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I. Executive Summary

Agroforestry provides many benefits including soil fertility replenishment, erosion control and provision of Kebun product for households and market. In making decision about which species to grow, farmers need to consider many factors. Some of them are expected price of product, high turn over, fast cash income, low input and labor demand, availability of seed, easy to grow and maintenance etc. What goes into marketing Agroforestry products? How are links to the market made and sustained? How farmers get information about product demanded in the market, about ways to interact with the market actors, how to manage their Kebun/garden as enterprise? In addition, how farmer will sell their products.  The market may be there but effort needed to make a links between farmers and market actors. These all questions can be answered by conduct marketing study. 

Data collected using Rapid Market Appraisal (RMA) to the farmers, farmers group and market agents. The marketing survey held in Sukaluyu, Hambaro and Parakan Muncang villages, Nanggung Sub-district, Bogor. Based on preliminary marketing survey, the potential VAF species to be developed are Honje (Etlingera spp) or Ginger bud, Katuk (Sauropus androgynus), Kucai (Allium odorum), and Tebu Telor (Saccharum officinarum). All VAFs could be grown under the canopy. It will need technological & production analysis to know about their productivities. Both farmers and market agents faced problem on marketing VAF products. For farmers, they plant only in small scale area with low productivity and quality, irregular yields, no sufficient market information, credit access to extent their business and no collective marketing institution. Local collectors have problems on irregular supply of VAFs from the farmers, no grading and sorting activities, limited knowledge on storage and no long term contract with next market chain. To improve their income and keep linking with the market, farmers need to improve productivity of the land and also the quality of VAFs. Vegetables are perishable products which need to sell immediately after harvest. Storage will be important activity in post harvest. Bogor and Jakarta will be potential lucrative markets destination for Nanggung farmers.
II. Research Outputs, Results, and Impacts by Specific Objective
Objective 1: To identify the vegetables and Agroforestry species or products that hold potential for Nanggung farmers. 

The most vegetables species that were usually plant by Nanggung farmers are long bean, cucumber, kidney bean, kucai and chili. Based on farmers’ perceptions & experiences, they will harvest a good production when they plant the vegetables on open area but kucai more tolerant under the shading. It will challenge for the project to find out vegetables cultivation technique under the canopy. This information is also important for marketing side. If we know about the productivity of the land, we can inform to the market about the potency of the Nanggung farmers and then make it linkage. At the moment, there is no available data related to the vegetables production by species and village. It will complete on the second year of the project.

The preliminary marketing survey was also considering the potency of indigenous species. The survey found that Honje (Etlingera spp) or Ginger bud, Katuk (Sauropus androgynus), Kucai (Allium odorum), and Tebu Telor (Saccharum officinarum) could be potential as Vegetables under Agroforestry system (VAF). These species have a good tolerant to grow under the shading. The “T’ team in TMPEGS is conducting demo plot to get information about their productivity under 3 different levels of shading. The marketing aspects that can be used to select the indigenous vegetables are (1) the demand was higher than the supply, for example honje and tebu telor has a good market in Jakarta, Bogor and Tangerang, katuk have high demand in the local market; (2) cultivation relative easy; (3) low capital; (4) there is possibility to increase the price; (5) the markets were already exist for honje, kucai and katuk; and (6) it can be alternative source of income. The details quantitative and qualitative data will be found out in the VAF marketing survey on Nov ’06. 

Objective 2: To identify the market channels those are used and have potential for farmer’s product. 

Farmers usually using various channels but selling to local household/neighbors and local traders predominate their marketing practices with account in average 71% for local household (Channel A) and 18% sell to local traders (Channel C). Distance to the market, quantity and quality of the products, and road infrastructure condition could be influenced the farmers to select the marketing channels.  Generally, there are 4 market channels that usually use by the farmers or market agent to sell their vegetables products as follow:

Channel A  

Farmers ( Neighbors/local household

Channel B  

Farmers (  directly sell to local market (Cibeber and Nanggung) 

Channel C 

Farmers ( Local Collectors/traders ( Local market (Cibeber/ Nanggung)

Channel D 

Farmers (  Local market ( Outside of Nanggung Sub-District (Regional Market such as Leuwiliang, Bogor Market, Warung Jambu Market)

The performance of market channels have not been analyzed and will continue in the second year of the project. Data and information will be analyzed by marketing margin analysis, index of market connection (IMC) and Stucture-Conduct-Performance.

Objective 3: To identify the marketing problems faced by farmers and market agents. 

The survey was held by conducting FGD to 35 farmers and 5 local collectors. The marketing problems that are faced by the farmers were: (1) most of farmers grow the vegetables on small area in dry land with low productivity and quality. It will influence the sustainability of the supply and can stop the market linkages. (2) Because of no planning on their vegetables enterprises, farmers can’t produce regularly. The problems could be the weakness factor to make contract with market agents. (3) Farmers plant the vegetables species do not base on market demand and they don’t have market information. (4) to extent the business to be more feasible for running their vegetables enterprises, farmers have constraint on credit access. And (5) farmer do not have collective marketing groups. The group can enhance the farmer’s role on marketing mechanism, especially their bargaining position during the transaction and making contract with market agent. The project will provide technical assistance on gathering information related to credit access and its requirements, find the best credit institution and mechanism for the farmers, and also will use participatory approach to find out the type of marketing groups that will be suitable with their aspirations on the next activities.

Nanggung local collectors also faced problems related to vegetables marketing. The problems were also impacted by farmer’s condition and their problems. Because of irregular yields, local collectors faced irregular vegetables supply from the farmers. It can be influenced the continuity of their business. Farmers produced mix quality of vegetables, mostly in low and medium grade even though there are no grading and sorting activities in farmer’s level. The problems are continued by the local collectors. So it will difficult for Nanggung farmer’s product to entry the regional market or super market with a good price. As a market agent at village level and functioned as distribution of the vegetables, local collectors have limited knowledge on storage method. Both farmers and local collectors will need training on storage issue where vegetable is perishable product and need to consume immediately after the harvest. It will be planned on the second year. As like farmers, local collector also faced limited capital to increase their enterprises. Currently, they do not long term contract with the next market agents. When the constraints/problems could be removed, the farmers and local collectors will ready to make long term contract and make it the market linkages work.

Objective 5: to identify the opportunities to improve the quantity and quality of farmer’s Agroforestry products and expand farmer’s marketing role. 
Vegetable is perishable product and need to consume immediately after the harvest. The post harvest handling will be important issue to be concerned at Nanggung vegetables’ market. Both farmers and local collectors will need training on storage issue. It will be planned on the second year. About the market destination, Bogor, Jakarta and Tangerang as nearest lucrative urban from Nanggung will be potential market for farmer’s products.

III. Degree and Non-Degree Training Activities
On August 2006, informal mini training on general marketing issues has been held at Hambaro and Parakan Muncang villages. The impact of the mini training could be analyzed on the second year. This activity was part of project approach to enhance farmers understanding of market mechanism (specific objective 4).
IV. Publications, Presentations, and Other SANREM CRSP Products
There is no publication yet produced in this year. 

V. Networking Activities
Not yet done.
VI. Project Impact Highlight
As the project is still in its first year, no quantified impacts improvements in VAF marketing have yet occurred. Efforts to date have focused on identifying potential VAF to be developed and current marketing practices and problems. However, the marketing strategies completed demonstrate that farmers’ marketing problems can be addressed by enhance the collection and use of market information. Improved market information will guide farmer to select marketable VAFs, enhance farmers’ marketing channels, leading to better prices received. Working together with market agents can produce a win-win result.

Working with smallholder VAFs farmers in Nanggung Sub District, West Java, Indonesia has enhanced staffs’ experiences with smallholder vegetables marketing practices. It will be challenge for staffs to provide most appropriate marketing information and strategy recommendation to overcome the constraints. The project has also provided opportunity to create linkages and dialogue with other stakeholders interested in developing VAFs. These linkages further built staffs’ capacity and offer opportunity to share the research finding. The communities have also showed enthusiasm and commitment during all project activities to date. They have also provided positive and constructive feedback.
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