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INTRODUCTION TO PART III: 
SMALL-SCALE MARKETING STRATEGIES 

'nlere are wide variety of wholesale and ret(lil m(lrketing strategies (Ivailable to the sl11(111-scale 

producer or processor of hOl1icultur(ll products. When producers sell through traditional 

wholesale terminal markets in the US. only about 30% orthe consumer price goes to the grower. 

The majority of the purchase price goes to pay those who pack, ship and retail produce to 

consumers. In comparison. v,ith direct marketing strategies. much more of the consumer price 

winds up in the hands of the grov,'er because you take on these postharvest teasks. If you think 

of customers as groups of people who han \'arying needs and wants, and develop a plan to 

produce crops that \\;11 meet their needs, you can provide products they truly value (based upon 

superior flavor, nutritional value. convenience. etc.). Ideally you will communicate with potential 

customers and develop relationships \'lith your huyers thcH allows you to plan well ahead for each 

season, and generates repeat business at prices that reflect the perceived high value of your 

products. Depending on how many or tile postharvest steps you decide to take upon yoursell: it 

is possible that Ioo~·~ of the final produce price can bE; yours to spend on appropriate prodlll:e 

production, postharvest handling, storage practices. etc. and to take as the profits associated with 

th~sc halldling: operations. 

111e third paI1 of this book will assist you to identifY and utilize scale-appropriate, cost-effective 

postharvest technologies for h0l1icllltlirai produce and value-added products to: 
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Reduce posthar\,cst losses due 10 water and \\eight loss, decay and physical dalllage during. 

marketing 

Maintain producc quality and econolllic value timillg. Illarkcting 

Increase shelflife \\ith proper temperature and relati\'e humidity management 

Assure food safety of flesh produce and processed products during Illarketing 

Increase income by adopting postharvest technologies that are profitable when marketing 

produce or processed prodUCtS on a small-scale. 

EXPANDING YOUR MARKFTIN(i OPTIONS 

Fresh and processed produce can be marketed on the farm, at the fann gate, locally cr regionally 

\'ia \vholesale or retail operations. or through expOI1S to other states or countries. When deciding 

how you will market your liesh and processed produce. cadi postharvest handling :.;tep Illat you 

take on pro\'ides another oPP0l1unity 10 make additional prollts. 
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"Intermediaries are important in 
India because they are a substitute 
for infrastructure: they perform the 
distribution function that in other 
countries would be carried out by 
transport companies, commodities 

processors and cooperatives." 

Source: FoodTalk, March 1998 

ITYPICAL MARKETING MARGINS FOR FRESH PRODUCE 


U.S. and Developed countries India 

wholesale 2 to 3% 15% 

retail 4 to 5% 15-20% 

farmer receives: 40 to 70% 25% 

postharvest losses 4 to 6% to 50% 

Source McKinsey & Co. 1997 

We recommend that you lise more thall one marketing strategy. and develop different markets for 

your produce. For example. you could market your highest grade peaches at a ~·ery high price. 

tree lipened. and packed in new. beautifl.dly designed c~1l10ns. to specialty shops: take the mediul1l 

grade to the local filllner's market ill reusable crates and sell the peaches directly to conSllmers at 

a moderate plice, and use your seconds. \ery ripe. handled ill bulk. It)!' processing to a value added 

product sllch as fruit jam. Finding your 0\\11 ways to market your produce is the key to generating 

the highest profits. 
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The table on the previolls page outlines the responsibilities associated with the many direct 

marketing options available to produce grO\vers. Many of you vvill currently be llsing olle or 

more of these approaches to market your produce, and may have some interest in leaming about 

others. Ifyou are ne\V to direct marketing, you will have to attempt many of the postharvest tasks 

described in PaIt I of this book. For example, if you want to wholesale your fresh or fresh-cllt 

produce directly to users in restaurants, hospitals, hotels or food service providers, at a minimum 

you must take on the costs of packing. cooling and shipping to market. If YOll want to retail 

market your fresh or fresh-cut produce directly to consumers, you must take on these postharvest 

tasks plus the costs of storage, destination handling (Iipening, display) and sales. 111ere are trade­

ofl's in costs and henefits to make whcllc\'er direct marketing, hilt having dilect control of these 

postharvest operations allows you to protect produce quality and food safety and maintain the 

highest economic value dllling the peliod you \v1sh to sell produce. As the examples provided ill 

this book have shown, investments ill postharvest technologies often payoff quickly by reducing 

weight loss and decay, and protecting produce quality and value while increasing your marketing 

options and economic 0ppOitunties. 

MARKETING VERSUS SELLING 

Producers can choose to sell hOiticllltural crops to a valiety of customers using a wide range of 

marketing strategies. Marketing requires an attitude quite different than does selling. Selling 

produce ends with finding someonc who will takc what you ha\'e to sell off your hands anc! pay 

you for it. Selling usually involves advcltising products. and somehow being clever enough to 

get a price high enough to allow the seller to make a profit. Some growers speak of "throwing ", 

dumping" or "getting lid of' their produce. as though it is some kind of waste product rather than 

a carendly cultivated high-value commodity. Most fruit growers in India sell their produce even 

before the crop is harvested, and allow a harvest contractor to decide when to harvest and reap 

the profits associated with postharvest handling and marketing. If you are ullcomfOltable with 

meeting and selling to the people \vho v,,111 eat your produce. or have no pm1icular interest in 

postharvest handling, packing, storage or processing and retailing, you can simply sell your 

produce directly to a trader or resel1er for a minimal wholesale price and be done with it. 
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;Vlarkcting, on the other hand, requires that you detennine and meet the needs of your customers 

before harvesting and packing the product. If you want to eam more of the potential profits 

associated \vith honicultural handling and marketing. and have some interest in applying some of 

the postharvest technologies desclibed in this book. you may want to think of leaming more 

about direct produce marketing. Each chapter has provided examples of postharvest 

technologies that can help you increase your prolits during produce handling and markcting. 

Marketing is quite different than selling. in that you first try to find out what potential buyers 

want. then supply the produce people would 1I10st like to buy, at prices they will willingly pay. 

when they want it and at places where thcy \vant to shop. 

Marketing produce involves everything fl'om planning exactly what to grow. harvesting at the 

right time for high quality, propcr maturity and food safety. packing and cooling to protect 

produce quality, storage under proper conditions wail prices are higher, and transpOI1 to a valiety 

of market outlets, to direct sales to customers. Marketing rcquires you to be knowlcdgeablc 

about the produce (its characteristics. nutritional value. uses in cooking. etc). packaging 

(providing protection, infonnatioll and visual appeal). pricing strategies (offeling bulk produce. 

specialties, value-added products) and promotion (including sales displays, aclveltising. dcliveries 

and customer service). TIlere are many excellent refer~nce books on marketing, and we refer you 

to those listed in the Reference section at thc end of the chapter for more detailed infonnation. , 

Palt 1Il of the book describes marketing practices illcluding destination handling technologies 


such as re-soltinglre-packing. tcmporary storage. ripcning and de-grccning practiccs. display 


methods, and a wide range of direct wholesale and rctail Illarketing options. 


The marketing options described include the follO\ving: 


Wholesale madi.cting: direct to local produce markets/supermarkets, food servIce 


pro"id(;r~,/scho()ls. rcslaurants/llOtels. specialty r(;I~lil shops and through tradc shows and 


wholesalc marketillg cooperatives. (Chapter I g) 


I{ct;iil markcting: direct through limn shops. roadsidc sland~. pick-your-own opcrations. brill 


trails.. !illJller's IlIarhds. and n:tailillarkcting coopcr;!lin:s (Ch:qltcr I(») 


Altl'rnati\'c (non-markcting) options: COllllllllllity SllPIH)J1Cd agriculturc (CSA). subscription 01 


IlIclllbership farllling. (Chaptcr 20) 
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If you review the options and complete the worksheets on marketing strategies provided in 

Chapters 18 and 19, you should be able to make some clear decisions about which marketing 

options make the most sense for you. your customers and the crops you would like to produce. 

handle, process and/or tmrket. Your choices \\ill depend upon your individual interests. desired 

level of involvement ill various postharve~,t handling tasks and marketing operations. and the profit 

potential associated \\ith the specific crops you handle and the customers to which you target your 

marketing effOlts. 

How do I get my food product noticed? 
Packaging: upscale 
Labeling: refined 
Ingredients: only the best quality 
Size: appropriate (no "giant economy" size) 
Price: on the high side 
Shape: upscale but practical 

Source: Hall, 1996 
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