |nportance of management for effectlve
output. The Working Party believes that the management

environment in the Department is favourable to the approach

it has recommended"

The role of the economis! - Economists must have a strong
commiEment to their roles as commodity speciarists. Their
responsibilities in developing commodity expertise and

liaising with relevant industry and departmental officers
must be highlighted.

The l,Jorking Party recognlses the benef it of continutty in a

cornmodlty role for an offlcer to gain the necessary expertlse,
and disuades frequent transfer of ttre commodity specialist
roles amongst economists.

Equally' officers in Divisions and Regions need to be rnore

aware of the need for liaison with commodity specialists in
the Economics Division.

The working Party believes that appropriate economists should
participate ln relevant industry group meetings, semi.nars and other
activities which would enhance the economists knowledge of the
lndustry and tl're rapport between industry personnel and economists.
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Reeornnendation 75

THE IIORKING PARTY RECOMMENDS THE ESTABLISHITLENT OF MULTI-

DISCIPLINARY GROUPS TO EXAMINE MARKETING ISSUES. THE hIORKING PARTY

RECOGNISES AN URGENT NEED TO ESTABLISH SUCH GROAPS IN THE

HORTICULTURE AREA AND SUGGESTS THAT THE OPTIONS BE EXPLORED BT THE

PLANT INDASTRY DIVTSION, ECONOMICS DIVISION AND THE THREE REGIONS

CONCERNED WITH HORTICULTUML PRODUCTION.
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APPENDIX I

llil q 4LS- !{qEN'!q rq -y4{5p,F{q-qu!!u9!!arxg

Subrnlsstons wcre received from l5 r>rganlsatlons. A furLher nlne

orgirnisatlons acknowledged receipt of the qur:sElonnalre but dld not

present a detatled submlsslon.

lgbmig:ronq receiv_ed lrom :

Australian Barley Board, Yoannidis Bros (Eggs)'

Metropolitan Milk Board, S.A. Fruitgrowers & Market

S.A. Potato Board Gardeners'

Australlan Consumers Association, S.A. Wine Grapegrowers Council

United Farmers and Stockowners Stockfeed Manufacturers

S.A. Datrymanrs Assoclation, Associatlon'

S . A. l'leat Corporat lon, Arrchor ttoods Pty- Ltd. '
Charlcs Davl.d Pty. Ltd. , Natltlnal Farmer ,

lto Lbrook ['1eat.

Replies

S.A. Apiarists Association,

Table Talk Poultry,
Dairy Vale l"letro Co-oP. Ltd.,

Chamber of Corunerce and Industry '
Fresh Fruit and Vegetable Industry Promotlon Council,

llramh [.e s 'llranslto rt ,

State Government Insurance Commlsslonz

Shell Chemical Pty. Ltd.,
Bank of New South Wales"
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APPENDIX II

MARKETING WORKSHOP - PROGRAMME AND PARTICIPANTS

VENUE

PROGRA},IME

The Parks Community Centre Cowan Street, Angle Park

Friday 5 November 1982.

1"1r. Geof f Thomas, Chief Reglonal Of f icer Murray

Lands.

9.15-9.20 a.m. Chalrmants welcome.

9.20-9.35 a.m. Getting to know each other.
9.35-9.50 a.m. 0pening

- Mr. Jin McColl, Dlrector-General of Agrlculture.
9.50-10.05 a.n. Morning Tea.

10.05-10.35 a.m. Marketing in the 1980rs - developments and issues of
relevance to agriculture and their appllcation
- Dr. Ramzi Fayed, Fayed Associates, Sydney.

10.35-10.45 a.m. Discussion.
10.45-ll.15 a.m. Case sLudy of the role of a Department of Agricultrrrr:

in marketlng - N.S.W. Department of Agrlculture
- Mr. Jim Manwaring Special Mvisory Of ficer
(Marketing ) .

f I . l5-l I .30 a.m. Discusslon.
1i 30-f2.00 noon The role of the Department of Agriculture in servicing

farmers t needs in marketing - a farmer vi-ewpolnt

- Mr. Neil Andrew, Waikerie

- Mr. Kim lGlly, Tarlee.
12.00-1 .00 p.n. LUNCH

CHAIRMAN Mr. Nigel Thompson., Actlng Chief Reglonal Officer
South East.

1.00-1.30 p.m. Marketing Working Party background paper - conclusions

an issues needing consideration

- Dr. Pat Harvey Director and Chairman of the

Marketing Working Party"
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AlPqIeIx II (cont.)

1.30-1.40 p.m. Discussion.

1.40-3.00 p.m. Syndicate sessions

3.00-3.15 p.m Afternoon Tea

3.f5-4.00 p.n. Syndicate sessions continued.

4"OO-4.40 p.m. Reporting back and plenary session

4.40-4.55 p.m. Summary and conclusions

- Mr. Jirn t'lcColl, Dtrector General ot Agriculture
4.55-5.00 p.m. Closure.

5.00-5.00 p.m. Refreshments.
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APPENDIX lI (Cont.''I

Workshop Part.icipants

Ig9" elry and Se rvi ce Organ i s a t 1 cr--!g-ple_g snlgtiyg s

Lex Walker Chairman. Australian Barley Board.

Trevor Reed Manager, S.A. Fruitgrowers & Market Gardeners Assoc.

Bruce Lockier Manager Apple & Pear Growers Assoc. of S.A.

Max Jongebloed Marketlng Manager, S.A. Seed Growers Co-operative.
Co 1 l. n Rowe Vlct: Chal rman, Grain Sec t lon, Unl ted l.'arme rs &

St.ockowners.

Davtd l,loore S. A. Charnber of Commerce .

Alan llarrls Australian Wool Corporation.
Ray Fuge Chalrman, S.A. Egg Board.

David lligbed Executlve Officer, S.A. Dairyman's Assoc.

Graharn Lind General l,lanager, Loxton Co-operative Winery and

Distillery.
Malcoln Tuck Director, Agricultural Statistics, Australlan Bureau

of Statistics.
Jon Larnb Journallst, Stock Journal.

Ktm Kelly Llvestock Producer, Tarlee.

Nell Andrew Cltrus Grower, Waikerle.
Sam llalllwell National Frult & Vegetable Manager, Target

Supermarkets.

Raymond l,Iichell Technical Dlrector, G.H. Michell and Sons.

George Muir Chairman, S.A. Potato Board.

!11g::et._9p.eEg"
Dr. Ramzi Fayed Fayed Assoctates, Sydney.

Jim Manwaring Speclal Advisory Officer (Marketing),

N.S.W Department of Agriculture.

lgparlgel! 9l eel icur- lure
Jim McColl Di-rector-General of Agriculture.
Pat Harvey Dlrector.
Arthur Tldeman Actlng DirecEor.
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^!]P_qryDL[ 
II 

-(con_1. )

Department or 4gr1ggllrlg
John Potter Dlrector.
Rex Krause Acting Chief. Plant Industry Division,
Nlgel Thompson Acting Chief Regional Offlcer, South East.

Mark Seeliger Acting Chief Regional Officer, Central,

Geoff Norman Acting Chlef, Animal Industry Division.
John Holmden Chief, Anirnal Health Division.
Geoff Thomas Chief Regional Officer, Murray Lands.

David Ragless Senior Marketing Extension Officer Plant Industry

Diviston.
Iladyn ll,anna l'rtrrc.l.paL ()f flcer (l{eat). Anlrnrll Lndrrstry Dlvision.

Garry Oborne Senlor Agricullural Economist, Econop,lcs Divlslon.
Jon Presser Regional Economist, Eyre Region-

Ian Lewis Senior District Officer, Central Region.

Rob Rees Marketing Intelligence Officer. Economics Division.



-8 l-

APPENDIX III

INSERVICE MARKETING TMINING FOR N.S.W. DEPARTMENTAL OFFICERS

INVOLVED IN TI{E LIVESTOCK AND I'IEAT INDUSTRIES

The Applied Meat Marketlng Group was formed in August 1977 with seven

livestock advlsers and a regional economist These country based officers
developed a group learnlng programme in markeElng to meet thelr speciflc
trainlng needs. This self-directed learning programmr- aimed at developing
marketing skllls and the type of marketing thlnklng that woul-d help

lndividual officers contribute to solutions to marketing issues in the

llvesEock and meat lndustrles.

Dr. Ranzi Fayed, a Sydney based marketing and management consultant
was director of the project and was responsible for developing the

tralnlng programme" Jim Manwaring Special Advisory Officer (Marketing)

organised and implemented the training progranme.

A unique feature of the project was the advice provided by a panel

of experts ln marketing generally, and meat and livestock marketlng ln
partlcular. The panel advlstrd the t.ralnlnlg Group and congisted of
industry and Departrnental speciallsts.

The Group met tn Sydntry on a quarterly basls over Ewo years Specific
seminars, etc. were held over an intenslve 2-3 days. The style of
tralning was participation and discussion with people involved in
marketlng from private and public organisations with an lntegratlon of
marketing theory and practical case studies. Early in the programme

each officer developed particular projects that would a1low the

application of marketing principles into marketing relatr:d advisory work

These lncluded:-

. [t1td-y'lours

- marketing livestock and rneat in Canada. U.S.A. and U.K,

- the l"liddle East rnarket for Australian sheepmeat.s.

- livesEock marketing in South Australia.

- pig market.ing groups in Cowra, Gunnedah and the Lachlan Valley
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- Sydney beef rnarketing channels

- beef packaging in Macksvllle/Coffs llarbour.

. l"_"S"!._geEott

- saleyard curfew project

- evaluation of the scanoprobe

- crossbred carcase evaluation

- saleyard survey

- evaluation of Super Porker

- study of Wagga Saleyards

. $ark_e_t_ing_ Extension Activities

- development of a slmulated beef futures game

- involvement in Super Porker Promotion

- development of a slide series on the Middle-East

sheepmeats market

- development of audio-visual on carcase classification"

The Group concluded that the unl-que type of self dlrected learning
progranflle succeeded in maintaining interest involvement and commitment

within Ehe group despite the pressures of normal job responslbilities.
The Group found that marketing thinking developed wlthin the group had a

far wider application than initially envisaged. Not only could the group

(or individuals) make sure positive contributions to issues of
agrlcrrltural rnarketlng, but the Department as a whole would beneflf from

betcer rnarketing of district extenslon programmes. The project was funded

by Commonwealth Extension Services Grant.

More details concerning the project can be obtained by consulting
the publication: Livestock and Meat Marketing. A Collection of Papers.

Applied }deat ldarketing Group Department of Agriculture New South Wales,

i981.

A copy of the report can be borrowed from any member of the hlorking

Party.
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APPENDIX IV

POST GRADUATE TRAINING IN MARKETING

Post graduate Eralning in markeEing thaE could be undertaken by

SAGRIC officers is rather llnited. Within South Australia there are

no specific graduate Eraining courses offered in marketing. Study for
the graduate diploma in rnarketlng at either the Chlsholme Instltute of

Technology or the N.S.W. Institute of Technology is not practical or
economjc because these courses are only conducted on a part-time basis-

However the Mitchell CAE, N.S.W. does offer an external graduate diploma

in marketing.

The University of N S.W. offers a lttaster of Commerce (Marketing)

which is open to any graduate and requires two years full tirne study.
The University also offers a two year Master of Busj-ness Administration
prograume that includes marketing as well as other business subjects.

As wlth short courses these post graduate programmes ar(] not

speclfically afuned at agrlculture. llowever in New Zealand both Massey

Universlty and Lincoln College do offer training in marketing with a

greater agricultural bias. At Massey University, marketing studies can be

pursued as the major thrust of a }4aster of Agricultural Economics

However a prerequisite is a Bachelor of Agricultural Economics. At

Lincoln College marketing studies may be pursued as a najor part of a

programme leading to a l"laster of Commerce (Agriculture) but a prerequlsite
of Bachelor of Agrlcultural Economics or Commerce is required. Marketing

can also be studied as a special topic(s) as Part of a progranme leading

to a Master of Agricultural Science or l{orticultural Science Here the

prerequislte is a Bachelor of Agrlcultural Sclence but tt would not brt

expected chat the c:rndidate woul<l totally spectaltsr-'in marlceting toplcs

A MasEers degree in N.Z. w111 requlre I -2 years full tlme study.

The post graduate training options are limited but with the

Masters programmes based on a thesis and/or course work (including

special topics), there is the opportuni-ty for a candidate to design a

programme that meets their particular trainlng needs.
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APPENDIX V

LIVESTOCK MARKETING STUDY GROUP OF SOUTH AUSTRALIA

l. Introduction

'fhe t,lvestock l4arket tng Study Group (LI'1SG) is :rrr ludustry group

establlshed ln South Australla In L977. Irs prlncipal alm ls to
study and improve, by consensus, llvestock and meat marketing
However, lt has achleved more than this. It has becorne a forum for
all sectlons of the industry to discuss common issues and provided

a vehicle for Department of Agriculture and industry llal-son. The

approach has been adopted in other States in the meat and livestock
area and the approach may be applicable to other agrlcultural
industries"

tlistory_,of LMSG

A carcagc classtflcatlorr systern was lntroduce<l at South

Australlaf s major abatEoir, SAI"ICOR. in the early seventi-es. This

lead to the formation of a number of producer cooperatives who were

able to sell livestock by prlvate treaty using carcass

classification. Though these groups were initially auccessful and

some stil1 exist t.oday, some of the members quickly reallsed
further changes were needed for widescale adoption of lmproved

marketing systems. The provislon of a better nethod of price
determination and introduetion of a classification system at

other abattoirs was required. A number of lnterested groups and

I rr<1 lvldrrals conblr-rt'<l irr | 971 to f orm thc LtvesLocl< Marktrttr'rg Strrcly

Group (LMSG). 'fhe Group lnlttally was comprise<l of producers.

Department of Agriculture representatLves and a liurited meaE

procesaor representation.

The Group conducted a workshop late Ln L977 to bring together
industry expertise fron all States to review the inplication of a

number of marketing systems based on carcass classification
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Although the workshop failed to agree to the lmmedlate

lntroduction of any one of che five systems evaluated, it did make

some progress.

1. It vras agreed that the Livestock l'larketing Study Group contlnue

its research lnto roarketlng systems and that ls membership be

expanded to include agents and better processor representation.

As a result of the workshop, the various sections of lndustry
had a better appreciation of the role and view of other

sectlons.

3. It clearly demonstrated tl're Australlan Meat Boardts proposal

for a natlonwlde computer netvtork for marketing was unsultable
at that tlme.

Structure

As stated above the lnit.ial membership of LMSG was those

l-nterested in market reform. In ltne with a resolution from the

1977 Workshop thi.s was formalised to be:

2 producers

2 processor/retailers
2 stock agenEs

2 Departnent of dgriculture officers
and with the power to co-opt as required.

Slnce 1977 the mernbership of the main group of LMSG has

roughtly remained along the llnes of this resolution. The power to

co-opt has been used. but there has been an underlying aim to have

represenEatlves of all sectlons of the llvestock and meat industry-
The strengEh of the WSG is that lt does have representaEives from

all sections and that these people are very interested ln llvestock
and meat marketing.

of LMSG3.
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It rmrst be stressed that though the LMSG has representatives
from all sections of the livestock and meat lndustry it does not
pretend to represent the vi-ews of the industry as a whole Some of
the members of the LMSG do also represent industry groups. Ilowever

membership is basically people with an interest in livestock and

meat market.lng.

The above comments refer to Ehe rnain group of the LI'{SG. The

LMSG also has three sub-committees:-

(i) Larub Sub-Committee

(1i) Beef Sub-Committee

(111) Plg Sub-Cornmlttee

Menbershlp of these sub-committees is generally nore numerous.

Menbership ls also rnuch more flexible and depends upon the
actlvities of the sub-committee -

Depertnental Involvement

The Department of Agriculture has provided secretarLal services
and technlcal advice to the LMSG. The Department has also on

several occasions applied for trust funds for rnark ting projects on

behalf of the LMSG. However, Lt is stressed thar the Ll'lsG is not a

Department of Agriculture commlrtee. rt is arr industry cornmlttee.

5. LI,ISG Achievements

The LI'ISG has generated considerable industry discussiori in South
Australia on livestock and meat marketing. The principal narketing
achievement of LtrvlsG has been the successful introduction of a pig
sale by description in South Australia. other states have adopted a

sinilar rnarketing system. The LMSG has also done considerable
research and development into a lanb auction sale by description.
rndustry has agreed to the introduction of the proposed system
and tl'rls w111 occur next year.

4,
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Despite the significant achievements in the marketlng area

the LMSG has also been successful in other areas. It has provlded

a forum for all sectlons of the industry Eo discuss common problems

generally improved liaison and relatlons between the varlous sections

of the meat and livestock industry including the Department of

Agriculture.

The Ll"lSG approach has been adopted in most other States and the

formatlon of such a group was a reconmendation of the Australlan
Beef Cattle Conference-

6. Reas_o_ns f or_Succe=ss

The LMSG has been successful for a number of reasons ' Some of

these are:-
(i) initially poor communication existing within ttre livestock and

meat industrv

(fi; the interest and enthusiasm of various lndivlduals

(iii) the policy of inviting indlviduals from varlous sections

rather than representatives from various industry bodies

(iv) the catalytic and supportlve role of the Department of
Agrlculture

(v) the potential for marketing reform,




