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1.
INTRODUCTION
One of the pillars that his strategy is based on is “Collaboration”.  To give the agricultural sector what they need, we must follow the following two rules: first, we must do only what we do best, that is, play to our strengths; and second, to meet the full range of the sector needs beyond our strongest capabilities, we must collaborate with others who can complement our strength with what they do best.  In developing this strategic plan, the NAMC consulted with DoA’s Directorates of Marketing and International Trade to answer the following questions:

What are the goals of collaboration? What are the shortcomings of the previous strategies?  Can collaboration between the NAMC and DoA’s Directorates of Marketing and International Trade assist DoA to deliver on its mandate?

How should the collaboration be structured? What does each institution do best? How do you orchestrate and operate a successful collaboration?   
This strategic plan was written to assist the DoA achieve is mandate as highlighted in the: 

· Government National Programme of Action

· Presidential priority programmes
· Agriculture sector plan 

DoA’s Directorates of Marketing and International Trade and NAMC have alignment their programmes in such a way that the majority of the NAMC’s work will be aimed at assisting the DoA achieve its plans.  This strategic plan further provides for improved communication and feedback mechanisms between the NAMC and DoA’s Directorates of Marketing and International Trade. 
This strategy will form the basis for the formulation of operational plans, project plans as well as individual work plans and performance plans.  This strategy will form the basis for the management of performance at an institutional level as well as at an individual level.

1.1
Overview of the strategic plan
This document is structured in eight parts. Part one serves as an introduction and provides an overview of the organisation’s achievements in the previous year. Part two provides an overview of the political and sectoral policies that guide the NAMC. Parts three and four are about the NAMC itself and give insight into the leadership and management structure, the organisation’s legislative mandate and its vision and mission. Part five reviews the NAMC’s main stakeholders. Part six gives a brief summary of the NAMC programmes and budget. The NAMC programmes are described in part seven. Part eight contains a scorecard with performance indicators. 
1.2
Highlights of the 2007/08 season
In 2005, the NAMC implemented a range of assignments. Among the many assignments the following were the major highlights. 

Food Price Monitoring.  The NAMC’s Food Price Monitoring (FPM) initiative is a continuation of the Food Price Monitoring Project (FPMP) initiated in 2003 in response to high food prices at that time.  Moreover, in 2004 the Cabinet approved that the National Agricultural Marketing Council (NAMC) should collaborate with the Department of Agriculture (DoA) and StatsSA to establish a national food price monitoring system to monitor food prices of specific food items in rural and urban areas throughout the country.  This initiative entails three different outputs, namely Urban Food Price Monitoring (UFMP), Rural Food Price Monitoring (RFPM) and Food Cost Review. 

Data for the UFPM is obtained from AC Nielsen each month and after analysis the results are disseminated on a quarterly basis to various stakeholders. The quarterly release includes price trends of 70 food items and puts forward reasons for food price trends.

The collection of prices in rural areas commenced in November 2006 and is done in collaboration with the Provincial Department of Agricultural (PDA) and StatsSA. The RFPM activity covers 29 outlets in the Free State, 17 in the Eastern Cape, 16 in Mpumalanga, 16 in Gauteng, 21 in Limpopo, 24 in North West, 27 in KwaZulu-Natal, 14 in the Northern Cape and 19 in the Western Cape. In total, prices of 26 food items are monitored at 183 rural outlets throughout the country. The data is obtained by PDA officers who visit rural outlets and complete questionnaires on a monthly basis. The NAMC is responsible for the quality control of the questionnaires and analysis of the information after the data has been captured by StatsSA. The RFPM results were included in the Quarterly Food Price Trends for the first time during August 2007.

In addition to the above, the NAMC also publishes the annual Food Cost Review. This review provides a specific overview of trends in food price inflation and food prices at retail level.

Trade Reference Group. The Trade Reference Group (TRG) is an initiative stemming from the knowledge management imperative by the NAMC and was convened as a forum for enhancing collaboration among all researchers involved with agricultural trade policy analyses and modelling in South Africa. The objective of the collaboration is to ensure alignment and complementarily in the research projects handled by the different organisations and individuals to support the initiatives by the DoA’s Directorates of Marketing and International Trade. In addition, we aim to reduce duplication and instead identify initiatives or projects together with DoA that could be jointly handled by the researchers in the group. Nine organisations/research institutions have subscribed to the initiative. The group meets once quarterly. 

Making Markets Matter. The NAMC in partnership with Cornell University hosted the Making Markets Matter Workshop May 2007.  This is an intensive multi-day business development training workshop that prepares black agribusinesses to meet the ever-increasing demands of today's global agro-food systems and compliments initiatives by the sub-directorate marketing support and development of the Directorate: Marketing of the DoA. The workshop was attended by 40 participants from all SADC countries. It featured world-class facilitators who offered instruction on and access to business development services, management training, marketing strategies and financial analysis. The programme is designed for small and medium-sized agribusiness firms engaged in farm and off-farm services and in the production and processing of natural products, food and other agricultural products. The participants felt that the training was very relevant and informative and proposed that future workshops should include more women from South Africa, preferably from Women in Agriculture and Rural Development (WARD).

Statutory measures. During the 2006/07 financial year, ten industries (citrus, cotton, dairy, deciduous fruit, dried fruit, potato, red meat, sorghum, wine and winter cereal) collected statutory levies. An amount of approximately R143,9 million was spent on industry functions, of which 42% was spent on research, 17% on emerging farmer development projects or transformation, 15% on information and 10% on export promotion.

2.
GUIDING POLICIES
The NAMC strategic plan is guided by the Marketing of Agricultural Products Act of 1996, Strategic Plan for South African Agriculture, the Draft Transformation Charter for Agriculture (AGRIBEE) and the agricultural programme of action. This strategic plan also recognises the role that the NAMC should play in support of government programmes such as the Accelerated and Shared Growth Initiative for South Africa (ASGI-SA) and the new Presidential priority programmes.    

2.1
Marketing of Agricultural Products Act

The objective of the Marketing of Agricultural Products (MAP) Act is crafted under four different themes. The NAMC endeavours to achieve these objectives by focusing the activities of its divisions on various initiatives, projects and activities that will lead to the realisation of these objectives. These are as follows.
2.1.1. Increasing market access for all market participants

The South African government has committed itself to transferring 30% of the land to black ownership by 2014. The majority of land to be transferred is agricultural land. South Africans hold the belief that agriculture is key to our emancipation from poverty. Furthermore, the legacy of the apartheid regime in the agricultural sector manifested in various ways, one of them being the lack of market access by previously disadvantaged poor black farmers. These farmers do not have market access and most of them do not produce for commercial purposes (because of small land holdings, location, biased treatment, etc). 
In dealing with this challenge, the NAMC committed itself to establishing Agricultural Development Schemes that are aimed at benefiting the previously disadvantaged farmers. The Agribusiness Development (AD) division of the NAMC will enhance the market participation of previously disadvantaged enterprises (PDEs) and enhance their access to markets in close collaboration with the Directorates Marketing and Business & Entrepreneurial Development at DoA. This initiative will be carried out through funding of technical services that are essential for market access, such as certification, skills development and business planning. 

2.1.2. Promotion of the efficiency of the marketing of agricultural products

The NAMC commits itself to undertaking various market research and development (R&D) projects addressing problems related to markets and efficiency in the marketing of agricultural products as identified jointly with the Directorate: Marketing within DoA and/or as requested by relevant Directly Affected Groups (DAG’s) and/or by the Minister of Agriculture. The recommendations of the outputs will serve as guidelines to improve agricultural marketing and competitiveness. 

2.1.3. Optimisation of export earnings from agricultural products

The NAMC will continue to contribute in this area by monitoring traditional markets while developing the intelligence required in changing the composition and direction of trade towards new markets. This will be achieved through support to export industries in undertaking studies that monitor development in traditional markets as well as financing exploratory studies in emerging markets in collaboration with the relevant Directorates in the DoA and/or as requested by relevant DAG’s and/or by the Minister of Agriculture. The AD Division commits itself to linking promising black farmers to potential export markets. One of its core functions is to assist PDEs to meet export demand requirements. The PDEs that are exporting and ready to export will be assisted to meet importing country compliance requirements.   

2.1.4. Enhancement of the viability of the agricultural sector 

The knowledge management themes have been further refined in order to better contribute to the viability of the agricultural sector and to be in line with the imperatives of the Directorates Marketing and International Trade. The themes include agro-food chains, trade, agricultural risk management, market information and linking farmers to markets. R&D projects and investigations such as these will enable the NAMC to provide, in collaboration with DoA and DAG’s, a service to agriculture that will improve its viability. 

2.2
The Strategic Plan for South African Agriculture 

The NAMC’s strategic plan supports the vision of a united and prosperous agricultural sector. The vision implies sustained profitable participation in the agricultural economy by all stakeholders, recognising the need to maintain and increase commercial production, to build international competitiveness and to address the historical legacies and biases that resulted in skewed access and representation. Through its four divisions, the NAMC will be in a position to implement projects that assist the sector in achieving its vision of a united and prosperous agricultural sector. 
3.
NAMC BUSINESS ETHICS

3.1
Vision

To provide service of excellence to the Minister, Department of Agriculture and DAGs on the strategic positioning of South African agriculture in dynamic global markets.
3.2
Mission

The mission of the NAMC is captured by these target items:

· Provide accurate and well-informed policy advice to the Minister, Department of Agriculture and DAGs.
· Focus efforts and initiatives on the strategic positioning of the South African agricultural sector in dynamic global markets.

· Contribute to the agricultural sector growth objectives by supplying useful information and policy positions using globally tested and proven tools. 
· Leverage centres of excellence and own resources to enhance equity, competitiveness, profitability and sustainability of the South African agricultural sector. 

· Contribute to building a prosperous agricultural sector by supporting emerging farmers in terms of market access, knowledge acquisition, training and mentorship. 
3.3
Core ideology

The NAMC is a premier agricultural marketing advisory agency in South Africa. This ideology defines the enduring character of the NAMC. It provides the bonding glue and guiding force that holds the NAMC together while it mutates and evolves. 

3.3.1
Core values

a)
To be accountable

b)
To act with integrity

c)
To value individual performance

d)
To value personal respect and equal treatment
e)
To act in partnership with DAGs
3.3.2
Core purpose

To create an environment conducive to improved marketing of agricultural products by improving relations between government and industry business structures.
3.4
Legislative mandate 

The NAMC was established in terms of sections 3 and 4 of the MAP Act, No 47 of 1996 as amended by Act No 59 of 1997 and Act No 52 of 2001. The mandate as spelled out in the Act reads as follows:                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                  
The NAMC: 
a)
“shall, when requested by the Minister or of its own accord, investigate the establishment, continuation, amendment or revocation of statutory measures and other regulatory measures affecting the marketing of agricultural products, evaluating the desirability, necessity or efficiency of the measures and, if necessary, proposing alternatives to the establishment, continuation, amendment or repeal of a statutory measure or other regulatory measure and report to and advise the Minister accordingly; 

b)
“shall prepare and submit to the Minister for consideration statutory measures and changes to statutory measures which the Minister directs it to prepare;

(c)
“shall, whenever requested by the Minister and at least once annually, report on the activities of the Council”;

(d)
“may direct any institution or body of persons designated for the purpose of the implementation or administration of a statutory measure in terms of section 14 of the Act, to furnish the Council with such information pertaining to a statutory measure as the Council, the Minister or the parliamentary committees may require;

(e)
“may undertake investigations and advise the Minister regarding -

· agricultural marketing policy and the application thereof;

· the co-ordination of agricultural marketing policy in relation to national economic, social and development policies and international trends and developments; and

· the possibilities for promoting the objectives of the Act as mentioned in section 2(2) of the Act.”

4.
THE NAMC BOARD
4.1
Corporate Governance 
The NAMC believes good corporate governance is central to its success. We are committed to maintaining high standards of governance and ensuring that we are managed ethically. We accept the underlying principles and firm recommendations set out in both the Public Finance Management Act (PFMA) and the King II report on corporate governance. Our commitment is demonstrated by the ongoing refinement of structures to reflect current best practices in corporate governance. 
4.2
Members 
The NAMC Council is composed of ten members. The current members were appointed on 1 July 2007 and their term expires on 31 June 2011. The current members are:

· Mrs Ntombi Msimang (Chairperson)

· Dr ASM Karaan (Vice-Chairperson)

· Prof HD van Schalkwyk

· Mr AD Young

· Prof JF Kirsten 
· Ms SE Moolman

· Ms C Molo

· Mr DB Montshwe

· Ms M Mannya
· Ms M Gill

The Board is the focal point of the NAMC’s corporate governance. It determines the organisation’s vision, purpose, values and strategic direction. It sets strategic objectives, key policies and key parameters. It exercises leadership and sound judgement in its quest for better advice to the Minister and ensuring the prosperity of DAGs.

The Board delegates the detailed planning and implementation of policy to management, formally reviewing progress on a quarterly basis.

The Board meets formally at least once every quarter, or more frequently if necessary, to discuss and review matters specifically reserved for its decisions. These include all submissions to the Minister, finance, issues of strategic direction and any major acquisition. 
Timely dissemination of detailed Board papers ensures that the Board is fully informed on those matters scheduled for discussion and decision at each Board meeting. Members may request the Chairperson to place a matter on the agenda.

An annual assessment of the performance of the Board as a whole is conducted by the Chairperson. The performance of the Chief Executive Officer (CEO) is reviewed by the Chairperson of the board, Vice-Chairperson of the Board and the Chairperson of the HR Committee. 
Board committees have been established to assist the Board in its deliberations. The following committees report to the Board:

· Audit and Risk Committee

· Human Resources Committee

· Agro-supply Committee

· Chairperson’s Committee     

The chairpersons of each committee, except the Audit and Risk Committee, report verbally to the Board and minutes of the committee meetings are circulated and made available to members of the Board. These committees in no way diminish the responsibility of the Board.

4.3
Chairperson and CEO
The roles of the Chairperson and CEO are separate. The Board is led by the Chairperson, Ms Ntombi Msimang. The executive management of the NAMC is the responsibility of the current Chief Executive, Mr TR Ramabulana.
4.4
Audit and Risk Committee
Members: Mr Victor Nondabula (Chairperson), Ms Mathebe Moja, Mr Raymond Matlou, Ms Mina Jill and Prof Herman van Schalkwyk

The committee’s primary responsibility is to provide the Board with additional assurance regarding the integrity and effectiveness of the NAMC’s risk management framework and related internal controls, reporting and compliance systems applied within the NAMC and the operational implementation of corporate governance.

The committee reviews internal and external audit processes, accounting policies and significant issues raised during the audit process. It reviews and approves the audit plan.

The committee’s charter has been approved by the Board and clearly sets out the terms of reference and powers delegated to it. This includes reviewing the annual financial statements, the internal control procedures, accounting policies, compliance and regulatory matters as well as advising the Board on the application of accounting standards in its published financial information.

The committee meets four times a year. The minutes of these meetings are included in the quarterly Board papers. 
The Chief Financial Officer (CFO) and internal and external auditor are in attendance at each meeting. Other members of staff, including the CEO, attend as required.        

5.
STAKEHOLDER ANALYSIS

As outlined in the Presidential Priority Projects, agriculture must increase its exports by between 10 and 15 per cent, a target which is achievable if executed in an efficient and effective manner. The activities of the NAMC, guided by the MAP Act, require collective action by different parties affected. Clem Sumter, in his book Games Foxes Play, argues that unlike chess, which has two players, organisations have to contend with many players (frequently referred to as stakeholders). This section of the strategic plan focuses on those stakeholders who have significant impact on the activities of the NAMC as outlined in the objectives of the MAP Act. 

It is popularly known that the collective approach suffers from a number of weaknesses; hence an important part of any modern leader’s job is to identify relevant stakeholders and to understand both their interests and the power they may have to assert these interests. Based on the mandate or jurisdiction outlined in the MAP Act, the NAMC is to some extent obliged to work in collaboration with the stakeholders identified here, with their foreseen roles highlighted. 
5.1
The Minister of Agriculture and Land Affairs expects the NAMC to:

a)
Provide unbiased, accurate, timely advice in accordance with the MAP Act

b)
Execute the objectives of the MAP Act as its primary focus area

c)
Assist in achieving the objectives of the agricultural strategic plan and by so doing address the objectives of the Government of the Republic of South Africa

d)
To conduct investigations on all statutory measures on behalf of the Minister and formulate recommendations 

5.2
The Department of Agriculture (DoA) expects the NAMC to:

a)
Be its partner in the execution of certain functions

b)
Advise the DoA in agricultural marketing issues 

c)
Support the DoA in the implementation of programmes highlighted in the MAP Act 
5.3
Staff members expect the NAMC to:

a)
Maintain a stable working employment

b)
Pay a fair wage for services rendered 

c)
Maintain a safe, comfortable and facilitative working environment

5.4
Farmers’ groups expect the NAMC to:

a)
Assist in undertaking work that will promote the objectives of the MAP Act, such as 
Research on improving the competitiveness of agriculture

Market intelligence

Providing a link to the Minister of Agriculture

b)
Be an honest, reliable and neutral partner

c)
Be a key advisor on tariff and other trade-related matters

5.5
Service providers expect to:

a)
Receive regular orders for goods and services required by the NAMC
b)
Be paid promptly for supplies or services delivered to the NAMC
5.6
The media are expected to:

a)
Monitor activities of the NAMC

b)
Accurately publicise events and/or reports that affect the public 

5.7
Researchers expect the NAMC to:

a)
Engage them on research issues that may help agriculture to cope and perform well in global markets

5.8
Trusts expect the NAMC to:

a)
Be an independent observer of their actions 
b)
Have representation on their Boards of Trustees through their delegated Council or staff member(s) 

c) 
Advise them on the best ways to integrate key government policy into their operations

5.9
Administrators of statutory measures are expected to:

a)
Link the DoA and agricultural industries, and facilitate the formation of public–private partnerships 
b)
Ensure that applications for statutory measures are dealt with in good time

c)
Serve as arbitrators in disputes between industry role-players
5.10
Consumer groups expect the NAMC to:

a)
Act in good faith to all stakeholders 
b)
Provide decisions on statutory measures that are not to the detriment of consumers

6.
SUMMARY OF NAMC PROGRAMMES 

	SUMMARY

In terms of Section 30(1) of the Treasury Regulations, an accounting authority for a public entity listed in Schedule 3A must annually submit a proposed strategic plan for approval by the relevant executive authority. 
The strategic plan must be finalised and submitted to the relevant executive authority, not later than 1 April of each year.


	PROGRAMMES

			
				
	INCOME

	2008/09

	2009/10

	2010/11


				
	Grant & transfers (MTEF)

	22,459,000

	23,722,000

	25,056,000


	Interest Earned

	300,000

	315,000

	330,000


	TOTAL INCOME

	22,759,000

	24,037,000

	25,386,000


				
				
	EXPENDITURE

	2008/09

	2009/10

	2010/11


				
	Compensation of Council Members

	1,300,000

	1,365,000

	1,433,000


				
	Compensation of Employees-Administration

	10,847,000

	11,624,000

	12,412,000

	Goods and Services-Standard Items

	4,218,001
	4,437,701
	4,671,000

				
	Depreciation

	197,000

	210,000

	222,000


	Professional Fees

	6,196,999
	6,400,299
	6,648,000

				
	TOTAL EXPENDITURE

	22,759,000

	24,037,000

	25,386,000



	The total budget for the NAMC starts at R22,759.000 million in the 2008/09 financial year and accumulates to R25,386.00 million in the 2010/11 financial year. 
The National Agricultural Marketing Council hereby requests the Director General and the Minister to consider and approve the NAMC’s three-year strategic plan and budget for the 2008/09 to 2010/11 financial years.


7.
DETAILED DESCRIPTION OF THE NAMC PRORAMMES

The NAMC will undertake its functions through three technical programmes and one cross-cutting support programme. These programmes are summarised and tabled below.
7.1
Knowledge Management
7.1.1
Division overview

One of the challenges the NAMC faces is the production of cutting-edge research and intelligence in the face of budgetary constraints, political pressures, skills shortage and other factors. To cope with these challenges, the NAMC will have to establish a network of partners in academia, think-tanks and international links for strategic support. This calls for an ambitious yet well-informed strategy to guide the organisation in its quest to support the imperatives of the relevant Directorates of the DoA, to act on requests from DAGs and the Minister of Agriculture, as well as to support other NAMC programmes.
The Strategic Plan for South African Agriculture acknowledges the role of R&D in fostering equitable access, competitiveness and profitability, as well as sustainability in the sector in the face of a world economy that is rapidly being transformed into a knowledge and network economy. The government and its partners undertook to increase investment in agricultural research to a level that will enable the country’s agriculture to keep up with global trends. This is captured in the following statement:

“The decline over the last decade in total investment in agricultural research and technology development does not meet the challenge posed by the President for technology development and the central positioning of the sector as a leader in the rural economy. Government will increase the funding for agricultural research to promote the continuous improvement in competitiveness and leadership in information, communication and biotechnology that is vital to South African agriculture’s future” (Strategic Plan for South African Agriculture, 2001).

In this regard, the government undertakes, among other things, to do the following:

· Facilitate agricultural research institutions’ access to financial resources. 

· Provide support for contractual relations between agricultural research institutions and representative industry organisations, and with regional and international agricultural research entities.

· Ensure that the agricultural research efforts of the Agricultural Research Council (ARC), the University Faculties of Agriculture, the Provincial Departments of Agriculture (PDAs) and other agricultural research institutions are coordinated and focused on strategic priorities aimed at sustained competitiveness. The current process of establishing a National Agricultural Research System will have this as one of its objectives.

This fits well with the NAMC’s vision of a progressively expanded research budget and collaboration with other research entities in maximising the quantity and quality of output in line with the sector’s demand for this and to provide the necessary support to the DoA. The NAMC sees itself as a key player within the National Agricultural Research System.

7.1.2
Strategic orientation

Cognisance must be taken of the fact that the MAP Act was drafted in 1996, when the government’s main objective vis-à-vis the markets for agricultural products was to deregulate the markets as far and fast as possible, perhaps to some extent in the belief that a free market would, in some way, automatically perform in an equitable fashion. The question now is whether this belief, and the resultant limited mandate of the NAMC, was warranted by subsequent developments. The answer is clearly negative. What has emerged very strongly since the enactment of the MAP Act is that the marketing of agricultural commodities and products cannot be viewed in isolation from either the macro-environment or the micro-environment that affects agriculture. 
The foregoing demonstrates the need for an impartial body of experts to be mandated by government (in order to give it the maximum possible clout) to: 

a)
Gauge the efficiency of the market for every agricultural commodity on an ongoing basis 

b)
Devise programmes for the improvement of the markets’ performance 

c)
Where necessary, instigate and guide specific market development programmes, in cooperation with the DAGs and the relevant Directorates of the DoA, but where necessary even through the use of statutory interventions in terms of the MAP Act or by invoking the provisions of other acts such as the Competitions Act 
The above can also be interpreted as the broad objectives of the research and development (R&D) agenda of the NAMC. In order to perform these functions, the mission of the division must be to:

a) Advance the markets for all agricultural products in South Africa to the highest possible level of efficiency

b) Become an internationally acclaimed centre of excellence on the markets for agricultural products

c) Foster practical understanding of agricultural markets

d) Build and maintain a network of reputable market and economic R&D partners in academia and other research institutions nationally and internationally

e) Advise government via the Council on all marketing and agricultural trade related issues
f) Where the necessary capacity exists, assist SADC member countries with the development of their markets for agricultural products

7.1.3
Guiding principles

In its R&D endeavours, the NAMC should subscribe to certain principles (this can also be interpreted as being part of a value statement). These include, but are not limited to, the following: 
a) Be an institution that promotes, subscribes to, develops and conducts R&D of international standing that will establish the NAMC as a centre of excellence in marketing-related R&D and the support, development and promotion thereof. Strong emphasis should be placed on designing and implementing strategies pertaining to R&D within the mandate of the NAMC. The latter will determine the impact of R&D efforts by the NAMC.
b) Be an institution that is recognised for the establishment, recognition and protection of the integrity of its own staff, as well as staff and researchers of its partners and collaborators in R&D.
c) Be an institution that recognises and proactively pursues the many challenges that face agricultural commodity and product stakeholders in the domestic and international markets.
d) Be an institution that, in partnership with the DoA, DAGs and other affected or supportive stakeholders, develops capacity to address current and future challenges related to the marketing of agricultural commodities and products domestically and internationally.
e) Be an institution that is recognised for good conduct according to international best practice in conducting and outsourcing relevant research, as well as the development of same.
f) Be an institution that is recognised for the development of human capacity within and outside the NAMC related to marketing R&D in a fair and objective manner by also taking due cognisance of PDIs and PD institutions.
g) Be an institution that considers R&D in all agricultural sub-sectors in such a manner that will not compromise its integrity, conduct and excellence.
h) Promote and participate in inter-institutional as well as interdisciplinary R&D, nationally and internationally.

7.1.4
R&D scope and nature

It would be a grave mistake to focus all R&D specifically on marketing (in its narrow or wide definition) without taking due cognisance of the micro, meso and macro-environments that could influence the marketing of commodities and products on a regional, national and international basis. It is for this reason that the following matrix is proposed to guide R&D initiatives and engagement of a practical nature by the NAMC.
R&D Matrix: R&D by the NAMC
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First it is necessary to provide a clear focus for R&D. Simply addressing R&D using a shotgun approach will result in fragmented output, which will make it difficult to derive any meaningful, holistic conclusions that can be used by the DoA and DAGs and for effective policy-making. It is therefore important to provide structure. In this regard the importance of different agricultural sub-sectors needs to be recognised and represented in the NAMC R&D agenda. The proposed R&D matrix approach as shown in the diagram above is very useful in this regard since it allows for a proper delineation of R&D on a sub-sector basis, as well as the monitoring and evaluation thereof in collaboration with the DoA and other stakeholders.

7.1.5
Description of focus areas
Key Focus Area 1: 
Mapping, understanding and quantifying agro-food chains (including section 7 reports)

Strategic goal: 

· To produce a series of agro-food chain reports in collaboration with the DoA and in addition, when required, to produce section 7 investigation reports.

Focus:

· To map, describe and quantify the agro-food chain for each sub-sector in terms of, among others, the following factors:

· structure

· conduct (behaviour – whether competitive or uncompetitive)

· performance (e.g. productivity)
· export orientation

· market situation (e.g. international benchmarking)
· macro-economic issues

· SWOT analysis

Target:

· To produce one agro-food chain report per sub-sector annually (including section 7 reports when required) for distribution within industry, government and academia, publication in journals, presentation at conferences, and publication on the NAMC website.

Impact:

· An agricultural sector that is better informed about opportunities and challenges in the agricultural sector, as well as a firm basis to do further research in areas of concern and identify changes and interventions to improve the efficiency and competitiveness of agro-food chains. 
· Quantification of different levels of agro-food chains to measure efficiencies and provide benchmarking criteria. This will provide measurable information over the medium to short-run against which interventions can be evaluated.
Strategic outcome:

· Annual production and distribution of at least one agro-food chain report and, in addition, production of section 7 reports according to demand.

· Contribute towards the information and intelligence used by the Directorate: Marketing in implementing its strategic imperatives.

Key Focus Area 2: Trade analysis
Strategic goal: 

· To produce a series of research reports relevant to trade policy on current trade issues and challenges in collaboration with the relevant Directorates of the DoA.
Focus:

· To produce research dealing with the following broad trade areas:

· agricultural tariffs

· tariff rate quotas

· non-tariff measures

· trade agreements

· inter and intra-trade flows

Target:

· To produce excellent research on trade for dissemination among DAGs, government and academia, publication of articles in national and international journals, presentation of papers in conferences, posting of working papers and research reports on the NAMC website.

· To advise Council on trade policy issues. 

Impact:

· Better empirical evidence on the impact of agricultural trade liberalisation on the economy.

· Input into investigations on trade-related issues.

· Empowered negotiators.

· Better informed DAGs and other stakeholders.

· Improved alignment of research with that conducted at other government organisations and research institutions.

Strategic outcome:

· Regular production and distribution of research reports, articles and working papers on trade issues in collaboration with the relevant Directorates of the DoA as follows: (1) monthly newsletter on trade related issues (trade policy, trade patterns, and important trade negotiation events) (11 newsletters); (2) trade profile (commodity and product specific) (5 profiles).
· Contribute towards the information and intelligence used by the Directorates: Marketing and International Trade in implementing its strategic imperatives.

Key Focus Area 3: Linking farmers to markets and market development
Strategic goal:

· To produce research in collaboration with the relevant Directorates of the DoA on best practices on linking emerging farmers to markets and to facilitate the integration of black producers into the mainstream of commercial agriculture.

Focus:

· To produce research that focuses on cases where emerging farmers have been successfully integrated into the mainstream economy and to draw from such studies lessons that can be practically implemented elsewhere.

· To develop marketing programmes together with the DoA and the AD Division for specific, identified commodities with built-in incentives for the market to take up products from black producers.

· To assist with the facilitation and coordination of public–private sector initiatives.

Target:

· To provide lessons for policy-makers on how to implement successful emerging farmer programmes.

· To disseminate research results through conferences, working papers, research reports, the NAMC website and journal articles.

· To initially target marketing development programmes for the red meat, citrus and grain industries together with the DoA and the AD Division. The NAMC will look at other sectors once these programmes have been successfully designed and implemented.

Impact:

· Contributing towards better policies on linking emerging farmers to markets.

· Providing guidelines on implementation of policies aimed at improving market access.

· Promoting the successful integration of emerging black producers into the economic mainstream.

· Fostering public–private sector relations.

· Development of programmes that facilitate increased inclusion of black producers in mainstream supply chains.

· Improvement in the tacit knowledge and core competencies of black producers in terms of marketing of agricultural products. 

Strategic outcome:

· Regular production and distribution of research reports, articles and working papers on linking emerging farmers to markets (2 annually).

· Development of marketing development programmes (at least one annually).

Key Focus Area 4: Risk management
Strategic goal: 

· To produce a series of research reports on agricultural risk management in collaboration with DoA imperatives.

Focus:

· To produce research that applies tools for risk management in agro-food chains.

· To produce research that quantifies agricultural risk and provides guidance on disaster management.

Target:

· To produce relevant research on agricultural risk management for dissemination among industry, government and academia and publication of articles in national and international journals, working papers and research reports on the NAMC website.

Impact:

· Better understanding of common risks and mitigation strategies in South African agriculture that can be used in business decisions by DAGs and policy-making by government.

· Improved decision-making by DAGs and government. 

Strategic outcome:

· Produce one research paper on agricultural risk within the ambit of marketing and trade that can be applied in practise in the planning and implementation of projects by the DoA and DAGs.

Key Focus Area 5: Information management system
Strategic goal: 

· To produce a series of reports containing marketing data and information for all stakeholders in the agricultural sector and to develop and/or maintain sufficient database capacity to provide easy access to relevant marketing information in support of current initiatives by the DoA. 

Focus:

· To produce reports that cover trends and other developments regarding food prices, input costs and other variables across sub-sectors and along the agricultural agro-food chains and, among other things, provide policy input.

· To provide public access to agricultural marketing information for DAGs and government that is relevant and timely, and that support and provide additional value to DoA initiatives.

· To liaise with relevant stakeholders that are involved in agricultural data gathering, interpretation and dissemination to avoid duplication of actions.
Target:

· To produce good quality, informative reports for dissemination among industry, government and academia and publication of articles in national and international journals, working papers and research reports on the NAMC website.

Impact:

· Better information on general trends and developments within South African agriculture pertaining to the focus areas in the strategic plan.

· Easier access to timely and accurate agricultural marketing information in support of DoA initiatives. 
Strategic outcome:

· Regular production and distribution of reports and data, as follows: (1) produce four quarterly food price trends reports; (2) produce one annual Food Cost Review report; (3) produce one annual input cost trends report.
Key Focus Areas 6: Outreach, in-reach and conferences (a cross-cutting theme)
Strategic goal:
· To disseminate research output through conferences, website, CD-ROMs and reports.

· To award bursaries to deserving students on research pertaining to the marketing and trade of agricultural products.

· To build capacity of staff.

Focus:

· To send staff to training programmes locally and internationally.

· To promote collaboration between experienced researchers within partner academic institutions and staff.

· To promote the continuous development of students in marketing and trade.

· To present regular, interactive in-house seminars.

Target:

· To develop skills that are relevant in terms of marketing research.

Impact:

· Better research quality and therefore better policy advice.

Strategic outcome:

· Regular collaborations between NAMC staff, the DoA and other researchers in academia through collaborative programmes (establish at least three such programmes)
· Regular attendance at local and international training programmes by NAMC staff (at least two staff should attend training programmes relevant to marketing and trade).

· Award at least three bursaries per annum.

· Regular interactive seminars within NAMC in collaboration with DoA and DAGs (at least two seminars per month).

· Sponsor the Agricultural Economics Association of South Africa (AEASA) (once annually).
7.2 
Statutory measures
7.2.1
Division overview

The MAP Act makes provision for five statutory measures, namely statutory levies, records and returns, registration, control of exports of agricultural products and conducting of pools. Currently there are ten industries that make use of statutory levies, while fourteen make use of records and returns, and registration. The Statutory Measures Division handles all issues relating to statutory measures. 
The main activities of this division are the following: 
a)
Investigate new applications for the introduction of statutory measures and make recommendations to the Minister regarding proposed statutory measures. 

b)
Consult with DAGs to determine the level of support for the proposed statutory measures.

c)
Monitor that the relevant industries adhere to the conditions of approval for the statutory measures.

d)
Develop policies and guidelines relating to statutory measures. Recently, the NAMC developed guidelines regarding transformation, administration and generic promotion of agricultural products. 

Key Focus Area 7:
Statutory measures investigations

Focus:

Section 14 of the MAP Act states that “the Minister may from time to time, by notice in the Government Gazette, entrust to any juristic person or body of persons, institution or the DoA the implementation, administration and enforcement of one or more statutory measures in respect of any agricultural products or class thereof”. 
“The NAMC will:  

a) “Investigate statutory measure requests that industries require to improve their operations. In the process of investigating an application for the establishment, continuation, amendment or repeal of a statutory measure, the Council shall:

· publish a notice setting out particulars of the request and an explanation in connection therewith in the Gazette and such magazines or newspapers as may be sufficient in order to bring the request to the attention of DAGs, and inviting such DAGs to lodge any objections or representations relating to the request within a specified time (normally 14 days);

· consider such objections or representations to ensure that there is sufficient support amongst DAGs for the proposed statutory measure; and

· report on its findings and make a recommendation to the Minister within 60 days or  such longer period as may be approved by the Minister;

b) “Monitor and review statutory measures to ensure that they comply with the MAP Act requirements and NAMC policies and guidelines.

c) “Provide the Minister on an annual basis with a report regarding the status of statutory levies and how the levy administrators have utilised the levies.

d) “Advise the Minister regarding the utilisation of unused levies after the period for which such levies were approved, has lapsed; and

e) “Advise the Minister with regard to the appointment of inspectors to exercise the powers and perform the duties referred to in section 21 of the MAP Act.”
According to the NAMC guidelines for statutory levies, approximately 20% of the levy income should be used to benefit black role-players in the specific agricultural industry where the levies were collected. In the process of monitoring statutory levies, the Council makes sure that levy administrators adhere to this provision.

Strategic goal: 
To provide the Minister with recommendations regarding the approval or disapproval of a statutory measure.
Strategic outcome:

Undertake nine investigations annually.
Key Focus Area 8:
Crop Estimate Liaison Committee (CELC)

Focus:

The NAMC will continue to oversee the working of the CELC, which is responsible for the formal monitoring of the crop estimating process. The CELC has four main functions, which are as follows: 

a)
Establishment of a completely independent and objective Crop Estimates Committee (CEC), free of commercial bias. 

b)
Understanding and acceptance of the requirements of the CEC. 

c)
Delivering an accurate, timely and credible crop estimate.

d)
Monitoring the performance of the CEC. This is an ongoing function that is undertaken by the “market” using the crop estimates. The Committee meets three times a year. 
Strategic goal:

· To provide the leadership required to improve the acceptance of crop estimates within industry in general.
Strategic outcome:
· Hold three Crop Estimate Liaison Committee meetings per annum (in May, October and November).
Key Focus Area 9:
Registration with the NAMC as a DAG

Section 20 of the MAP Act states that “the Minister shall, by notice in the Gazette and through the news media, invite any group of persons which regards itself as a group that is directly affected, or potentially directly affected, by the Act or any market intervention in terms thereof and which complies with the criteria determined by the Council and set out in the said notice, to furnish the Council with full particulars regarding the reasons which it regards itself so to be affected or potentially affected, its composition, its address, and any other information that may be required.” 
Focus:

The NAMC will update the register for DAGs on a continuous basis. These groups could be producer organisations, processors, labour, marketers and consumers of a particular product. The registration is necessary for the following reasons:

a)
For easy record of the registered groups which are to be contacted for inputs when government intervention regarding a specific agricultural product is considered

b)
For effective communication between the NAMC and the DAGs 
Strategic goal:

· To register DAGs with the NAMC.
Strategic outcome:
· Maintain and update the database of DAGs at least five times per annum.

7.3
Agribusiness Development
7.3.1
Division overview

Marketing systems are undergoing rapid transformation. Increasing concentration in processing, trading, marketing and retailing is being observed in all regions of the world and in all segments of production-distribution chains. The traditional way in which food is being produced without producers having a clear idea in advance of when, to whom, and at what price they are going to sell their produce is diminishing. Producers increasingly produce to meet the requirements of buyers rather than relying on markets to absorb what they produce. As income increases, food consumption is changing. Consumers are becoming more demanding in terms of quality and safety and demographic and income trends are leading consumers to demand convenience foods. These trends offer considerable threats for the emerging producers as well as opportunities to those that are more efficient.
The traditional agricultural assistance programmes that concentrated on building farmers’ production capabilities are no longer sufficient to ensure sustainable income growth. Production support activities must be linked to market demand and the production activities must be looked at within the context of the whole supply chain and the business linkages within the chain. Business Linkages work has demonstrated that there are significant opportunities for enhanced sectoral growth by addressing marketing constraints that prevent the sale/use/uptake of products and or services provided by historically disadvantaged enterprises as they flow from production through to the final consumer. By addressing these constraints we will expand the overall size of the economic pie, leading for greater interest to all participants through-out the sector

One of the objectives of the MAP Act states that “the increasing of market access for all market participants”. In recognition of that objective, the National Agricultural Marketing Council (NAMC) - Agribusiness Development Division will strategically collaborate with the Directorate Agribusiness and Entrepreneurial Development at DoA in designing projects and models that will lead to the increasing of market access, encouraging new business development, and capacity building of historically disadvantaged enterprises. The Directorate Agribusiness and Entrepreneurial Development at DoA will further implement those models.
Focus:
The NAMC, through the Agribusiness Development Division, will continue to collaborate with Directorate Agribusiness and Entrepreneurial Development at DoA in designing programmes aimed at increasing market access for emerging enterprises, in the domestic as well as international markets, which the DoA will implement. The Directorate Agribusiness and Entrepreneurial Development at DoA will identify the sectors were models or schemes should be developed.  The key programmes are described below.
Key Focus Area 10:
Development schemes

Focus:

The concept of marketing schemes was discussed as far back as 1933 when the government of the day appointed a Commission of Inquiry into Co-operatives and Agricultural Credit (the Viljoen Commission). The Commission was tasked with considering the principles, development, functioning and results of cooperation and agricultural credit. One of its recommendations was that compulsory cooperation and single channel marketing should not be sanctioned. This recommendation was not accepted as the 1937 Marketing Act that appeared on the statute books had compulsory cooperation as one of its key schemes. Since then several schemes were used to “support” white commercial agriculture, such as the dairy products marketing scheme of 1938, the single channel marketing scheme for maize of 1944/45 and the mohair scheme of 1972.

Looking back, it is clear that schemes that were implemented to support white commercial agriculture played a huge role in terms of developing the white commercial sector, hence the huge developmental differences between white and black agriculture. We believe that there is a case for designing and implementing development schemes that are not necessarily the same as the previous schemes, in order to uplift black producers. 

The NAMC will continue to design the development schemes in collaboration with Directorate Agribusiness and Entrepreneurial Development at DoA. The Directorate Agribusiness and Entrepreneurial Development at DoA will lead in the implementation of the schemes designed. The development schemes will provide incentives to the market to increase the quality of production from the emerging sector and increase procurement from emerging producers. The main purpose of the development schemes is to uplift the black producers in the agricultural sector and to encourage their integration into the commercial mainstream. 

Strategic goal:

· To increase market access for black farmers.
Strategic outcome:
· Design two (2) development schemes.
Key Focus Area 11:
Farmer business support models

Focus:

Traditionally, PDI have been minor participants in the commercial agricultural economy. It follows therefore that PDIs have had little access to or benefit from the commercial agricultural environment in South Africa. This has been identified as a major impediment to the successful growth and development of the food and agricultural sectors of the South African economy. 
During the 2007/08 financial year, the NAMC successfully implemented a business linkages programme which supported a large number of emerging enterprises. The term “business linkages” refers to all possible forms of economic relations between firms operating in a given economy. The AD Division documented, through a business plan, best public–private partnership (PPP) practices for farmer support. The NAMC will continue to implement this programme as its main programme of farmer business support. The NAMC will apply the business linkages model in the cooperative environment as well in order to assist emerging farmers to access markets and other support activities such as mentorship.

In general the two approaches below will be used, but emphasis will be on the demand linkages.
a)
Supply linkages start with what an agribusiness produces or is capable of producing. A market must be found for its production. The AD Division will source technical assistance funds needed to facilitate the linkages throughout the supply chain.

b)
Demand linkages start with what a market requires. Large agribusinesses require smaller producers to supply them with commodities to fulfil the quantities called for in their out-grower or supply contracts with processors and wholesalers. Institutional markets (government institutions) require consistent volumes of certain products for their cafeterias and kitchens. Large agribusinesses will be targeted to negotiate contract supplies by the black-owned agribusinesses. The AD Division will source technical assistance funds to support those black owned agribusinesses that are capable of taking advantage of linkages created.

Strategic goal:
· To design projects in collaboration with Directorate Agribusiness and Entrepreneurial Development at DoA that will link producers to markets.
Strategic outcome

· Identify, design four such projects.
Key Focus Area 12:
Export promotion (international and local)
Focus:

An important initiative for the AD Division will be to support black owned agribusinesses to attend international and local trade shows to showcase their products and look for markets. The visits will be used to assist the black farmers in the database that have proved to be competitive in the South African markets to find lucrative export markets.

Strategic goal:

· To identify export-ready agribusinesses and support them with exporting their produce.
Strategic outcome:

· Support fifteen (15) agribusinesses to attend international trade shows.
· Support fifteen (15) agribusinesses to attend local shows and interact with exporters.
Key Focus Area 13:
Realignment of Trusts and forums to empowerment 
Focus:

South Africa has 15 Trusts, 10 forums and 20 section 21 companies/service organisations with statutory funds of over R1,5 billion. The NAMC envisages investigating at least five statutory measure applications during the 2007/08 financial year. Most of these organisations were established before the adoption of some of the major policies now driving agriculture in South Africa. It is for this reason that we believe there is a need to realign these institutions with the country’s policy framework. The NAMC will dedicate time to assisting these bodies to integrate key government policy into their day-to-day operations. 

Strategic goal:
· To assist industry bodies that collect levies to integrate the transformation guidelines into their daily operations. 

Strategic outcome:
· Collaborate with the Statutory Measures Division to produce one (1) report on the status of statutory levies collected in terms of the MAP Act.
Key Focus Area 14:
Training

Focus:

Lack of training and education has been identified as contributing to the emerging sector’s lack of access to markets. Commercial viability in agriculture, as highlighted in the Transformation Charter, demands sustained productivity and high levels of entrepreneurship, long-term commitment, resources and skills. 

For the past two years the NAMC has been sponsoring an annual workshop entitled Making Markets Matter, which is offered by Markets Matter Inc. (MM,Inc). In addition the NAMC’s AD Division has supported five of its clients annually to attend this workshop. The Making Markets Matter workshop is an intensive, multi-day business development training workshop that prepares black agribusinesses to meet the ever-increasing demands of today's global agro-food system. The workshop features world-class facilitators who offer instruction on and access to business development services, management training, marketing strategies and financial analysis. The programme is designed for small and medium-sized agribusiness firms that are engaged in farm and off-farm services and in the production and processing of natural products, food and other agricultural products.

As a result of the success of the past workshops, the NAMC in collaboration with Women in Agriculture and Rural Development (WARD) and MM,Inc will host a similar annual workshop targeting mainly agribusiness owners from WARD.

Strategic goal:

· To capacitate black agribusiness through marketing and management training.
Strategic outcome:

· Sponsor the Making Markets Matter workshop (1) as well as one (1) agricultural marketing course tailor-made for women farmers. 

7.4
Finance and Administration (Cross-Cutting Support Division)
The strategic objective of this programme is to provide effective and efficient finance and administrative support services for the NAMC.

Key Focus Area 15:
Finance
Focus:

The primary objective of the Finance Division is to provide effective, efficient financial and accounting management systems and services for the NAMC. The purpose of this division is to provide strategic leadership and direction on matters of financial performance. The division provides the Council with corporate governance structures, namely: 

a)
Audit Committee

b)
Risk Management Committee

c)
Governance Charter

d)
Materiality and Significance Framework

e)
Council emoluments

Strategic goal:

· To implement effective, efficient and transparent financial management and internal control systems in compliance with the PFM Act, 1999, and Treasury regulations.
Strategic outcomes:

· Produce monthly financial statements.
· Produce audited annual financial statements.
· Provide administrative support to the Audit Committee, which meets three times a year.
· Pay creditors every week in accordance with NAMC policies.
· Invest NAMC income once a year and manage the investment to ensure the best returns.
Key Focus Area 16:
Human Resources
Focus:
The Human Resources Management Division focuses on monitoring and evaluating compliance with the Equity Employment Plan and capacitating human resources, through the recruitment and selection, promotion and termination of staff and the development of policies and procedures for the NAMC.
Through performance incentive policies, such as differentiation, we will continue to install powerful mechanisms to create discomfort – to eradicate complacency – and thereby stimulate change and improvement before the agricultural sector demands it.

Strategic goal:
· To achieve effective human resource management and development within the NAMC.
Strategic outcomes:

· Have three performance assessments for each staff member per annum.
· Arrange one corporate governance course for all ten council members.
· Hold one training session with all staff members on staff evaluation and the differentiation policy (NAMC performance incentive policy).
· Arrange for ten staff members to participate in formal and informal training courses each year. 

Key Focus Area 17:
Communication
Focus:

The objective of this division is to develop a communications strategy that will cover both internal and external communications. This will include stakeholder relations, media relations, public relations and corporate communications, production of annual reports, newsletters for both internal and external audiences, advertising in different agricultural magazines and newspapers as well as slots on radio stations, especially community stations. 

Strategic goal:
· To ensure proper communication of the NAMC programmes and activities to all DAGs.
Strategic outcomes:

· The appointed service provider updates the NAMC’s website at least once a month.
· The food price trends report is released to the media four times a year.
· Corporate information is distributed at all NAMC sponsored activities, such as AEASA and the Making Markets Matter workshop.

KEY RESULTS TABLE 
	ACTIVITY
	KEY FOCUS AREA
	STRATEGIC GOAL
	STRATEGIC OUTCOME/ RESULT

	Knowledge management
	1. Mapping, understanding and quantifying agro-food chains (including section 7 reports)
	· To produce a series of agro-food chains reports and in addition, when required, to produce section 7 investigation reports.


	Annual production and distribution of at least one agro-food chain report and, in addition, produce two section 7 reports.

	
	2. Trade analysis
	· To produce a series of research reports relevant to trade policy on current trade issues and challenges.


	Regular production and distribution of research reports, articles and working papers on trade issues, i.e. (1) monthly newsletter on trade-related issue (trade policy, trade patterns, and important trade negotiation events) (11 newsletters); (2) trade profile (commodity and product specific) (5 profiles).

	
	3. Linking farmers to markets and market development
	· To produce research on best practices in linking emerging farmers to markets and to facilitate the integration of black producers into the mainstream of commercial agriculture.
	· Regular production and distribution of research reports, articles and working papers on linking emerging farmers to markets (2 annually).

· Development of marketing development programmes (at least one annually).

	
	4.  Risk management
	· To produce a series of research reports on agricultural risk management.
	· Produce one research paper on agricultural risk within the ambit of marketing and trade.

	
	5. Information management system
	· To produce a series of reports containing marketing data and information for all stakeholders in the agricultural sector and to develop and maintain sufficient database capacity to provide easy access to relevant marketing information.
	· Regular production and distribution of reports and data, i.e. (1) produce four quarterly food price trends reports; (2) one annual Food Cost Review report; and (3) one annual input cost trends report.



	
	6. Outreach, in-reach and conferences (a cross-cutting theme)
	· To disseminate research output through conferences, website, CD-ROMs and reports.

· To award bursaries to deserving students on research pertaining to the marketing and trade of agricultural products.

· To build the capacity of staff.
	· Regular collaboration between staff and other researchers in academia through collaborative research programmes (establish at least three such programmes)/
· Regular attendance of local and international training programmes by staff (at least two staff should attend training programmes relevant to marketing and trade).

· Award at least three bursaries per annum.

· Regular interactive seminars within NAMC (at least two seminars per month).

· Sponsor AEASA and Making Markets Matter conferences (once annually).

	Statutory Measures
	7. Statutory measure applications and amendments
	To provide the Minister with recommendations regarding the approval or disapproval of a statutory measure. 
	· Undertake nine (9) investigations annually.

	
	8. Management of Crop Estimates Liaison Committee
	To provide leadership required to improve the acceptance of crop estimates within industry in general.
	· Hold three  (3) CELC meetings per annum, May, October and November.

	
	9. Registration of DAGs
	To register DAGs with the NAMC.
	· Maintain and update the database of DAGs at least five times per annum. 

	Agribusiness Development
	10. Development schemes
	To increase market access for black farmers.
	· Design two (2) development schemes and implement one (1) of those developed.

	
	11. Farmer business development models (business linkages)
	To design and implement projects that will link producers with markets.
	· Identify, design and implement two (2) projects.

	
	12. Export promotions
	To identify export-ready agribusinesses and support them to export their produce.
	· Support fifteen (15) agribusinesses to attend international trade shows.
· Support fifteen (15) agribusiness to attend local shows and interact with exporters. 

	
	13. Realignment of Trusts
	To assist industry bodies that have levies to integrate the transformation guidelines into their daily operations.  
	· Collaborate with the Statutory Measures Division to produce the status of statutory levies collected in terms of the MAP Act.

	
	14. Training
	To capacitate black agribusiness through marketing and management training. 
	· Sponsor the Making Market Matter workshop (1) as well as an agricultural marketing course tailor-made for women farmers (1).  

	Finance and administration
	15. Finance
	To implement effective, efficient and transparent financial management and internal control systems in compliance with the PFMA and Treasury regulations.

	· Produce monthly financial statements (12).
· Produce audited annual financial statements (1).
· Provide administrative support to the Audit Committee, which meets three (3) times a year.
· Pay creditors every week in accordance with NAMC policies. 

· Invest NAMC income once a year and manage the investment to ensure the best returns.

	
	16. Human Resources
	To achieve an effective human resources management and development level within the NAMC
	· Three (3) performance assessments for each staff member per annum.
· One (1) corporate governance course for all 10 Council members.
· One (1) training session with all staff members on the differentiation policy (NAMC performance incentive policy). 

· Ten (10) staff members participating in formal and informal training courses per annum.   

	
	17. Communication
	To ensure proper communication of the NAMC programmes and activities to all DAGs.

	· The appointed service provider updates the NAMC website at least once (1) a month.
· The Food Price Trends report is released to the media four (4) times per year.

· Corporate information is distributed at all NAMC sponsored activities, namely, AEASA and Making Markets Matter workshop.
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