Sharing on AFA Members’ Marketing Initiatives

2009/10/09

presented by Tomozo (Ainoukai)

Name of the group : Thank you for the food from Saihoujidaira
                    (Saihoujidaira kara Arigatou no kai )

· How many farmers involved
●2 farmers house holds. (Simoo and their neighbor Izumi. Both are Ainou kai member)
· How many sites (Villages, town or province)／
●Mainly in Maizuru city in Kyoto prefecture
●Consumers of 75 house holds
· Volume being marketed／
●1200 eggs, 150kg of rice, about 25 vegetable boxes with one delivery.

These are from what they (the two farm households) produce plus from local    neighboring farmers products. 

●Purchased commodities like seasonings, tofu, milk, fruits, sweets, bread etc from  local shops/groups or from Ainou distribution channels.

●One delivery a week with 100,000yen to 200,000 yen (about 1,000 to 2,000 US$) valued transaction. 
· History of the initiative
●28 years ago, "Tuchi to Jiyou no kai (Soil and Sustenance Society)" was formed by the consumers who are wanting safe food and Tomozo's father who were wanting to sell non-chemically and organically made products. This is the predecessor of the "Arigatou no kai".  At the start, it was trading only eggs produced. After sometimes, consumers increased with word of mouth and we started to trade other products. About 10 years ago, "Tuchi to Jiyou no kai" broke up because of internal conflicts and Arigatou no kai was newly formed.
●Egg is a commodity which suits to direct marketing. Because it is already shelled (no need to process for packing) and also there are needs of consumers that they want to get fresh eggs.  
· Challenges ahead
1) The 2 farmers households have to do everything from production to delivery. The work includes office works like taking orders, entering the data to PC, logistics of all products. Sometimes the too much works with various different kinds induce mistakes, but luckily most of the consumers are considerate of the situation.   
2)Consumers who could be the core of the groups or could take initiatives are getting less and less. Before, they were helping the operation in the way that they try to get new members or opening their houses as distribution stations for consumers nearby. These days, many of them are purchasing products only for their sakes. From the reasons above, group purchasing is decreasing so that we have to deliver to each household and it takes more hands and time for us.  
3)Since its marketing scale is very small, we don't have enough budgets for making beautiful, colored order sheets with pictures. The black and white copied sheets might not be so attractive that might be decreasing the buying motivations of consumers. 
4) To lessen the distribution costs, we take order monthly in a lump, even the delivery is made weekly.  
· Current status of the initiative
●It is operated on the fair relationship between producers and consumers. Consumers appreciate farmers work and understand in the way that the producers share their surplus production for consumers. 
· Targeted consumers●We want to send our products to consumers who want safe and good quality food, who eat them with appreciation, who consider environment, conservation and revitalization of rural villages though buying our products, who are raising children  with independent. We want to get consumers who are duly understand the value of our products and the messages behind them. 
· Concept / Idea
●We are trying to market commodities which is produced locally and in environmentally sustainable way. (For example, dried fish, natural yeast breads, bread made of rice powder, etc... these are all from nearby area. Also milk they sell are from cattle which is raised environmentally concerned way.).
Also we try to market produce of local new farmers to support and encourage them and products from villages where the people are trying its revitalization. 

Other than that we are also selling daily use commodities which are safe and environmentally friendly. We purchase them through Ainou distribution channel.(Like shampoo without harmful chemical additives or bath salt with herbs from Allahabad in India through which we can support the rural villages in India.)
Also we locally process and sell culled chickens which is usually dumped as wastes.
●Hidden objective of this initiative is to nurture the persons who can duly understand the preciousness of human lives, nature, rural villages, food and so on. We believes that this is backed up with Ainou Spirit.
· Recommendation to other farmers/groups engaging in the market
●If you want to start this kind of face to face direct marketing system, we recommend you, at the first stage, to find a few consumers who are wanting safe products which are also socially meaningful, understand your idea well and are willing to support the initiative. The best way to win the trust among consumers is buzz marketing.
●Also to build a trust and a good relationship with consumers is crucial.

To realize that, it is necessary to keep sending information to them for example on how hard is to produce rice, the status of vegetables growing in our farm, how the chickens were raised, what kind of feed are given to them and also sometimes small things happening in farmers dairy family lives. Also it is important to sincerely answer to any inquiries from consumers. These are sometimes complaints, sometimes how to grow vegetables in their small back yard garden.
· What is the current management or organizational structure; its relationship to the national structure of AFA member 

●Delivery is made on every Friday. 
On Thursday night, we sort the commodities for each household and loading them up the truck.
●The two farm households rotate the delivery every other week. 
●There are two areas, west and east, for delivery. We are asking one of our members to deliver to the east area with the payment of 7000yen. 
●It takes from 9am to 4 pm to complete the delivery.
●Payment can be made on delivery or can be handed through collection envelop. Those who are not at home when they deliver, they can also pay to their bank account. 
●In case of farm produce, 20% of retail price is paid to producers. The 20% goes to the management fee of the Arigatou no kai. 
●In case of purchasing commodities, 15% to 20% of profit is added on the wholesale price. 
●All the management work are done by the 2 farmer households. Simoo is in charge of acceptance of order, making order sheets, purchasing and logistics of products / commodities. The other one is in charge of accountant. 
●As a management fee, 20,000 to 30,000 yen is paid to two farm households from the Arigatou no kai.
●Why not conventional marketing channel?
●Usually many of Japanese farmers market their products through Noukyo (Japanese Agricultural Cooperative). Then why not Noykyou? The biggest reason is the price. In case of Noykyou, the price is cheaper and unstable. In case of eggs, it daily changes and moving between 900yen (about 9$) to 2200yen (22$) per 10kg. Also if we market the eggs through Noukyou, they don't differentiate our products from other conventional eggs with price. We are using better quality and originally blended special feeds using self produced rice or veges. Currently, in another group which is trading only eggs, we are selling our eggs directly to our consumers with the price of 3,700yen (about 37$) per 10 kg, 1925yen (about 19$) per 5kg. 
●Why not mono cropping and marketing?
1) The village we live is locating in mountainous area so that there are no large flat land for farming. In terraced fields, it is difficult to specify one crop cultivation. 
2) Most of the farmers in our villages have been lived in self sufficient way. Other than the produce for marketing, they have been cultivating other foods commodities like rice, eggs. grains and different kinds of vegetables. It was natural thing that they tried to sell surplus production and needed the market for it. 

