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1.
INTRODUCTION

This introduction to the strategic plan will discuss the following issues: high food prices, high input costs, trade and collaboration.  We will attempt to argue that we need to increase production in order to find a solution to the high food prices problem that the world is currently facing.  We will also attempt to argue that we can only do this if the Government collaborates closely with the private sector and Civil society through proper incentives.

Food Inflation 

The last few years has seen food and agricultural commodity prices rise to levels that triggered many governments, NGOs and consumers to react in diverse ways from introducing new policies to reduce food prices and ensure availability of food, to riots by consumers to protest against increasing food prices.  However, many economists and policy analysts around the world agree that any responses to increasing food prices requires a proper understanding of the causes thereof, and of how using different policy options will affect the sustainability of the agro-food system.  For example, price controls discourage farmers from expanding production, while at the same time the food policy benefits are distributed to all consumers, even those that are not necessarily in need.

The recent increases in agricultural commodity prices on the international market can be attributed, but are not necessarily restricted to, (i) the lower availability of grains due to their being used for biofuel production, and thus not being available for other uses, (ii) unfavourable climatic conditions for the production of grain in major grain producing and exporting countries, (iii) trade restrictions that were imposed by major grain exporting countries, such as Argentina, (iv) the increased demand for animal protein that in turn requires grain as an input for the production of more meat, (v) increasing energy and fuel costs making transport of grains more expensive, (vi) potential misuse of market power on the input and output sides of the agro-food chains, and (vii) the possible influence of speculators.

All of the above factors are currently putting upward pressure on international commodity and food prices, and are transmitted to the local market when import and export parity prices are formed.  Whether or not domestic prices move closer to import parity or export parity is determined by the local demand and supply situation.  South Africa is a net importer of most of the domestically produced grains, particularly wheat and sunflower seed, meaning that the prices of these commodities will almost always be closer to import parity than export parity.

The prices of food items are higher in rural areas than urban areas.  On average, rural consumers pay R 1.04 more than consumers in urban areas for selected products monitored by the NAMC.

There are a number of reasons why food prices are higher in rural areas than in urban areas, i.e.:

(i) Transport is a major factor as the processing of raw materials takes place mainly in the urban areas, and the finished products have to be transported to the rural areas at additional cost.  Hikes in the prices of fuel and diesel compound the situation, as food items have to be transported over greater distances to rural areas than is the case in urban areas;

(ii) In many cases the outlets referred to are not big retailers but small businesses in deep rural areas, where the transaction costs of making food items available to consumers are high.  High transaction costs could be due to a number of reasons, e.g. poor infrastructure, absence of economies of scale and high product wastage;

(iii) They may also be due to the lack of sufficient competition, since in many areas there may only be one or two food outlets.

Input cost

For South Africa to increase production and be in a position to address the challenge of high food prices we need to understand the impact of high production input costs, and the role the development of new markets plays on pulling increased production.  Rising input costs, both globally and domestically, seriously threaten the sustainability of the agricultural sector (at both the primary and downstream industries), and thus the ability of this sector to supply enough food at affordable prices.  Although there are many reasons why input prices soared over the past year, three main factors stand out, namely: (i) high oil and natural gas prices, (ii) very high demand for fertiliser due to increased production for food and bio-fuel and (iii) very high demand for food in the world, specifically in China and India.

In many cases such increases were far more than commodity price increases.  From 2007 to June 2008, selected fertiliser prices increased as follows:

· Local MAP and international DAP increased by 103.3 and 134.7 %, respectively.

· Local Urea and international Urea increased by 45.3 and 28.7 %, respectively.

· Local Potassium Chloride and international MOP increased by 113.5 and 100 %, respectively.

Over the same period the Safex Spot Price of white maize and wheat increased by 15.3 and 58.2 %, respectively. The trend in commodity output prices is also much more variable than the input cost trend, which results in much more variability in farm profits and thus negatively affects the ability to reinvest in farming operations and do maintenance and repairs.

Market development

Developing new markets, and therefore increasing agricultural trade, remains a priority for South Africa.  There are, however, several challenges that the agricultural industry faces before it can fully realise its export potential.  These can be summarised as follows:

· The poor state of agricultural market intelligence on the international markets is a serious concern.

· South Africa is currently experiencing increasing pressure to maintain its positive trade balance in agricultural products. From a policy perspective, it is vitally important that this situation be improved through trade promotion and international market access.

· The composition and direction of trade is not optimal.  Issues to consider include:

· South Africa’s positioning in Africa given the opportunities that exist, but also the lack of capacity with regard to issues in Africa.

· Redirecting trade to new and possibly more sustainable markets, e.g. Asia.  Innovative interventions are required to capitalise on existing opportunities.  Public-Private Partnerships are vitally important In this regard, and so is closer cooperation between relevant Government Departments and State Owned Entities.

Collaboration

It is becoming evident that proper implementation of the agricultural sector plan, AgriBEE Charter and LARP will definitely require greater collaboration between the National Department of Agriculture, the Provincial Departments of Agriculture, State Owned Entities such as the NAMC, Civil Society Organisations and the Private Sector.  The Marketing of Agricultural Products Act No. 47 of 1996, herein called MAPA, provides a platform were the NAMC and its partners, namely industries collecting levies, trusts, marketing bodies, etc. could play a role in assisting the Department in implementing LARP, thereby creating Public-Private Partnerships (PPPs) to improve and enhance service delivery to the people.

1.1
Overview of the strategic plan

This document is structured into eight parts. Part one serves as an introduction and provides an overview of the challenges and opportunities facing the agricultural sector.  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 its leadership and management structure, the organisation’s legislative mandate and its vision and mission.  Part five gives a brief summary of the NAMC’s programmes and budget.  The NAMC programmes are described in Part six.  Part seven contains a scorecard with performance indicators.

2.
GUIDING POLICIES
The NAMC strategic plan is guided by the MAPA, the Strategic Plan for South African Agriculture, the Land Redistribution and Transformation Charter for Agriculture (AGRIBEE) and the Land and Agrarian Reform Project (LARP).  This strategic plan also recognises the role that the NAMC should play in supporting government programmes, such as the Accelerated and Shared Growth Initiative for South Africa (ASGI-SA).

2.1
Marketing of Agricultural Products Act

The objective of the MAPA is crafted under four different themes. The NAMC endeavours to achieve these objectives by focusing on the activities of its divisions, namely the various initiatives, projects and activities that will lead to the realisation of these objectives.  The objectives 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 the key to our emancipation from poverty.  Furthermore, the legacy of the apartheid regime in the agricultural sector manifested in various ways, one of which was the lack of market access by low income farmers.  These farmers do not have access to markets 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 previously disadvantaged farmers.  The Agribusiness Development (AD) division of the NAMC will enhance the market participation of low income farmers and enhance their access to markets.

2.1.2
Promotion of efficiency in the marketing of agricultural products

One of the objectives of the MAP Act is to promote efficiency in the marketing of agricultural products. The Act makes the provision that agricultural commodity organisations could apply for statutory measures to achieve this.  Through statutory levies, agricultural sectors could obtain financial resources to finance generic functions which are to the benefit of an entire agricultural sector.  Generic functions refer to research, the gathering and dissemination of information and the promotion of agricultural products locally and/or internationally.  Statutory measures relating to records & returns and registration enable commodity organisations to compile a comprehensive database of production, processing, trading and consumption statistics in order for them to grow the relevant commodity sector.

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 to change the composition and direction of trade towards new markets.  This will be achieved through support to export industries 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 low income farmers to potential export markets.  One of its core functions is to assist low income farmers to meet export demand requirements.  Low income farmers that are exporting, and ready to export, will be assisted to meet the importing countries’ compliance requirements.

2.1.4
Enhancement of the viability of the agricultural sector 

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 output recommendations of these projects will serve as guidelines to improve agricultural marketing and competitiveness.

2.2
The Strategic Plan for South African Agriculture 

The NAMC’s strategic plan supports the vision of a united and prosperous agricultural sector.  This 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 address the historical legacies and biases that resulted in skewed access and representation.  Through its five 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.

2.3
Land and Agrarian Reform Programme  (LARP)
In 1994 the Government of South Africa inherited one of the worst racially skewed land distributions in the world: whites owned 87 % and blacks 13 % of agricultural land. Undoing the legacy of apartheid’s highly unequal land redistribution is a fundamental priority for the nation, while international evidence strongly suggests that unresolved land issues of this magnitude are likely to end in conflict.  Undoing the apartheid legacy, is also to ensure the productive use of that land by the black population.  While different policies and programmes have supported land and agrarian reform in the last twelve years, the rate of transfer of land, and the sustainability of some projects, is in question.  The new Department of Agriculture’s strategy, LARP, intends to accelerate the rate and quality of transformation through aligned and joint action.

In February 2007 the President and Deputy President challenged the Director-General of the Department of Agriculture and Land Affairs to come up with big, hairy, audacious ideas that would have maximum impact on the eradication of poverty, job creation and economic growth, with special focus on vulnerable groups, e.g. women and youth.

The Director-General responded by proposing a joint accelerated Land and Agrarian Reform Programme (LARP), which is to be managed as a joint project of the National Department of Agriculture (DoA), the Provincial Departments of Agriculture (PDAs), the Department of Land Affairs (DLA), Agricultural State Owned Enterprises (SOEs) and sector partners.  The project was submitted and accepted by the Presidency as one of 24 Presidential priorities commonly known as the Apex Priorities.

The objectives of Apex Priority 7, namely the Land and Agrarian Reform Project (LARP) are the following:

a) Redistribute 5 million hectares of white-owned agricultural land to 10 000 new agricultural producers.

b) Increase black entrepreneurship in the agribusiness industry by 10 %.

c) Provide universal access to agricultural support services in the above target groups.

d) Increase agricultural production by 10-15 % for the target groups through the LETSEMA-ILIMA Campaign.

e)  Increase agricultural trade by 10-15 % for the target groups.

3.
NAMC BUSINESS ETHICS

3.1
Vision

To provide a 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 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 the equity, competitiveness, profitability and sustainability of the South African agricultural sector.

· Contribute to building a prosperous agricultural sector by supporting emerging farmers by way 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, and 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 
Strategic Objectives

Strategic Objective 1: 
Increasing market access for all market participants

Strategic Objective 2: 
Promotion of efficiency in the marketing of agricultural products

Strategic Objective 3: 
Optimisation of export earnings from agricultural products

Strategic Objective 4: 
Enhancement of the viability of the agricultural sector
3.5
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 coordination 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 COUNCIL

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 to 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 for a four year term.  The members are:

· Ms Ntombi Msimang (Chairperson)

· Dr ASM Karaan (Vice-Chairperson) (Term expires 30 June 2009)
· Prof. HD van Schalkwyk

· Mr AD Young (Term expires 30 June 2008)
· Prof. JF Kirsten (Term expires 30 June 2008)
· Ms SE Moolman (Term expires 30 June 2008)
· Ms C Molo

· Mr DB Montshwe (Term expires 30 June 2008)
· Ms M Mannya

· Ms M Gill

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

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

The Council 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.

The Chairperson conducts an annual assessment of the performance of the Council as a whole.  The performance of the Chief Executive Officer (CEO) is reviewed by the Chairperson of the Council and the Chairperson of the HR Committee.

Council committees have been established to assist the Council in its deliberations. The following committees report to the Council:

· Audit and Risk Committee

· Human Resources/Remunerations Committee

· Chairperson’s Committee

· Management Committee

The Chairpersons of each committee, excepting the Audit and Risk Committee, report verbally to the Council, and Minutes of committee meetings are circulated and made available to Council members.  These committees in no way diminish the responsibility of the Council.

4.3
Chairperson and CEO

The roles of the Chairperson and CEO are separate.  The Council is led by the Chairperson, Ms Ntombi Msimang.  The Executive Management of the NAMC is the responsibility of the current Chief Executive Officer, Mr TR Ramabulana.

4.4
Audit and Risk Committee

Members:

· Mr Victor Nondabula (Chairperson)

· Ms Mathebe Moja

· Mr Raymond Matlou

· Ms Mina Gill, and 

· Prof. Herman van Schalkwyk

The committee’s primary responsibility is to provide the Council 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 Council and clearly sets out the terms of reference and powers delegated to it.  These include reviewing the annual financial statements, internal control procedures, accounting policies and compliance and regulatory matters, as well as advising the Council on the application of accounting standards via its published financial information.

The committee meets four times a year.  The minutes of these meetings are included in the quarterly Council pack.

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.
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. 


	PROGRAMMES

			
				
	INCOME

	2009/10

	2010/11

	2011/12


				
	Grant & transfers (MTEF)

	27 900 000

	30 690 000

	33 759 000


	Interest Earned

Additional Funding Request

	875 000

       10 012 000

	850 000

             11 013 200

	850 000

        12 114 520

	TOTAL INCOME

	38 787 000

	42 553 200

	46 723 520

				
				
	EXPENDITURE

	2009/10

	2010/11

	2011/12


				
	Compensation of Council Members

	1 321 140

	1 375 191

	1 431 675


				
	Compensation of Employees-Administration

	15 542 081

	16 517 738

	17 777 358


	Goods and Services-Standard Items

	7 100 000

	6 481 427

	6 737 355


				
	Depreciation

	350 000

	380 000

	             450 000


	Professional Services
	14 473 779

	17 798 844
	17 327 132

	TOTAL EXPENDITURE

	38 787 000

	42 553 200
	46 723 520


	The total budget for the NAMC starts at R 38 787 000 in the 2009/10 financial year and accumulates to R 46 723 520 in the 2011/12 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 2009/10 to 2011/12 financial years.


6.
DETAILED DESCRIPTION OF THE NAMC PROGRAMMES

The NAMC will undertake its functions through four technical programmes and one cross-cutting support programme. These programmes are summarised and tabled below.

6.1
Agribusiness Development

The government has instituted various initiatives over recent years to address inequalities of the past brought about by discriminatory policies.  These include, amongst others, the Preferential Procurement Act, the Broad Based Black Economic Empowerment Act and the Land Reform Act.  The eventual success of the government’s range of policies and initiatives to address inequalities of the past will, at the end of the day, be measured by the scope and nature of transformation in the agricultural sector. The government has set the target of transferring 30 % of the agricultural land to black people by 2014.  In order to sustain production on the transferred land, appropriate programmes need to be designed for the intended occupants. The DoA recently developed LARP to address issues that emanated from the rate of transfer and the sustainability of the current land reform programme.

When developing its programmes, the Agribusiness Development Division was guided by two of the four MAP Act objectives in addition to the various government policies.  These two MAP Act objectives are:

· the increasing of market access for all market participants; and 

· the optimisation of export earnings from agricultural products.

In recognition of the above specific objectives and other government policies, the National Agricultural Marketing Council’s (NAMC’s) AD Division will continue to collaborate strategically with the Directorate: Agribusiness and Entrepreneurial Development at DoA, the Provincial Departments of Agriculture, industries and other public and private institutions in designing programmes aimed at increasing market access, encouraging new business development and capacity building of historically disadvantaged enterprises.

In responding to the above objectives, the AD division developed five programmes with regard to the challenges facing the emerging sector.

Development Schemes: The reality of the agricultural sector in South Africa is that many black farmers that previously had, and currently have, access to land are caught in an environment where they lack, or have very little access to, the most basic resources needed to use the land that they have access to productively, and in a sustainable manner.  The situation is prevalent in all the sub sectors, and for this reason the full potential of the agricultural sector cannot be reached within the ambit of the Strategic Plan for South African Agriculture (SASP).  The private sector is viewed as an important partner to the goals of the SASP, and can make a substantial contribution to mainstream black producers.  The private sector institutions have already showed their willingness to take responsibility and play their part in achieving the strategic goals of the SASP.  It has, however, been made clear by private sector institutions that there are several constraints that hamper their ability to leverage their resources to make a more meaningful contribution, thus reducing the burden on government, and also to step in to address government challenges where they occur.
In recognising those challenges, the National Agricultural Marketing Council (NAMC) continues designing development schemes in collaboration with the Directorate: Agribusiness and Entrepreneurial Development at the DoA, and industries.  The main purpose of the development schemes is to uplift black producers in the agricultural sector and to encourage their integration into the commercial mainstream.  The development schemes provide incentives to the market to increase the quality of production from the emerging sector and increase procurement from these producers.

Market Innovations: Marketing systems are undergoing rapid transformation.  Increasing concentration on 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, where producers do not have 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 buyers’ requirements, rather than relying on markets to absorb what they produce.  As income increases, food consumption is changing.  Consumers are becoming more demanding with regard to quality and safety, and demographic and income trends are leading consumers to demand convenience foods. These trends offer considerable threats to emerging producers, as well as opportunities to those who are more efficient.
The NAMC will be introducing a new programme within the AD Division.  This division will develop and implement market innovation projects in collaboration with industry.  The objective is to increase the market access of emerging producers through the design and implementation of innovative marketing projects.

Promotions: The agricultural sector has a significant role to play in South Africa in improving the standard of living of most of its poor communities in rural areas.  However, this sector is very dynamic and globalisation has brought many challenges and opportunities that role-players need to deal with in order to survive and take advantage of the opportunities presented by international markets.  Emerging agribusinesses are struggling to reach foreign markets due to their background and lack of resources.  South African agricultural producers and agribusiness firms, both commercial and emerging, are faced with increasing competition in domestic and international markets.  This could be attributed to the global economic and trade environment, as it brought about many developments and changes to the business environment.
The emerging agribusinesses are the most affected by these developments, as they have to adapt to this already challenging and complex business environment.  In addition to these challenges, the current government programmes for export promotion are not sufficiently structured in such a manner as to be able to accommodate the previously disadvantaged agribusinesses that want to venture into the export markets.

Given the aforementioned discussion, the NAMC aims to continue with its promotion programme and further strengthen its support to emerging agribusinesses in their endeavours to export their products.

More specifically, the objectives of the NAMC promotion programme are threefold:
· Firstly, to expose 50 successful emerging agribusiness to international markets, by sending them to international trade shows and missions.
· Secondly, to design and send the selected agribusinesses to appropriate training courses focusing on export issues.
· Thirdly, to assist emerging agribusinesses that are exporting, or those that have identified international markets, to comply with the importing counties’ procurement requirements, mainly through accreditation to indicate compliance with regard to different standards and regulations.

Realignment of Industry Trusts to Empowerment: South Africa has fifteen trusts, ten forums and twenty Section 21 companies/service organisations with statutory funds of over R 1.5 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.
Training: 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 three years the NAMC has been sending emerging agribusiness owners to an annual training workshop specifically designed to aid black agribusinesses to be able to meet the ever-increasing demands of today's global agro-food system.  As a result of the success of the past workshops, the NAMC will continue hosting training workshops designed to improve the technical and managerial skills of agribusiness owners.
6.2
Markets and Economic Research Centre (MERC)
The recent challenges faced by South Africa as a result of high food prices, amongst others, clearly emphasised the need for the NAMC to expand its focus and contribute in ways other than statutory administration measures to the growth and development of the agricultural sector in South Africa.  One of these ways is through relevant and high quality economic and marketing related Research and Development (R&D) that responds directly to the issues of concern to the agricultural sector.  Its strategic placement, strategic relationship and good rapport with the agricultural industry and other government institutions, built over many years, enables the NAMC to play a unifying role and to act with authority in responding to key challenges faced by all stakeholders.  It was for this reason that the NAMC established the Market and Economic Research Centre (MERC) as one of its key Divisions in an effort to achieve the objectives of the Marketing of Agricultural Products Act as stated in Section 2(2), namely, the increasing of market access for all market participants; the promotion of the effective marketing of agricultural products; the optimisation of export earnings from agricultural products; and the enhancement of the viability of the agricultural sector.

In order to achieve these objectives, the mission of the Division must be to:

a) Advance 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 academic and practical understanding and teaching 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 negotiations; and

f) Where the necessary capacity exists, assist SADC member countries with the development of their markets for agricultural products.

The following Table highlights the key research focus areas of the MERC, as well as the envisaged outcomes of each research focus area.

	Research Focus Area
	Impact

	Mapping, understanding and quantifying agro-food chains (including Section 7 reports)
	· An agricultural sector that is better informed about opportunities and challenges in the agricultural sector, and that has a firm basis from which 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 term against which interventions can be evaluated.

	Trade analysis
	· 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.

	Linking farmers to markets and market development
	· Contributing towards better policies with regard to linking emerging farmers to markets.

· Providing guidelines on the 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 with regard to the marketing of agricultural products.

	Risk management
	· 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.

	Information management system
	· 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.


The MERC is involved in several R&D initiatives through its research focus areas.  They can be summarised as follows:

Food Cost Monitoring:  In 2004 the Cabinet decreed that the NAMC should collaborate with the Department of Agriculture (DoA) and Statistics South Africa (Stats SA) to establish a national food price monitoring system to monitor the prices of specific food items in rural and urban areas throughout the country.  For this purpose, the four Food Price Monitoring reports are published quarterly.  In addition, one Food Cost Review is published annually.
Input Cost Monitoring: In August 2006 a workshop was convened with stakeholders in the agricultural sector, from which it emerged that input cost monitoring would be a welcome addition to ongoing research on changes in agricultural related prices.  At this workshop the NAMC was mandated to coordinate input cost monitoring on behalf of the whole agricultural industry.  The NAMC has since taken up this activity in collaboration with various branches of the agricultural industry.  The purpose of input cost monitoring is to publish trends in farm input costs on a regular basis, and several reports have been published.

TradeProbe: TradeProbe is a joint initiative by the NAMC and the DoA’s Directorate: International Trade.  The aim of this initiative is to create knowledge of trade-related topics by discussing/reporting trade statistics, inviting perspectives from people working in related sectors, reporting on trade-related research, and stimulating debate.

Agro-food chain studies:  Agro-food chain studies take several forms and also entail joint research with the DoA and industry bodies.  As mandated under the Marketing of Agricultural Products Act, Section 7 committee studies also form part of initiatives pertaining to R&D on agro-food chains.  Examples of such studies include the Competitiveness of the Potato Industry in South Africa, the Impact of the Namibian Small-stock Scheme on South African Livestock Producers, the Wheat-to-Bread Chain (Section 7), and an investigation into the Functioning of the Agricultural Futures Market as a Price Forming Mechanism for Grains and Oilseeds.  In addition, the MERC is also involved in gaining a better understanding of different market mechanisms and how they could affect market access to emerging producers.  An example in this regard is the Emerging Farmer Certification Project aimed at addressing the private standards certification challenge faced by emerging farmers to increase exports in collaboration with Commark Trust.

6.3 
Statutory Measures

The Marketing of Agricultural Products Act of 1996 makes provision for five statutory measures, namely, statutory levies, records and returns, registration, control of exports of agricultural products and conducting of pools.  There are currently twelve industries that make use of statutory levies, while sixteen industries make use of records & returns and registration.  The Statutory Measures Division handles all issues relating to statutory measures.

The main activities of this Division are:

· To investigate new applications for the introduction of statutory measures and to make recommendations to the Minister regarding proposed statutory measures.

· To investigate the continuation of statutory measures and to make recommendations to the Minister.

· To investigate amendments to existing statutory measures and to make recommendations to the Minister.

· To consult with directly affected groups to determine the level of support for the proposed statutory measures.

· To monitor the relevant industries’ adherence to the conditions of approval of the statutory measures.

· To develop policies and guidelines relating to statutory measures. The NAMC recently developed guidelines regarding transformation, administration and generic promotion of agricultural products.

Investigations: 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 Department the implementation, administration and enforcement of one or more statutory measures in respect of any agricultural product or class thereof.
The NAMC will:

· 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 directly affected groups, and inviting them 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 for the proposed statutory measure among directly affected groups; 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;

· Monitoring and reviewing statutory measures to ensure that they comply with MAP Act requirements and NAMC policies and guidelines;

· Providing the Minister with an annual report regarding the status of statutory levies and how the levy administrators have utilised the levies; 

· Advise the Minister regarding the utilisation of unused levies after the period for which such levies were approved had lapsed; and

· 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 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.

Registration with the NAMC as a Directly Affected Group: 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 by, or potentially directly affected by, this 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.
These groups could be producer organisations, processors, labour, marketers and consumers of a particular product.  The registration is necessary for the following reasons:

· The registered groups are contacted for inputs when government intervention regarding a specific agricultural product is considered; and

· Effective communication occurs between the NAMC and the directly affected groups.

Crop Estimate Liaison Committee (CELC): 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:
· Establishment of a completely independent and objective Crop Estimates Committee (CEC), free of commercial bias; 

· Understanding and acceptance of the requirements of the CEC; 

· Delivering an accurate, timely and credible crop estimate.

· The fourth function, that of monitoring the performance of the CEC, is an ongoing one, and is undertaken by the “market” using the crop estimates. The Committee meets twice a year.

6.4
Agricultural Trusts

Section 26 of the MAP Act makes provision for the regulation of assets, liabilities and contractual rights and obligations of former control boards.  Most of these assets were transferred to agricultural trusts after the Minister’s approval was obtained.  The Minister has representation on the Board of Trustees of the different trusts.  On 18 April 2008 the NAMC received a mandate from the Minister of Agriculture to manage the reporting process between the Minister and ministerial trustees.  In order to facilitate this process, the NAMC has established a dedicated desk at the NAMC to service ministerial trustees.  The NAMC will:

· Coordinate and manage the communication process between the ministerial trustees and the Minister;

· Arrange the annual meeting between the Minister and ministerial trustees;

· Communicate the Ministers’ expectations to the ministerial trustees as and when necessary;

· Revisit all DoA industry strategic plans and NAMC Section 7 Committee reports in order to indicate to trustees those recommendations that industry and Government are supposed to implement; and

· Report to the Minister twice a year on the activities of the trusts.

6.5
Corporate Services (Finance, Human Resources, Communications and Administration)

Through this division, the NAMC will provide effective and efficient corporate services for the NAMC.

The primary objective of the Corporate Services Division is to provide effective, efficient financial and accounting management systems and services for the NAMC.  The division will further oversee the human resources activities of the NAMC, such as monitoring and evaluating compliance with the Equity Employment Plan, recruitment and selection, promotion and termination of staff and the development of policies and procedures for the NAMC.  The division provides the Council with corporate governance structures, namely:

a)
Audit Committee

b)
Risk Management Committee

c)
Human Resources/ Remunerations Committee

7.
PERFORMANCE INDICATORS

The twenty three strategic goals contained in this plan describe the NAMC’s major programmatic policies and objectives.  While this plan focuses on programmatic goals and objectives, the NAMC has separate management plans that detail our strategies for improvement in human capital, information technology, financial management, competitive sourcing, and budget and performance integration.

A set of performance measures will track progress in attaining our goals and objectives. Each measure specifies baseline information and long-term performance targets.

NAMC’s twenty three strategic goals mirror our commitment to provide first class service, state-of-the-art-science and consistent management excellence across the broad responsibilities of the NAMC. Although change has been a constant in the evolution of the South African agriculture and agri-food sector, the new century brings growing importance to consumer preferences, food and input prices and the reach of global markets.  To reflect this, this strategy contains four strategic objectives that cover the myriad programmes and services within NAMC’s responsibilities.

Through these objectives, the NAMC will strive to:

· Expand international trade for agricultural products and support international economic development;

· Expand domestic marketing opportunities for agricultural products and strengthen risk management, the use of financial tools and the provision of sound information to help farmers in their decision-making process; and

· Further develop alternative markets for agricultural products and activities.

	Strategic Objectives
	Strategic Goals
	Baseline
	Key Performance Indicators 2009/10
	Key Performance Indicators 2010/11
	Key Performance Indicators 2011/12

	SO 1: Increasing market access for all market participants
	SO1.1 Linking farmers to markets 
	SO1.1 2 Reports on issues pertaining to market access to emerging farmers
	SO1.1 3 Reports on issues pertaining to market access to emerging farmers
	SO1.1 4 Reports on issues pertaining to market access to emerging farmers
	SO1.1 6 Reports on issues pertaining to market access to emerging farmers

	
	SO1.2 Development schemes
	SO1.2 Design one (1) scheme and Implement one (1)
	SO1.2 Design one (1) scheme and Implement one (1)
	SO1.2 Design one (1) scheme and Implement one (1)
	SO1.2 Design one (1) scheme and Implement one (1)

	
	SO1.3 Marketing Innovation
	New Indicator 
	SO1.3 Develop and implement 8 new marketing innovations, 2 each quarter, 
	SO1.3 Develop and implement 12 new marketing innovations, 3 each quarter, 
	SO1.3 Develop and implement 16 new marketing innovations, 4 each quarter, 

	
	SO1.4  Realignment of Trusts and forums to empowerment
	SO1.4 Increase industry compliance with NAMC transformation guidelines to 70 %
	SO1.4 Increase industry compliance with NAMC transformation guidelines to 80 %
	SO1.4 Increase industry compliance with NAMC transformation guidelines to 85 %
	SO1.4 Increase industry compliance with NAMC transformation guidelines to 90 %

	
	SO1.5  Training
	SO1.5 40 Emerging agribusinesses to attend 4 different training courses
	SO1.5 86 Emerging agribusinesses to attend 4 different training courses
	SO1.5 100 Emerging agribusinesses to attend 4 different training courses
	SO1.5 120 Emerging agribusinesses to attend 4 different training courses

	
	SO1.6 Promotions
	SO1.6 15 Emerging agribusinesses to attend local marketing shows and negotiating sales contracts
	SO1.6 50 Emerging agribusinesses to attend local marketing shows and negotiating sales contracts
	SO1.6 60 Emerging agribusinesses to attend local marketing shows and negotiating sales contracts
	SO1.6 70 Emerging agribusinesses to attend local marketing shows and negotiating sales contracts

	
	SO1.7 Dissemination of market information
	SO1.7.1 1 SABC vernacular stations broadcasting the farmers forum programme, each 1 time per week (156 programmes in total)
	SO1.7.1 3 SABC vernacular stations broadcasting the farmers forum programme, each 1 time per week (156 programmes in total)
	SO1.7.1 4 SABC vernacular stations broadcasting the farmers forum programme, each 1 time per week (156 programmes in total)
	SO1.7.1 5 SABC vernacular stations broadcasting the farmers forum programme, each 1 time per week (156 programmes in total)

	
	
	New Target
	SO1.7.2 Disseminate 4 Food Price Monitoring reports, 1 Food Cost Review, 4 Input Cost Monitor and 11 TradeProbe through media
	SO1.7.2 Disseminate 4 Food Price Monitoring reports, 1 Food Cost Review, 4 Input Cost Monitor and 11 TradeProbe through media
	SO1.7.2 Disseminate 4 Food Price Monitoring reports, 1 Food Cost Review, 4 Input Cost Monitor and 11 TradeProbe through media

	SO2: Promotion of the marketing efficiency of agricultural products
	SO2.1 Statutory measures investigations
	SO2.1.1 9 Statutory measures investigations & submitted to Minister for approval
	SO2.1.1 15 Statutory measures investigations & submitted to Minister for approval
	SO2.1.1 18 Statutory measures investigations & submitted to Minister for approval
	SO2.1.1 21 Statutory measures investigations & submitted to Minister for approval

	
	
	SO2.1.2 9 Statutory measures gazetted
	SO2.1.2 15 Statutory measures gazetted
	SO2.1.2 18 Statutory measures gazetted
	SO2.1.2 21 Statutory measures gazetted

	
	SO2.2 Crop Estimate Liaison Committee (CELC)
	SO2.2 3 CELC meetings per annum - May, October and November
	SO2.2 3 CELC meetings per annum - May, October and November
	SO2.2 3 CELC meetings per annum - May, October and November
	SO2.2 3 CELC meetings per annum - May, October and November

	
	SO2.3 Registration with the NAMC as a DAG
	SO2.3 Increase the registration of DAG’s by 20 % annually
	SO2.3 Increase the registration of DAG’s by 20 % annually
	SO2.3 Increase the registration of DAG’s by 20 % annually
	SO2.3 Increase the registration of DAG’s by 20 % annually

	
	SO2.4 Report on the status of levies
	SO2.4 1 Status of levies report published in July of each year 
	SO2.4 1 Status of levies report published in July of each year 
	SO2.4 1 Status of levies report published in July of each year 
	SO2.4 1 Status of levies report published in July of each year 

	
	SO2.5 Support to Ministerial trustees serving In trusts
	New Target 
	SO2.5.1 2 Reports to the Minister on the functioning of trusts - 1 every six months 
	SO2.5.1 2 Reports to the Minister on the functioning of trusts - 1 every six months 
	SO2.5.1 2 Reports to the Minister on the functioning of trusts - 1 every six months 

	
	
	New Target
	SO2.5.2 33 Ministerial trustees provided with technical capacity to prepare for their trust meetings
	SO2.5.2 33 Ministerial trustees provided with technical capacity to prepare for their trust meetings
	SO2.5.2 33 Ministerial trustees provided with technical capacity to prepare for their trust meetings

	SO3: Optimisation of export earnings from agricultural products
	SO3.1 Trade analysis
	SO3.1.1 11 TradeProbe publications  released - 1 in each month except December
	SO3.1.1 11 TradeProbe publications  released - 1 in each month except December
	SO3.1.1 11 TradeProbe publications  released - 1 in each month except December
	SO3.1.1 11 TradeProbe publications  released - 1 in each month except December

	
	
	New Target
	SO3.1.2 5 Trade profiles that are commodity and product specific
	SO3.1.2 5 Trade profiles that are commodity and product specific
	SO3.1.2 5 Trade profiles that are commodity and product specific

	
	SO3.2 Export promotion
	SO3.2 15 Emerging agribusinesses to attend international trade shows 
	SO3.2 40 Emerging agribusinesses to attend international trade shows 
	SO3.2 50 Emerging agribusinesses to attend international trade shows 
	SO3.2 60 Emerging agribusinesses to attend international trade shows 

	
	SO3.3 Market Development
	New target 
	SO3.3 Cost  share activities with industry on the funding of 4 market development programmes, e.g. in-store promotions 
	SO3.3 Cost  share activities with industry on the funding of 6 market development programmes.  
	SO3.3 Cost  share activities  with industry on the funding of 8 market development programmes.  

	
	SO3.4 Identification of export markets & trade intelligence
	New target
	SO3.4 5 Reports on the following markets released - Africa, North East Asia, Middle East, Asean (Association of South East Asia Nations)
	SO3.4 5 Reports on the following markets released - Africa, North East Asia, Middle East, Asean (Association of South East Asia Nations)
	SO3.4 5 Reports on the following markets released - Africa, North East Asia, Middle East, Asean (Association of South East Asia Nations)

	
	SO3.5 Identification of potential export products (Product space)
	New Target
	SO3.5 Continuous scanning of trade environment. 1 Research paper on product space
	SO3.5 Continuous scanning of trade environment. 1 Research paper on product space
	SO3.5 Continuous scanning of trade environment. 1 Research paper on product space

	SO 4: Enhancement of the viability of the agricultural sector
	SO4.1 Mapping, understanding and quantifying agro-food chains (including section 7 reports)
	SO4.1.1 2 Agri-benchmark reports released annually 
	SO4.1.1 2 Agri-benchmark reports released annually 
	SO4.1.1 2 Agri-benchmark reports released annually 
	SO4.1.1 2 Agri-benchmark reports released annually 

	
	
	SO4.1.2 2 Section 7 committee appointed
	SO4.1.2 2 Section 7 committee appointed
	SO4.1.2 2 Section 7 committee appointed
	SO4.1.2 2 Section 7 committee appointed

	
	
	SO4.1.3 2 Section 7 committee reports released
	SO4.1.3 2 Section 7 committee reports released
	SO4.1.3 2 Section 7 committee reports released
	SO4.1.3 2 Section 7 committee reports released

	
	
	SO4.1.4 1 Agro-food chain reports
	SO4.1.4 2 Agro-food chain reports
	SO4.1.4 4 Agro-food chain reports
	SO4.1.4 6 Agro-food chain reports

	
	SO4.2 Food price monitoring
	SO4.2.1 4 Quarterly food price trends released - May, August, December and February
	SO4.2.1 4 Quarterly food price trends released - May, August, December and February
	SO4.2.1 4 Quarterly food price trends released - May, August, December and February
	SO4.2.1 4 Quarterly food price trends released - May, August, December and February

	
	
	SO4.2.2 1 Annual food cost review released - July of each year 
	SO4.2.2 1 Annual food cost review released - July of each year 
	SO4.2.2 1 Annual food cost review released - July of each year 
	SO4.2.2 1 Annual food cost review released - July of each year 

	
	SO4.3 Input cost monitoring
	SO4.3 4 Input cost monitoring reports released
	SO4.3 4 Input cost monitoring reports released
	SO4.3 4 Input cost monitoring reports released
	SO4.3 4 Input cost monitoring reports released

	
	SO4.4 Risk management
	SO4.4 1 Report on risk management annually
	SO4.4 2 Report on risk management annually
	SO4.4 3 Report on risk management annually
	SO4.4 4 Report on risk management annually

	
	SO4.5 Capacity building
	SO4.5.1 5 Academic research support programmes per year
	SO4.5.1 5 Academic research support programmes per year
	SO4.5.1 5 Academic research support programmes per year
	SO4.5.1 5 Academic research support programmes per year

	
	
	SO4.5.2 8 Seminars per year presented by agricultural experts 
	SO4.5.2 8 Seminars per year presented by agricultural experts 
	SO4.5.2 8 Seminars per year presented by agricultural experts 
	SO4.5.2 8 Seminars per year presented by agricultural experts 
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