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Resumo
A cadeia de frutas frescas esta focando de forescente no valor adicionado e na reducéo
de custos, procurando atender a demanda do cormumil cadeia de produtos
agroindustrializados no mercado publico do municife Santa Rosa (estado do Rio Grande
do Sul, Brasil) € um caso particular para anabsanportancia dos custos de transagédo com o
intuito de produzir com mais eficiéncia. O artigemt como objetivo verificar o
funcionamento da cadeia de mercado e analisarcepgagEfo dos produtores entrevistados em
relacdo a seguranca alimentar, rastreabilidadetdicagdo. O artigo também propde uma
analise do tipo de governanca utilizado na refedddeia com relacdo as caracteristicas
transacionais. O referencial tedrico baseou-se coogeitos da Cadeia Global de Valor.
Apesar da estrutura de governanca ser caracterizade de mercado, os canais de
comercializacdo de produtos agroindustrializadameroializados no mercado publico de
Santa Rosa-RS sdo bem coordenados. No entantapdstgres precisam aumentar seus
niveis de percepcao e se familiarizar em relac&aasuntos ligados a seguranca do alimento,
rastreabilidade e certificacdo. Politicas publisde necessarias para prover um sistema de
monitoramento e assisténcia aos produtores.
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Abstract:

The fresh fruit marketing system is increasinglgused on adding value and decreasing costs
by streamlining distribution and understanding ocostr demands. Agri-food marketing
chains in the Public Market in the municipality $nta Rosa (State of Rio Grande do Sul,
Brazil) offer a particularly challenging setting filhve analysis of the importance of transaction
costs for production efficiency and supply chaificedncy. This paper aims to verify the
functioning of the marketing chain and to evalutite perception of theurveyed farmers
with regard to food security, traceability and dmdation. It also proposes an analysis of the
type of governance used in this value chain reggrthe characteristics of transactions. The
theoretical background is based on the conceptshefGlobal Value Chain approach.
Although the governance structure is characterednarket, the marketing chain of agri-
food products traded in the public market in thenmoipality of Santa Rosa-RS presents a
good coordination. Nevertheless, farmers need towease their level of perception and
become familiar with regard to issues related todfeafety, traceability and certification.
Public policies are called for providing managemembnitoring and assistance for the
farmers.

Key-words: marketing chain, smallholders, certification, tralodity, food safety

1. INTRODUCTION

Fresh fruits and vegetables are examples of toaditi agricultural export crops and they
illustrate the potential for agricultural divers#ition and production of high-value crops.
These sectors are seen as sectors where smalkcpredure able to participate due to their low
demand on land and their high labor requirementeeSruits and vegetables are perishable,
disastrous quality losses can occur at any stag#n@nmarketing chain from grower to
consumer and the total value of the product mayldsé Hence, every activity in the
production and marketing chain of fruits must becgsely timed (JENSEN e RORABAUGH,
2007).

Nevertheless, food safety standards can also hasigve implications for developing countries.
These countries may gain and maintain access t&etsaof high-value agricultural and food
products, especially in industrialized countriddENSON e JAFFEE, 2007 From this
standards-as-catalyst angle, the challenge inheremmpliance with food safety and agricultural
health standards may well provide a powerful ineenfor the modernization of developing
countries export supply chains and give greateritgldo the necessary and appropriate
management functions. Further, via increased attertb the spread and adoption of good
practices in agriculture and food manufacture,ehaay be spillovers into domestic food safety
and agricultural health to the benefit of the lgeapulation and domestic producers. Hence, part
of the costs of compliance could be consideredasstments into the national economy.

Rather than degrading the comparative advantagdewéloping countries, enhancement of
capacities to meet stricter standards could patntreate new forms of competitive advantage.
Hence, the process of standards compliance couildeoably provide the basis for a more
sustainable and profitable trade over the long tailbreit with some particular winners and losers
(HENSON e JAFFEE, 2004
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Producers of fresh fruits and vegetables from dmieg countries like Brazil are increasingly
required to demonstrate the safety and tracealofityreir produce up to the consumption stage.
There is some evidence in the literature, thatifwation contributes positively to the
development of specific sectors in developing coest For example, standards may open new
opportunities as they permit access to particukanket segments. However, certification may also
have the effect of a non-tariff trade barrier, ungieing the capability and financial ability of
especially small-scale farmers in exporting tormétional markets.

The Public Market located in the city center of meipality of Santa Rosa (State of Rio Grande
do Sul, Brazil) was created in 1988. Its main fuorcts related to the possibility that rural farser
on the municipality could be able to sell their gwots directly to consumers. In this sense, the
Public Market plays not only an economic role bisbaa social oneEntering a new local into
the public market could be considered a major ehgk for many farmers in the municipality
of Santa Rosa-RS. New skills and knowledge are dded mainly related to bureaucratic
procedures, logistics procedures and consumerséstasdJpgrading could facilitate and
promote competitiveness to access this public nharke

This paper focuses on the level of perception amareness of the small rural farmers in the
municipality of Santa Rosa-RS, Brazil with regattie importance of traceability, food
security and certification of their products sotdthe public market. In addition, it aims to
understand the functioning of the marketing chaima @#ool to enhance local development. We
make use of th¥alue Chain analysis order to support theoretically this papéis one of the
most prominent approaches to analyze changing mastkectures and to develop suitable
strategies for private sector development in deuetp countries.Several studies based on
Global Value Chain (GVC) theory have been developedhe 1990s the concept of value
added chains emerged as an approach to analyzexptadin new forms of international trade.
Certification schemes are used to ensure marketaigs for unobservable quality attributes and
under asymmetric information, to guarantee prooegsited quality characteristics.

2. LITERATURE REVIEW

2.1 Certification: definition and purposes

Certification is a procedure by which a third pagiyes written assurance that a product,
process or service is in conformity with certaiangtards. Thus, certification can be seen as a
form of communication along the supply chain while certificate demonstrates to the buyer
that the supplier complies with certain standaBEGK, 2003). Similarly, “certification is the
(voluntary) assessment and approval by an (acedddparty on an (accredited) standard”
(MEUWISSEN et al.,, 2003: 54 SCHIEFER (2003: ¥ mentions that “sustainable and
effective certification must allow clearly identifile segmentation through, e.g., branding of
products from clearly specified supply chains”.

In the agricultural and food industry sector, d¢edtion refers to all kinds of food products
(juices, cereals and grain incl. rice, and evemlatic beverages (wine etc.), sugar, meat,
dairy products or eggs) which have been producsddan organic or bio-dynamic farming
technologies or on Integrated Pest Management (IENHer non-food agricultural products
like animal feeds (for production of organic meadajry products and eggs), grain seeds,
natural pesticides and insecticides, cosmeticstextiles (cotton, leather and leather goods)
may also be certified if they meet certain envirental criteria BASU et al., 200

According to EL-TAWIL (2002), certification is thprocess by which buyers assess the
compliance with defined standards and is typicaligertaken by a third party agency that the
buyer recognizes as competent. A crucial issuddierand middle-income countries is the
establishment of certification capacity and pafalhstitutions through which certification
bodies are accredited.

The purpose of certification is to reach a defipedormance and to make this perceptible to
stakeholders. Stakeholders may include consuméh&r customers, governments, risk-
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financing parties such as banks and insurance coegaor society as a whole. Also the
company itself can be a stakeholder, since ceatiba of food safety and traceability systems
gives organizations a tangible approval of goodtra and a tool for due-diligence defense
in case of product safettHENSON e HOLT, 2000 For stakeholders to regard certification
as a valuable tool, they must trust the certifmatscheme as well as the certifying party.
Also, there should be regular tests or audits (lsspecified in the certification scheme) to
verify whether the certified party still reaches tigreed performance level.
On the one hand, implementing food safety standeatsincrease costs for firms. On the
other hand, firms have incentives to protect theputation (ZINCO et al, 2007), and so
might implement state-of-the-art food safety pm@edi without any prodding from the
government. Additionally, as consumers might bdinglto pay more for food that they
perceive as safer (ARYAL et al., 2009; LAROCHE at., 2001), firms have another
incentive to implement stricter food safety regimelse higher prices consumers are willing
to pay could compensate firms for the costs of fsaféty provision. A firm will adopt more
stringent food safety practices if the cost is $endahan the resulting benefit to the firm in the
form of reduced risk of losses, reduced liabilapd higher consumer willingness to pay for
the safer foodMIITCHELL, 2003).
Certification can act to impede exports either beeaexplicit bans are placed on imports of
particular products or the cost of compliance withquirements diminishes export
competitiveness. Standards can therefore be a esanfrccompetitive advantage for the
developing countries if they upgrade capacity arakenthe necessary adjustments in the
structure and operation of their supply chains.many high-value foods, including fruits and
vegetables, the challenges of international cormipetiess have moved beyond price and
basic quality parameters to greater emphasis od &adety. Indeed, rising food safety
standards serve to accentuate supply chain steragii weaknesses and thus, affect the
competitive positions of countries and distinct kearparticipants HENSON e JAFFEE,
2004.
2.2 Different types of standards
Setting international standards has proven difficluie to the variety of circumstances that
exist around the world. This is especially truedgricultural products, which have to respond
to differences in climate, soils and ecosystems amedan integral part of cultural diversity.
Environmental and social standards are hence, afi@mative standards, i.e. generic
standards or guidelines used as a framework by ktaadard-setting or certification bodies
to formulate more specific standards. Neverthelstsmjdards developed in one particular
country or geographical area may discriminate ajgroducers of other countries or areas if
they do not take into account different local caiodis (FAO, 2003).
The most widely-applied general standards systemsha Hazard Analysis Critical Control
Points (HACCP) and ISO 9000 required by the foatusiry. The HACCP system identifies
specific hazards and establishes control systeaisdbus on prevention rather than on end-
product testing. In contrast, ISO standards areifspdgo a particular product, material or
process. ISO 9000 examines if regulations for itamesmet. Thus, HACCP is a food safety
meta-system and ISO 9000 is a quality managemeaieray Both systems are applied by the
processing food industries (LEE, 2006).
HOBBS, FEARNE e SPRIGGS (2002) compare the incensivuctures in the food safety
legislation and business strategies in the prigattor in the United Kingdom (UK), Canada
and Australia. The comparisons highlight the im@ooce of incentives for changes in
determining the respective roles of public polieyd @rivate sector responses to food safety
issues.
HENSON (2006) distinguishes between standards agglmandatory, voluntary and de
facto. Mandatory or regulatory standards, namedhinieal regulations by the Technical
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Barriers to Trade (TBT) Agreement, are standartbgeublic institutions whose compliance
is obligatory in the legal sense. Voluntary conssenstandards arise from a formal
coordinated process involving participants in akeawith or without the participation of the
government. Finally, de facto standards arise fasnuncoordinated process of market-based
competition of private firms. These standards rédea set of specifications to gain market
share through authority or influence.

According to SCHULZE et al. (2006), there are putdind private certification systems.
Governmental certification systems, for instaneeye the consumer’s protection purposes by
providing quality labels to improve market transgrary (e.g., organic farming). Public
certification systems help to prevent mislabelihgptigh laws and fines enforced by public
authorities. However, most certification schemes arivately organized. Certification
procedures tend to be different depending on thipgses: either for consumer marketing or
to meet the demands of institutional buyers.

Likewise, the World Trade Organization (WTO, 20085 also divided standards into private
or public. The distinction between them matters nvlemnsidering whose interests on
standards are set for. It is assumed that inteodsa actors in society are considered in the
case of public standards, while the private staitglare chosen to maximize firms’ profits.
Thus, private standards are by definition voluntét public ones can be either voluntary or
mandatory1.

2.3 Information asymmetries

Information asymmetries (VERTINSKY e ZHOU, 2000)cac when producers have
information about the characteristics of the gothis produce which the consumers do not
possess. Buyers are in a disadvantageous posdiapared to sellers, because the latter are
well-informed about the goods or services as opposehe buyers. Therefore, standards can
increase welfare by removing information asymmestiie markets (WTO, 2005). Thus, the
existence of asymmetric information increases thpesaction costs on the one hand, and on
the other, generates private incentives to decrdessa. Moreover, food quality and safety
standards are voluntarily accepted and appliechéyfitms to improve their competitiveness.
This motivation guides the firms towards qualitys@snce systems (HOLLERAN et al.,
1999).

The idea behind certification systems is to red@sesting information asymmetries,
especially in the case of goods including credemitebutes such as food safety, organic
production and animal welfare. In the supply chammsumers and suppliers are confronted
with information uncertainty. Consumers are noteatdl detect opportunistic behavior. In
order to reduce consumers’ and suppliers’ unceytaietailers and brand manufacturers tend
to increasingly monitor their suppliers’ productiprocess themselves via second party audits
(CASWELL et al., 1998).

An analysis of a certification system focusing & functioning reveals that certification
systems include tendencies towards opportunistitavier. Taking into consideration the
great number of customers demanding certificatesn frtheir suppliers, producers are
constantly under pressure to certify (SCHULZE et @006). MOREOVER, BECK e
WALGENBACH (2003) emphasize that suppliers percegsification schemes as externally
imposed obligations instead of intrinsically mote@ quality management systems.

JAHN, SCHRAMM e SPILLER (2005) denote that “ced#tion systems and labeling imply
multifaceted problems to which the parties involveave paid little attention so far: the
central task of certification and the reductionrdbrmation asymmetry within the market can
be fulfilled only if the institutions in charge szexd in assuring certification quality and thus,

YIn WTO terminology mandatory standards are refetoeas technical regulations under the Agreement on
Technical Barriers to Trade and also sanitary gtgganitary measures under the Agreement on théicatpn
of Sanitary and Phytosanitary Measures.
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the validity of the audit signal’. However, the iadlility of the quality labels and their
effectiveness strongly depend on the type of eateandits and their implementation. Usually
the control process is carried out by independeritfiers who, in turn, have to meet criteria
settled by agencies. Only if the certifiers succeaedrevealing critical aspects and
opportunistic behavior, quality assurance conceplisbe able to build up the reputation
necessary to serve as a reliable quality signdHNASCHRAMM e SPILLER, 2005).
Depending on the information about the safety ef goods that is available to consumers,
goods are classified into three categories. Ringte are search goods. The consumer is able
to obtain information about the safety of the gtlm@ugh inspection — consumers have nearly
perfect information. The second category relategxperience goods. Consumers can get
information on safety through repeated purchaseshmugh reputations established by
others. The third is credence goods. In this cagsesumers cannot discern information on
product safety, even after repeated purchases (ANT2001). MARETTE, CRESPI e
SCHIAVINA (1999) observe that agricultural markesse working imperfectly due to
asymmetric information, since the consumers lacKepe information about the product
quality.
JAHN, SCHRAMM e SPILLER (2004) seek to investig#te audit quality of certification
systems within the food sector, based on finarmialiting. They assume that suppliers are
not interested in the highest possible standandsgection, but in acquiring a certificate as
easily as possible. Since the risk of free riddravér occurs, a strict inspection lowers the
probability of successful certification. Thereformyppliers have an incentive to select an
auditor known to employ low inspection standardsug; certification systems offer a variety
of incentives for inadequate inspections. The amioh highlights that standards tend to be
weak without a public regulation inspection. Théhaus also mention the factors influencing
the audit quality. These are: effects on reputafibthere is no reputation, suppliers search
for a certifier with low control efforts and insgmm prices); protecting quasi-rents (the
dependence of certification is diminished); intgnsg liability (the quality of the certifier
inspection increases) and improvement of inspedggehnology (certifiers can have varying
levels of success with the same costs due to hakifegent levels of know-how).
DEATON (2004) points out that third-party certigplay an important role in the global food
system. Third-party certifiers are external instttns that assess, evaluate and certify quality
claims. The framework used by him highlights fivencepts: uncertainty; information
asymmetries; opportunistic behavior; divergencesvéen private and social returns and
signaling institutions. The benefits of third-paitystitutions result from their capacity to
provide market signals. Indeed, the costs of remgiindependent third-party certification are
inversely related to a firm’s product quality.

3. THEORETICAL FRAMEWORK

During the last decade, the concept of the val@nchas been highlighted in the literature and
widely discussed among researchers and policy rmalkée value chain describes the full range
of activities which are required to bring a prodacservice from conception through the different
phases of production, delivery to final consumansl final disposal after use.

3.1 Value chain approach

The concept of governance “[...] is central to thebgl value chain approach [...] the
concept is used to refer to the inter-firm relasioips and institutional mechanisms through
which non-market co-ordination of activities in thkeain takes place. This coordination is
achieved through the setting and enforcement alymband process parameters to be met by
actors in which developing country producers tylycaperate” (HUMPHREY e SCHMITZ,
2001). The authors use the concept of governamcexjpress that some firms in the chain set
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and/or enforce the parameters under which otherthenchain operate. A chain without
governance would be a string of market relations”.
The determinants of governance presented by HUMPHBRECHMITZ (2000) are: arm’s
length market relations [buyer and supplier do define the product; no long term
relationship and the buyers’ and producers’ rigkslaw]; networks [the buyer and supplier
define the product specifications together; thedbsiyrisk is minimized because of the
suppliers’ high level of competence]; quasi-hiengr¢high degree of control from buyers
over suppliers; the former define the product] dmerarchy [buyers control the supplier
production process]. The authors suggest that duesarchy is more likely to occur where
global value chains frequently link producers inveleping countries and retailers in
developed countries.
Similarly, KEESING e LALL (1992) argue that produsein developing countries are
expected to meet requirements that frequently doapply to their domestic market. For
instance, this creates a gap between the capedbiliéquired for the domestic market and
those required for the international one. This gmpwidened when the buyers require
consistent quality and supply, creating two reasimnsguasi-hierarchical governance. The
first refers to monitoring and control which migh¢ required to ensure that products and
processes meet the required standards. The seeasalt in case the gap needs to be closed
quickly, is that buyers will need to invest in avfeselected suppliers and help them to
upgrade. Mostly buyers have a higher interest ppbers according to their relationships.
GEREFFI, HUMPHREY e STURGEON (2005) propose a numaplete typology of value
chain governance, divided into five types: (i) mesk market linkages can persist over time
with repeated transactions - the cost of shiftimg partner is low for both; (i) modular value
chains: suppliers make the products accordingaatistomers’ specifications, detailed more
or less by the former; (iii) relational value chalircomplex interactions among buyers and
sellers, often creating mutual dependence and la leigel of asset specificity; (iv) captive
value chains: small suppliers are transactionaédéent on larger buyers, characterized by a
high degree of monitoring and control by lead firrasd finally (v) hierarchy: characterized
by vertical integration.
In the same study, the authors develop a theowahfe chain governance based on three
factors: (i) the complexity of information and kniedge required to sustain a particular
transaction with respect to product and processifsgagions, (i) the extension in which
knowledge and information are codified and trantaditefficiently, and (iii) the capabilities
of actual and potential suppliers regarding theliregnents of the transaction.
An analysis of marketing channels and upgradingtegiies for fresh fruit and vegetables
shows how the development of niche markets for Wmhe produce creates new
opportunities for producers. New marketing chanredse opened up as a result of a
combination of changing consumer tastes. The ifieatiion of opportunities for adding value
and the development of strategies to take advardatfeem are based on an analysis of the
changing governance structures of food value chains
Figures 1 shows the marketing chain of the runahé&s who trade products in the Public market
in the municipality of Santa Rosa-RS. The chairuides the characteristics of the farms, type of
product, the packing procedure, and means of toategpn until the final destination at the
public market for consumption. All stages play asipee and significant role towards its
coordination. The variables shown bellow will preteel and discussed in the next topic.
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Figure 1 — Conceptual framework of the marketingich
Source: Designed by the authors

3.2 Empirical evidences on marketing chain

Fruit are of high value and perishable and oncedsded they continue to ripen; however, the
process can be delayed only slightly with refrigera Consequently, disastrous quality
losses can occur at any stage in the marketinghdhain grower to consumer and the total
value of the product may be lost. Therefore, exaatyvity in the production and marketing
chain must be precisely timed (JENSEN e RORABAU@BN7). There are many different
marketing chains for fruits and vegetables ancedi#imong countries, crops and farmers. The
most important stage to understand is the fist imithe production or so called marketing
chain, between the farmer and the trader (FAO, 1989

The banana market structure is very heterogenedegending on the producing and
importing countries. The presence of diverse ecoaoactors is also different, among
countries and regions, at the several stages obdim@na chain. Due to the high level of
perishability, bananas require a careful contralhef growing, packaging, transport, ripening
and distribution process. This leads to a highlytieally integrated banana sector, where
large transnational companies tend to control fdimect growing of bananas in producing
countries, through ownership of specialized refatgd shipping and ripening facilities to
distribution networks in importing countries. Anadysis of the banana marketing chain
reveals that companies are facing the challengmas€asing role that is being played by
supermarkets and retail chains in the distributibhananas in developed countries, mainly in
The US and EU. Supermarkets tend to build long-testationships with preferred suppliers
in order to guarantee a continuous supply at theired level of quality (UNCTAD, 2007a).
Similarly, UNCTAD (2007b) developed a study on w#trmarketing chain. The major
supplier of orange juice is Brazil, while Europahe major market for exports. According to
the marketing chain, the most significant distribntchannels for orange juice and fruit juices
are the global retail chains, responsible for nmben 80% of the total exported to Europe.
CUELLER (2003) aimed to identify the current statfsimported fruits and vegetables at
retail, characterize the business practices oéwhfit participants involved in the supply chain
and imported fruits and vegetables and identifyllehges faced by these participants in
marketing imported produce in The US market. Thedtreveal that the key issues in
marketing of imported fruits and vegetables amoatailers are food safety assurance,
transportation cost reduction, quality improveménirther, the key issues faced by exporters
in marketing their products include improving pagikg, adding value to products and
assuring food safety.

4. METHODS AND STUDIED AREA
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The present work is part of a University Extensiknoject developed in the municipality of
Santa Rosa/RS, Brazil. The city is located neadl§y bm far from the capital of Rio Grande
do Sul state (Figure 2). The population estimatgdBlazilian Institute of Geography and
Statistics (Instituto Brasileiro de Geografia edfstica - IBGE) in 2009 is 66.059 inhabitants
and its area is 488 Km

®Santa Rosa

°
Porto Alegre

Figure 2 — Location of Santa Rosa /RS, Brazil.
Source: Designed by the authors

This research is part of the Rural Developmentdetojhich is a partnership between Federal
University of Santa Maria (UFSM) and Santa Rosa ipal government, since 2007. This
partnership between the institutions was accomglistafter several meetings with
representatives of the Applied Rural Extension @ramd The Municipal government of
Santa Rosa. It is important to mention that marfycdities were faced mainly political and
economical ones, which were solved after many n&igms. This integration brought more
liability to the project from the public target thfe project- the family farmers.

A data collection was composed of a structuredrwigey applied to a sample of 20 small
farmers who trade their products at the local pulriarket in September 2009. The producers
were selected randomly, based on a population ofirbgeneral, sample size depends on
variables and statistics confidence levéls. ensure that this sample population could yield
significant results from econometric analysis, atistical power analysis was made to determine
the sample size, whereby expected effect size, @epected differences of means of two
populations or the alternative hypothesis, can éealed with a certain power and significant
level. This approach requires information on popolameans i) and standard deviatio)(
based on lists of producers. The sample size di saatum was calculated using the program
Russlenth

The questionnaire was developed through pre-tesfiegch question via personal interviews
with producers. The interviewed individuals werdkemb to state their interpretations of a
series of suggested questions. According to Yir94)9interviews are considered one of the
most important sources of case study informatioher& are several forms of possible
interviews: open-ended, focused and structureduorey types. In open-ended interviews,
key respondents are asked to comment on certaintevén focused interviews, the
interviewer asks a set of questions in a shortopeof time. In the third type of structured
interviews, the researcher organizes and detaalgtlestions in advance.

“Available on the websitéittp://www.cs.uiowa.edu/~rlenth/PowdAccessed on August 2009)
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Data cleaning was conducted after the data erttiynplies detecting and removing errors and
inconsistencies in order to improve data qualitgudlly, data quality problems are present in
single data collections due to spelling mistakesndudata entry, missing information or other
invalid responses. The major purpose of cleaning @ao identify overlapping data, in particular
by matching records referring to the same farmemgdneral, data cleaning involves two steps:
detection and correction of errors in a data setorE were detected using mainly three
procedures: descriptive statistics, scatterplotstastograms.

For the quantitative and quantitative analysehefdescriptive statistics in this survey, t-ted an
the correlation analysis have been applied at 90#fidence level. All analyses were performed
using SPSS software.

5. RESULTS

This section analyzes the primary data derivingnfitbe field survey, i.e. 20 small farmers. The
descriptive statistics statistically significant &6, 5% or at 10% level and considered the
standard deviation and the mean.

It is structured according to throperty and social characteristics, type of mattgiroducts,
how the packaging is done, transportation featutes,origin of sold products and seller's
relationship with the consumekirstly, Figure 1 presents tharfctioning of the marketing
chain of the products sold in the Public Markete Tespondents ' social data indicate that the
mean age of producers is 46,7 years and 75% hdydoam years of schooling. According to
DORR (2009), the low level of schooling leads tceeaier difficulty in implementing
managerial techniques in the property, which im torakes difficult the traceability of the
chain.

It comes out that in the researched reality th&bsling is inversely proportional to the
annual gross income. It was found that on averagpepties where schooling is four years,
the annual gross incoris twice that where the average age is twelvesy@@raph 1). In this
way, it is noted that this chain, the field expede of producers and the property organization
are more important than schooling for income germraln addition, data show that only
10% of the producers interviewed have some kinthahagement of their production costs.
The same happens with transportation and sales. cost

The arguments for this lack of management are ljréoked to lack of interest, followed by
lack of time. In this way, it is noted that theKaaf interest is due mainly to the fact that there
are few management tools that are adapted to thkties of rural producers. As the
Administration is not a usual practice, the anngralss income can be high, but one must
know the production costs, otherwise there is isle af not being having profitability in the
activity.

Results show that 90% of the public market produseil their own products, and only 10%
commercialize their own and third parties. In addif it was found that there is a
diversification of products sold. One can remask Yariety of fruits, legumes and vegetables,
followed by powdered and sausage. It also found fthrad5% of the families involved, the
public market is the main source of income. In &ddj 60% of the respondents consider the
activity in public market as very important, whilee remaining assessed it as” important”. In
this way, the importance of effective managemerthefentire chain is highlighted.

3€1,00 = R$2,25 at the time of data collection
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Graph 1- Gross average income compared to yeahobling of the rural farmers of the
municipality of Santa Rosa-RS in 2008.
Source: Designed by the authors

It was observed that 60% of the producers useiplasickaging for vegetable and fruits,
while 20% use plastic packaging for powdered pré&gluthese figures show the concern of
the salespeople with the preservation of produetesm the interviewed producers, 100%
carry your products until the market with their owehicle. Of these, 40% believe that the
conditions of access through the main road are gowhbl35% consider it bad. Besides, the
roads conditions accessing properties are consiadgred for 50% of respondents and bad by
30%. The average distance of the property untiptifdic market is 9.3 km.

In relation to the pricing of products sold in theblic market, the results show that 42% of
the producers make up the price based on the ptigelated by other sellers in the public
market. However, 32% informed that make up theepbased on prices in the local trade.
Only 16% say that price is formed on the basis rofipction costs. This statement points
again to the question of management, as produaersotlperform the managerial control,
there are not the possibilities to form the pribased on the production costs, which leads to
uncertainty about the net profitability of the adi.

Analysis of the data showed that a significant nenmdf producers has no knowledge about
what is traceability, certification and food setyrias shown in Graph 2. This is worrying,
having in mind that consumers are increasingly eomed with the quality and origin of the
products they buy.

80.00%0

FO.00%o

[sLUReL L

30,0020

EITot
40,0020

WY es
30,0020

20,0020

10,0020

O.00%0

Enowledge alsowat Fnowledge about Foowledge abonal
traceability certification food safcety

Graph 2— Level of knowledge of farmers with regardsraceability, certification a food
safety.
Source: Designed by the authors.
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In spite of the concern regarding the results alibatlevel of knowledge of farmers in

relation to traceability, certification and foodcsety, surprisingly enough, they mostly

consider these variables as important or very itapbr(Graph 3). This demonstrates that
actions related to the improvement of quality araeability of products, provided that they
are implemented for the realities of family prodisceend to be well accepted and put into
practice by family farmers.

20.00%0

80.00%0

70.00%0

GO, 00%0

BT.Alle irnporianl

50.00%0

WmTmp ortant

10.00%% BV ery imp ortant

30.00%0

=

FRelevance of traceability Felevance ol cerdificatinn Felevance of food safety

Graph 3 — Level of relevance of traceability, devéition and food safety on the farmers’
perspective.
Source: designed by the authors

It was noted that more than 60% of consumers cengie quality of the products, the health
control, and best practices as fundamental fadtwrsheir purchases. Nevertheless, in the
local reality, it is still important the number obnsumers with a price-driven behavior. This
indicates that farmers should be able to sell thedycts of good quality and with an
affordable price. What can only be achieved throstgist managerial control.

The results show that 100% of consumers purchasprtducts in cash on the public market.
In this way, it is noted that the governance stiteethat persists between buyer and seller
characterized as market, i.e. market linkages wloare persist over time with repeated
transactions.

6. Conclusion

In conclusion the marketing chain of agri-food prot traded in the public market in the
municipality of Santa Rosa-RS is well-coordinatédthough the governance structure is
characterized as market, it plays an important wotke regards the coordination of the chain.
The marketing of agricultural and agro-industrietiz products are very important in
generating income for producers. In addition, #msvity allows the permanence of farmers
in the field. There is a need of producers to bex@amiliar with regard to matters relating to
food safety, traceability and certification, in wieof the increasing concern for consumers
with the quality and origin of products consumedvés recognized the need for the use of a
management system to register the cost of prodyctiansport and sales, which must meet
the characteristics of family farmers, while regper their degree of knowledge and
technological constraints. Also public policies tti@movide management monitoring and
assistance for the producers are called for.
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