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1 .日本における農産物流通の現状と問題点
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H .経済発展における農産物流通の近代化の課題

森宏

まえがき

今年は 2回，国際シンポヂュームで． 農産物流通について報告する機会を与えられた。1つ

は韓国の裡里市で円光大学（WonKwang University）主催，アジア財団後援の第 1回農産物

流通lζ関する国際学術会議 （9月11～12日）と， 2つはJETRO C日本貿易振興会）がヴェ

ネゼ、ラのカラカスで 3月に行った見本市と併行して催された経済開発と工業化および農業の近

代化に関するシンポヂューム C3月8～9日）であ る。

前ぎでは，日本における農産物流通の現状の問題点を概説し，後者では経済開発における農

産物流通の問題点や近代化の方向にふれた。

最近，乙うした問題について英文で書かれたものがなく，わが国を訪れる外国の研究者や，

自由化問題等でわが国の流通機構K関心を寄せる外国の政府関係者達に ，要領よくわが国の事

情を知らせる手段に不足している現状を考え，社研の月報としては余り前例がないが，あえて

原文のま hけいさいしていた ぎく 乙とにした。
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工. AGR工CULTURALMARKET工NG工N JAPAN, WITH EMPHAS工S

ON SOME PER工SHABLE PRODUCTS 

by Hiroshi Mori 

工. Food Demand and Supply in Japan 

The fea七uresof demand and suppユy situa七ionin JapanユS

ilユus七四七edby七hefood balance shee七，工974fiscal year (Table 

1). 

Of impor七an七 agricuユ七uralproducts, nearly all of rice, 

po七atoes, vegetables, and hen eggs ( consumed as food), re spec-

七ive工y, comes from七hedomes七icproduc七ion. Borne portion of 

frui七S and nu七s,meat, milk and milk produc七S and oil and fa七s,

respec七iveユy, is supplied from abroad. 

On七heother hand, we heaviユy rely upon imports from 

overseas for whea七 forbread and noodユes,barley, grain sor-

ghum, corn, whea七 andpuユsefor anima工 feedand oil and raw 

sugar for refind sugar. 

Theseユfsufficiency ra七iofor七o七alagricuユ七uralpro-

ducts for food has come down from 90芦in1960 to 72需in1974 

• 

as we h町 come七od印刷 moreand more feed grains for anima工 － 
pro七einand raw ma七erials for vege七ab工eoiユS, and more meat 

and some foreign frui七s.

2. Food Consump七ionand Purchasing Rabi七sin Urban Areas 

In 1975，七heaverage urban household of 3.89 persons in 

size spent ¥51，工68( $183. 0; $1. 0: ¥280) on food (including away 

from home consump七ionof訂，508)OU七 of¥157,982 （事564.o)of 

七he七otalexpenditure per month （七heEnge工ts coefficient being 

32. 4需）．
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Of七hismuch expendi七ureson foods む1drelated services, 

¥7,088 （工3.8%)is spen七 on"staple food" like rice (¥4 ,660), 

bread (¥1，ユ28)and noodユes (¥1,287), ¥6,335 （工2.4%)on fish, 

¥6,049 （工工.8芦） on mea七， ¥3,338 (6.5%) on mi工kand eggs, ¥4,089 

(8.0%) on vege七ables,¥3,000 （ラ.9%) on frui七S, ¥3,130 (6.工芦）

on confec七ionaries, and so for七h. In terms of absolu七eamount, 

the average household, in工97ラ， consumedabou七 200kg of rice, 

40 kg of bread, 25 kg of noodles, 50 kg of meat and mea七 pro-

防 …and twice as m叫山田d山 produc七sas m叫山川

250 kg of vege七abユes，ユ90kg of frui七s, e七c. at home. 

Remarkable changes whユchhave七akenplace in food consump-

七ionin recen七 yearsare七hatpeople have come to consume工ess

and工essrice (349 kg in工965down七o257 kg andユ99kg in 

工970andユ975,respectiveユy) and more and more mea七（28kg up 

七o 40 kg and 50 kg for respec七iveyears), in par七icular.

According七othe es七ima七esby Ministry of Agricuユ七ure

and Fores七ry (MAF), income e工as七id.tiesof demand for major 

food i terns are as fo工工ows,rice: ー0,90,beef: 1.36, pork: 1.52 

(overes七imates?), chicken: 0.84, fish: 0,37, milk: 0.58, egg: 

0.31, vege七ab工es: 0. 64 , frui七s：ユ.02,etc. From 1965七O 工970

It andユ975,r叫 ec七山工y，削1thlyユncomeof an average urbari work-

er househoユdincreased from ¥146,ooo to￥工95,000and ¥236,ooo 

(all inユ975Yen): i.e. by 33芦and6ユ%， respec七iveユy. Changes 

in food consump七ionpa七七ernsseen above have occurred mainly 

in accordance with these income increases and changes in rel-

a七iveprices (fish and beef prices rose more sharply七hanpork 

and chicken, for example, as we shaユ工 see la七erin Table 4) 

国 1dshif'七sin consumers' preferences七o some ex七en七．

Concerning food purchasing habi七S，七heordinary consumers 

in urban areas buy rice from rice retailers once or七wicea 

mon七hwho deユiveri七七ocustomers I home in工0kg-sack in mos七
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cases. Many of七hemaユsoget such heavy i七emsas beer ( one 

or七wodozen$), Sake and soy-sauce and the like delivered 

home by placing orders to beverage.re七ailers. Until a few 

years ago, mos七 of m工工kused七obe de工工veredhome every morn-

ing in small glass bo七七工es （ユ80cc each) by contrac七edmilk 

re七ailersbu七 nownearユy half of households have come to buy 

i七 inlarger paper containers (500 orユ，000cc) at super mar-

kets or confectionarγ stores and the like , （七hispa七ter

s七ar七edonly) a few years ago. For suchむ y groceries as 

canned七hing,instant coffee, mayonnaise, etc. , they go to 

the grocery S七oresonce in a while ，工ikeordinary Amer工can

housewives, a工七houghin much less amoun七．

For such perishab工e foods 工ユkef工sh,mea七 and vege七ables,

ordinary housewives go shopping almos七 everydayto nearby 

S七ores,whe七her七heyare smal工七radi七ionalspeciali七y stores 

or super markets. According to various surveys on consumers’ 
buying habi七s,Japanese housewives buy fish, meat or vege七a-

bユesin sma工工 amoun七 for 七heday's use or the two a七 the mos七，

despi七ethe fact七hat99芦ofci七y households have a refrigera-

tor or two and nearly half of七hemown cars for family uses. 

3, Marketing Sys七emfor Selected Food Products 

Like many other Asian coun七ries,Japanese agricuユ七ural

produc七ionis carried on predominantly by sma工l scale family 

farms普 witha very few excep七ionsof broiler and egg produc-

tion, some of which is done by large f工rmfarms integra七ed

wi七h feed companies, e七C' （普 70%of 4,953,000 farms cultivate 

land of 1.0 ha. or less, while七hosewho cultivate 2.0 ha. or 

more accoun七 for onユy 8.2% of a工工 farms inユ975, 工60,000

dairy farms average 工ユ.2dairy ca七七lein size, 474,ooo beef 
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ca七tleraising farms 3,9 head and 223,000 pig farms 34.5 pigs 

on feed in 197ラ， respectively, for ex8Jllp工e).

Japanese agricuユ七ureis also charac七erizedby wide varie七y

of crops which are produced in differen七 clima七ic condi七ions

in七henarrow bu七 fairlyユongユa七i七udeof land from sou七h七O

nor七h. We produce pineapp工eand sugar cane, for ex8Jllple, in 

Okinawa, sou七hern-mos七 is工andand Irish potatoes, rγe and 

appユesin Hokkaido, nor七hern-mos七 island.

防 On恥 0七herh叫 m叫 of七he仰向七ion （山 9心 ion

． 

in 1975）ユivein ci七ies (ra七ioof farm population七oto七a工

pop，ょla七ion: 20.7% in工975). More than ha日 of七hepopulation 

ares e七七工edin narrow area of "Pacific Megalopoli s” S七re七ching
from Tokyo wes七七oNagoya, Osaka and Hiroshima. 

Considering七hesefacts, wha七 areneeded of our agricul-

七uraユmarketingare: 

工） assembling produc七sin small lo七S from the individual 

producers, 

2) 

3) 

sor七ingthem ou七 in七O a certain grade c工asses, and 

packing七hemin proper containers for transportation 

ei七herby truck or rai工（refer七oFig. 工）七odis七回七

ci七y-marke七s.

These func七ionsare now being done mostly by village or 

county agricul七uraユ cooperatives, of which vir七uaユ工ya工工 farm-

ers haveユongbeen members sinc e七heend of World .War II. 

Wi七hcer七ainagricu工七uralproduc七ssuch as beef cattle, broiエー

er，七ea, apples, e七c.，工ocaユ merchan七S or processor -in七eg-

ra七eddealers play an impor七antroユe,even grea七erthan coop-

era七ives,in assembling and shipping produc七s. They, however, 

are no七 in七heposi七ion七O "exploit" farmers as七heyrepor七ed-

ly used to in pre-war years any longer because of farmers' 

much improved bargaining posi七iondue to the well es七ablished
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coopera七ive organizations and be七七eragricul七ura工 inforτnation 

sys七ems.

Specific marketing channels for selected agricuユturalpro-

ducts such as rice, fru工ts 町 1dvegetables, pork and beef and 

milk are i工工us七ra七edby F'igs. 2, 3, 4 and 5, respectively. 

4. Marke七ingSpreads for Major Food Products 

According七othe es七ima七esby MAF based on Input-Outpu七

Tables of Japaneseユndus七rユes, domes七ユcagr工cul七uralproducers 

go七￥31.5 and impor七ers¥6.1, respec七ively, out of every ￥工00

七hefinal consumers spen七 onfood and rela七edservices in工970.

工七 implies 七hatmarke七ingspreads be七weenconsumers and pro-

ducers amoun七ed七o62.4t of eveηfood dollar, of which 23.6¢ 

was七akenby distribu七ioncos七S, 28.2百by various processing 

cos七sand七heremainingユ0.6tby eating and drinking place 

services. As is shown by Tabユe2, marke七ingspreads have be-

come widened in percen七agefrom 55.0芦in1960七O 56.9芦in1965 

and 62.4% in 1970. Considering七hefact七ha七 thecomparable 

figures for U.S.A. rose from 65% in工955to 68罪in工968，七he

spread may have con七inued七oincrease a li七七lebi七 further, 

hopefu工lyno七 appreciably, ever since. 

Marketing spreads for specific agricultural products are 

shown by Table 3. Readers mus七， however,no七e七ha七 these

figures represent marke七ingmargins for each commodi七y group 

which goes in七O direct home consump七iona工onebu七 dono七 ac-

coun七七hosewhich are consumed in processed forms by indust-

ries or away from home. Accord工ng七othese S七a七lS七工cs, one 

may be safe in assuming七hatthe singユe larges七 componentof 

food marketing cos七sis七here七ailmargin, ranging from 20需

七o35% of七here七ai工 prices，七henfollowed by shipping cos七
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of 10七0 20男， wholesaユemargins of 3七O ラ%, etc. (processing 

cos七sare m七 consideredhere). 

5. Some Recen七 Prob工emsand New Developmen七s

in Food Marke七ingFron七－ wi七h Par七icular

Emphasis on Moves to By-pass Central -

WhoユesaユeMarke七s

Producers o f七encomplain七ha七七heyare getting工essand 

ユesscents ou七 ofevery dollar consumers pay for七hefood 

七heyshipped. When processing and away from home consump七ions

accoun七ed，七heyare righ七 aswe have seen in七heprevious sec-

七ion. When fresh produce, fresh me a七， rice, e七c.which are 

cooked a七 home are consユdered,however, エ七 does no七 necessari-

ly follow七ha七 farmersge七ユesspor七ionof consumers' do工ユars

七hanbefore, say 10 years ago. 工七 is proved indirec七工yby 

Table 4 which shows changes (rises) in prices of vege七abユes,

frui七S, beef, pork, and rice at various marketing S七agesfor 

七heperiod ofユ965－工976.

If there have no七 been,percen七agewユse, any appreciab工e

increases in marke七ingcos七S for major food produc七sin the 

pas七 decadeor so, we have long known the fac七七ha七 coロsumers’
し

prices do no七 come down or even sligh七ユy go up for some七ime

when producers『 orwhoユesaleprices decline. Such phenomena 

as七hishave been observed once in a while wi七hbeef, pork, 

and some frui七sand vege七ab工es,wholesaユeprices of which 

fluc七ua七efrom七工me七O 七エme. One of七heseexむnpユesis illus七－

ra七edby Fig. 6 which shows the mon七hlyprice movemen七S for 

beef bo七ha七 retailand wholesaユe工eveユS for 1972 －工976.

As shown by Figs. 3 and 4 in Sec七ion3, the major por七ion

of fresh produce and fユshare marke七ed七hrougheither one of 

ー 7-



cen七ralwholesa工emarke七sin the bigger c工七iesor some of ユocal

wholesale marke七S in the sma工lerc工七ies,where prices of pro-

due七sconsigned七O receiving companies七oselユaredetermined 

by open auction where jobbers and七helarger re七ailers,both 

licenced by ci七y au七hori七ies,par七icipa七eas buyers. 

As is generally七hecase with auc七ionwhere everything 

put on sale 則的 becleared on七hespo七（ s七ipula七edby七he

Wholesale Act and ci七y authority's reguユations),prices do 

山

edgeab工eabou七七hefood indus七工、y, agree七ha七 P工、ice fユUC七ua七ions

a七七hewhoユesa工ema工・ke七S have become in七O工e工、ab工y grea七七hese

days . (Refer七O Table 5,) This may be because, as final con-

sumers become工essprice responsive in their demand for speci-

fic food commodi七iesin accordance with七herise in their 

income levels ，七heequal amount of change in marke七 supply

七ends七o cause wider pr工ce fluc七uat工onsas is illus七ra七edby 

Fig ・.7. One of other impor七an七 factorswhich make for greater 

price changes is七ha七 supermarkets and H,R, I. (ho七els,res-

七auran七sand ins七i七utions)have appreciably increased their 

marke七 shares骨 inwholesale procuremen七．（普 Thereis some 

es七imate七ha七 supermarkets account for at least 30七o40男of

re七ailsales of perishable foods in the bigger ci七ieslike 

Tokyo or Osaka). 工七 is mainly due 七o七hefact 七ha七 mos七 of 

七hemse七 fairlyinflexibユemerchandizing pユans, incユudingre-

sale prices, much prior七othe day of sa工e． 
In response七othese changes in七hebuying a七七i七udesof 

consumers as well as re七aユユers,moves to by-pass the whoユesale

markets, such as direct buying from farmers ’cooperatives, 

contrac七 shipmen七 forcer七aユnperiod of七ime, or even con七ract

produc七ionwith groups of farmers began七O appear a few years 

ago, W工七hvery 工im工七edsuccess so far. 
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On the o七herhand, some of receiv工ng-auctioncompanies 

in七hecen七ralmarke七swhich were prohibi七edfrom regulating 

marke七 supp工yby law and reguユa七工on, i.e. 七heymus七 receユve

whatever amounts producers consign七hemto s e工ユ， are beginning 

七ogo between some of food chains and some shippers (produ-

cers’coops, for exampユe)to faciユitatemore stable transac-

七ion, in accordance wi七h some loosening of七hereguユa七ive

res七rain七swhich becむneeffective by 197工 Amendmen七 ofWhoユe-

除 s山 MarketAc七

． 

Table L 

Food Balance Sheet, 1974 Fiscal Year 

Source ”Food Balance Sheet ”，Mrnister’s Secretarェat,Minエstryof 
Agriculture and Forest,γ． 

This七ableis based upon FAQ’s preparation guide Period is one year 
from Apr. ls℃ to Mar. 31s乞 ofthe follo~ing year. Total popul.aもionused in 
calculating supplies per cap北 aユs108. 71 million (as of Oct. lsも， 1973)
estimated by Bureau of Statistics, Office of the Prime Minister ＿ー～

l,OOOt 

Co四nαiity

Cereals 12,838 19,922 297 32,133 3,115 13,614 123.0 
Rice 12,292 63 271 12,033 754 9,920 89. 7 
¥lheat 232 5,485 26 5,517 345 3,439 31 l 
Barley 182 2,038 2,086 693 112 LO 
Nakeo barley 51 46 6 16 0.1 

b凪ize 14 7,719 7,763 1,303 82 o. 7 
Kao-liang 4,354 4,367 5 3 o.o 
Others 67 263 321 9 42 o. 4 
Potatoes & 

4,376 11 4,387 1,379 1,734 工5.7 sweet potatoes 
Starches 1,054 101 1,183 358 日25 7. 5 
Pul.se 436 3,441 。 4,151 2,938 1,036 9.4 
Vegetables 15,634 360 1 15,993 12,570 113 7 
Fruits & nuts 6,343 1,381 126 ~ ： ~t~ 29 4,576 41 4 
Meat 2，工17 407 2 - 1,792 16.2 
Hen eggs 1,793 41 1,834 - 1,549 14.o 
Cow milk & 

4,876 1,033 5,878 5,723 51.8 
milk products 
Fishes & 

10，工06 779 996 9,889 ー， 3,854 34.9 shellfishes 
Seaweeds 140 23 158 24 工34 1.2 
Sugar 

Refined 2,974 工 23 2 , ~~2 21 2,937 26.6 
Oils & fats 1,311 398 144 1, 8 178 1,261 11.4 

Vegetable 1,026 185 27 1,211 119 1,027 9. 3 
Animal 285 213 117 407 59 234 2.1 

”Miso" bean 
752 1 736 734 6.6 

paste 

f~:f.) Alcho-
1,344 4 1,375 - 1,371 12.4 

lic beverages 
6,020 31 26 5,900 申 5,882 53.2 

l) Including domestic goods from日伊国edmaterials 
2) Vegetables, fruits & nuts and others of dried, or in airtight con-

tainers are converted as fresh. Excluding processing trade田 dthe 
国 fitfor food. 

3) Indicating practical volume of edible food for men, calcul.叫 edby 
multiplying gross food by yエeldrate, and showing the vo工umeof 
food bought by consumers, however not always being equal to the 
volume of food actually taken by the nation. 
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Table 3 

Rice 

Beef & Pork 

Fruits & 

Vegetables 

Fish 

Table 2. 

COMPONENTS OF FOOD CONSUMPTION EXPENDITURES, 1960_._ 1965 AND 1970 

一J..960 1965 1970 

軍 % % 
_ Domestic Agriculture 

36.9 39. 3 31. 5 
Jro.d国 .ers’Receipts

Imports 5. 7 6.2 6 1 

Commerce lラ.9 18.2 21. 5 

Distribution Costs 

Transportation 2.0 2. 5 2 l 

Food Processing Costs 30.1 28.5 28.2 

Eating & Drinking Place Services 7 0 7. 7 10. 6 

Final Consumers ’Spending 100 0 100.0 100.0 

Sources Di vision of Econ Research, Minister’s Secretariate, MAF 

Marketinq Margins* for Selected Food Products 
as Percentages of Retail Prices 

(Unit. %) 

Producers Shipping Wholesalers ’ Secondary 
. Retailers’ 

Wholesalers 『Prices Costs Margins Margins 

60 -70 7 -13 7 10 

55 -6ラ 8 -13 1 -2 3 -5 

30 -60 10 -25 4 -6 0 -10 

30 -45 15 -20 3 -4 5 10 

* Author ’s very rough estimates. No comprehensive surveys on marketing 
margins by publユcagencユesavaユlable
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15 20 

25 -30 

20 -40 

30 -40 

Retail 
Prices 

100.0 

100目。

100. 0 

100.0 



_lable 4 

Retail 

1965 74. 8 ． 
70 100, 0 

75 165.0 

76 189.6 

． 

且ic.e～

Whole-
sale 

75,4 

100.0 

158.8 

工83.4

Chanqes in Price Indices of Selected Aoricultural Products, 
at Retail, Wholesale and Farm Levels, 1965 - 1976 

Beef Pork Vegetables 

Farm Retail 
Whole-

Farm Retail 
Whole 

Farm Retail 
Whole-

sale sale sale 

78. 7 62.2 64.9 64.6 81.9 94.1 92.う 64.6 62. 5 

100.0 100. 0 100.0 100.0 100. 0 100目。100,0 100.0 100. 0 

187 .6 193,8 193, 3 200.0 173.6 工91.6 211. 7 157 .2 163. 7 

200 4 222.ラ 223.6 222.4 191.8 193, 5 190.6 188.2 187 .9 

* not avaェlableat the tェmeofもabulatエon

Farm 

64.l 

100.0 

170 4 

187 .o 

Source ・Div,.sionof Econ Research, Mユn玉ster’sSecretariate, MAF 

_Table 5, Chanqes in Wholesale Prices of Cabbaqe 
in Tokyo Central Markets - 10 day Average 

Retail 

75.l 

100,0 

144.1 

154.8 

(Unit・ Yen/Kg) 

Februa玄γ March April Mey 

1st 2nd 3rd lat 2nd 3rd 1st 2nd 3rd ls乞 2nd 3rd 

1972 l2 12 13 17 22 21 33 29 26 39 36 47 

73 16 19 18 25 42 51 ラB 63 7l 102 99 68 

74 129 128 92 91 91 工38 175 141 121 71 26 20 

75 43 39 39 55 46 33 う2 25 25 35 36 15 

Sources ・Divis五onof Statis七icsand Infer羽ation,MAF 
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Whole- Farm 
sale 

71.6 65, 7 

100.0 100 0 

152.0 
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E主ιムニ
Transportation of Perishable Aqricultural Products, 

by Rail, Truck. and Others r 工968 - 1973 

． 

inla且dboat 

rail 

truck・ 

． 

Bureau of Food Distribution, MAF 

Cons，皿ers

4・All乞hesefigures are the author ’s rough estimates. 
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~ ig , 3._ 

Maier Marketinq Channels for Fruits and Veqetables ． .J'l:O_<iucex:s 
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Fig. 4. Maier Marketrnq Channels for Pork and Beef 
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旦場・5, Maior Marketinq Channels for (Fluid) Milk 
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• All these figures are the author ’s rough estimates 

Fig, 6. 
Movements of Monthly Retail and Wholesale 

Prices of Beef in Tokyo, 1971 - 1976 
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!'.i.Saて， Effect of Decline in Demand Elasticities 

on Market Price Fluctuations 
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工工． AGRICULTURAL MARKET工NG 工N DEVELOPING ECONOM工ES

(ECONOM工C DEVELOPMENT AND MODERN工ZATION OF 

AGRICULTURAL MARKET工NG)

工. The Bu主denPlaced upon Agricultural 

Marke七ingin Developing Economies 

As an economy develops and peop工es'income grows，七he

叫 erproportion of…umers＇叫 arsis spent on f叫 and 側
rela七edi七ems. (In Japan, 32.7% of consumers' expendi七ures

was direc七edon food in工975as compared七O 42.7% in工960

while peoples’income increased by about 300% in rea工七erms

during七hes叩 eperiod.) This is an economic phenomenon 

generalユyknown as Enge工＇s Law. In accordance with七his

七endency,less and less resources, relative工y speaking, wiユユ

be inpu七 in七O agriculture, bo七hproduc七ionand marketing. 

This is a normal and even desirabユepa七七ernof economic:! de-

velopmen七． 工t can not, however, be achieved au七omaticaユ工y． 

One of七heessen七ialconditions for七hisnormaユ deveユopmen七

is 七hatagricuユ七uralproduc七ionand marketing shouユdincrease 

in produc七ivi七y, possibly, a七七heparallel七empowith or not 

at significan七工y ユowerra七e七hannon-agricuユ七uraユ sectors. 

O七herwise,higher prices of food and re工a七edservices migh七

absorb grea七erportion of consumers' dollars than before. 

And七hus,i七 might significantly hinder or distor七七hedesir-

able deveユopmentin七hegrowing economies (e.g., in this 

coun七ry，七heconsumers will have七o depend more for impor七ed

foods). 

Considering七hefac七七ha七 marke七ingaccoun七S for more 

七hanhalf of consumers’food expenditures (refer七O Table 1), 

i七 maynot be very diff工cuユ七七ounderstand七ha七七herole七he

ー工6-
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food marke七ingshou工dperform in the course of economic devel-

opmen七 should be qu工七ecrユ七lcal. 

2. Wha七 is Marketing? 

Marke七ingi s七heeconomic ac七ivi七iesto bridge consump-

七ionand produc七ion, which involve七wobasic aspec七sof func-

七ions. The one is the physical distribu七ionof products, 

除 S叫 as 叫

e七c. The O七heris, in my七erminology, informational function 

of communica七ingthe consumers' demand七oproducers or provid-

ing consumers wi七h adequa七eknowユedgefor七heirbe七七erchoice 

of consump七iondeci s工ons. As the total produc七ionexpands 

and more and more people move t o工ivein distant cities, phys-

ical di S七ribu七ionmust increase in size andユeng七h accordingly. 

This is no七 difficu工七七ounders七andbu七 itmay no七 bevery 

easy七oachieve wi七hou七 new七echno工ogiesand proper organiz a一

七ユonalse七七工ngs.

A七七hesame七ime, as consumers become more wealthier 

and more varied in needs or demand, i七 becomes more impor七an七

and increasingly more difficuユ七 to predict accurately "who ． wi工工 demand wha七， when, where, why and how," wi七hthe due 

工eng七h of七imein advance. Unless such informational func-

七ionsas七hisbe performed adequately, commodi七iesproduced 

will no七 besold for proper prices or, on七heO七herhand, 

consumers' demand will not be me七 forequi七ableprices ．ー（For

ex臼nple, since 1970 on, Japanese rice farmers have been paid 

a qui七ea big sum of subsidies for no七 planting七o10% of 

七heirpaddies. On七heother hand, our beef prices are a七

leas七七hree七imesas high as工nthe U.S. and probably almos七

工O七imes七hanin Australia.) 
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3, Wha七 are七heKey Marketing 

Issues in Growing Economies? 

a) Long-run considerations 

At first, we mus七 no七e七ha七七hereare basically七WO

七ypesof foods, according七othe nature of七heirdemand. The 

one is a group of products ca工ユed"superior goods," the demand 

for which increases as peoples ’income rises. The other is 

"inferior goods," the demand for which does decrease as people 9I 
become richer. Excep七 forvery poor economies where even sub-

sistence 工evelof living has not been a七七a工ned, starchy food 

such as grains, po七a七oes, for examp工e,belong七othe 工a七七er

ca七egorywh工ユemeat, fru工ts and some vege七ablesand cer七ain

processed foods generally belong to七hefirst. Wi七h七ha七

group of foods which fa工1into七hefirst category, superior 

goods, physical di S七ributioncould be improved without serious 

difficuユties,by merely expanding facilities and/or introduc-

ing new techno工ogiesa七七hes田ne七ime.

However, wi七htha七七ypeof foods, the demand for which 

tends to decrease or no七七ogrow, it工s,in many cases, rather 

much more difficu工七七oimprove the efficiency in marketing. 

Because, it is generally more difficuユ七七oge七 ridof surplus 

resources out of the indus七rythan七o induce七hemin and the 

economic incentives and competitive forces for七heintroduc-

七ionof new七echnologiesare usually lacking in七hecurtail-

ing industries. 

Considering七hefact tha七 grains,processed or unproc-

essed, po七a七oesand some vegetabユes categorized as "inferior 

goods" still account for the major portion of food expenditures, 

especially of poorer peopユe, i七 is particularユy impor七anthow 

七opromo七emore efficien七 marke七ingof these produc七sin七he

-18 -
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deve工op工ngeconom工es.

As mentioned above, some products grow in demand and 

others decrease as the leveユofpeoples' income rises. When 

income increases, say, by 50%, some may increase by 100% (in-

come elas七icity：工00%divided by 50% = +2.0) or others may 

on工y 20芦 （e= 20需÷50芦＝ +O. 4). Foods are七husmuch varied 

in七hedegree of changes in demand caused by七heincome effec七．

It genera工工y七akesqui七esome 七imefor ordinary agricuユ七ure七O

adjust production to demand, perhaps much longer periods than 

ordinary indus七riaユ produc七ion. Consider七ha七 i七 needsa七

工eas七 5 ～ 工Oyears for orange 七rees七O bear fru工七S af'七er

P工anting,no七七O men七ionthe number of years required for the 

proper breeding of varie七ies. So i七 is vitalユy import an七 for

profi七ablefarm management in micro sense and desirabユeaユ工o-

ca七ion of resources in macro sense as well七opredic七七he

probable changes in demand forラ， 10or m田1ymore years ahead. 

In addition七osuch income effects jus七 described，七hereare 

equally impor七an七 fac七orswhich affec七 fu七uredemand of foods. 

They include shif七sin generatユonor fam工工y S七ructure, ch町1ges

in七as七esand va工ues, e七c.

Thus, forecas七ingfu七ureconsumers’demand, quan七i七a七ive-． 工y as well as q叫 i七a出 向 is山 oone of the凶 七i叫 lyim-

． 

por七an七 roleswhich marketing shouユdperfo:rτn in the deveユoping

economユes. 

b) Shor七－runconsidera七ions

Besides such工ong-runproblems just men七ioned,marketing 

is expec七ed七operform七hemore short-run functions as well. 

As people become richer, their food menues become more supe-

rior and a七七hesame七imemore varied than before. (People 

may no七 be, in Japanese case, sa七isfiedwith七herou七inemenu: 

oJ 
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a few bowls of r工ce Wl七h soy bean soup and a 工i七七lebi七 of 

fish or mea七 andsome vege七ab工esofユimi七edkinds every day 

anyユonger.) People may want chicken for七oday'slunch and 

七henspecia工 speciesof fish for七hedinner. According to 

七ypesof mea七 orfish and七heways七heyare cooked, different 

kinds of vege七ablesand frui七swill be demanded. 

Suppose many families may wan七”Sukiyaki"today because 

of cold wea七her，七henl七 mユgh七七end七O increase demand for 

cer七ainveg目 的 ユesapprec工ablyas c叫 ared油 enmost of七hem 9I 
eat S七akesor humbergurs for七oday's dinner. Demand even for 

vege七abユes,which is genera工lyconceived to be fairユy S七able,

thus does change町、omday七O day and week to week. 

As peop工ebecome weaユth工er, they become the less and 

ユess sensi七iveto prices of products they consume, in other 

words，七heydemand inf・lexibユeamoun七sof七hemeven i f七heir

prices are high. This implies, on七heO七herhand, they do 

no七七end七o consume more of these products even if七heir

pr工cesare almo S七 niユ. In七ermsof economics, demand for 

foods in general and for particular produc七sas we工ユ become 

工essand less "price-elastic" or more and more "price inelas一

七ic". Under these circumstances, if the supply in short-run, 

does no七 fi七七hedemand, prices may go up sky-high or go down 411 
七O nearly zero (as is shown by Table 5 in the preceding paper, 

AGRICULTURAL阻日KETINGIN JAPAN). 

工七 is 七husanother very important task of marketing how 

to guide七hesuppユy七o fi七七hedemand on day to day or week 

七oweek basi s，七oavoid dras七ic price fluc七uationswhich bo七h

producers and consumers do not seem七oユiketo face. Accord-

ing七omy own experience wi七h food marketing people, many a 

七ime，七heydo not know why prices are so low (or high), say, 

七hisweek, whi工esupply does not seem七oobig （七oosmaユ工） as 
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compared wi七h七hesぉneperio d工astyear or the preceding week. 

I have of七enheard七hemsaying, "consumers do not七endto con-

sume produc七swhen七heirprices are too low or vice-vasa." 

This sta七emen七 is no七hingmore七hanto testify七heirincompe一

七encein apprehendユng七hechanges in demands for七heproducts 

七heyhandle. 

c) Summing up 

工nmarket economy, prices are supposed七O func七ionas 

七heguide for resource a工工oca七ionor major conveyor of infor-

ma・七ionsfrom consumers七oproducers or backwards. Bu七 con-

sidering七hepresence of inherent time工agsrequired for the 

supp工y adj us七men七 in agrユcuユ七uralproduc七ion,七heprices aユone

are no七 sufficien七七oachieve七heinforma七ionalroles七obe 

performed by marke七ing.

4. How七oApproach and Tackle with Marketing Problems 

The bes七 marketingsys七emis such that i七 performsthe 

var工ousfunctions of bridging consump七ユonand produc七ion,

jus七 describedabove in detaiユ， a七七hepossib工eminimum costs. 

It And i七 isalso essen山 1in rather dynamic sense七hatthe 

sys七emshou工dbe org町 1工zedso as七oach工eveprogress as rap-

id工y as or adjust i七self七ochanges in outside condi七ionsas 

f工exiblyas possible. Such as七hisis the sys七emof highes七

performance. 

In order to eva工ua七ethe exi S七ingmarketing sys七emsfor 

different foods or agricu工turalproduc七S 出 1dto find ou七 ways

七O enhance七heirperformance, we ought七O S七art, firs七 ofa:11, 

wi七h drawing up marketing maps wi七hthe presen七 distribu七ion

channels righ七工yPユacedin their re工ativeimportance and 
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es七ima七ingmarketing cos七sincurring or margins realized at 

various s七agesof dis七rユbut1.onand transac七ions,by some way 

or ano七her.

Then we try七O es七1.ma・七e七hepos sユblelowes七 cos七s, under 

七hepresen七 technologicaland social condi七ions，七operform 

七heac七uaユ func七工onsbe工ngdone by existing marke七ingagen七s

or various S七agesof dis七ribu七ionchannels. This is easy to 

say bu七 mostdifficuユ七七odo. According to my own e1仁periences,

however, i七 isno七 qui七eim 

of七hepossib工e工owes七 cos七s,by comparing wi七h cases in ad一

vanced areas or foreign coun七rieswi七h similar conditions or 

O七herdiff、eren七 commodi七ieswhich are七hough七七obe very we工工

marke七ed. In O七her工ns七ances,we m1.gh七 buildup a kind of 

engineering models by which七helowes七 cos七sof marketing or 

processing七heproducts in mind couユdbe calcula七edwi七h七he

assump七ionof semi-idealis七iccondi七ions.

When we come七O fユnd七heapprec工ab工edifferences be七ween

七heac七uaユ cos七sor margins and the ”ユowestpossible cos七s"

thus es七ima七ed,then we move七ofind OU七 thecauses for such 

differences or poor performances of existing sys七ems. More 

of七en七hannot, major causes for七hepoor achievemen七sin-

clude：ユackof effective competi七ion,poor coordina七ion

七hroughou七七hemarke七ユngchannel from producers七oconsumers, 

inadequa七einfra-s七ructuressuch as roads or informa七ionne七ー

work, credi七 ra七ユoning七O sma工ユerfarmers or dealers, so forth. 

I have no七iced 1.n Japan many times 配 1dsome O七hercount-

ries as we工工七O some ex七en七 thatthe general pubユic,bo七h

farmers and consumers, and some七ユ工neseven research people and 

governmen七 officialswho are respons工blefor七hesys七ema七iC 

cure of七hemarke七工ngproblems七heyface, hold very strong, 

preoccupied, an七agonis七icfee工ing七awardin七ermediariesas 
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”fa七 uglymiddle men." Such feelings as this, no七 verywell 

founded on七hethoroughly inves七igatedfacts in many cases, 

do some七imesde七er七heeffec七iveremedies of七hepresen七 sys-

七ems. Wha七 wedo need the most is七heobjective and scien七i-

fic approaches七O 七heprobユemswe face. This does not, how-

ever, precユudethe dire desユreon七hepar七 ofconsumers to 

have lower food prices and at the s出netime七heproducers' 

wishes for higher prices for七heirproducts. What I wan七 to

19 say is七ha七七h山町 C叫 0向 cometrue thr吋七he

scien七ificapproaches. 

On behalf of Japanese marke七ingeconomi S七s,I wish七o

七hankyou for七hisoppor七unユty七odiscuss the marketing pro-

blems in deveユopingeconomies we bo七h are facing and we’d be 

mos七 happyto coopera七ewi七hyou in achieving our common 

goa工s七o improve our agricu工七ura工 marketing. Thank you again 

for your a七七en七ion. 

』.Table 1. Breakdown of Consumers ・＿Food
Expenditure in Japan ． 1960 1965 1970 U.S.A目.1968 

Suppliers’Domestic Agr. 39. 3 36.9 31. 5 

Receipt Import 5. 7 6.2 6.1 

Marketing Commerce 1ラ.9 18. 2 21. 5 

Margins Transporta七ion 2 0 2. 5 2 1 

Food Processing Costs 30.1 28.ラ 28.:i 

Restaurant Services 7 .0. 7.7 10 6 

Cons，皿ers' Expenditure 100.。 100.0 100.0 100 0 
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