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PREFACE 

The introduction of modem technological innovations and the rapid rate of economic 

development in many countries throughout the world have presented a new challenge to 

Iraqi management due to an increase in the level of competition in national and 

international markets. Competition has become so fierce that developing countries 

have been forced to realise that if their industries are to survive, they must also 

endeavour to compete at national and international level. Increasingly. the most 

important initiative that must be taken is to re-orIentate basic strategy and replace 

ineffiCient organisation so that growth opportunities can be seized to ensure economic 

Survival. A recognition of the benefits to be derived from international trade has led to 

managerial emphasis upon cost control, careful cash flow monitoring the limitation of 

risks and the exploitation of any comparative advantages for the benefit of the 

domestic market, the consumer and the country. These key factors and essential 

elements of effective busIness conduct require coord1nation, a commercIal outlook and 

a readIness to appreCiate that these variables constitute a secondary Une of priority 1n a 

time of expansIon. Government control seems to be an important prerequIsite for 

industrialIsation but wUl not in itself be suffiCient to achieve the desired result. The 

new essential requirement and primary objective is to concentrate efforts internally 

and externally on taking advantage of market opportunities and taking steps to meet 

changIng consumer requIrements. If Iraqi 1ndustrIal and bus1ness firms are to enjoy 

the full benefits of an improved economiC enVironment, it is necessary for the 

management of firms and all those acting at an officIal level to reconsIder and re-

evaluate the traditional methods of doing business, and out-of-date marketing . 
techniques in the interests of marketing effectiveness, and to refashion current 

practices in the light of the new environment so that improved performance wUl be 

achieved in the future. By doIng so, the level of competition between local industries 

will increase and competitiveness in international trade will also be enhanced. The 
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current situation does not help to promote the international success of Iraq national 

economy. Yet achieving a certain level of competition is a prerequisite for successful 

and profitable growth. Thus the use of aggressive marketing methods should be the 

main concern of management, sJnce professional marketJng skills have a vital role to 

play in revitallsing busJness activities. The need for awareness of these requirements 

by the central planners and local management provides the motivation and the 

rationale underlying the present study. 

ThiS thesiS Will deal with the status of marketing in Iraq in general and in the food 

industry in particular, by examining the actMties of all those Jnvolved, startJng at the 

farm level and ending at the factory where the produce is made ready for consumption 

in the markets. In the course of the study, executives In the firms viSited are addressed 

by means of a questionnaire and intensive interviews which are intended to reveal how 

marketing is practised In the food Jndustrtes, In order to propose possible courses of 

action and the adoption of new approaches pursued in other countries where conditions 

are simUar to those in Iraq. Cod willing. this study may provide a key to successful 

marketing In both the domestic and foreign markets. 
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ABSTRACT 

The rapid growth of the agricultural marketing activities of the publlc sector in Iraq has 
furnished a backlog of experience which. if refurbished. may help to establish policies 
that would guide future activities relating to agriculture. Thus. one of the thesis 
objectives Is to provide Individuals concerned With planning. execution and management 
of agricultural marketing and agro-Industrial activities. with gUidelines for 
Identification. formulation. evaluation and implementation of programmes which could 
be realistically adopted. 

The objective of thIs study Is to help development policy-markers and planners In 
Iraq evaluate proposed changes in the food marketing system by enabling them to 
compare and contrast different alternatives in terms of efficiency for producers. 
consumers and intermediaries. A review of the present sItuation is given to indicate how 
better efforts and poliCies can be strengthened. Thus. a prtorIty of this thesis is to bring 
attention of the central planners towards the importance of marketing in an attempt to 
improve present policy by expanding awareness in influential circles of what it means. 
who is Involved and how it operates. . 

In addition to an analysis of secondary data the thesis describes the collection and 
evaluation of emp1r1cal1nformation obtained through field research In Iraq. As the food 
marketing structure in Iraq is a mixture of traditional types of institutions and modern 
ones which operate mainly in the city centres. an evaluation of the various food and 
agricultural marketing institutions of Iraq Is therefore undertaken. The thesis aim is to 
facilitate an understanding of how and why the various institutions operate in the local 
and foreign markets. This has determined the extent to which existing institutions can 
or could contribute towards a significant improvement in the food marketing system. 

In spite of voluminous writing on the subject of marketing In developing countries. 
none have yet written a critique of officIal policy on marketing of agricultural products 
and the food industry in Iraq. 
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Executive Summary 

The increasing trend towards consumerism is unmistakable. But to serve the 

individual best. such movements must be based on sound judgements and reasoned 

scientific principles. such as the application of the marketIng concept. rather than on 

the often emotional compromises of opportunistic politicians and bUSinessmen. The 

cost of food to consumer is the sum of the cost of all operations involved in of producing 

the food. processing. preserving. packagaging. and storing it until it is needed; 

transporting it to the consumer and financing all of these activities. including risk 

bearing. 

The literature review reveals that the processing industry in Iraq has not been 

studied. Thus there is an urgent need for a study concerning the adoption of the 

marketing concept by the Iraqi food industry. In most developing countries. including. 

Iraq, agricultural progress and prosperity have stUl to be achieved. One of the aspects 

whIch stUle the required initiatives is the negative attitude of all concerned and the 

lack of modern marketing management practices. Thus this research attempts to 

provIde a pIcture of the practices employed within the agricultural marketing system in 

Iraq to demonstrate that the techniques (i.e. those based on the marketing concept) 

practised in the field of business can be adopted and adapted to the needs of the 

agricultural and industrial sectors in Iraq simultaneously to achieve the level of 

success in the nation's economic development which Is enjoyed in the industrialised 

countries. Thus the subject of the thesis is concerned with the extent to which the 

marketing concept is applied in Iraq's food industry at the farm level and continuing 

rIght through to the food processIng Industry. Improvements in agricultural 

productivity are required since farm produce in Iraa represents the raw materials 

required by the food processing industries. The thesis contains nine chapters. 
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In Chapter One. a brief outline is provided of the historic emergence of the "State of 

Iraq", its economy. 1ts agr1culture, the ecology of the country, the development of 

indUStry. the rate of oU production. and the main developments In Iraq from 1958-

1968 and from 1968 to the present time. This chapter explains how the Iraqi economy 

is largely dependent on oU revenue and consequently the governmentS has 

concentrated on the industrial sector at the expense of the agricultural sector. Th1s 

chapter also explains that the Land Reform After 1958, completely upset the social and 

economic liCe of the farmers. as the decline of the agricultural sector adversely affected 

Iraq's economy. Also as agriculture became increasingly unprofitable, farmers no 

longer stayed in the rural areas. being forced to migrate to the towns seeking add1tional 

income to enable them to survive. 

Chapter One is divided into twelve sections. Cons1deration is given to what can and 

wlll be done with capital flows from oU within the economy. Nevertheless, agriculture 

has hardly been neglected. In the Introduction and Sections 1 and 2 of the Chapter, the 

researcher concentrated on those aspects of development of the State of Iraq Since 1920 

untU the present time. which m1ght be crucial in determining the shape of Iraq's 

econom1c activity. Consideration of the two major existing economic sectors, aside from 

oUt namely. agriculture and industry. follows. Agricultural production has declined 

despite the increase in legislation and investment in this sector of the economy (see 

Sections 3. 4 and 5). The role ofplannlng and its problems were mentioned in Section 6. 

Sections 7. 8 and 9 are devoted to the importance of the oil sector. foreign trade and 

production characteristics respectively. 011 to the Iraqi economy is provId1ng. and 

continues to prOvide, the bulk of the capital upon which development expectations 

throughout Iraq are based. Sections 10, 11 and 12 focused on three d1stinct concerns 

related to agriculture. namely. marketing infrastructure. wholesale and retail tr~des' 

performance in Iraq. and urban1satIon trends. in order to know something of the 

country's requirements now and in the future. 
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The available statistical data in this Chapter is used as a basis to hypothesise that 

there is a link between declining agricultural production and the enacting of the 1958 

Land Refonn Law, also that substantial improvements are required in the level of 

cooperative management. 

CHAPTER 1WO outlines briefly the purpose and aims of the thesis, with 

special reference to the empirical investigation, and discusses the main hypotheses 

proposed in this study. 

Chapter 3 presents a review of the literature on marketing in agriculture and 

deals with the descriptive, analytical and evaluation aspects of the SUbject, based on 

field research conducted in Iraq. Following consideration of the current problems 

affecting agricultural marketing, the prospects Cor agriculture In the future are 

examined. Detailed study of these marketing problems focuses on the reasons 

underlying the decline in agricultural productivity in recent years which has been 

characteristic of most developing countries. It is emphasised that marketing is a 

concept which can be applIed to agriculture as well as to industty. In this chapter we 

also consider the particular elements in the agricultural structure togethe:- with the 

fanning environment and its effects on the behaviour of Canners In most developing 

countries including Iraq. SL'C sections make up Chapter 3. Section 1 explains the 

unawareness oC, and lack oC understanding of, the marketing concept in agriculture as a 

Vital element in the economy. The remaining sections are devoted to issues of marketing 

in developing countries in general and in Iraq in particular, emphaSising the SignifIcant 

level of government intervention in marketing in Iraq. 

In Chapter 4 , the implications, of the marketing concept and its applicability to 

the Iraqi economy are considered. The literature review of marketing and economic 

growth which is presented demonstrates the effect of sound marketing practices on the 

process of economic development. It is pOinted out that marketing can make a 

conSiderable contribution to the economic growth of countries. most of whose resources 
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are scarce, a situation which is typical of developing countries. These aspects have been 

neglected by the Iraqi economic planners, who have devoted their attention to 

production rather than marketing. Agriculture for most developing countries 

including Iraq, represents a staple source of food and raw materials for the other 

sectors of the economy. Improvement in this sector leads to an increase in the 

purchasing power of farmers and a hIgher standard of living. If a surplus exists, thIs 

represents export potential by means of which the economy can be greatly improved. 

Chapter FIVE concentrates on the main problems affecting the level of agricultural 

production. These were referred to earlier in Chapter One, particularly Land Refonn. 

Most governments in the developing countries. Including Iraq have enacted a Land 

Reform Law in an attempt to reduce the influence of feudalism and to liberate the poor 

farmers. But lack of appropriate eqUipment and the necessary managerial skills. 

which were prerequisites for the successful implementation of the law. resulted in 

fallure to achieve the targets aimed at by the authorities. Following the Land Reform 

Law. the cooperative movement was supported initially by the government in order to 

exercise its control and influence over the market. However. this also failed to achieve 

the expected results· for the reasons mentioned above. Other adverse circumstances 

affecting agriculture are also discussed in this chapter. 

Chapter 5 is groups in two main sections. The first section conSiders the need for 

Land Refonn in Iraq. the types of changes which were introduced. and the merits and 

demerits of these changes in the light of recent experience. In this section. the hypotheses 

related to the decline in agriculture and the level of effiCiency of management 

cooperatives. Its main features are the existence of cooperatives whole role and 

performance are examined. The reactions of fanners in different circumstances to 

market impulses may well offer some basis for predicting the success of political and 

economic poliCies aimed at improving social. economiC and technical elements of the 

rural areas for the future. Section 2 highlights the role and Importance of credit In rural 

areas. Also. it analyses the forces affecting the suply of and demand for credit, and the 

role of the AgrIcultural Cooperative Bank in Iraq. 
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Incentives that would encourage farmers to continue working on their land have 

not been made available. No Incentives have been offered to Increase production or to 

help farmers to sell their produce. This is the Situation in Iraq. Chapter SIX. therefore. 

pays particular attention to this issue. namely the provision of price incentives. This 

chapter discusses In detaU the factors affecting pricing such as the nature of the 

produce. elasticity of demand and market infrastructure. The formulation of a pricing 

policy would benefit farmers. consumers and retailers and reduce ~e influence of 

middlemen and wholesalers. When a price policy is pu!Sued that reflects the farmers' 

interests. they wUl no longer leave their land. abandon agricultural pursuits and 

migrate to urban areas. 

Chapter 6 consists of 11 sections. The central theme of this Chapter is that while 

prIcIng has many aspects. is cannot be fully effective unless it is custC?mer-oriented. 

Section 1 is devoted to a Critical review of existing pricing practices. and Sections 2-9 

cover the methods whereby customer attitudes and behaviour can be explored. Sections 

10 and 11 are devoted to the revision of the prices of established products in the firms 

visited. 

The above five chapters. which are mainly of a theoretical nature. enable us to 

identify the problems affecting the agnculturalindustry in Iraq. Chapter Six moves on 

from theoretical discussion to deal with the practical aspects of the thesis. based on the 

field work. 

The government. having recognised that the marketing system was highly 

unsatisfactory. made an attempt to intervene directly by controllIng the dIstribution 

and marketing of agricultural produce in the local markets. An assessment of the 

degree of success achieved by this intervention is undertaken and certain suggestions 

for improving the level of success are proposed. The chapter also discusses the 

marketing of three malri products. namely dates. grains and fruIt and vegetables. which 

arrect the economy in .different ways. For example. dates are the country's leading main 

source of revenue In the non-oU sector as Iraq is the world's leading exporter of dates. 
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This clearly indicates the Import~nce of this product to the economy. On the other 

hand. Iraq has begun to Import the other two products. namely grains and fruit and 

vegetables. The reasons underlying the decline of agriculture and the problems of 

marketing prevailing in Iraq will be discussed in Chapter Seven. the case s~udy chapter. 

Chapter 7 consists of four sections. Section 1. assessing the role of middlemen and 

their performance of marketing functions. and identifying deficiencies in the 

agrIcultural marketing system. Sections 2. 3 and 4 highlight the practices of marketing 

three products in the local market. namely fruIt and vegetables. dates and grains 

respectively. All sections start unifonnly with an introductory statement of the problem. 

This leads. then. to policy recommendations presented in the Summary and ConclUSions 

of the Chapter. Finally. suggestions for possible future work are indicated. in order to 

improve the marketing of these products in the domestic market and even abroad. 

Chapter Eight whIch may be regarded as complementing Chapter Seven. is devoted 

to a discussion of the findings of research sUIVey based on a selected sample of finns in 

the food industry in both the private and public sectors. The extent to which the 

marketing concept has been adopted will be examlned. Some of these finns have been 

involved in export activities. Consequently their approach to the marketing concept Is 

dllTerent from that adopted by firms who are not engaged in exporting. although every 

firm should be aware of the importance of satisfying consumer needs and wants. The 

investigation of attitudes to the marketing concept was carried out by means of a 

questionnaire. 

Chapter 8 is grouped in 4 sections. Section 1 explores some of the relevant issues 

which face the food industry in Iraq when planning and developing consumer products 

take place. Consumerism is useful for identifying genuine needs to be followed by the 

allocation of development resources. The last 3 sections represent for the sample 

selected. the level of awareness which has been achieved in applying the marketing 

concept. Section 2 describes the nature and scope of marketing research in the firms 
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visIted. The researcher believes that for an effective strategy to bring about meaningful 

marketing. reform must start with a comprehensive diagnosis of the specific and 

remediable ills of existing markets at national as well as regional levels. The section 

begins with'the identification of the problems and opportunities. then systematically 

discusses the" management of marketing research and concludes With a view of what 

firms might do in the light of the recent and future direction of marketing research 

activity. 

Section 3 is divided into sL"C subsections. It covers the advertIsing and promotion 

environment from an economIc. behavioural and legal point of view in Iraq. It examInes 

the creation and production of the advertISing message in various medIa. analyses the 

problems involved in selecting the right combination of medIa to carry the advertIsIng 

message to the target market. 

Section 4 e."{amines the nature and scope of packaging in the Iraqi food industry. The 

section sheds light on the economics of thIs marketing mix. 

The final chapter. Chapter Nine. which is based on the previous discussions and the 

research findings. attempts to propose a type of agricultural food marketing system so 

organised that it will enable food of a hIgher quality to be provided at a lower price by 

improving the level of productivity in agriculture. Finally. certaIn poliCies are 

recommended in order to improve the defects in the existing food marketing system. 

and to enhance the reputation of Iraqi produce in foreign markets. 

The most important policy recommendations in Chapter 9 are: 

With the recent slump in oU prices. Iraq has to learn a lesson. One of the maIn 

conclusIons of this stu'dY is that the economIc planner in Iraq must concentrate on other 

sectors of the economy rather than oU. The economIc planner should concentrate hIs 

efforts on achieving a balance between agrIculture and industry. Sucyh policy must be 

implemented in a logical fashIon and not arbitrarily as in the past ' .: .. , 

Thus. marketing tends to be regarded as a minor rather than a complementary sector. 

The marketing process has thus become time-consuming and costly and assocIated riSks 

have increased. To gain the full bewneflt of the industrIalisation process. production 
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output must flow to the consumer. Therefore. attention should be paid to the role of 

marketing. although the importance of icnreasing production in both the agricultural 

and industrial sectors is well understood (Page 192). 

Most Iraqi farmers do not have the means "to buy all the inputs essential for 

agricultural production. Incentives and agricultural (prerequisite should be made 

available and easily accessible to the farmer at reasonable prices (see Page 84). TIl us. if 

the cooperative movement in Iraq is to succeed. both in economic and pollUcal terms. , 

more attention should be paid to the level and nature of market demand. ThIs involves 

gathering information about consumers and the employment of competent management 

(see Page 297). 

With reference to prIce stabilisation in Iraq. the researcher believes that an 

appropriate balance between supply and demand over a gIven period for a partIcular 

agricultural commodity can be achieved by introducing effective cold storage facilities 

and other storage services. What is needed also is market price information and data to 

help in forecasting the availability of a produce. prices and expected consumption levels 

(see Page 298)~ 

Increased government control of the economy has led to a lack of initiative and 

freedom in executive management decision-making and this has inhibited the 

development of managerial expertIse. Variations in haIVesting yields caused by external 

conditions. combined with an increase in the population. emphasise the urgent need for a 

state system for the procurement of agricultural/food products. inventory holding and 

the phYSical distribution of produce. The Increases in per capita income and the 

potential Increase in product1v1ty made possible by the various means referred to in our 

discussion. call for a marketing system capable of handling products in the future and an 

appropriate flexibility to respond to consumer preferences (see Chapter 7. Section 3). 

It has to be stressed that the food industry in particular suffers from a lack of skilled 

management in terms of both experience and education. The governemnt really has to 

rely on its Universities to promote the modem concept of marketing. The serIous 
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shortage of marketing-oriented executives seems likely to continue for sometime. Thus. 

the Iraqi finns need to rebuUd their organisational structure. Their image and their 

attitudes is cruCial. since pX;oduction orientation dominates the approach of most of the 

executives in the finns visited (see Chapter 8. Section 1). 

At the end of the thesis. Appendices contains case study data. derived from the annual 

reports of the finns visited. These appendices provide detaUed descriptions of the data. 

including the strategy of the government toward agriculture (1.e. Appendix 1). 
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Introduction 

CHAPTER 7 

CASE STUDIES 

, The aim of marketing reform in any country farming sector is to remove the 

imperfections in its agricultural marketing practices. In Chapter~ 3 we discussed Iraq's 
\ 

main agricultural marketing problems. which may also affect other develop1ng 

countries where the same conditions prevail. The objectives of such reform will be 

dealt with briefly as most of the problems have been mentioned already in Chapter .3. 
. ,. 

, 1 
In devoting greater attention to agricultural marketing. more economic resources must 

be applied to improving the necessary infrastructure. The government must make a 

very considerable contribution towards improving this infrastructure in the interest of 

the national economy. s1nce the private sector will not be able to do so, as the d~mand .. 
for these facilities is likely to increase. 

Other objectives are to rescue farmers from their state of dependence and 

indebtedness, to improve their weak bargaining power. and give them greater freedom . . 

to sell as they choose. being subject to pressur~. If this is done, ~armers will have an 

incentive to produce more, so that their income will increase and they will achieve a 

higher standard of living. Moreover, they will be able to sell their produce in the 

;market which is mot convenient to them. When the farmers' poslUon has been 

strengthened, their income levels increased. and their standard of living improved, 

they will be able to produce according to market conditions by making use of more 

detailed market1ng informaUon and more modern agricultural inputs which will 

increase the quality and the quantity of their produce. In Iraq. as in most developing 

countries, improving the quality and quantity of the marketing infrastructure. and the 

provision of more marketing information is the responsbibillty of the government 

rather than the private sector. The implementation of such measures is necessary for 

the general process of economic develop'ment, and requires the allocation of 
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considerable resources which the private sector is unable to provide since its prime 

concern is to make a profit. Moreover. the required measures fall within the 

governments social obligations. If the government supplies the necessary resources, 

the task is accomplished more easily and the information relating to market 

conditions Is likely to be more reliable. 

Despite the failure of cooperatives in Iraq to meet farmers' aspirations and Win 

their confidence. the general dIssatisfaction with the existing services, and problems 

affecting the performance of the Marketing Board (see Chapter/:s.). agricultural 
~ 

marketing is to a greater extent based on commercIal princIples than before. But what 

is relevant to mention here is that the government has the power to introduce a new 

strategy by which the marketing system would be reformed. 

The primary objectives of government inteIVention in the field of agrichltural 

marketing are through its different departments. to increase farmers' or producers' 

income. and to reduce the level of finanCial uncertainty through a policy of price 

stabilisation. As we know. ~uch objectives may be achieved by the government through 

the introduction of certain measures such as reducing marketing costs. or 

manipulating the supply so that prices rise. 1 The purpose of government inteIVention 

in most developing countries relating to the marketing of agricultural produce is to 

achieve both economic and non-economic objectives. due to the imperfections of 

agricultural marketing. ThiS intervention may take the form of regulating and 

controlling foreign trade. 

Government control of the agricultural marketing function can help farmers to get 

rid of the influence of middlemen. who are regarded by the government as a profiteering 

element in the marketing system. since they exploit the imperfect market conditions 

against farmers and in their own favour. Freeing farmers from such influences will 

enhance their role in the development of the agricultural sector. and possible enable 

exports to be organised by the government departments involved in foreign trade. By 
I 
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exercising control over foreign trade the government can also control prices and thus 

retain responsibllity for the most effective use of national resources as a result of which 

the process of general economic growth is enhanced. In this way and perhaps by 

exploiting the existing comparative advantages. new markets can be opened up. and 

new demand may be created. The prtvate sector on the other hand may be unable or 

unwilling to take advantage of such opportunities. With an increased level of 

government intervention. the positive effect on the development of land enterprises 

and the manufactUring sector 15 obvious. and this encourages national enterprises to 

partiCipate in the local market. and by supporting it. improve the quality of its products 

enabling them to compete With foreign products. 

Foodstuffs ~e consumed every day. and this presents the marketing of food 

products With an advantage which stems from the fact that the rate of consulQ.ption 

helps to keep current stock levels low. so that labour in the food industry is kept fully 

occupied. One businessman remarked that the wonderful thing about food from his 

point of view is that every on,e uses it and uses each purchase only once. 2 

Our aim in this Chapter is to assess the government's achievement relating to 

certain costs, so that farmers return on investment is increased through improvements 

in the marketing environment. prtce stabUisaUon, control of supply and the more 

effective marketing of agrtcultural produce achieved by economies of scale. 

In this Chapter In connection with government involvement in three different types 

of produce, we shall examine and assess the value of the government's attempts to 

achieve its main aim, namely to improve the marketing system. The products chosen 

in these case studies are used as examples in an attempt to find solutions to the socio­

economic problems facing Iraq in its role as a developing country. The study will 

include an analysis of the main dlstrtbution problems encountered in the local 

marketing system, and to suggest measures which might improve the situation. 
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The following discussion highlights the practices of the intermediaries in the 

agricultural marketing within the marketing system. 

7.1. The Role of Middlemen 

The production of agricultural raw products at the early stage of economic development 

is regarded as the most important productive economic activity. whereas marketing is 

considered as a low priority activity (Abbot, J.C. and others, FAO, Rome, 1986, p. 1) • 

Within the national development process, the marketlng function has been neglected by 

the central planner in most developing countries, and the only emphasis is on 

production and finanCial activity. This environment has contributed to the growth of 

profiteering by those known as middlement or "Parasites of Society" who exploit the 

. backward situation which is characterised in the agricultural sector. This results in .. 
the restricted development and inefficiency in the agricultural marketing system in 

particular, adversely affecting not only the agricultural sector but economic 

development in general. 3 TJle role of middlemen and their effect on farmers' freedom of 

action raises two most important POints: first, their effect and influence on the 

farmers, and second, the reason for the existence of such influence. The effects on 

marketing have been mentioned in this Section when discussing the marketing system, 

and in the Section in whc1h agricultural credit was discussed. The researcher discusses 

these effects in this Chapter which deals with the marketing system, because some of 

the wealmesses in the marketing system are related to the power of middlemen, which 

they exerCise over farmers, preventing them from being responsible for their own 

activities in the market. This influence also extends over the farmer's need for credit 

which allows the middlemen to keep some. farmers in a permanent state of 

indebtedness so that they have to continue to borrow. However, not all farmers are in 

this serious pOSition. Thus, the influence of middlemen is most obvious when farmers 

are in their debt. When this happens, the middlemen are involved in marketing 
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activities to ensure that produce is sold at prices that suit them and from which they 

can gain higher profits. which are of course influenced by dIstribution costs. Such 

marketing activities are carried out under their supervision. or by people hired by them 

to carry out their instructions. Middlemen are concerned about the cost of these 

actMtires and their objective is to reduce such costs and also the services they provide. 
i 

Relating to the marketing problems mentioned in Chapter 3 .• from which farmers suffer 
, . 
, •. ,J 

in the situation outlined above. farmers have found in the past that they are left with a 

very small return from their involvement in the agricultural production process. By 

and large. middlement gain by controlling farmers' actMties in a number of ways. 

Their greatest advantage Is derived from storing produce which they can sell later. 

when prices paid by consumers are higher. For this purpose the produce must be kept in 

good condition and individual farmers can not afford to meet the cost involved. Having 

created an artifiCial shortage. middlemen make a profit despite their small 

contribution to the marketing process~ On the other hand. there are three functions 

that must be considered if their role is to be replaced. These chOices are the provision of 

capital. distribution/storage and market information. thus their contribution 

although apparently small. may be considerable. Produce is collected and stored on a 

large scale so that even when some of the produce is damaged. the large amounts stored 

will compensate for any loss resulting from this Situation. Moreover. it may be 

possible to sell to the poor even produce of the lowest quantity. A continuous flow of 

produce may be achieved by employing appropriate marketing methods such as 

grading. and packaging. so that produce Is subject to price dliTerentiation based on 

different grades of produce. When improved marketing techniques are employed at the 

farm gate. the exposure of produce to possible damage wUl be reduced and as 

mlddlemen~ are more familiar than farmers with marketing techniques. this wlll 

enable them to carry out this work more effectively. 
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The researcher in his capacity as a government official believes that middlemen 

usually prOvide false information about market conditions, prices in general, and the 

demand and supply situation as applied to farmers. The lack of adequate, accurate 

information in developing countries leads to imperfections. This situation arises 

because, while the communication system is backward, there is direct and continuous 

contact between the farmers and the middlemen. As farmers are indebted to those , 

middlemen. they naturally sell their products to them, irrespective of their quality or 

prevailing market conditions. Farmers therefore sell to middlemen, even when the 

government has set a higher price. Further. fruit and vegetables prices are not always 

subject to government regulation. When the price of particular commodities are outwith 

government control. cc:msumers find these commodities in the market at high prices. 

Farmers are not free to dispose of their products as they choose. The indIVidual 

consumer may be prepared to pay a hIgh price for particular commodities if their 

quality is of a high standard. especlallr in the case of fruIt and vegetables. ThIs means 

that middlemen may buy only the best qualIty of fruit and vegetables and leave the rest 

to the farmers. who find it difficult to dIspose of inferior goods.4 

As we shall see later in thIs chapter, it Is important to have a modem, properly 

equIpped wholesale market, where agricultural produce can be loaded and unloaded in 

such a way as to reduce damage and loss. QualIty also needs to be traced back to source 

so that premIum payments are paId to those that deserve them. The possibility of 

investing in a modem container industry should be carefully cons1dered as the basic 

raw materials such as wood or chettlicals are readily available. ThIs would help to 

improve the reputation of Iraq's packaging industry. The researcher believes that the 

recently established paper factory near Basrah. should be employed as a means of 

achieving this end. 

MIddlemen have become more experIenced and more familiar with the marketing 

problems. so they know how to Survive and make profits. They had conSiderable 

I . 
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political1nfluence before the 1958 revolution, and the enactment of the Land Refonn 

Law, and they also exerted economic power which persists up to the present time. Their 

economic influence was based on the farmer's Indebtedness to the lender, a problem 

which will not be solved until practical measures are Introduced to change the system 
, 

under which credit is provided. Other reasons for the middleman's economical 

influence are related to the point mentioned above, namely the pre-harvesting sale of 

produce which again, stems from fanner's financial wealmess, which adversely affects 

their status. Accordingly, offiCial action In the last ten years has been devoted to 

removing the restrictions placed on the Agricultural Cooperative Bank, so that more 

capital can be diverted to the field of agriculture, although this step is not In itself 

enough to solve the problems in the rural areas. The practices operated by the 

middlemen in the marketing system com~utute one of the factors accounting fQr the 

backwardness of the marketing system and their position in that system has become 

increasingly entrenched. The influenc~. they exert In their daily business is not megal, 

so it cannot easily be removed. 

Middlemen believe that they are entitled to make such profits since, from their 

point of view, they face higher risks associated with the uncertainty which 

characterises agriculture, than offiCial organisations are prepared to take. 

Accordingly, they think purely in commercial tenns and therefore regard their profits 

as representing a return on their venture capital. 

Middlemen are presented with profit-making opportunities because of the lack of 

an adequate infrastructure, such as transportation, warehousing, cold storage, credit 

faCilities for farmers. the limited effectiveness of the. food industry, and lack of 

prOviSion by the government of the services needed by fanners. Also, with reference to 

cooperatives, weak organisation Is one of the criticisms levelled against these units in 

Iraq. Poor organisation prevents cooperatives from competing effectively against the 

I' 
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private sector in the marketing field, and this situation will conuriue until cooperative 

resources and their marketing is improved. 
i 

From chapter 6, we learn that price fluctuations are mainly caused by variations in 

the supply of agricultural produce. The researcher is not convinced that the disputes 

between farmers and middlemen necessartly have an adverse effect on price levels and 

the supply availability. Fanners may be unable to produce a particular product due to 

their dependence on middlemen, which may be influenced by a number of factors, such 

as the size of farms, the power of individual middlemen and so on, may lead to supply 

and price fluctuations. One of the most important measures of market performance Is 

the extent to which a regular flow of food products to consumers is maintained .. 

As the Agricultural Cooperative Bank is a government institution, ,procedural 

regulations have restricted its ability to give credit to farmers. As a result of its rigid 

lending conditions, the bank has had little effect in terms of developing the agricultural 

sector. Accordingly, middlemen explOit the defects in the offiCial borrowing system, 

and encourage fanners to borrow from themselves as a last resort, when they do not 

obtain loans from the official sources. Such credit is given to fanners more easily and 

later the fanners find themselves in a constant state of indebtedness. Thus, pre­

harvesting selling is the only way by which some fanners can meet their obligations. 

This problems was discussed earlier in chapter two (see problems of agriculture in Iraq). 

Without repeating the pOints made in chapter 5,. about the role of the Agricultural 

Cooperative Bank, it must be emphasised that the social-ties established between 

fanners and middlemen, makes borrowing transactions much eaSier and less time-

consuming. Thts pOint Is discussed in greater detail in chapter four (see the role of 

Agricultural Cooperative Bank). To summarise the Situation, the offiCial borroWing 

system Is not effective enough, the role of the middlemen persists and the practlce of 

pre-harvest selling continues to operate. 
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Thus. on the one hand. borrowing from the private sector is easier. on the other, it 

provides lucrative business for the middlemen. because they make a profit in two ways 

from each transaction, namely by means of the interest rates they charge andthe profit 

they make from the practice of purchasing which weakens the position of the farmers 

concerned since they cannot sell their produce to anyone other than the middlemen 

from whom they have borrowed. If a farmer sells his products elsewhere, such as the 

~ wholesale centres • through either offiCial or unoffiCial channels. he Will then damage 

the relationship built up over many years. If he continues to do this his reputation 

among middlemen may suffer. This can happen quite easily because they are 

continuously in contract with each other. He may even be asked to repay all his debt 

immediately. !he fear of this happening. combined with the uncertainty which is 

characteristic of agriculture, makes farmers reluctant to sell their produce through 

other outlets in the marketing system. 

Credit from unofficial sources Is prOvided to farmers in advance, whereas under the 

offiCial system the amount of the loan is divided into several instalments, so that a 

transaction is completed over a period of time and the small instalments can easily be 

spent on purposes other than the agricultural purposes for which the credit was made 

aVailable. In general, the experience private money lenders have of farmers' problems 

enables them to provide their credit effectively and effiCiently. This experience has 

been gained over a long period, while offiCials lag far behind in this respect. 

The conclUSion is that private moneylenders have greater expertise than offiCial 

sources can prOvide in marketing their credit facUities. Existing social ties between 

farmers and private money lenders and the less rigid credit conditions enable the latter 

to meet most of the farmers' borrowing requirements. Consequently. farmers become 

subject to the control of the private moneylenders who can impose their own conditions 

concerning the type of produce to be provided, the farmer having no say in the matter. 
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These private moneylenders have the sk1l1s, the market information and the 

experience required to enable them to assess the farmers' requirements. 

On certain occasIons, middlemen who wish to obtain supplies, visiting fanners, 

sometimes before harvest time and negotiate to buy crops sUll under cultivation. They 

then revisit the area during harvest time to collect the produce paid for earlier and to 

make the necessary arrangements for transport to a place of their choice. It is possible, 

then, for the middlemen to operate as wholesalers or function as buying agents for 

wholesalers in the larger markets in urban areas. In the follOwing case studies, we 

shall examine the different practices employed by middlemen in the food market. This 

Chapter will be divided into three parts, dealing respectively, with the marketing of 

fruit and vegetables, dates, and grains. 

7.2. Marketing of Fruit and Vegetables 

7.2.1 Production Areas 

Fruit and vegetables are gr~wn throughout Iraq. but the best varieties of certain fruits 

such as oranges, apricots, lemons are grown in the middle part of Iraq. Others such as 

apples, pears and figs are grown in the North. Tomatoes, peppers, potatoes, cucumbers, 

melons, eggplants, okra, grapes, figs and apricots are the principal summer fruits and 

vegetables. Okra, melons and eggplants are the most extensively grown and are in great 

demand. Radishes, tUrnips, carrots, artichokes, cauliflower, lettuce, celery, cress, 

oranges, lemons, peaches and pomegranates are the principal winter fruits and 

vegatables. 

Vegetables are the main staple food in both urban and rural areas, whereas there is 

not such a heavy demand for fruit by the poor section of the poplulatlon. FruIt and 

vegetables can be classified into highly perishable and less perishable varieties. The 

perishable ones are tomatoes, peppers. grapes, dates and figs, while the less perishable 

varietles include onions, potatoes, garlic and pomegranates. The perishable varieties 
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are usually transplanted at the end of August and the beginning of September. Fruiting 

begins in early November, continuing until January. The less perishable varieties are 

also normally transplanted in November of each year but continue to fruit until as late 

as the following April. and in general. the harvesting time lasts from the end of May to 

the end of June. 

These commodities are mostly produced in the rural areas. within 30-45 kIn. of the 

ciUes. The urban population generally has a much greater variety of fruit and 

vegetables in their diet than most of the rural population. Consumption of all the above 

varieties in urban areas depends on seasonal availability. At the present time, Iraq 

depends on both locally produced fruit and vegetables, and some imports as there are 

sporadic shortages throughout the year. As we shall see later. Iraq may both. export and 

import some varieties of fruit and vegetables in the same year. The researcher believes 

this happens because of Iraq's commitment to Its neighbouring Gulf States which 

export some of the required produce and in addition, some consumers prefer the taste of . . . 

different varieties. Howev~r. the amount involved is negligible. Table 1 shows the 

quantities exported to the neighbouring countries from 1975 to 1983, the latest 

available data at the time of the researcher's visit. It can be seen that the amount 

involved has been far from constant. For example. in 1975, 11.648 tons of vegetables 

were exported. dropping to only 5,137 tons in 1985, while fruit exports rose from 89 tons 

to 229 tons during the same period. 

The fanners first prepare the land so that the seeds can be sown. Generally 

speaking. each growing season lasts from four to five months. During this period 

farmers protect their seedlings by sheltering them from snow and other adverse 

weather conditions using local material such as wood or leaves from date palms. or, 

when the fanner is relatively richer, plastic sheets, although these are pr1m1tive 

methods. The ofllcial list of fruit and vegetable prices issued each week during 1985 

included twelve fruit and twenty vegetable varieties. The statistical abstract for 1985 
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1975 
1976 
1977 
1978 
1979 
1980 
1981 
1982 
1983 

Table 1 

Quantity of Fruit and Vegetables 
Exports and Value 1975-1983 (Tons/ID) 

Vegetables Fruits Quantity Value Quantity 

11,648 52,854 89 
40,475 211,657 99 ,',20,149' " 926,676 744 

' 20,010 .120,262 385 6,907 . 534,351 . 34' 
3,939 ,.328,394 24 
3,065:, 181,450 793 • . -
5,137 ' .. , . 

.; . ,~ 465,566 229 

Value 

1,335 
14,850 

116,100 
77,044 
3,998 " .. 
4,109 
:,767 

_ 91,001 '. I, ,---- .,' --~" .. "-; .. ". "-:-, -----.-----~- .. --- .- .. ~ ~. --- .. ,,-... -~~ .. --'. 
-L __ ~~UTce: , . :,., MinistrY of Agrtcul~e ~ Agrartan R,ef0f' E~8~~:'-'~ .. --~----~---, 

--.--~----. __ n"2". 0A. ___ ~ t r \' t' \ ""-:--

Table '2 

Area, Yield and Production of. Onions, GarUc and Potatoes 
(1981-1985) 

Cultivated Harvested 

• 

'" .. 

Area Area Yield Production 
Variety Year (00 Domun) (OODonum) Kg./Donwn (OOTon) 

Dry Onion 1981 723 . 720 2070 1496 
.1982 544 542 2082 1132 
1983 332 331 2156 716 
1984 414 410 2340 969 
1985 798 796 2189 1746 

Garlic 1981 58 58 677 39 
1982 50 50 887 44 
1983 34 34 758 26 
1984 82 80 719 59 
1985 117 117 787 92 

Potatoes 1981 215 215 4843 1041 
1982 201 201 4631 930 
1983 208 208 5036 1046 
1984 289 289 4138 1196 
1985 349 340 4253 1486 

~'--"'- '--' ~---.. ---.... -- ---:---.:.-;=_._- ----------~ _._----,.- -;'.---~- --.-.-~- ~-~----.. --. 
Source: Ministry (!)f Planning, Annual Report, 2985 , 

. , 
.. 
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shows that the cultivated areas in that year for tubers and bulbs, legumes, and vegetable 

varieties totalled, 126,400, 144,500, and 1158,0000 donums respectively, which 

together represent only 0.04 percent of the total area of 48 million donums suitable for 

agricultural cultivation throughout the country. This is in keeping with what we 

mentioned in Chapter; 4, that the area under summer cultivation is stricutly limited. 

and is even less than the 4% offiCial figure (see Tables 2, 3 and 4), while the total area 

ocupied by fruit trees was 757,000 donums, 0.02 of the total area (see Table 5). Both fruit 

and vegetables production are far below the needs of a country which has 48 m1l11on 

donums suitable for cultivation, only 2 m1lllon of which have been devoted to fruit and 

vegetables which account for 30% of total agricultural production. The grain case study 

reveals that only 26% of the total area is devoted to cereals. 

It should be noted that about 70% of vegetables are consumed fresh durillg the 

season. In the off-seaso~. dried or canned fruit and vegetables which are produced by 

synthetic methods are consumed, their prices being relatively lower than the fresh: 

varieties (seeAppendfx3&4'). Both Tables show the increased demand for fruit and 
\ ' ,\ ~.. " 

vegetables during the period 1979-1984, which indIcates an improvement in the general 

standard of living, a fact pOinted out in Chapter 4 in which reference was made to an 

increase in capita income with a resultant improvement in people's qualify of life. 

7.2.2 Marketing of Fruit and Vegables in the Local Markets 

The harvesting period for most vegetables lasts about forty days. whereas fruit pIcking 

is spread over a period of up to three . months, taking into account the deliberate policy 

of leaving the fruit on the trees as long as possible to gain a very hIgh price when fruit Is 

removed from the offiCial price list. 

FruIt, whIch has been carefully selected, Is then taken to the market. The fruit and 

vegetables such as onions, carrots and tomatoes, after washing or leaf removals, are 

usually packed in locally made baskets or gunny sacks, and transported to the , . 
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Table 3 

Area, Yield and Production of Legumes In 1985 

Cultivated Harvested 
Area Yield Production Area 

Variety (OODonum) (Kg./Donum) (00 Ton) (OODonum) 

Dry Broad Beans 244 194 48 235 
Dry String Beans 29 220 6 29 
Chick Peas 591 191 113 591 
Oats ·26 264 7 26 
Lentils 212 176 37 212 
GreenGram 343 182 63 330 

---- .... ~"- .. -.. --.---.. '-n- • ________ _ --- ------_._­..-------
. -.-~.~-- --~---' ....... ~---- ... ---,-----.. - ._-._._.-._-

. Table 4 

. Area, Yield and Production of Vegetables In 1985 

Cultivated Harveste(:l 
Area Yield Production Area 

Variety (00 Donum) (Kg./Donum) (00 Ton) (OODqnum) 

Okra 787 1852 1627 871 
Tomatoes 1910 3203 6118 1895 
Onions, Green 401 . 2570 1030 400 
Beans, Green 63 ... 1432 90 63 
Broad Beens, Green 865 1079 934 849 
Squash-Kosha • 214 2308 494 212 
Eggplant 556 4184 2325 550 
Pepper (green) 171 . 2281 390 170 , 
Green String Beans 572 1363 780 566 
Melon 1604 2708 4345 1589 
Water Melon 2186 3463 7568 2143 
Cauliflower 24 3801 91 24 
Cabbage 31 3425 105 31 
Lettuce 122 4902 601 122 
Spinach 24 2301 56 24 
Swiss Chard 82 '2184 179 82 
Carrots 45 3955 178 45 
Cucumber 1837 2233 4105 1815 

,---.--- -...... ~- ...... 

SOUTce: Ministry of Planning, Accumulative Statistics, 1985. ' 
-.~-----.--.- -.--:-'--........ -.-.---.... "'---.--- ..... ~' ---~ .... -..... -~-----------.-.-

, Table 5 

Number of Orchards and Trees by Kind In 1985 (000) 
, . 

Total Rural Urban 
No.q, Area No.q No.qf Area No.q No.qf Area No.qf 

Kind qf Culttvat10n '7h!es Donum orc:11ard.s '7h!es Donwn orc:l1ard.s Treea Donwn 0rc11arda 

Date Palms onl)' 10998 232 88015 7728 171 65358 3270 61 22657 , 
Citrus Trees o~ 217 . 739 201 . 667 18 . 72 
Palms & Citrus 3705 33 9231 2607 26 6678 1098 7 2553 
Palms & Deciduous Trees 12528 117 26078 9579 87 19253 ,2949 SO 6825 
Deciduous Trees only 41559 132 47986 36733 114 39505 4826 18 8481 
Mixed 28638 198 29814 22777 157 22389 5861 41 7425 
Foreat 27005 45 8426 22848 40 7684 4357 5 742 

Total 124650 757 210289 102273 595 161534 22377 162 48755 
,.t,. 

SOUTce: Ministry of Planning's Annual Report. 1985 381 



wholesale market. usually in or near the city centres. Thus. basic processing Is carried 

out by producers themselves. and no labour costs are involved at harvest time. Fanners 

themselves have to pay for the packaging materials and transportation. If the products 

are shifted by agents or friends. then their cOnunission is paid later from the net sale. 

But each fanner is paid according to the ntiilil)er of packs or sacks he delivers. Carriers 

may be either friends or private drivers wroking for wholesalers or middlemen to 

whom the farmer is indebted. As an official explained to the researcher. such 

wholesalers are aware of the importance of human relationshIpS. He pointed out. for 

example. the farmer may charge his breakfast against the wholesaler's account. 

It may be useful at this point to discuss how the packaging of fruit and vegetables Is 

carried out. to show the primitive methods used to bring agricultural produce to the 

wholesale market. Most of the produce Is packed without classification according to 

size. Moreover. some of the produce Is taken away in heavy sacks and piled into the 

transport vehIcles. As may be expect~d. much of the produce Is therefore damaged. 

whereas packaging the produce properly. graded according to Size. could reduce 

transprot costs. By improvising packaging standard. absolute cost would be Increased 

but because the added value, the cost per unit transported would decrease. In general, 

the produce Is not packaged properly, fruit and vegetables being transported to the 

wholesale market packed in many different ways, and the packaging procedures also 

differ from regIon to regIon, depending on the material available locally. This point 

will be emphasised in our case study, dealing with the marketing of dates. for which 

purpose palm trees provide. the raw material for packaging. This material, in fact, 

could fonn the basIs of a flOUrishing packaging industry in Iraq. The following Is a 

brief decision of the type of packaging nonnally used. 

Sacks made of wool are often used to move fruit and vegetables to retailer in the 

local markets. They are used mostly for carrying oranges, apples, eggplants, onions 
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and potatoes, that is, for the finner type of fruit and vegetables. These sacks are used 

repeatedly Without being cleaned. 

Baskets for carrying produce are usually made of woven wlllow or palm material. 

They vary in size and are shapted so that they can cany produce weighing between 35 

and 40 kg. In the Northern part of Iraq, pyramid-shaped containers are used for 

packaging all kind of fruit and vegetables. In Central and Southern Iraq these baskets 

are round or rectangular and they are used for packaging most vegetables, especially 

tomatoes. In general, these methods of packaging, espeCially since produce IS not 

classified, are not convenient and the proportion of produce that Is damaged Is quite 

conSiderable. The weight of the produce carried in each basket means that the smaller 

varieties are damaged. Smaller baskets would keep the produce In better condItions. 

some are lined inside, so that they can be used more often, so that in the course of. time, 

they are in a filthy state and Without adequate ventilation, produce kept in them for 

any length of time is badly affected. If these containers are not cleaned, the next 

produce put in them beco~es infected. Another disadvantage is that the shape of such 

containers means that available transport space is not used effectively, so that both 

transport and storage costs are increased. 

In an attempt to reduce packaging costs, farmers also use sacks made of plasUc 

netting to cany all kinds of fruIt and vegetables. Obviously, the damage caused by using 

thIs method of packaging is very conSiderable. The cost of packaging is low because this 

material is cheap, but the damage suffered by the produce outweighs this advantage. 

The researcher beUeves that farmers should be educated so that they understand that 

the packaging and transportation methods appropriate for certain kinds of produce are 

not suitable for other varieties. But farmers know that they can sell theIr whole 

conSignment, Including poor quaUty produce. A grading system would prevent retailers 

from having to sell damaged produce and conumers from being forced to buy such 

produce. 
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Recently fanners have begun to use plasUc boxes. The researcher believes that these 

plastic boxes are better than the wooden ones currently used especially if they are 

washed and the produce is properly graded. 

The wholesale markets are established by the government .. The produce Is brought 

to these centres between 5.00 a.m. and 7.00 a.m .• and is.then sold by auction to a large 

number of wholesalers. Those wholesaler usually bid for an entire consignment or a 

lorry load. The wholesalers themselves grade what they have bought in each 

consignment. then distribute the produce to the retailers. In general. if the produce has 

to be transported elsewhere. the Journey could take up to thirty-six hours before the 

produce reaches its final destination. This wa~ the case until 1974. In March 1974. 

responsibility for the marketing function was taken over by the "GEMFV". the "Gen~ral 

establishment for Marketing Fruit and Vegetables", established by the "Revolut~?nary 

Command CouncU" In an attempt to control the market. This government department 

become the sole distributor of fruit and vegetables in Iraq. with eighteen branches 

throughout the country's l{overnorates handling this function. According to the law. 

GEMFV has the authority to import what Is necessary. In other words. to close the gap 

between demand and supply by importing as required. Being administered by the 

Ministry of "Agriculture and Agriar1an Refonn", it has no profit-making obJective. 

The present government's aim Is to Increase the availability of fruit and vegetables 

for consumers. Thus. its Involvement In marketing and distribution has become a 

critical element in solving the food problem. Important factors affecting the 

avaUability of food are populaUon growth. migration fonn rural to urban areas, and 

rising Income levels. The demand for fruit and vegetables has increased considerably, 

particularly Since the large increase In oil revenue. all of which Is providing 

opportunities for increasing production at home and importing from abroad. As rising 

demand pushes prices up. farmers have a greater incentive to Increase production. 

However. agricultural output has remained almost constantly or. even below the. 
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demand level. and given the seasonal fluctuations which occur as a result of changes in 

weather conditions. this has exacerbated the problem. also adversely affectlng the food 

1ndusby. All of these factors apply to Iraq. and the successive steps taken by GEMFV 

have failed to overcome the problems in the fruit and vegetable market. This supports 

two parts of our hypothesis. namely. that the main factors affecting the food industry 

suppUes and the subsequent state of marketing are rising Income levels and the 

migration of rural people to urban areas. 

Transportlng produce to the wholesale market has contlnued to be carried out just 

as it was before GEMFV was established. The transportation charges seem to be too 

high. The ,cost estimated by the researcher following his meetings with offiCials Is 1010 

per ton for transportlng the produce a dlstanc:e of ten lan. from the production areas to 

the regional wholesale markets irrespective of type of product. When the prod\lce Is 

deUvered by a private carrier known to the farmer, the latter IS responsible for 

collectlng the payment for goods purchased and for returning the empty boxes or sacks 

to be used for other consignments. Little attention is paid by farmers to washing or 

otherwise cleaning such containers. since they know that their produce will be bought 

irrespective of the packaging conditions. which so often make the produce filthy. 

In each governorate there Is a wholesale market, and in Baghdad. there are three. 

sited 1n three different locations. at the ma1n entrances to the Capital. All of these 

markets are supervised by the government. Each has a number of offices for receiving 

the produce from farmers for which facility 2% of the total value of the consignment Is 

charged by private dealers. In each office there is a wholesale merchant who in turn 

sells the produce to the retailers. These offices are operated mainly by the private sector 

and only to a Isfght extent by the public sector which 1mplemen~s the government 

pOlicy of buying produce directly from farmers. The private offices are hired from the 

authOrities on a yearly basis. The public officies charge farmers 4% of the total 

consignment value. Consequently. farmers are very reluctant to sell to these officies 
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and only use these offices when their produce Is not bought by private officles. It Is 

clear. therefore. that these offices do not operate efficiently. their share of the 

marketing being derived from the output of cooperatives whole produce is then disposed 

of in shops which are also run by the public sector. One may. therefore conclude that 

the wealmess in the marketing system associated with government intelVention is that 

it is based on the wrong principles. which will be discussed later in more detail. 

As the lots auctioned tend to be large. the retaller Is often uanble to buy what he 

wants since retall units are usually small-scale buSInesses offering a l1m1ted variety of 

products. Retailers are responsible for transporting the produce they buy to their shops. 

which are usually open from 8.00 a.m. to 9.00 p.m. They normally work alone, or with 

their sons. asking for a neighbour's assistance only when there is some special Job to be 

done such as unloading the conSignment. or when a personal undertaking has .• to be 

completed. These shops are rented from the local authority on a yearly basis, so that a 

licence signed by a council official has to be renewed every year. Their shops are located 

on either side of a narrow ~treet used for shopping purposes. These streets are filled 

with litter 'by the end of the day. The local government authority searches the market 

dUring the day to prevent unlicenced retailers or hawkers from displaying their fruit 

and vegetables on the pavement or peddling their wares from a cart. Retailers always 

prefer to sell the best quality of fruits to their regular customers. The prices usually 

remain constant from the start of business until four o'clock in the afternoon. 

Thereafter, they dispose of any unsold produce at reduced prices. partly because It Is 

usually of the poorest quality. and partly because they wish to go home and report the 

day's earnings and then prepare themselves for returning to work the following 

mOrning. The convenience provided by retail shops and the low income of the 

consumers and the existence of refrigeration facUities enable retail bUSiness to sulVive. 

But also there are other social reasons which encourage consumers to patronise small 

neighbourhood shops. Such shops are small centres of traditional culture affected by 
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external control. Society in Iraq is characterised by the family unit and small. close­

knit communities. In general these social conditions have an effect on modem urban 

life. Thus any thing that threatens to undermine or change that social structure is 

llkely to be resisted. 

These attitudes are vety Significant for the survival of the small retail shops. which 

help the consumer in two ways. First. the consumer With a low income is able to make 

better use of his money since he cannot buy in bulk. and secondly. the organisational 

pattern of the consumer's social life is preselVed and strengthened. For example. when 

a housewife makes her daily shopping. trip. she meets her neighbour and in general. the 

environment of the neIghbourhood shop is friendly. In other words. the small shop 

provides consumers with an opportunity to meet other members of the community to 

which they belong. However. the Iraqi consumer does not Ignore eC01)omic 

considerations. In fact. a considerable proportion of the migrants to urban areas enter 

universities in an attempt to improve the quality of life. This leads us to assess the 

success of the supennar~ets which the government has contemplated to spread 

experimentally on a Wide level throughout the country. Although this issue is not 

central to our study area. the researcher mentions this point of view as a suggestion for 

further study. 

In Iraq. summer Is the season for vegetables and winter Is the season for fruit. 

Accordingly. fewer vegetables are grown In winter. and therefore they are more 

expensive. According to the available official data. prices can increase by as much as 

seventy percent. It is estimated that primitive handling. Inadequate services. bad 

weather conditions. damage and wastage account for up to thirty percent of the price 

differences. 

EnsUring that retafiers sell produce at appropriate prices is the most vital problem 

encountered by both consumers and government offiCials. There is a clash between the 

OffiCials' wish to protect the consumer through price stabflisation. and the retailers' 
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wish to achieve high profits. For both retailers and fanners, high prices constitute a 

successful market and this is the main problem of marketing in the long run. But the 

researcher believes that the absence of effective price control is the crux of the problem. 

Without such a policy,. both parties try to use the market situation to suit their own 

interests, thereby making the consumer's position more vulnerable. Price control 

might ensure that both producers and consumers receive fairer treatment. 

Despite the price increases of the last twelve years, retailers probably retain less 

than 40% of the prices paid by the consumers, although the latter sUll complain that 

these are too high. When prices double profits also increase. Based on studies by the 

"Higher Agricultural CouncU" relating to profits in the retail market in the Capital, 

Baghdad. Table 6 shows retaUers' profits on a number of important items for the 

country as a whole. However, the researcher believes that these figures do not show that .. 
profits at the retaU level are too high, bearing in mind that the number of retailers is 

over 3,000. Moreover in view of the differences between wholesale and retail prices, 

one may judge that the pr,?fit margin for an individual retailer is not great, especialy 

since the retailer is responsible for transport costs and other overhead expenses. To 

prOvide an acccurate and comprehensive picture, the researcher obtained a list of 

wholesale and retail prices for December 1984, 1985 and 1986. These prices are shown 

in Table 7. The differences between the two prices for the available fruit and vegetables 

ranged from 10-20% in those three years which is a surprisingly low figure. Production 

costs increased considerably by between 20-30% during the same period.6 Thus 

bUSiness operations seem to have become less profitable so that retaUers found it 

necessary to resort to unoffiCial prices. The situation is Similar in other governorates. 

Table 8, for example, shows the avaUable wholesale and retail prices of crops in the 

Diyala governorate in Central Iraq in December 1986. The percentage differences 

between these prices are also 10-20%. 

388 



Table 6 

Retail Profit In 1985 - Various Fruits and Vegetables 

Total Profit Quantity Sold ProjU Per 
Variety (ID) (000 Tons) Ton aD) 

Potatoes 900 45 20 
Melon 1644 247 6 
Cucumber. 4368 91 48 
Tomatoes 6825 273 25 
Okra 1976 26 76 
Eggplant 4116 49 84 
Kosha 1900 19 100 
Big Beans ' 1218 29 42 
Dried Onion 5700 57 100 
Pepper 900 9 100 

,- , 

ReferenCe:' '. . . Ministry of Agriculture and Agrarian Reform, RAC. Study No. 208. 
, 
\ 

_;' ':,' March, 1974, 1985. 
, " 

= 
-_ .. ------ ~--.--~-- --- ----- -.- ... ----."---.--~--~- ... ---.. ------ .. ---------___ .,_. __ .. --

Table 7 

Wholesale and RetaU Prices of lome Agricultural Commodities 
1984-1987 (Fils. Kg.) 

1984 1985 1986 
Commodity Wholesale RetaU Wholesale RetaU Wholesale Ri!taU 

Tomatoes 470 550 400 460 400 460 
Potatoes 210 250 210 250 250 300 
Dried Onion 250 300 200 250 250 350 
Cucumber 350 400 480 550 300 350 
Eggplant 300 350 150 200 300 350 
Pepper 350 400 380 450 300 350 
Grapes 670 750 700 800 700 800 
Pomegranate 430 500 430 500 300 350 
Lemon 600 700 480 550 900 1000 
Oranges 600 650 650 700 470 550 
Sweet Grapes ,470 550 550 650 550 650 
Apple .. .' 500 600· 500 600 ,400 500 . , , 

Source: Ministry Q/.Agrlculture, 1986. . . • .0._."_------ . ___ .. 0,"'."' __ '" ........ ~ .. ' .... _____ --.-, .... . , 
Table 8 

Wholesale and Retail Prices In 
Dlyala Governorate, December 1986 (Flls./Kg.) 

Commodity Wholesale RetaU 

Dried Onion 300 350 
Cucumber 230 280 
Pepper· 200 250 
Potatoes 250 300 
Okra 340 400 
Grapes 520 600 
Apple 320 400 
Pomegranate 280 330 
Orange 520 600 
Sweet Lemon 420 500 

Sources: Ministry of Agrlculture _ and Agrarian Reform, Annual Report. 1986. 
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The researcher believes that price differentials are fally simUar from year to year 

which suggests that in any given year, prices may be set by adding a small percentage to 

the previous year's prices. Moreover, since prices are approximately the same in 

different governorates, there is no incentive for farmers to dispose of their products in 

other markets because of the additional transport costs involved. According to the 

above figures, retaUers in most cases retain much less than 40% of the prices paid by 

consumers. Any extra profit is gained by middlemen or wholesalers. The large number 

of wholesalers in the market is a reflection of the high level of profit to be gained. 

Wholesalers can jointly ensure that prices paid to farmers are reduced whUe those paid 

by retaUers are increased so that eventually the consumers suffer. They are able to cio 

this even though they cannot afford to make purchases every day because they operate 

on the cartel principle. One offiCial admitted that an unoffiCIal wholesale ntarket 

exists due to wealmess in the offiCial control system. From conversation with various 

respondents, the researcher estimates that the turnover by a one-man retail business is 

about ID20 a day. Although the profit margin retaUers or wholesalers make is not a 

main concern of this study, the researcher believes that unoffiCial prices prevail in the 

market for many reasons. One factor, whIch we mentioned in the previous subsection. 

is the absence of an effective, officIal pricing polley. Another important reason, the 

most important in the researcher's op1n1on, is the grading problem. The two prices 

imposed by the authority are related to the size and the quality of the produce on offer. 

But in actual practice, devIation from the officIal prices can be introduced through 

manipulation within the two classifications. The researcher bases his statement on 

the fact that retailers usually keep the largest and highest quality products for their 

speCial customers who are prepared to pay a higher price for good quality, whUe most 

consumers are offered poorer quality produce at the offiCial prices. Top quality items 

are usually kept under the counter, the remainder being displayed openly, or offered at 

the two offiCial prices. From discussIons with offiCials and reports presented by 
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government inspectors, the researcher has concluded that unofficial prices at retaU 

elvel are higher than the prices set by the authorities, and that manipulation of the 

grading system is responsible for these differences. In effect, therefore, the official 

price policy cannot be implemented effectively. A study of the list of official prices 

suggests that these prices are set to provide a slightly higher profit margin than was 

avaUable during the corresponding period of the previous year. Thus, prices are set in a 

rigid fashion, they are unrealistic and they do not take into account increased costs of 

cultivation, transportation, packaging and so on. All these factors affect the market 

Situation so that consumers' interests are not served. Other factors that cause prices to 

be high are the increase in per capita income and the degree of elastiCity relating to the 

provision of agricultural produce. Consumers are prep~red to pay more for good quality 

produce, despite being aware of the offiCial prices. 

In the Capital, Baghdad, there are three main collecting stations where processing. 

standardisation and weighing of fruit ad vegetables take place before they are 

auctioned. Bidding is usually for a lony load and payment is made in cash. The sl,larp 

decline in productivity during the last thirteen years led the government to extend Its 

intervention in the argricultural marketing sector. Tables 9 and 10 show the quantities 

ofvartous vegetables and fruit respectively from 1979 to 1984. Table 11 shows the value 

and quantities of fruit and vegetables imported during the period 1980-1984. Despite 

the government's desire to curb imports. the figures indicate that Iraq spent a huge 

amount of foreign exchange to ensure that an adequate supply of fruit and vegetables 

was available in the local market as the level of agricultural production declined. The 

statistics also show that imports of fruIt and vegetables rose from 603,853 tons in 1973 

to about one and a half mUlion tons in 1976. As domestic production fails to satiCy 

demand. the government is forced to increase the level of imports. 

There Is no competition between foreIgn and domestic products in terms of 

avaUabUity since the level of local production do~s not meet existing demand. But 
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Table 9 

Quantity of Vegetables Imported. 1979-1984 (Tons) 

YEAR 
Commodity 1979 1980 1981 1982 1983 1984 

Potatoes 3162 17819 13646 31407 6918 5765 
Tomatoes 1297 10672 18344 3180 - -
Dried Onion 405 2594 3784 36151 4055 3541 
Garlic 179 72 - 425 20 -
Eggplant 681 576 . ,_ .-1924 1415 - -
Kosha 1049 r: 12031 2436 1408 - -
Beans, Green 385 ' 292 .' 179 - - -
Pepper. Green 430 709 . ·,335 365 - .' -
Cucumber. 303 367 . 2094 1694 - . -
Total 7891. 34304 .. 42742 76045 10993 ' 9306 
... . - .. . \ 

- __ ~t._ -." .• -:-;.-., ... ___ , •. _.'" •. _ .... ~ •. _.-' .• "M._._: ___ . 

.. ,SouTce: Ministry of Agricultu.r~ and Agrarian Reform Annual Report,' 1984. ' 

__ :: _____ , __ ,_ .. _____ ,~_ _: __ "~~,~~J!_-~\:. <':.\\J \', . ,J' .. J .. __ ~_. _____ . 

Table 10 

Quantity of Fruits Imported. 1979-1984 (Tons) 
, . 

YEAR 
Commodity 1979 1980 1981 1982 19«3 1984 

" 

Apples 63372 91380 98006 ' 83294 3710 No Import 
Bananas 29728 38227 4967 . - -
Oranges 3668 46058 58233 31600 340 
Lemon 3097 5018 .. 2552 1083 
Grapes 2926 10535 2841 1431 
Peach 396 . 8717 3056 3938 
AprIcots 237 320 - -
Total 103424 ~OO255 169655 121346 4050 -
Source: Ministry of Agriculture and Agrarian Reform Annual Report, 1984. 

-. -,. ~ - .... - - "'""._- - k _~ __ _ .~ __ • n ~ _ ••• 

Crops 

Vegetables 

Fruits 

Total 

---- .... _----

Table 11 

Quantity of Fruit and Vegetables Import (000 Tons) and 
Value (OOOID). 1980-1984 

1980 1981 1982 1983 
Q V Q V Q V Q V 

34.3 5.201 42.0 5.162 76.0 6.080 11.0 650.0 

200.2 39.000 170.0 25.6 121.0 24.600 4.0 518.0 

234.5 44.201 212.0 30.6 197.0 30.680 15.0 1168.0 

----------.---- --~- --~--~-- -- --. 
Source: The Ministry of Agriculture ~~~R~;~~:~9~4. -- --------- .. 

392 

1984 
Q V 

9.3 51.3 

9.3 51.3 



when both varieties are available in the market. most consumers prefer the foreign 

products. particularly fruit. due to the efficient system of grading and they are 

threrefore prepared to pay the higher prices charged for imported commodities. 

Moreover. most Iraqis believe that the quality of imported canned foods is better than 

that of local produce, although local firms engaged in the canning industry endeavour 

to ensure that their products conform to the standards achieved by imports. Towards 

this end. the "State Enterprise for Canning" required more vegetables for off-peack 

season consumption than are available in the peak season. thereby reduCing the supply 
, 

of lOCally produced vegetables for the population at large. This stiuation is in keeping 

With the account provided earlier of the limited extent to whcih local industry depends 

to a very great extent on domestic production for the raw materials required for their 

processing activities. 

" Table 12, for example. shows the quantities of locally-produced tomatoes used for 

making tomato paste from 1980 to 1984. The average amount was only fifteen percent 

which indicates the poor qauality of the domestic product. This percentage should be 

quadrupled by increasing the quantity and improving the quality of domestic 

productIon in Iraq. This would strengthen the competitive position of the canned food 

industry and extend its market potential. The food processing industry would in turn 

provide a Wider market for local agricultural produce which would enable the industry 

to maintain continuous production. Therefore. the canning industry has become a key 

factor affecting marketing operations in fruit and vegetables throughout the country. 

Table 13 shows the quantities of various agricultural products which are supplied for 

canning purposes. The Table shows that some local varieties are not used because the 

supply is inadequate. As a result. the capacity of the food processing industry is under­

·utilised. 

There is a distinct lack of the technical knowledge required relating to the handling 

of agricultural products during the delivery process. Produce is loaded and unloaded by 
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throwing it on and off lomes so that some of it is damaged. About 70% of the produce 

sold in the market is of poor quality and unprocessed, and in the hot summer and cold 

winter seasons .. the situation is exacerbated, and between 25% and 30% of the produce is 

lost completely. These percentages are based on the researcher's own observation and 

information obtained during the interviews he conducted. Thus, cooperation between' 

the government, farmers, and processing firms' is required. . It is essential that the 

marketing system should be improved to reduce~he amount of damage caused by 
\. 

inefficient methods. This could be achieved if the authorities ensured that appropriate 

equipment was 'used for handUng the produce in the wholesale markets . 
. ----.- .. -.-----.------.-.~-...----

--_._-----
.-----.---.-".---.---.--~--.~-- -... < - ... ~-.- •• -.- •• ~~----- •• ,.-.-.,,---.~ .. ~ -~ •• --- .. _--_. 

. Table 12 
._-----_._ .. _-.. 

Volume of Tomatoes Processed for Paste (Tons), 1980-1984 
'" ~ 

Year 
Quantity Used of 
Tomatoes 

Quantity of 
Tomato Paste 

Paste as 96 
by Volume 

1980 
1981 
1982 
1983 
1984 

Total 

41628 
46083 
29299 

1593 
44439 

163042 

5947 • 
7180 
4046 

277 
6180 

23630 

Source: 'The Ministry of Agriculture Annual Report, 1984. 

Table 13 

Industrial Demand for Fruit and :Vegetables Production 
1976-1983 (Tons) 

YEAR 
Variety 1976 1977 1978 1979 1198) 1981 1982 

Tomatoes 42296 8883 60244 49025 41628 46083 29300 
Big Beans 211 45 340 291 676 107 33 
EggI:1ant . 36 568 309 175 791 69 229 
Apr cot '38 21 . . 20 20 . 
Beet-Mosul 24392 44888 46180 17416 21246 12631 5767 
Beet-Su!ymanla . 21875 10722 14334 9113 . . 
Beet-Maysan 126342 126837 200653 230814 289983 14776 1110304 

.:.--- ..... ~------------ -------.----------~ ... ---.~ .. ,------~-:---'-.----

SOurce: The Ministry of Agriculture Annual Report. 1984. 
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The grading process itself represents the first of the stages by means of which 

wholesalers and retailers can Circumvent the purpose of the offiCial pricing list. 

Grading is undertaken either by the farmers or by middlemen who first select the top 

quality produce. and then grade the rest Into first and second class categories. The best 

produce is usually sold through unofficial channels at high prices. The rest. whcih is 

disposed of through official channels is transported to the wholesale markets. Farmers 

or middlemen pack the produce in sacks or plastic boxes. with containers holding the 

best produce on top. covering the poor quality products. in order to impress buyers. 

hoping thereby to sell at higher prices. This is a primitive grading system as that price 

cdntrol cannot be implemented effectively. The above practices are usually pursued in 

relation to fruit and vegetables rather than other produce such as grain or dates. The 
II' ., 

grading in effect usually involves simply dividing available produce into two lots 

according to Size. and this is normaly carried out on the farm. Moreover. when 

retailers buy the produce. they Will grade their purchases to suit their own interests so . 
that they can ignore the offiCial prices. The retailer will select the best produce and seU 

it at unoffiCial prices for his regular customers. He then sells much of what is left at 

first class prices and he may also sell damaged produce at second class prices. Thus 

grading is a means by which people involved in the distribution process achieve a high 

level of sales, thereby increasing their profit. especially in the case of fruit and 

vegetables. when the demand is elastic. The government introduced some measures in 

an attempt to control the grading system so that price regulations at both retail and 

wholesale levels would be observed. But these had little effect on the private sector. so 

that high wholesale and retail margins still prevailed. 

It appears that grading is based on only two factors. namely quality and size. In the 

case of grains. there are no ciear criteria for grading the crops. Thus both wholesalers 

and retailers of fruit and vegetables ~3:ve a marketing monopoly. esrecially in remote 

areas. which leads to exploitation and market speculation. and wholesalers have 
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become the most powerful link in the marketing channel. As we demonstrated earlier 

in this Chapter, wholesalers have a strong influence over farmers, largely because 

farmers are unfamiliar with market conditions, a situation which also applies to 

marketers in t~e public sector. The researcher believes that what is required to 

overcome this problem is a thorough study of marketing conditions in terms of product 

availability, demand and supply. Such a study should be undertaken as a matter of 

urgency by people who are lmowledgeable in the field of agriculture and pricing policIes. 

The gracUng and pricing systems, as currently operated, are not effective. The pricing 

1-' 
mechanism was discussed in greater detail in Chapter6~ . 

The exercise moreeffectlve control over vital supplies, the "Baghdad 

Administration For Marketing Fruit and Vegetables (BAMFV) was estB:blished by the 

Revolutionary Command Counci, by Decree Number 6 in 1969, to operate as Rart of 

"CEMFV". Its function is the marketing in Baghdad of locally-produced or imported 

fruit and vegetables. Baghdad, which is the CapItal, and the largest cIty in Iraq, had an 

estimated population of ab9ut 5 million in 1985. The "BAMFV" Is the main branch of 

the "CEMFV" throughout the country, but the lack of skills and managerial experience 

in this organisation has created addItional chaos in the marketing system, as an 

additional administrative tier has been established, thereby Increasing the cost of 

dIstribution. Accordingly, the department dId not achIeve the government's objective. 

Moreover, inaccurate assessment of the demand in the capItal caused many problems. 

For example, certain items were unavailable in the local market as the authorities 

restricted imports. As a result, people were deprived of such produce and subsequent 

measures such as obtaining supplies from other governorates exacerbated the problem. 

Table 14 shows the anticIpated demand for fruit in Baghdad, and Table 15 shows the 

anticIpated demand for certain vegetables in the same city during the period 1980-1989. 

The difference bet~een estimates and actual demand Is clear. For example, Table ° 14 

Shows the anticipated demand by the BAMFV for fruIt ~ Baghdad, and Table 16 shows 
. . 

• 
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The Year 

1980 ' 
1981 
1982 
1983 
1984 
1985 
1986 
1987 
1988 
1989 

Table 14 

Antlclpated Demand for Fruit In Baghdad 
Only from 1980 to 1989 (Tons) 

Quantity 

.63,223 
·63,551 

·· .. ·63.788 
64,051 
64,322 

' .. 64.634 
64,857 
65,080 

.65,303 
65,526 

Quanttty at 
National 
Level 

113,000 
94.700 
92,200 

175.600 
202,300 
185,400 
201,000 
216,000 

, 223,000 
. 230.000 

Ratto to 
Total 

55 
67 
69 . 
36 
32 
35 
32 
30 
29 
28 ._.-!---- ._\ 

/-~-;--- ~~~try-;;:;i~~;';~~~~.1~6::':::-;;. '~~: \. ,,~':c, 

-~--------

COmmodity 

Tomatoes 
Okra 
Egg~ant 
Kos 
Beans 
Peppers 
Onion 
GarUc 
Spinach 
Beet 
Carrot 
Lettuce 
Potatoes 
Cucumber 
Water Melon . 

Anticipated Demand for Certain Vegetables 
In Baghdad until 1989 (Tons) 

YEAR .. 
1980 1981 1982 1983 1984 1985 1986 . J9Sl 

8301 8881 9504 10169 10881 11642' 12142 12640 
951 1081 1089 1165 1247 1334 1434 1449 

1211 1296 1387 1484 1588 1699 1750 1830 
649 695 743 796 851 911 960 1050 

1647 1660 1885 2017 2157 2810 3000 3200 
419 447 479 512 548 587 610 650 

3621 3874 4145 4435 4747 6079 5279 5679 
120 128 137 148 167 169 180 185 

1260 1349 1443 1545 1652 1769 1870 . 1970 
355 380 406 435 466 502 532 560 
200 214 229 245 262 281 300 320 
402 430 461 493 527 564 594 620 

8176 8749 9361 10016' 10717 11467 12067 12660 
1972 2110 2258 2416 2584 2766 2800 2900 

44728 47859 51209 54794 58629 62733 63000 63300 

1988 

12840 
1550 
1900 
1120 
3350 
680 

5979 
195 

2070 
600 
340 
660 

13060 
3100 

64000 

~ .. 

SOUTce: Ministry of Agriculture and Agrarian Reform. Study of Wholesale Trade 
Market Feb~. 1980.p.60. 
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13040 
1650 
1910 
1170 
3500 
720 

6500 
205 

2370 
640 
360 
710 

13660 
3400 

64500 



Table 16 

Anticipated Demand for Certain Vegetables In Baghdad 
Until 1989 (Tons) 

YEAR 
Commodity 1980 1982 1985 1986 1987 1988 

Tomatoes 8,301 9,504 11,642 12,342 13,007 13,730 
Okra 951 "1,089 1,334 2,154 2,854 3,804 
Eggplant 1,211 1,387 1,699 1,809 1.913 2.016 
Kosha ,,649 743 911 1.051 1.103 1.253 
Beans 1.647 1.885 2.810 3.550 .3.690 3.870 
Pepper ' . 419 479 587 527 563 595 
Onion " " 3.621 4.145 5,079 5.411 5.721 5.992 
Garlic " 120 137 169 181 190 201 
Spinach 1.260 1.443 1.769 1.883 1.980 ".2,083 
Beet 355 406 502 538 ' 569 585 
Carrot 200 : 229 281 300 345 363 
Lettuce 402 461 564 601 662 .717 
Potatoes " 8.176 9.361 11.467 12,217 12.981 13,593 
Cucumber 1.972 2.258 2.766 2.948 3.116 3,264 
Water Melon 44.728 51.209 62.733 66.833 70.430 74.265 

1989 

14,260 
4,804 
2.126 
1.303 
3.900 

625 
'6.245 

218 
2.173 

611 
377 

,769 
14.166 
3.402 

77.865 

Source: Mintstry of Agriculture & Agrarian Reform. Study of Wholesale Trade 
Market. Februmy 1980. p. 60. . 

, ' .....• ~.--- . -."._»--- <.- --- ._¥ ~',"-..,.' .,- - ,-. .,.-'-. --. - ---.--.-~-. ---_. 

the anticipated demand by other departments concerned with planning In the same city 

during the petlod 1980-1989. The difference between those estimates Is clear. For 

example Table 14 shows that quantities required In 1989 are 65.526 whereas in Table 

~6. the antiCipated demand for the same period is of over 96,000 tons. 

Serious mistakes of this kind have created unexpected problems in recent years. 

Above all. from the avaUable data It can be seen that the quantities imported in 1980 

represent only 5001b of the amount required for consumption in the capital only. When 

domestld production is not suffiCient for the whole country. any under-estimation of 

the amount to be imported makes the problem even worse. The above discussion shows 

that BAMFV has not been successful. and It has been costly to operate. Accordingly. It Is 

reasonable to propose that It should no longer be permitted to operate. In fact. the 

problems associated with this organisation are the same as those affecting the 
-

marketing system as a whole. 

398 



The GEMFV assumed responsibllity for distributing locally produced or imported 

fruit and vegetables throughout the country, so that the government was directly 

involved in marketing, in an attempt taken to make fruit and vegetables available in 

the market at cheaper prices, especially for the poor and the medium-income earners 

who represent most of the population. 

Shops were opened near the reSidential areas, so that their customers are for the 

most part. people who live in these areas. .The rich tend not to patronise these shops 

preferring to buy even at higher prices from retailers in the market, rather thanjoin a 

queue. Their neighbours hardly ever seen them using the shops established by the 

authOrities. Some of the advantages of s1!opping in these govenunent shops are that the 

offiCial prices are charged and customers may find varieties that are not available in 

the local market as the govenrment imports them and sells them at a lower price than 

the local market would charge. In general. these shops are trusted to a greater~ent 
, . 

than the markets. By and large, as a final consmer, the researcher believes that a 

dedision to use these shops Is based on the acceptance of certain factors which, as 

Indicated above. include the fact that they are convenient: they provide a wider variety 

of products; With government help, they fulfil their intended role of making goods 

freely available: and above all. the prtces charged suit most shoppers whose l1mited 

means prevent them from shopping elsewhere. In the first instance, both consumers 

and government offiCials believed that these shops would become increasingly useful 

and more competitive. But later, it was r~alised that this was not likely to happen as a 

number of problems caused consumers to adopt negative attitudes and complaints 

against GEMFV's management arose Within a short time. The researcher believes that 

many reasons contributed to the fallure of this experiment, the disadvantages of which 

outweighed its advantages. The first problem that arose related to the administration 

of these shop functions. Officials employed in them are civil servants with no previous 

experience of selling and marketing. Thus consumers have to wait more than two hours 

to get their restricted allocation since rationing is usualy practised in these shops. 
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Sometimes shoppers fall to obtain the products they wish to buy since, after a long wait, 

they find that the products are sold out. Such organisational weakness may lead to 

shoppers buying elsewhere to avoid the. t1n;l.e-consuming procedures. Moreover, 

shoppers are not allowed to choose the quality they want and their allocation consists 

of a mixture of good and poor quality products. Further, the proportion of poor quality 

'goods may be excessive if the whole consigrunent originally brought contains a high 

percentage of damaged produce. The inappropriate product m1:iC1ng and qualities Is a 

second reason. Thirdly. cC?nsumers may be forced to buy varieties other than those they 

Wish to purchase. Generally, these shops have lost consumers' support. Yet such 

support. which is vital. can only be generated through a consistent policy of consumer 

orientation, which would help to resolve the planning problems caused by the various 

conflicting goals' of the public sector.7 The sucess of thls experiment, in terms of its 

proposed objectives, could be achieved by taking note of the pOints referred tolotn the 

above discussion. The most basic need is to provide sound management in order to 

ensure that these shops are so organised that they stock an adequate supply of various 

products. the quality of which enables the shops to compete effectively with private , 

retailers in the local market. To do thiS. appropriate market research ,must be devoted 

to identifying consumers' needs and wants. High quality and relatively cheaper prices 

would create deSirable shopping envirorunents for the sale ofbaslc products. Pursuing 

such a strategy would produce positive resu~ts in the long run. Thus. public sector 

managment must pursue a clearly defined policy, set realistic objectives and employ 

appropriate methods to achieve them. By pursuing such a policy, the gap between 

government aims and the needs of various income groups would be narrowed. This in 

itself would present an important change of strategy. To effect such a change, research 

would have to be undertaken by management at headquarters where decisions are 

made. Effectively implemented. the above policy would have Significant socIal and 

political implications, by providing more effiCient channels of distribution and 
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increasing competitiveness. The researcher believes that a review of the authority's 

activities along these lines would in the long run lead to the adoption of the marketing 

concept by the public sector as a result of which it would become consumer-oriented. 

The researcher also believes that one of the main reasons for the fallure of these 

shops is inadequate lmowledge of people's buying habits and attitudes. Most shoppers 

are housewives, and we mentioned that sales of fresh fruit and vegetables, especially 

.' vegetables, are ~haracterlsed by a high demand, during the season and further, the 

demand for local produce is higher than for imported produce. For example, 

houseWives believe that local tomatoes have a better flavour and colour, they look 

fresher With their bI1ght green stalks and they have an attractive minty smell, so that 

they can be used as a main course or as a colourful garnish for most other meals. 

Housewives prefer to select tomatoes themselves but the usual practice in these shops is 
. . ~ 

to pay attention to quantity rather than quality, and the housewives believe that shop 

assistants do not always give satisfactory service in terms of size and colour. Local 

tomatoes are still preferred even when imported ones have an attractive colour, look 

fresh and are cheaper than'domestic varieties, which are regarded as giving better value 

for money. Thus greater attention must be paid to grading such produce in terms of 

quality, colour and size, including produce from other countries, particularly Jordan 

and Spain. Confidence in the local produce should be maintained and farmers should 

make strenuous efforts to establish, with government help, a system for effectively 

controlling grading standards which will ensure that produce is provided to meet 

consumers' wants. This can be ~chleved by adopting the marketing concept. 

A final comment on these offiCial stores, is that the bottlenecks encountered in 

attempting to provide consumers with local agricultural produce are simllar to those 

, experienced in the local market. The policy these stores pursue of produce at offiCial 

prices makes it difficult for them to obtain domestic produce. Thus It Is mainly 

imported varieties that are sold in these shops. In this context, the offiCial pricing 
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pollcy aims to reflect differences in product quality and seasonal variations In supply. 

It is intended that this pollcy should provide an Incentive for fanners to grow some 

varieties out of season by using glass or plasUc sheets. Officials supported the 

researcher's view that any initiative must start at the fann. One of them said "By this 

step we shall deal with the causes, not the results". He meant that objectives will not be 

achieved if the pollcy pursued is not formulate~ on a sound basis. PrIces, for example, 

should reflect differences in quallty to a greater extent. This would be even more 

effective for fanners within easy access to higher Income urban areas where consumers 

are prepared to pay for better quality. Moreover. price stab1l1sation can be achieved 

more easily as supplied Increase. Achievement of the government's aim to provide 

parity in respect of consumer pricesB would be brought nearer and a balacne would be 

struck between the interest of producers, consumers and the government. ,Setting a fair 

pric~. in the researcher's opinion, would involve gradually raising the prices of .. 
agricultural products in relation to the cost of inputs and the distribution of products to 

consumers. 

7.2.3 Fruit and Vegetables Storage Facllltles 

The disposal of produce by farmers immediately after harvesting. even at low prices, is 

due to their need to obtain the cash required to repay their loans or due to their 

inability to keep their produce for a long time since it deteriorates rapidly. On the other 

hand, if a fanner can store his produce. this will increase his ability to repay his loans 

as he will be able to sell his produce at higher prices. In this context. and In Iraq in 

particular, such facUities are public sector property, thus the Situation is different for 

the OEMFV. Its abUity to d1~pose of the agricultural produce bought from fanners or 

imported from abroad is not affected by finanCial problems. but on the other hand, its 

activities are affected by the absence of adequate storage facilities. Thus. due to the 

shortage of such basic infrastructures. this government department is unable to store 
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the agricultural output until the off-peak season. Available statistics support the above 

statement. In 1978, for example, It was anticipated that production would reach 40,000 

tons whereas the avaUable storage capacity was only 20,000 tons, increasing to no more 

than 22,300 tons In 1980. In 1983, 197,391 tons oHrolt and vegetables was imported, 

consisting of 76.045 tons ofvegegables and 121.346 tons of fruits. Even tfwe discount 

the 84.408 tons in 1983. the availab1l1ty of storage fac1l1ties Is stlll well below the 

required level. Storage fac1l1ties were expected to total 38.000 tons in 1986 .. TIl.e 

planned storage capacity for each governorate is shown in Table 17.. From his 

discussion withomcials, the researcher learned that total storage capacity would 

increase to 52,000 tons in 1987 and 76,000 tons in 1988. The amont of capital for 

increasing storage ,facilities is inadequate and further positive measures must be taken 

by the government in order to develop the national economy. One official point~.d out 

that cold stores to a capacity of 14,400 tons were not operating so that this figure has to 

.~---------------------. 

.... ---." ... ~------­------

Covernorate 

Basrah 
Nineveh 
Babylon 
Baghdad 

Total 

------.. _----

Table 17 

'Storage FacUlties In 1986 
.. "". 

Storage Centres 

1 
1 
1 

10 

13 

Source: 
. Ministry oj Agriculture, 1986 • 

• " ••• -.----- •• _ ..... - •• ~ ••• ~ ........ __ ...... _. _0-." •••••••• 
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Capacity (Tons) 

6.000 
6,000 
6,000 

20,000 

38.000 

.. 
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be deducted from the proposed 1987 available capacity of 52,000 tons,leaVing a total of 

only 37,100 tons, 

According to these figures, and information gained during inteIV1ews, the planned 

increase in modem storage capacities is expected not only to m1n1m1se the losses but 
" 

also to lead to increased production throughout the country. In Chapter ~ we pointed 
~., 

out thahone of the many factors. affecting the price of the agricultural produce Is the 

availability of cold storage.facllities. 

The above discussion, based on statistical information, shows that the ability of 

GEMFV to manipulate" prices Is minimal since. msufficlent storage capaCity prevents 

the department from storing agrlculturalilpl'oducenror long periods, This problem 

appears to be deep-rooted. For example, hundreds of tons of tomatoes have often had to 

be burned due to inadequate facilities in the local market. One may ask wh:9'. such 

quantities are not sent to the industrial sector, for processing and canning since these 

. products are the raw materials requ~ed by the canned food industry in Iraq. The 

researcher believes that the absence of coordination between the different government 

departments responsible for agriculture has contributed towards this problem. The 

required inter-departmental coordination should be based upon accurate lnfonnaUon 

relating to the estimated output and the ability of the domestic industry to achieve such 

output levels must be ensured. The researcher beUeves that what happens in practice is 

that there is an imbalance between imports and the estimated level of domestic 

production. Thus. since the capacity of the food processing industry Is limited in the 

pubUc sector, a problem arises when an unexpectedly large amount of produce becomes 

aVailable. Moreover, the private secto~ is not suffiCiently well organised to solve such a 

problem when It occurs unexpectedly, The latter point will be explained in more detaU 

in Chapter 8. With reference to the public sector, this problem could be solved in the 

near future, either by increasing the present capacity of the food processing industry or 

encouraging the private sector to enlarge Its role and the contribution It can make to the 
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national economy by becoming more involved in every aspect of the agricultural 

industry. However, the continuous uncertainty relating to production levels means 

that it will be some time before the private sector of this industry becomes prosperous. 

Therefore it Is important that appropriate measures should now be taken by the pubUc 

sector as a matter or urgency. The researcher beUeves that large cold storazge facilities 

should be developed in the centes of such large cities as Nineveh. Baghdad, Diyala, and 

Basrah to cover the Northern, Central and Southern governorates of Iraq. These would 

be the first of a number of such centres. Surpluses of domestic or imported products 

could be diverted to these central pOints. whose storage facilities could be used to 

channel production to markets throughout the country at reduced transportation costs 

and with less damage to produce using better organised procedures. 

7.2.4 Fruit and Vegetables Transportation 

Transportation always presents a problem. Even when transportation costs are high, 

fanners often have to dispose of their produce by selling at a low price to middlemen or 

wholesalers. Consequently, because the marketing Infrastructure IS inadequate, 

farmers generally do not benefit even when the guaranteed prices are high. In some 

cases. the researcher discovered the income from a whole consignment sold in the 

wholesale market may not cover the transport costs. In such cases, the fanners may 

prefer to leave their produce in the field rather than sell it in the market to avoid this 

problem, but this situation. the importance of which Is often overlooked, Is to some 

extent responsible for daily fluctuations in the amount of produce delivered to the 

matket. Delay in transporting the produce from the prodUction areas increases the 

incidence of damage to produce. Fluctuations in output levels, together With the poor 

faCilities available at collection stations increase the percentage of fruit and vegetables 

which Is in poor condition by the time it reaches retailers and the final consumer. 

Since the government became directly involved in the marketing function, with the 

estabUshment of GEMFV in 1972, the authOrities are increaSingly concerned about the 
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shortage of transportation facilities such as aircondiUoned trucks. which are 

necessary if produce is to reach the wholesale markets in a good condition. espec1ally in 

summer when the temperature in July is over 50°C. Statistics obtained from the 

"Ministry of Agriculture and Agrarian Reform" show that the total number of 10-20 ton 

a1rconditioned trucks required in 1980 was 112. The amount allocated for agricultural 

improvement by the fourth five-year plan which ended in 1981 was IDl.069 unlllon. 

During that period over ID 13 milUon was devoted to establishing wholesale markets 

throughout the country as a step towards improving the marketing system. But none of 

the government targets were achieved. nie researcher believes that fallure to 

implement government plans is not related. to iandequate funding since the 

government fullr supported the required measures. but to the lack of effective 

organisation. The adnl1n1straUve problems referred to earlier adversely affected 

attempts to achieve these targets. Part of the plan for making trucks available was 

achieved but recently they have been used to transport eggs throughout the country 

isntead of fruit and vegetables. 

Solving the transport problem would reduce the riSks encountered Within the 

marketing system. As mentined earUer. an offiCial pOinted out that retailers are 

responsible for transport costs which are consequently added by the retailer to hIS 

selling price. due to ineffective control of the priCing policy. Consequently the 

consumer eventually has to pay for the cost of transport. In our discussions relating to 

fruit and vegetable prices. we found that retailers' profit margin is between 20% and 

25% at offiCial price levels. Therefore. since transportation costs constitute 10% of the 

total consignment value according to offiCIal estimates. this reduces the retailers' profit 

margin. In addition, the retailer has to pay 2% to the authOrity in the wholesale 

market, which represents another overhead cost. To avoid paying this extra cost, 

wholesalers and retailers use unoffiCial market places. An official told the researcher 

that the development of unoffiCial wholesale markets outside the offiCial wholesale 
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markets has been obselVed. He said 'We !mow this but we have no power to prevent such 

practices". In these unofficial markets, retailers may bid even for part of a 

consignment and take it without having to pay the compulsory fee required In the 

official wholesale markets. About one half of Iraq's agricultural output Is consumed in 

the area where It Is produced, while the other half is disposed of through middlemen. It 

Is convenient here to conSider the role of middlemen with regard to marketing costs. 

Most middlemen are wholesalers and retailers, but in agriculture the wholesalers play 

a leading role in the marketing of produce. Fruit and vegetables pass from the farms in 

the rural areas to the ultimate consumers in the urban markets inthe following order: 

Producer > Merchant ;.. Conunission Agent ~ Wholesaler > 

Sub-Wholesaler :> Retailer ;) Consumer. At least five of these steps are 

involved in most cases which in tum results in high costs. All wholesalers re<;.eive a 

share of the price ultimately paid by the ultimate consumer and that share is quite 

conSiderable. Wholesalers usually buy at a low price from fanners reselltng at a higher 

prIce. Unlike the farmers., they are also able to provide temporary storage facUities, 

Just after the harvest season, when there Is a surplus. In certain cases, however, 

fanners may deal directly with wholesalers who act as agents or dealers in their 

relationships with producers. Wholesalers have a central role in the marketing system. 

They finance the movements of the produce, bearing most of the marketing risks. 

If the marketing system Is to play its proper role in implementing a development 

plan, spectfic bodies should be appointed to udnertake responsibility for various types 

and qualIties of produce. These bodIes would arrange for the collection of produce from 

farms, grade, process and pack It and transport it to the buying point destination, 

storing it as required. Appropriate processing Is a valuable means of preselVing 

produce and redUCing transport costs.9 Again, such a system should start on the fann. 

The lack of crucial feedback concerning stock fluctuations and the rate of sales at 

intermedIary levels has often given rise to sporadIc gluts followed by periods of acute 
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shortages. The excessive number of wholesalers in the distribution system before the 

GEMFV was established may have contributed towards the upward movement of prices. 

As' farmers are free to sell their produce in any way they like, the number of 

middlemen is maintained at a hIgh level and it is not likely that their number will be 

reduced. The researcher believes that the function of GEMFV within the distribution 

system is s1milar to that carried out by the whoesaler. One of the major characteristics 

of wholesalers and retailers who deal with the GEMFV is the lack of precise functional 

specIalisation. They generally deal With a wide variety of consumer commodities, in 

order to prlv1de the consumer with a Wide choice. The price list issued each week 

defines the prices at which agricultural output will be bought at wholesale or retail 

level. The authority has pursued this policy in an attempt to ensure a con~uous flow 

of fruit and vegetables to the wholesale centres. 

To be effective, government intervention should be guided by commerCial 

consIderations. For example, farmers should be exempted from the 2% commission 

charged by the governme~t, and better services should be provided with greater 

management efficIency in the handling of farm produce. S1milarly. retailers could be 

helped by allOwing them to buy in small quantities which would prove to be more 

economical. If these suggestions were put into practice. in the long term the number of 

wholesalers would be reduced and the number of retailers would be increased, 

enhancing the influence of the authority in the domestic market. The important point 

to be mentioned here is that the number of retailers now exceeds 3,400 from 2,400 in 

1974, due to the ease of entering the market. In fact, it often represents an otherwise 

unemployed individuals only means of earning a living. 

Again, the present law which governs the trading of fruit and vegetables should be 

amended through coordination between the Ministry of Trade by a price policy 

formation and the "General Council of Pricing". a measure will bring stab1lisation in 

40B 



the market. m1n1mising risk of prIce fluctuations. more incentives for retailers. 

ensuring reasonable prices to farmers and stable supply for consumers. 

Conclusion 

The following conclusIon is based on the researcher's dIscussions with the executives 

who deal With the marketing of fruit and vegetables. 

Direct government intexvention in the marketing of fruIt and vegetables was 

introduced in 1974 With the establishment of GEMFV which assumed responsibility for 

distributing these commodities throughout the country. Obviously. this represented an 

attempt by the government to ensure greater availabllity of agricultural produce and to 

make prices more stable. But this measure. undertaken at official level. started from a 

point in the distribution system. instead of starting at the farm gate. Accordingly. the 

dominant influence of middlemen and wholesalers still operates. But on the other 

hand. as the demand for fruIt and vegetables increased and the level of declined 

production. efforts had to Jle made to increase the flow of these vital commodities to 

local markets. As a result. GEMFV's contribution became increasingly important. 

There were no regulations controlling entry of fruit and vetables in the market. 

which presented many people with a means of economic suIVival. The entrance of 

licenced retailers to the market was encouraged at offiCial level as it was regarded as 

crucial to have a continuous stream of fruit and vegetables into the market. The 

intention was not to remove wholesalers from the market. since they had an important 

function to carry out in the market place. Wholesalers generally buy in large 

quantities. usually a complete consignment which indIvIdual retailers are unable to 

afford. Most of them then sell in smaller quantities so that a variety of commodIties 

are aVailable to the retailers. 

At an officIal level. there appears to be no awareness of the lack of specIalisation 

which characterises the IraqI wholesale market. The importance of the wholesale 
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function needs to be recogrused so that it can be organised to selVe the needs of both 

growers and retailers. A sCientlflc marketing plan provided with an adequate budget 

should be introduced. or demand will continue to exceed supply. In other words. 

estimated consumer response should be based on market conditions instead of being at 

the mercy of future events. The absence of information is one major difficulty 

encountered by any new attempt to Improve agricultural marketing in Iraq. but 

ensuring that adequate supplies of fruit and vegetables are available in the market Is 

the real problem and the GEMFV is the orgarusation responsible for dealing with this 

problem. 

The statistics in Table 15. ~hapter 1. indicate clearly that not all the areas suitable 

for cultivation are used for crops. . The researcher believes that shortages of fruit and 

vegetables in the local market w1llincrease or decline according to the extent t01Vhlch 

cultivable areas are used for growing crops. This fact Is not fully appreCiated at an 

official level. Indeed official statistics stress the cultivable areas instead of the acreage 

devoted to crops. which iS,much smaller. and which directly affects output levels of 

agricultural produce. contributing in part to shortages in the market. although other 

factors affect the total agricultural yield. This situation should be recognised and 

appropriate action should be taken as a matter of urgency to extend the crop-growing 

areas. 

Iraq's population Is now about 16 million and is estimated to be growing at the rate 

of 3% per annum. The emphasiS now is on undertaking projects to supply suffiCiently 

large quantities to satisfy the growing population's need for food. As the level of 

imports exceeds domestic supl1es, increasing local production would reduce the volume 

of imports. especially if the marketing system was Improved. To do this. the first steps 

towards reform must start at the level of the fann. Therefore. the next step is to reduce 

the Influence of middlemen or wholesalers. However. little has been done in that , 
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direction. so the price of agricultural produce has increased. causing problems for 

consumers. 

Most fanners try to dispose of as much of their output as possible. but it is necessary 

to provide them With adequate storage faCilities. In addition. more effective techniques 

for handling fruit and vegetables inside the wholesale markets must be introduced and 

machines should be used for weighing and for loading and unloading such products. 

Other marketing functions such as grading. and packaging should also be improved at 

these collection points. The handling and delivery of the produce should be carried out 

under the supervision of Inspectors. 

Officials informed the researcher about the existence of unoffiCial wholesale 

stations whose services offer an incentive to farmers including mem~ers of 

cooperatives. who Wish to avoid having to pay official delivery charges by selling their 

produce through unomclal channels. although cooperatives are supposed to deliver 

their produce through omcial channels since they receive government support. If 

farmers were given effectiye support on their farms. greater productivity would be 

achieved. 

Price control must be given more priority. Markets cannot operate in a vacuum. 

People who operate in a market have some method of deciding what is a fair price. 

Various factors may have to be taken Into consideration. The price of one product may 

be related to that of other products. or it may depend on the price prevailing in a 

previous week. mont. or season. A particular market Situation may affect prices. The 

conSideration of so many different factors requires the expertise possessed by qualified 

specialists such as economists or accountants supplied with reliable information. 

before an acceptable pricing policy can be formulated. Other problems must also be 

tackled. Some of these problems were referred to in Chapter One. For example. training 

should be provided relating to the use of existing facilities such as improved quality 

seeds and fertilisers and techrucal1nformation should be made available. Generally. 
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the need for effective marketing infrastructure is urgent. There must be close 

cooperation between the Agricultural Cooperative Bank and the M1n1stry of Agriculture 

and Agrarian Reform. Reform is necessary in order to Increase produCtivity and 

improve the quality of produce. It may be that making better use of available credit 

facilities is more important than creattng new sources of finance. Packaging, even in 

the wholesale market, is carried out by unsktned workers who are not fully aware of the 

perishable nature of the produce. Such practices only Increase wastage and lead to tl,te 

unsatisfactory grading of produce. The handling of the agricultural produce calls for 

special care. Product losses and deterioration in quality add to the cost of the produce 

that eventually reaches the consumer. Therefore improvements in day-to-day 

handling methods should begin at the farm. Much deterioration can be aVOided if 

harvesting and marketing are well coordinated. Some farmers harvest their produce .. 
before it is ripe so that it is available for sale before the offiCial price list is in operation 

at that time, or Simply to reduce the t1me spent on tending the crop. 

The problems involved In producing and marketing fruit and vegetables are neither . 
new nor unique. The government has taken action to improve supplies and stabilise 

prices but much more needs to be done. The government must not be complacent 

because of its limited success so far. Shoppers - who are mostly housewives - prefer to 

select their own purchases, but this has been ignored. Customers feel happier when they 

are able to select fruit and vegetables according to size, colour, ripeness and quality. 

The researcher, as a final consumer, believes that the argument put fOlWard by retailers 

that the handling of produce by consumers will damage it Is not valid. For 

psychological reasons, consumers feel that they will not get what they want when they 

are served by the retailer. Moreover, when self selection is available. consumers tend to 

buy more than usual and there are fewer complaints about the quality of the produce. 

Self-selection is the ideal method from the point of view of both retailers and their 

customers. If consumers are allowed to serve themselves they make their selection 
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from the full range of quality. and colour displayed under one price. For example. the 

housewife prefers to pick riper tomatoes for cooking and firm ones for salads. 

Moreover. less damage Is caused when the produce is displayed in such a way as to 

encourage more careful behaviour. Ignoring these facts in official experiments leads to 

failure in the market. 

As a final consumer. the researcher believes that most shoppers prefer produce that 

Is fresher. firmer and of good colour. In any modem economy. the purpose of 

production Is to satlsy human wants and needs. The ability to satisfy these needs and 

wants is affected by the extent to which the market concept is applied. 

7.3 Marketing of Dates 

Introduction 
if .. 

Iraq. which Is located in one of the date palm belts. began growing date palms long 

before any other country in the Middle East. The Northern belt extends along the 

Southern shore of the Mediterranean. from Morocco to the Nile valley. through Arabia. 

Iraq and Southwest Iran to the Northwest comer of India. Iraq Is the world's leading 

exporter of dates which are the country's leading fruit crop. In recent years dates have 

beco~e Iraq's largest individual agricultural export item. 

At the beginning of this century'. palm growing began in other countries where the 

soil and climatic conditions were suitable. notably the U.S.A .• particularly in the State 

of California. lO It is therefore likely that the availability of dates will increase in the 

main prodUCing countries. It Is also anticipated that acute competition will increase 

between countries such as Iraq. Algeria. TUnisia. and the U.S'.A. 

The date palm Is dioecious and heterosexual. although it can be propagated from 

seeds or off-shoots. In fact. date palm propagation comes from off-shoots which are 

buds grOWing below the original tree on the surface. takes six years to develop the 

characteristics of the parent tree. In general. propagation from off-shoots Is more 

economic and the results are positive. whereas propagation from seeds is more 
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expenSive as it is more time-consuming and the results are less reliable as seeds are 

likely to produce an equal number of male and female palms. Thus. when the farmer 

uses seeds. he has to watt for a conSiderable time and many of the trees are male which 

naturally do not bear fruit. For economic reasons. therefore. seeds are not needed since 

farmers wish to get a crop as quickly as pOSSible. Furthermore. as farmers wish to 

reduce maintenance costs. one of their objectives is to eliminate male off-shoots. so 

that the land Is available for the cultivation of female rather than male palms. The 

length of time during which a palm continues to be fruitful 18 about 140 years. bur for 

commercial purposes it should be replaced within fifty years. 

Date palms grow best in a high temperature environment during a long. hot. dry 

summer. Both physical conditions (hot and dry) are important factors affecting 

production. The opposite type of climate. namely a low temperature and high hutn1dity. 

is not suitable for date palm production. A high level of humidity results in tree 

infection and eventually overcrowding. The appropriate temperature for date palm 

growth Is needed dUring the last three months of the summer season. namely. June to 
, 

August. Table 18 shows that maximum temperatures are to be found in June. July and 

August in the important date-growing localities. 

There are few crops that can tolerate salinity of the soU better than dates. They 

simply require plenty of moisture at their roots and a continuous spell of five or six 

months of hot weather. The amount of moisture in the soU has a crucial effect on the 

rate of growth and eventually on the size and quality of the fruit. The level of moisture 

in the soil during summer afffects the fruits freshness and weight. In fact. insuffiCient 

mOist.ure in the soil in June-July reduces the tendency towards broken skin and 

blacknose in the dates. I I Thus. to achieve a high quality of produce. it Is better to 

ensure that water does not teach the palm groves for three months before harvesting. 

Thus. rainfall does not assist palm pollination or the cultivation of dates. It damages 

dates when they are ripening and ready for picking. Date palms can survive floods. and 
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The Country 

Algeria 
Iraq 

.Table 18 

Annual·. Maximum of Minimum Temperature of 
, Some' Date Producing Countries 

, ,'. Years Ave. Maximum 
Recorded Temp. of. 

15 96 
99 19 

Saud! Arabia 12 104 
U.S.A. 
Bahrain 

Source: . 

25 
12 

Nixon. R., Date Culture in Saudi Arabla. 
Date Growers Institute, Volume 31, p. 15. 

99 
93 
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Ave. Minimum· 
Temp. of. 

38 
·43 

52 
38 
56 



they can make good use of water, but can produce more fruIt with irregular rainfall and 

very limited irrigation. These conditions are found in Iraq. 

To Jews, dates are one of the seven holy fruits and Christians celebrate Palm 

Sunday. But no other religIon stresses the holiness of dates and date palms to the same 

extent as Islam. The Holy Koran mentions dates in 17 of the onginal 114 verses. 12 

'Thuo shake the trunk of the date palm tree and reapable, mature dates 

sh.a11faUfor thee, Then eat. drink, and thine eye delighted shall be." 

These words were revealed to Mary. the Virgin, when she was carrying the Lord 

MessIah and had nothing to eat. The Prophet Mohammad 'Peace Upon Him' is reported 

to have said that dates cure many disorders and diseases and urged Muslims to eat dates 

and tend to their paIms.13 

PrOViding comprehensIve date concerning the trade in dates in terms of exports and 

imports by all prodUCing and consuming coun~~s is not our concern, and in any case, 

such infonnation is not available. Our discussion in thIs part of the Chapter is 

restricted to the date trade engaged in by Iraq. Attention Is concentrated on the 

problems faCing the marketing of dates in the local market. reference also being made 

to the marke~g of thIs product at international level due to its importance in the 

country's foreign trade. Here again. attention w1ll be focussed on the marketing 

problem too, as the public sector has a large share of the volume of exports. 

7.3,1 Date Production 

The number of date palms in the world is estimated to be just over 90 million, 

distributed throughout twenty-six coun~es..14 Iraq has about one third of that total. 

Iraq supplies most of the current world demand. accounting in 1985 for 65% of the total 

world trade in dates. This is due to the large quantities Iraq can produce and the growth 

of trade in dates between Iraq and other countries, especially SOCialist countries. WIth 
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thiS comparative advantage in tenns of the number of palm trees and the high level of 

production compared with that of other countries. Iraq remains the largest exporter of 

dates in the world. Attempts have been made by the government to increase the level of 

exports, but as we shall see later, the target aimed at has not been achieved due to the 

lack of managerial skills and failure to improve thiS sector of the agnculturalindustry. 

Date products represents 400"{' of Iraq's agricultural production. Of the 2,000 types of 

date palm,15 Iraq has about 455 female and 5 male varieties. Dowson described forty­

eight varieties in the Basrah governorate,16 and Nixon describes one hundred and 

ninety-six varieties, many of which can be found in Iraq.17 The number of fruit­

bearing palms in Iraq is around thirteen million. Annual world production of dates Is 

about 1.8 million tons which Is more than the combined world production of dried figs, 

prunes and raiSins. Iraq produces 350,000 tons of that total, i.e. 26% Zahdt,'Sayer, 

Hillawt and KhadraWi are the commercial varieties, constituting about 85% of the total 

number of palms in Iraq, 18 and provide about 66% of annual date production. Table 19 

shows the annual productiop of each variety between 1981 and 1985. 

The share of the Middle regIon, whIch includes eight of the thirteen governorates 
- , 

where dates grow, has increased in recent years. It accounted for about 60%, 72% and 

87% in 1971, 1976 and 1985 respectively. Table 20 shows the total production of dates 

by governorates in 1985. Statistics also show that the level of production has been 

generally decl1n1ng during the last ten years. ThIs Is due to the fact that the number of 

female productive palm trees has decreased to a considerable extent. Table 21 shows 

that the number of fruitful trees decreased from 17,923,000 in 1976 to 12,676,000 in 

1985, and the number offemale trees decreased from 21,842,000 to 17,822,000 during 

the same period. The reasons for this decline will be diScussed later. 

In Iraq's date-prodUCing areas, particularly the South, the date is the staple diet of 

most of the population. The amount of dates consumed annually by the people of Iraq is 

about 40,000 tons for human consumption, while 15,000 tons are used by the date syrup 
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Table 19 

The Production of Dates In Iraq by Variety (1981-1985) (10 Tons) 

YEAR 
Variety 1981 1982 1983 1984 1985 

Zahdl 26004 29262 24832 18299 30055 
Sayer' 1754 ' 772 1535 855 1067 
Hillawl ' 1528 337 1751 568 659 
Khadrawl ,,·897 541 . 860 505 742 
Khistawi' 2376 2693 2224 ' 2170 2589 
Bralm 183 117 119 96 57 
Chapchap' : 671. 592 479 331 292 
Others 

" 3605 3061 2729 2320 3562 

Total 37018 37375 34529 25144 39023 ., 

Source: ' . , Annual Report: Ministry of Planning. 1985. p. 72. 

Table 20 

Total Production of Dates by Governorates, 1985 
I/' .. 

No. oj Female No. of Prod. Ave. Prod. Total Prod. 
Govemorate ltees (000) ltees (000) ltee/kg. (lOTons) 

Salah-Aldeen 113 93 31.6 292 
Dlyala 1460' 1394 26.5 3690 
Baghdad . 1240 ·1071 31.6 3389 
Anbar 894 724 40.1 2896 
Babylon 2844 2171 42.7 9264 
Kerbela 2262 1979 43.7 8645 
Najar 976 916 34.1 3121' 
Qadls1a 733 651 34.4 2239 
Muthana 299 258 3l.2 805 
ThiQar 966 720 15.7 1132 
Waslt 500 432 29.1 1256 
Maysan 251 198 23.2 458 
Basrah 5284 2096 8.9 1836 

Total 17822 12676 29.9 39023 

Source: The Ministry ofltade. Annual Report. 1985. 
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Variety 

Zahdi 
Sayer 
Hlllawl 
Khadrawl 
Khlstawl 
Braim 
Chapchap 
Others 

Total 

Table 21 

Number of Female Trees In 1976. 1985 (000) 

Y&\R 
1976 1985 

Total No. of 
Female Trees 

Total No. of 
Frutiful Female 

Total No. of 
Female Trees 

10821 8966 9781 
3833 3128 2157 
2242 1755 1818 
1274 1083 . 913 
772 615 918 
90 80 71 

228 147 293 
",2582 2149 1871 

21842 ... .:. ... ,"'" 17923 17822 --_ . ., .. ~-- -, -.... , .... . . .. "- ,-......... _--''!: •.. 

Total No. of 
Frutiful Female 

8232 
789 
855 
554 
762 
38 

181 
1265 

12676 
, 
\ ----,-:.,.-----. "- " . 

Source: ...... \.~.... . '; . __ ~.,,"""''-'"'' r.~~ ........ _....--_.:...... '. '_'I 

.~!nistry of Planning. 1985:"~ h. 
----~-:..- ~-.~ 

"-----------~ - " 

-
Table 22 ---------

. Number of Orchards and Trees by Kind In 19815 

Total Rural Areas UrOOnAreas 
Kind of Culttvatfon -

No. of No.qf No. of No. of No. of No. of Trees (OOO) Orchards ~s (OOD) Orchards Trees(OOO} ~ 
Date Palms only " 10998 88015 7728 65358 3270 22657 Citrus Trees only 217 739 201 667 16 72 Palms & Citrus Trees 3705 9231 2607 6678 1098 2553 Palms & Decldious 12528 26078 9579 19253 2949 6825 Decld10us Trees only 41559 47986 36733 39505 4826 8481 Mixed . 

28638 29814 22777 22389 5861 7425 Forest 27005 8426 22648 7684 4357 742 .. _ .. ". 
\ 

Source: Annual Report: Ministry of Planning, 1985 

Table 23 

. Total Production and Average Yield kg. per Tree In 1985 

Variety 

Zahdl 
Sayer 
H1llawi 
Khadrawi 
Khistawi 
Braim 
Chapchap 
Others 

Total 
. -". - . ...-. .... __ ._--_. ---- .-. '---" _.. _ . 

Total Production 
(lOTons) 

30055 
1067 
659 
742 . 

2589 
57 

292 
3562 

39023 

. Source: Ministry of Planning's Annual Report.' 1985 
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A~rage Yield 
Tree/kg. 

36.5 . 
13.0 
7.7 

13.4 
34.0 
15.0 
16.1 
28.2 

29.9 



and vinegar industries, 14,000 tons for making industrial alcohol and liquor and 3,000 

tons for animal foods. Thus the total amount of dates and date products consumed in 

Iraq is about 72,000 tons per annum which represents 21% of Iraq's total date 

production. The remainder is either exported or stored for one or two years. Table 22 

shows the number of orchards officially recorded in 1985. Statistics show that the total 

I number of date palms was more than 22 mUllon. Figure:3 indicates the distribution of 

palms throughout the country in texms of density. 

About 0.5 million donums are planted With date pahns in Iraq, representing 50% of 

the area devoted to fruit orchards. There are about 600,000 owners of palm orchards, 

each With an average of· about six donums. Table 23 shows the total date production 

together With With amounts contributed by each of the main varieties. 

During March the blossoms of the female palm, the fruit-bearing tr~, are .. 
pollinated by hand and about one month later it begins to fruit. Natural agents like 

Wind and insects play their part in the pollination of the date palms but a large number 

of female palms would be needed to a~hieve effective pollination. Since the opening of 

the spathes extends over a period of one or two months, the process of artificial 

pollination is also continued during these months and in order to ensure pollination, a 

female pahn is treated more than once. Inadequate pollination results 1n poor sets, 

fallure of the s~eds to develop and the production of fruit which is very small or late in 

rip enfng.19 

Date palms and dates are attacked by a variety of pests in the orchards, packing 

houses, and stores. The 'Lesser Date Moth' bores into young fruits. Infected dates tum a 

reddish colour, become dry and consequently drop off. In some localities, over 60% of 

the date crop is lost. The 'Greater Date Moth' bores into the spathes and bunches, 

feeding on the flowers, dates and leaves. The level of infestation Is 49% among spathes 

and 700A, among date palms. Stored dates are attacked by ma~lY moths and beetles, the 

rate of infestation being 3% in October and 84% eleven months later. Some varieties 
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are resistant to disease, while other, for example, Sayer and Hillawi, are very 

susceptible. Palm trees and especially their crowns are sprayed two or three times. The 

first treatment Is in October, the second in November and the last in December. 20 The 

use of insecticIdes on many palm varieties has not shown any phytotoXiC effect. The 

above description shows how vulnerable to infection dates are and this in turn affects 

the level of prodUction. The high percentage of loss mentioned above caused by 

infestation is g1ven serious attention by the authorities, bearing in mind that chemical 

control results in a higher yield of dates per palm.21 

In general, date production Is concentrated mainly in the middle Governorates as 

we mentioned above, and date palms are also grown in three of the thirteen Southern 

Governorates. The Basrah Governorate contributed 90% of the Southern region's 

production. Statistics provided in 1985 show that the Middle region provided '.0% of 

the country's date production, the rema1n1ng 30% coming from the Southern regIon. It 

should be pointed out, however, that the density of palm trees per donum in the South is 

higher than in the Middle region. About 52% of all palms are in the Southern regIon 

and 48% in the Middle regIon. Ground cover by palm trees Is so dense that they provide 

protection against the hot wind that blows in the summer season. The researcher 

believes that the decline in production in the Southern region is due to the high level of 

infestation mentioned above. Table 24 shows the number of date palms for each region. 

It may be appropriate at thIs pOint to reiterate the most, important factors that 

contributed to the decline of date production as these have some relevance to our case 

study. The basiC reason is that successive governments from 1920 onwards relied on 

foreign aid and after 1952 v:.hen oU was discovered, the availability ofthls major source 

of revenue resulted in the agricultural sector being neglected. Some attention has been 

Paid to this sector by the present government, Which, for example, introduced the 

Crusade Project. It Is difficult. therefore. to find support for the subhypothesis, i.e. that 

the present government has completely neglected the agricultural sector, but the fact is 
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that this sector has received less attention thant the industrial sector, though the 

'interest of economic development would have been better served by promoting both 

sectors Simultaneously. As a consequence of this neglect over a conSiderable period, 

farmers migrated to large Cities anci this created a shortage of labour in rural areas, so 

that orchards were not properly looked after and palm trees were ~eglected. This 

problem has been ~cerbated by the primitive methods used in caring for the plants 

and processing the products and the low standard of services provided by tI:te 

government which have also adversely affected both the quality and quantity of this 

crop. 

-~.--- .. ~---... - ~ , .. _ .. - --.--.. ---~-..• -- .---.-.--.-----~"--.----" ~ - --
._. __ ~~..:...~.2.:y]~~:,.:.:.:..O:lL::<s::..i:2.._~2,nt~11.-.--.... --- .. -.-~ ~ ... ~~-=-~===-.~=_-. ----.--.. --------.~-- ... '-_:..::::.:::... 

Table 24 

Number of Palms by Governorates In 1985 

Governorate 

Salah-aldeen 
Tameem 
Diala 
Baghdad 
Anbar 
Babylon 
Kerbala 
Najaf 
Muthana 
Thlqar 
Wasil 
Qadlsla 
Maysan 
Basrah 

Total 

Nwnber oj Palm Trees 
(lOOTrees) 

1943 
10 

18650 
16437 
9874 

33896 
26731 
10607 
3114 
9402 
6624 
8671 
2629 

65457 

214045 

Sources: Compiled Report, MJnf.stries of Planning, Trade, Annual Report 1985. 
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Farmers differ from workers in the industrial sector. who. without the necessary 

experience are often employed in the public departments involved in the agricultural 

sector. In fact these government bodies achieved losses for successive years. The 

researcher examined the balance sheets of 900Al of these establishments and found that 

their outlay' exceeded their revenue. Further evidence of the fact that orchard 

development by government appointees has been introduced without suffiCient 

preparation is the uneconomical operation of properties the ownership of which has 

been re-allocated to offiCial departments. This indicates the lack of care taken by those 

appointed to look after such properties. The researcher beUeves that these offiCials do 

not take their work seriously enough because their wages do not depend upon the 

quality of the service they provide. Many orchards suffer from neglect in these 

circumstances. 

The wealmess of these establishments and the lack of administrative assistance 

have been partly responsible for the decUne in production. A recommendation 

concerning the government services that should be provided in relation to date palms 

was made by Lord Salter in 1955 during his visit to Iraq. when he stated that additional 

in1gation facUities were required as these would help to make more of Iraq's land open 

to cultivation. Capital investment for this purpose was urgently required in many 

areas to increase agricultural productivity and extend the avaUabUity of agricultural 

servlces.22 In 1954.floods affected a large area covered by palm trees. destroying a large 

number of off-shoots. Fourteen years later. disease badly damaged the dates in the 

Shatt AI-Arab area. damaging both the fruit and the leaves. 

For a time farmers discovered that 1t was more profitable to use the land between 

the trees than to look after the trees themselves. The maintenance of palm trees 

requires special skills and involv~~ conSiderable cost.' Among the preparatory 

activities required are land cultlvation. pruning. fertiliSing. tr1mm1ng and so on. But 

when the land has been cultivated. farmers can then plant fruit and vegetables. thereby 
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avoiding the other 'time-consuming' and expensive activities. Moreover, appreciating 

that a higher return is guaranteed from growing fruit and vegetables instead of dates, 

they stop attending to their orchards and in the course of time, the date industry suffers. 

As a result of such changes in the utilisation of resources, the cultivation of palms as a 

business and as a source of earnings is neglected, a phenomenon occurring especially in 

the Southern. region, particularly in Basrah where the decline in date production is 

most marked. By turning their attention to growiIlg fruit and vegetables, fanners are 

likely to improve their standard of living and this makes growing dates an unattractive 

pursuit. 

7.3.2 Date Processing 

Date proceSSing includes operations such as gradIng, transporting the produce to 

packing houses, capping and washing for packaging. Harvesting is a difficult and 

dangerous task. A man has to climb the date palm and cut the bunches of dates from 

the palm using a sickle or bill-hook and he then throws the fruit into a cloth held open 

below. Rotten or Unripe dates are removed from mature date palms. Dates are graded 

twice. The first grading Is before processing. the second during processing in the 

packing houses. Date grading depends on factors such as size. colour and ripeness. In 

modem packing houses, fUmigated dates are washed with water to remove any 

contaminating material so that they are largely free of contamination at this stage. 

However, 7-23% of the dates still contain foreign matter. But after a second washing in 

a solUtion of water and ethylene oxide. the percentage of dates with foreIgn matter is 

reduced to between 6% and 21%. This is Ulustrated in Table 25. The dates are then 

automatically weIghed and packed.23 

The above discussion reveals that date processing Is crucial for marketing. as a 

means of increaSing the product's competitiveness both locally and in foreign markets. 

In fact, effective processing enhances the contribution of the date industry to the 
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Variety 

Zahdi 
Sayer 
Hillawl 
Khadrawl 

Source: 

Variety 

Zahdl 
Sayer 
Khlstawl 
H1l1awl 
Khadrawl 
Bream 
Chapchap 
Others 

Total 

Source: 

Table 25 
r··-

Infestation ofjD.ates Varieties (%) 
During Production Cycle 

Washing 
Washing wUh 

Insect Plant SoU Other 
Part Part Part Causes 

8 33 54 '5 
14 21 42 23 
36 14 43 7 
19 26 38 17 

Ministry of Trade. Annual Report. 1979 

Table 26 

Before Water & 
Washing wUhWater Odele 

69 23 17 
71 7 6 
70 8 8 
76 20 21 

Production of Dates by Variety In 1979. 1985 (Tons) 

YEAR 
1970 

226.380 
54.880 
30.100 
37,730 

6,860 
, .. 2,050 

4.000 
31.000 

393.000 

Ministry oj Planning. Annual Report. 1985. p. 70. 
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1983 

248.320 
15.350 
22.240 
17.510 
8,600 
1,190 
4.790 

27.290 

345.290 

" 
\ 



country's economIc growth by increasIng earnings from trade and consequently 

increasing foreIgn exchange earnings. During the past two decades, various crops, 

including dates, have tradItionally been regarded as of great importance to the Iraqi 

economy. But after 1972, Iraq began to import a number of crops, though it has 

continued to export dates up to the present time because of its fmmense supply of date 

palms, although production has declined. Table 26 indicates the level of decline in date 

prodUction between 1970 and 1983. 

Overall production from all varieties declined from 393,000 tons In 1970 to 345,290 

tons. But in spite of this decline, dates are still the leading non-oil revenue earner, 

accounting for 57% of the 1985 revenue. In the rural areas, about 30% of the population 

earn their livelihood from dates and about 18% of the Iraqi population is connected In 

one way or other with this industry. Moreover, for many owners Invo~ed In 

processing this crop, it represents their only source of cash earnings. Without this crop, 

such owners would remain outside the cash economy. Owners In this category are 

located mainly in the Sou~ern region, particularly in Basrah. 

Owing to the ignorance of farmers concerning the economIc benefit to be derived 

from careful handUng and processing of their produce, a large proportIon of the product 

is often lost. In fact, the cost of using too much labour In date cultivation could be 

reduced consIderably by emplOying mechanical methods. Many of the methods 

currently practiced could be improved so that product wastage would be reduced. 24 The 

researcher believes that appropriate modificat1on of the harvesting tractors employed 

by local Industry so that they could be used for palm pollination would increase the 

quantity and quality of dates. 

StandardIsation and grading is the most important aspect of date processing. It 

helps to reduce the risk of dIsease transmitted through the sale of infected products. 

The inCidence of poor quality levels is also reduced by standardisation and this 

prOVides an economic benefit in that the image of the product is improved in foreIgn 
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markets. Efficient grading ensures that consumer needs and wants are met. which is a 

Significant feature of the marketing concept. Such benefits were well summarised by 

Abbott25 whose experience in developing countries is relevant to our present case study. 

He stated that standardisation and grading are much more widely accepted in some 

areas of agricultural marketing than in others. depending on the nature of the trade and 

the purpose it serves. They can be established successfully only where there is sufficient 

demand. Accordingly. some discretion Is required when grading programmes are 

recommended .. The above statement suggests that grading has an economic function to 

fulfil and it can help to improve the marketing system employed for agricultural 

produce in general and dates in particular. 

For successful grading. a polley of price regulation must be implemented to provide 

farmers with incentives. Although we refer to price regulation again later on. It ~pould 

be pointed out here that product classification should be hand in hand with price 

cU1Terentiation. Thus the advantages to be gained by farmers from the grading of dates 

must be made clear to then;t. Although grading appears to increase production costs. It 

actually increases the net returns per kilogramme.26 

7.3.3 Packaglng of Dates 

The rapid increase in the demand for dates by foreIgn markets made it necessary to 

change the packaging system. Thus attention to packaging was an important feature of 

the last decade. and an ever increasing demand for dates had a direct impact on 

developments in the packaging industry. But since the packaging materials are locally 

available one would expect that such a comparative advantage would be exploIted for 

economic purposes. Unfortunately. in Iraq. the level of development in the packaging 

function is far behind what Is required to compare with the packagIng of other 

country's products. Although the economics of packaging will be discussed in the next 
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Chapter. the advantages to be derived from the efficient packaging of dates will be 

mentioned briefly at this point. 

The traditional methods of packaging are sUlI practised. The researcher beUeves 

that where thousands of tons are imported by countries such as China or India or 

countries in the Eastern Block. these methods of packaging are preferred because they 

are cheaper. Hence a considerable amount of foreign currency can be saved by not 

having to pay for more modem packaging which is more expensive. The researcher 

based his opinion on the fact that Eastern countries are very concerned about using 

foreign currency and try to confine trade within their own block as far as possible since 

no foreign currency is required. Most Western countries on the other hand are 

relatively rich and are prepared to pay more and expect a higher standard of packaging 

which is naturally more expensive. 

The traditional containers used for packaging are woollen sacks. tins. baskets. 

skins. wooden boxes and cellophane bags. the last two being the most advanced types of 

containers. Perhaps surpr.1singly. all containers except sacks. tins and skins can be 

made from palm trees. Other packaging materials are also manufactured locally. 

Baskets made of woven leaves are the cheapest types of containers and these are used 

mainly for marketing dates in the domestic markets. This method is also generally 

used for marketing dates to neighbouring countries such as Kuwait. Syrla and Saudi 

Arabia when transport does not take longer than two days. and 20% of the dates 

exported are packaged in this way. Tins and Jute sacks are used for exporting to 

countries which buy large quantities. such as India, Indonesia and various Arab 

Countries. About 58% of all date exports are shIpped in such containers. The remaining 

22% Is sent in wooden boxes and cellophane packages to the Western European 

Countries. including the U.K.. West Cermany, France and also to the U.S.A. These 

packages come in different weIghts and sizes .. 
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Companies in the European countries import dates in 70 lb. standard wooden boxes 

specially designed to cany the produce. At their final destination. these boxes are split 

into smaller consIgnments and packed into 1 lb. cartons. These countries have 

imposed restrictions against the importing of infested dates. For example. the U.K. has 

imposed restrictions and requires a certificate indicatlng that dates are free from 

infestation and thus dates sent to the U.K. and the U.S.A often have to be repacked to 

meet these requirements. Care has to be taken to fumigate dates and to remove t~e 

stones which are replaced by various fUlings to increase the attractiveness and texture 

of the produce. The researcher believes that efforts should be intensified at official 

level to extend this practice to other markets to improve the product's image and to 

stimulate exports in both new and existing markets. 

As a final consumer. the researcher believes. based on hIs experience of livtng,.in the .. 
U.K. during his period of study, that some produce such as date syrup, despite Its 

nutritional value 'is packed in unattractive tins without aesthetic appeal. Some of the 

tins are damaged and they do not provide clear information about their contents. 

ImprOving the quality. prOviding appropriate information in English and introducing 

a new type of glass container or small jar would encourage supermarkets to dIsplay the 

product in the same way as honey or other foods. Such a policy would be likely to 

improve the product's image and stimulate demand for it. It Is worh mentioning that 

there has been a strong demand for date syrup in the world markets. In less than ten 

years, exports have doubled. reaching more than 5,000 tons per annum. 

The above dISCussIon reveals that the packaging industry could be improved, and 

become more competitive, not only stimulating demand for dates but also saving a 

ConsIderable amount of foreIgn exchange. The date palm is valuable not only because It 

prOduces food for direct human consumption; it also provides other by-products as 

mentioned above. the palm leaves are used to make containers, cordage packaging and 

high quality mattresses. while I date stones provide material for producing animal 

430 



fodder, of which there is an acute shortage (see Marketing of Grains). Above all, the date 

palm prOVides material for the paper industry. Ac~ordIng to the 1985 statistics, the 

authOrities planned to import packaging material to the value of ID500,OOO. About 73% 

of the plan was implemented at a cost of ID363,OOO. These figures show that a 

flourishing packaging industry is urgently needed In Iraq. The economic advantage 

this would prOVide should not be underestimated. 

In the export trade, since dates have to travel a long distance to reach their final 

destination, tmproved packaging is urgently needed to reduce the damage that occurs so 

easily during transportation. An offiCial stated that the inferior type of packagIng used 

is one reason for Iraqi dates not being able to compete on the world market, for example 

against Algerian dates in Africa and Iranian dates in Western Europe. The researcher 

believes that improvement will start through negotiation With the countries concerned, 

introducing more modem technology, improving the perfonnance of the present 

production line and above all, through undertaking marketing research Into consumer 

needs and wants. Unfortunately, the researcher discovered through his Interviews, that 

the only research ofthis kind was carried out by a French agency in 1977, and there is 

no indication that any use of this research has been made since that time. Although it 

Is difficult to quantify the financial benefits derived from adopting new packaging 

techniques, these Will be dealt with in our discussion of the economics of packaging in 

the next Chapter. 

7.3.4 Date Marketing In Iraq 

The date palm has great economic Significance in Middle Eastern countries such as 

Iraq, Saudi Arabia and Iran. The trade in Iraq Is developed to a greater extent than in 

any other country in the Middle East or South Asia, mainly due to the operations of the 

"Iraqi Date Administration" which has been part of the M1n1stry of Agriculture and 

Agrarian Refonn since 1939. Even more has been achieved since the 'Dates Marketing 
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Establishment" (DME) was founded by the Iraqi Revolutionary Command CouncU in 

May 1971, under Decree 910. The capital of this establishment, which is administered 

by the Ministry of Trade, amounted to ID3 mUllon provided by the government. Its 

Board was given full control over the industry and the marketing of dates, including 

responsibUity for contacting procedures and securing better prices in an attempt to 

reduce the influence of middlemen in the local market. 

7.3.4.1 The Dates Marketing Establishment (DME) 

The role of the DME is that of a distributor authorised to buy and market dates. It Is 

headed by a Director General who is appointed by the Revolutlonary Comman~ CouncU 

and is assisted by the Board mentloned above. Its headquarters are located in Baghdad. 

It has six branches in the Middle and Southern regions of Iraq. The prinCipal a~ and 

obJectlves of the Board are to control and organise the date trade, to improve palm 

cultlvatlon and date packing, to supervise the packing, storage, transport and export of 

dates and to prOvide assist~ce and appropriate facilities to the date industry and trade 

in this product by identifying consumer preferences in the foreign market so that 

increased demand may be achieved. The DME sets a price which wUl guarantee a 

minimum yearly income for the date growers, thus providing an incentive to increase 

production. There have been large increases in date prices since 1971. Between the 

1970's and the 1980's the price of Hillawi, Khadrawi, Sayer, Zahdi-Basrah and Zahdl­

Euphrates increased by 113%, 149%, 139%, 181% and 218% respectively. The date 

grower is free to sell his dates at a price higher than that set by the government but if he 

cannot do so, he can sell all his dates to the DME which is obliged to buy all his dates at 

the fixed price. In other words, price depends on official decisIons rather than on the 

producer. 

A comparison between dates and other agricultural crops such as grain for example, 

reveals that the annual percentage increase in produJction is higher for dates than for 
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the others. The researcher believes that such differences in price levels are the result of 

govenunent polley whIch encourages the receIpt of dates from producers for many 

reasons, such as the importance of thIs crop to the economy in terms of foreIgn 

exchange. This ensures government commItment towards other countries on the one 

hand, and crops such as grains whIch are mainly imported from abroad on the other 

hand. Accordingly, because dates have the support of guaranteed prices, they are subject 

to fewer problems than other crops. 

The grading system, linked with this price context, produces many advantages since 

fixing prices for different grades is fac1l1tated and farmers are encouraged to improve 

the quality and th~ quantity of their crop. ThIs in tum provides other advantages, in 

that the reputation and image of the Iraqi dates in o~erseas markets is enhanced and 

their competltiveness is improved. Since it is not easy to introduce a standard gr:adIng 

system intended for dates for the foreIgn market due to the difficulty of ensuring 

unlfomuty of the p~oduce, the official prices are based on date varieties, not on quality, 

and the farmer, being un?ware of the importance of grading, mixes high and low 

quaUty produce together. The researcher believes that improving the image of the 

produce w1l1 increase its competltlveness which basIcally depends on its quality and 

taste and consequently establishing price differentials for different grades Is an 

effective method of gUiding production towards providing the quality the market 

requires. 

Again, offiCial prices depend to a conSiderable extent on the outcome of negotiatlons 

between Iraq and other countries, taking into account various political and economic 

factors. The official prices are fixed by the DME with government approval just as 

Prices for grains and other crops are determined by the appropriate departments. The 

Prices are usually fixed a short time before harvesting, so that when the fruIt is stlll on 

the trees, farmers have no idea of the direction prices will take and, once these prices 

are fixed, they remain in force for the rest of the season. In this Situation, there Is no 

433 



incentive for farmers, just inconvenience. They can either sell the produce in advance, 

since their future return is uncertain, or they may be encouraged to haxvest the produce 

.as soon as they can in order to avoid any additional overhead cost, especially since 

prices remain constant. All these problems make farmers less willing to continue their 

bUSiness activities or to attempt to maintain the deSired qauaUty so that the consumer 
<:" 

suffers. Such a situation is unacceptable from an economic point of view as the 

principal aim of the pricing mechanism is to ensure an adequate supply for the local 

market and above all to strengthen the government's position in foreign markets. The 

writer believes that the government gives priOrity to the latter aim since producers are 

free to sell their output in the local market. However, if the fixed prices are not 

convenient for farmers, they will not be able to take advantage of higher prices abroad 

since private producers are not permitted to engage in foreIgn trade. This may represent 

an income stabilisation from their point of view, and secure national revenue from 

governm~nt's point of View. But again this may be at the expense of quality. The above 

obJective, namely, price st~billsation, was set out by a high level committee (OECD)27 

which stated that establishing a reasonable degree of stability by avoiding sharp 

fluctuations in prices and agricultural output was the first objective of price support 

poUcies which would help to ensure that producers received an adequate income. When 

price control is recognised as an incentive, then production is likely to increase, 

thereby prOViding the surplus required to generate additional foreIgn exchange. ThIs 

View is supported by economists such as Bauer,28 who stated that "Both the general 

progress from a subsistence economy to a market economy, and the production of 

Particular crops (espeCially long period supply) are greatly affected by the price received 

by producers and prolonged payment of prices below market levels,will tend to affect 

them adversely. This is' impliCitly but clearly recognised in the practice by 

governments the world over of offering higher prices for crops, the output of which they 

Wish to encourage". He added, 'This does not mean that the absolute level of output will 
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necessarily be lower. but only that it will be lower than it would be if prices were 

h1gher". 

In particular. when producers ach1eve a hIgh return from a particular product. they 

prefer to continue cultivating that product. which shows that an attractive price is 

regarded as an incentive. ThIs was found to be the case In the fru1t and vegetable case 

study whIch demonstrated that farmers In Iraq tend to produce the crop whIch has 

fetched a higher price in previous years .. Thus the researcher belIeves that Bauer's view 

Is valid In Iraq. 

Moreover. this view could also be appUed to other crops In the developing countries. 

where the ne~essary information Is lacking. In thIs context. Falcon.29 In his study 

undertaken in Pakistan. stated that 'There may be sIgn1ficant acreage responses to 

changes in relative prices." He added. "It Is even true in the case of food crop~when 
. '. 

climatic conditions are not overly severe and when there are good cash crop 

alternatives". However. It may be ~ecessary to examine how far changes In the 

production of dates have. been influenced by factors other than price variations. 

Further study would be required in that area which Is not. however. our concern at the 

present time. although some of these other variables are referred to in Chapter'3. in 

which the agricultural marketing in Iraq is discussed. 

Although a price mechanism for use in overseas markets is outwlth the scope of our 

present study. one offiCial stated that Iraqi dates face fierce competition from other 

date-producing countries. Thus. the best method of increasing sales overseas is to 

reduce prices. On the other hand. an offiCial supported the researcher'S point of view 

that when dates are of high quality. the level of competition w1ll be reduced and there 

will be less need to lower prices. When the cost of production. including all overhead 

expenses. is reduced, the negotiating posItion of the DME overseas w1ll be strengthened 

as a result of the comparative advantages Iraqi dates. already enjoy. 

435 



The researcher believes that quantitative and qualitative improvements in the 

dates intended for export must start with the farmers. Officials also belIeve that in this 

respect the return from other fruit and vegetables is higher. This belief is based on a 

comparison of the cost of cultivating and maintaining these crops on a donum of land. 

In the case of other fruit and vegetables. farmers earn about ID300 a month. whereas in 

the case of dates. the monthly income is about ID25. Assuming that the season lasts 

about four months, farmers producing dates will earn about ID 100 during that period. 

In other words, the difference in income is very large and in general, there is much less 

incentive to cultivate dates than to cultivate other fruit and vegetables and this affects 

the country's level of exports. In fact, there Is a positive relationship between date 

production and export levels. In other words, the authOrity must meet its export 

contracts even If this affects the amount of produce available in the local marketl .. Thus 

in some seasons, date prices in the local market mushroom unexpectedly. The 

situation becomes worse Ii some of the produce is consumed or stored by producers 

themselves. a practice pu~ued by 56% of those who have date palm orchards. In this 

Situation, farmers are reluctant to use modem inputs and this leads to deterioration in 

the condition of the palm trees and a declIne in production levels. With adequate care 

and Servicing, the average yield per productive tree is at least 10 kg., whereas in a 

neglected orchard, average product1V1ty falls to 3 kg., and eventually the quality of the 

dates is no longer SUitable for commercial trade in both local and foreign markets. The 

information prOvided in Table 27, supports the above statements. It shows the net 

returns per donum for different agricultural crops. The high return from other crops 

obviOUSly explains why ind1V1dual producers prefer to cultivate crops other than dates. 

From each donum the net earnings from dates was ID25 per month whereas for crops 

such as okra and tomatoes, earnings are 10221 and ID 107 respectively. It appears that 

earnings from other crops are seven to ten Urnes greater. Faced with such price 

differences, farmers will regard other crops as more valuable, whereas dates will be 
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Table 27 

Return per Donum for Vadous Agricultural Products: 1985 

Klndo/Crop 

Okra 
Tomatoes 
Grapes 
Oranges; 
Dates " , 
Apples 

Source: 

Variety 

Zahdl 
Sayer 
H1llawl 
Khadrawl 

Source:. 

Wholesale 
Productivity Total Cost Price Costq/ Reuel'lueoJ 
Kg./Donwn . Kg./Fas. Kg./Fds • Donwn/ID Donum (ID] 

1852 77 300 184 405 
3203 63 250 146 261 
1590 . 53 550 232 577 
1910 80 490 129 270 
1650 13.1 230 26.2 50.6 

. 1490 53 550 232 577 

Ministry of Plclnning, Accumulative Statistlcs, 1977, 1985. 

Table 28 

Date Prices from 1979·1985 (ID/Ton) 

1979 

26 .. 
38 
39 
38 

YEAR 
1980 

30 
45 
48 
47 

Ministry ofn-ade Annual Report. 1980, 1985. 

Net 
Return 
PerDonwn 

221 \ 
107 
345 
161 

24.2 
345 

1985 

50 
80 
93 
92 



regarded as inferior produce in monetary terms. To farmers. the superiority of other 

crops is indisputable. Table 28 shows that the prices of most varieties of date increased 

by 13-25% between the 1979 and 1985 seasons. During the same period, average food 

prices to consumers increased by nearly 155%. this reflects the low earnings of date 

producers. 

In an attempt to provide further incentives. the DME. together with the farmers' 

cooperative movement, reorganised the delivery process. The packing of dates was 

camed out in some of the production areas rather than at the assembly points as was 

done previously. ID4 m1l1ion was allocated to this function in the 1983 season. as 
opposed to 3.5 mUlion in 1980 and only ID1.5 m1lllon in 1979. Although this 

experiment was implemented only on a lJrnited scale. production increased from 98,000 

tons in 1976 to 300.000 tons in 1978. This practice should be Widened to covetother 

areas of production. 

The ,trade in dates is not well orga~sed and there are no specialised markets for this 

product.· It is therefore dUIicult to have a detailed and effective price structure that 
. ,\ . 

applies throughout the country. Since 1nfo~aUon selVices are not available to the 

producer. he sells his products according to his own cash-flow Situation and according 

to local rumours concewm1ng the price of dates. Farmers are particularly vulnerable 

because they usually need cash in advance of the haIVest and their indebtedness Ues 

them to a specific money-Ie,nder. The marketing system involves a number of 

distributive steps. each of which has its profit margin so that the share available to the 

fanner is reduced. This point is discussed in various parts of this thesis. 

The DME alms to bypass many links in the distribution channel. replacing 

Wholesalers and Sub-wholesalers where possible. It has established many assembly 

pOints where It receives and stores agricultural produce until it is despatched to the next 

link in the chain, i.e. the retailers. Collecting at the assembly points Is not an easy 

task, as a high percentage of the dates are severly contaminated. In a few cases the 
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fanners prepare the crop for dispatch themselves. The DME is responsible for looking 

after the orchards with reference to harvestlng and marketing. This is convenient for 

the fanners who are saved the trouble of transporting and storing their crops. 

The problems faced by the date by-products industry are numerous and merit more 

detailed study on account of its economic importance. However, it is outwith the scope 

of our study. One particular concern is with issues that are relevant to marketing. 

Although there is vast scope in the processing field, the industrial demand for dates 

is quite low. At present, small quantities are used for making date syrup, and there is 

an increasing demand for dates for the production of alcohol. This is illustrated in 

Table 29, which shows that only. 1.3% of the total date production was used to make 

syrup, while 6.1% was used in the production of alcohol, this is out of,17% of the present 

total capacity. This is still the Situation at the present time. It was estimated'.that a 

number of projects introduced throughout the country would use about 84,000 tons of 

dates a year for processing purposes. But this target was not achieved. The researcher 

believes that the decline 11'\ total production on the one hand and mismanagement of 

the processing industry on the other, account for the failure to achieve theproposed 

target. Table 30 shows that the consumption of dates for industrial purposes declined 

during the period 1980-1983, these being the most up-to-date statistics available during 

the researcher's Visit to the DME. 

The by-products from dates, such as alcohol, syrup and vinegar in spite of their 

economic Importance, are made from low quality produce. Therefore. more offiCial 

support should be given to the processlng industry to avoid potentlallosses even from 

the small amounts involved. By so doing. exports would increase and the country would 

receive more foreign exchange. 

Although the figures presented in Table 29 cover only five years, officials stated that 

the phenomenon they represent also existed before 1980. StatisUcs show that 547 and 

833 tons were exported In 1984 and 1985 respectively. but a thorough study ofpotenUal 
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Table 29 

Industrial Demand for Dates Production 1970-1978 (Tons) 

SeaSon 
Total Date 96 oJ . 96 oJ 
ProductCon Syrup Total Alcohol . Total 

1974 385.000 19.243 4.9 13.396 3.4 
1975 340.000 18,341 5.3 17,831 5.2 
1976 459,608 13,396 2.9 28,246 6.1. 
1977 254,454 ll,608 4.5 25,824 . 10.1 
1978 '. ' 476,830 . 6,221 1.3 29,311 6.1 

Source: . Ministry oJTrade, Annual Report. 1979, p. 13. 

, __ • ____ F~ _____ _ 

-- -.. ------~ ---. -- --- -""-~---- -----_.,'("--

Table 30 

Industrial Demand for Dates Production, 1980-1983 (Ton/ID);,o .. 
• 

Total Value Average 
Season Production (ID) Price 

1980 48408 1426859 29.5 

1981 52561 1881631 35.8 
.. , I. 

1983 2235 99000 44.3 
" 

Source: Ministry oj Trade, MDE. Annual Report. 1984. 
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markets must be undertaken. The researcher, following his interviews with officials, 

believes efforts should be made to encourage foreign companies engaged In food 

processing and the manufacture of confectionary to use dates in their lndusUy even if 

the profit from the sale of dates is low. Such efforts might not achieve much in the 

short run, but they would represent a step towards lncreasing the volume of exports in 

the long run. Although Iraqi date syrup, for example, has a reputation for good quality 

in many importing countries, annual earnings from this source are low, totalling about 

ID60,OOO. Most exports of this particular by-product are to neighbouring countries, 

namely Syria, Lebanon and Jordan which account for 67%, 22% and 6% respectively. 

The remaining 5% is shared among other countries such as West Germany, Egypt and 
Tl'~ ~ 

Saudie Arabia. Thus the DME should make every effort to find potential markets for ::.:1 
dates and date by-products In order to Increase their contribution to lntema,tional 

trade, taking into account,~qn~~:mers' preferences, wants and needs. 

The public sector's share or trade In these by-products is greater than that of the 

private sector, especially w~th reference to the volume of exports as the public sector 

takes more care and uses more sophisticated techniques, whereas the private sector 

employs less hygienic practices and lacks. the advantages of modem technology so that 
", t~ •. 

the quality of its products suffers. With regard to date syrup, for example, 5% and 21 % 

respectively were exported in 1985 by the private and public sectors. 

A large amount of the dates wasted in different processing stages could be used by the 

alcohol industry. Making use of rejected produce would provide additional reVenue and 

alleviate the development of the processing Industry. However, the development of this 

industry was encouraged by the Work Bank MissIon follOwing a visIt to Iraq In 1951.30 

Although the researcher does not wish to encourage the consumption of alcohol, it is 

known to be effective for medIcinal purposes and for this reason it is smuggled to 

neighbOUring countries. The researcher believes that religious and social customs 
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directly influence domestic demand for alcohol. But foreign markets do exist. Just over 

half of the avatlable capacity for making syrup and alcohol was actually used. 

In our discussion relating to the marketing of grains, we found that grain for 

human consumption 19 sent to animal feeding mills. costing the government m1ll1ons 

in foreign exchange. and often creating the kind of black market which brings chaos to 

the marketing system. Yet a potential, untapped, natural source exists which could 

greatly reduce the shortage of food stuff and grains for human consumption. An official 

stated that about 45,000 tons a year are unsuitable for human consumption. Since such 

a large amount Could be used to produce animal feedstuff. a substantial effort is 

required to expand the avaUabl~ processing capacity for this purpose. The present 

capaCity uses about 10,000 tons of dates to produce 24,000 tons of animal food. An . ' 

expansion of the existing capacity to increase production of animal food from .. dates 

would reduce wastage associated with inferior quality and eventually reduce the 

amount of grain diverted to mam:nacturIng animal feeding stuff. 

Government initiatives, should be directed towards introducing new projects to 

Increase the capaCity to produce vinegar, date syrup, alcohol, and animal feeding stuffs. 

The annual total capacity for producing each of these by products 19 2,000 tons, 49,000 

tons, 7,000 tons and 18,.000 tons respectively. In other words. when these industries 

work at full capacity as planned, all produce of inferior quality wUl be used profitably. 

Moreover, when these targets are achieved, about 60% of the counntry's animal food 

requirements will be produced locally. Again, achieving these targets depends mainly 

on the level of prodUction and coordination between the Ministries of Agriculture, 

Trade and Industry. Without which the full effect of these projects Will not be realised 

and capital resources Will not be utilised. 

Transport and storage problems are created by a lack of marketing specialisation. 

They constitute a cost which is justified as a means of avoiding waste and spoUage and 

preventing Wide price variations when the supplies of a product With inelastic demand 
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are marked by shortage or glut at different tImes.31 Infrastructure Is Important to 

marketing efficiency. The transporting of dates is the responsibUity of the seller rather 

than the buyer. Delivery time is irregular due to an inadequate infrastructure. The 

DME frequently suffers because of the shortage of facUities in the domestic transport 

system. especially where perishable produce is concerned. The scarcity of trucks has 

constituted a major difIlculty for the DME. Poor road links between rural and urban 

areas make the creation of a sound marketing system extremely dUTIcult. Producers 

are located in areas which cannot be reached easUy. This increases costs and travelling. 

time and often results in the deterioration of products. To penetrate into the more 

remote rural areas and expand the agrtculturalindustry. adequate roads are required as 

their absence presents a serious obstacle to successful commerce. It has become 

obVious that the process of economic development in Iraq is concentrated in the··cities 

rather than in the rural areas but the latter are areas of vital Importance in which more 

investment should be made. 

Agricultural economists devote a great deal of attention to the transport facUities 

required for agricultural produce. They regard efficIent transport as essential for 

agricultural development. Mosher32 emphasised that transportation is the most 

important of the five elements he regards as essential for agricultural Improvement. 

A large part of the population (an estimated 4 million) do not benefit from increases 

in aU revenue in the form of increased purchasing power. The solution to this problem 

is to redIstribute income among the various classes and thus stimulate the national 

economy. 

Reminding the reader about Chapter 1. the crucial problem hampering the 

development of effective transportation is the high cost involved and this particularly 

affects the marketing of fruit and vegetables. Iraq's inland waterways have an 

important part to play in transporting dates as most orchards are situated along river 

banks. This method of transport could also be useful for other products that are 
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important to the economy. Iraq has an extensive waterway system for domestic 

transport purpsoes and it also connects Iraq with 1nternaUonal maritime routes. 

The researcher believes that effective utUisation of these resources would reduce 

transport costs, improve the welfare of those who live near the rivers perhaps by 

encouraging tourism throughout the country, at least at domestic level. Table 31 

compares the cost of waterway and railway transport in 1985. The figures show that the 

cost of waterway transport in only half that of rail transport. This comparative 

advantage must be util1sed. In Iraq there are 3,425 kIns. of waterway. The two main, 

rivers. namely, the T1gr1s and Euphrates, account for 2.305 kIns. or 73% of the total and 

together constitut the Shatt AI-Arab waterway, the Iraqi gate to the Arabian Gulf. 

prOVld1ng a sea link. with the rest of the world. AIl the date orchards in the South and 

most of those in the Middle region are located along the river banks which provlqes an 

opportunity to reduce costs if these facUities are fully utilised. Less than 24.000 tons of 

different consumer and industrial products are transported annually by this means. 

The statistics relating to the transport sector provided in the first chapter which gave a 

gloomy picture of the extent to which these natural resources are utilised. reinforce the 

above statements. 

In this context, effective storage and transport services should be supplied In these 

areas to, 1ncrase the marketing infrastructure, as a large proportion of the per1shable 

products are cultivated here. Moreover, most of these crops are produced on a seasonal 

basis. Attention was drawn to this in a study undertaken for the FAO relating to the 

marketing infrastructure. What is relevant to this case study is that proper storage, for 

example, enables export to be so adjusted that the time and place of production 

coinCides, as far as possible, with the time and place of consumption. Dates. for 

example, should reach the IslamiC countries before the holy month of "Ramadan", the 

month of Fasting. Such infrastructure also assists in redUCing shipment costs by 
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Table 31 

Comparison Between Costs of River and Rail Transport (Ton/ID) 

Commodity 
Transportation Transportation Delivery Times 
Cost by River Cost by RaU By River ByRaQ 

Sugar 4.0 5.0 2 3 Tea 4.8 11.0 2 3 Iron 5.0 10.0 3 5 Wood 5.0 7.0 3 5 Vegetables 4.0 11.0 1 2 Fruits 4.0 7 1 2 
Source: Ministry oj Planning. 1973. 1985. ., ., 
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enabling bulk shipments to be organised. This in tum encourages producers to increase 

their output, all of which helps to secure price stabilisation. 

Prtrnitive methods of storing dates are employed at the present time, the available 

facilities being of a rudimentary nature. This is not a situation in which successful 

export operations can be conducted. In fact. advanced storage techniques are essential 

if the quaUty of crops for export is to be improved. Although efforts have been made by 

the government to create additional storage capacity. many of the producing areas lack 

basic storage facilities. resulting in further damage and increased loss due to exposure 

of the produce to bad weather conditions or infestation. An official told the researcher 

that methods of storing are for the most part unsatisfactory. The problem Is 

axacerbated when methods of cutting the fruit from the tree are primitive. or, for 

example, when this work is carried out by long-term prisoners or old women. ~ total 

, cold storage capacity is about 11,000 tons, whereas the average annual production Is 

more thant 200,000 tons. In other words. modem storage facilities are available for 

only 6% of the total production. which is clearly a very low proportion. In the Middle 

and Southern regions concrete buildings used as warehouses have a total capacity of 

about 140.000 tons. Such an inadequate infrastructure causes some of the problems 

encountered in marketing dates in both domestic and foreign markets. 

Referring to the small quantities produced in each orchard to provide most 

producers With their livelihood, the researcher believes that improving the existing 

warehouses and giving more encouragement to the private sector to establish new 

storage faCilities, even at a basic level. with government assistance, are steps that are 

urgently required to help the national economy during the period prior to the provision 

of a modem cold storage system. To avoid any planning failure, a careful study of 

actual requirements must be undertaken. This would be based on scientific and 

accurat~ information relating to average annual production. also taking market 

conditions into account. Moreover, con::;ideration should also be given to applying the 
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same techniques to fruit and vegetables. In economic terms. such measures would 

result in improved utilisation of resources and provide a better return on the capital 

investment made available by the government. 

The establishment by the government within the last development plan of cold 

storage facilities for an additional 10.000 tons in both regions indicates the level of 

offiCial concern about the shortage of such facilities. but more effort is required and It 

seems that the government bears a heavy responsibility in this area. 

With regard to the marketing of fruit and vegetables in Greece. McCorkle33 

emphasised the importance of cold storage facilities. The following quotation has 

relevance to our present case study. "Storage and cooling of produce for export is 

essential to maintenance of quality and to a limited extent. adjusting variable suppUes 

to market demands and available transportation. Most vegetables and fruit PrQducts 

undergo extensive chemical change within a few hours after being picked if they 

remain in' the heat of the day. Ideally small facilities should be erected at many 

locations in Greece to ensur.e proper cooling of produce". The conditions to which these 

comments apply. also exist in Iraq. 

7.3.5 Foreign Trade in Dates 

Before dealing with the Importance of dates to the Iraqi economy. it may be appropriate 

to conSider the importance of marketing information. Data concerning consumption 

levels. esttmates of future demand. and price trends. and farmers' evaluation of their 

produce and details of market conditions all constitute the type of market information 

which determines the level of competition and helps to Improve bargaining power. For 

the DME. this information is vital to enable it to draw up future strategiC plans relating 

to the world market. In fact. such information is cruCial not only for the DME but also 

for the producers since it can help the latter to make decisions concerning appropriate 

output levels and to take steps to supply the quality that obtainS higher prices from the 
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DME. For the DME, such information Is Important, as this establishment Is 

responsIble for adhering to the terms of signed contracts and information about prices 

and data concerning demand and supply can be used as a guide to prevent any losses in 

the existing market caused by customers transferring their business to the DME's 

competitors. 

The importance of marketing information for the growth of agricultural production 

and trade in developing countries was clearly stressed by Professor Abbott. 34 He stated 

that "Lacking information as to prospective value of produce and where they can seUlt 

advantageously, farmers may not even try to grow and market some crops in current 

demand for which their land Is suitable". The absence of adequate information Is a 

frequent cause of physical waste. For example the provision of appropriate 

information would enable producers to avoid saturated markets and ship their produce 

to markets where It is actually required. 

About 150,000 tons of dates for human consumption are exported from Iraq eveIY 

year. This produces revenue to the value of at least 109 million and constitutes about 

70% of annual world exports of dates. Table 32 shows date exports as a proportion of 

total Iraqi exports. Although their contribution has declined in recent years, this is 

mainly due to an increase particularly in the 1970's in the value of oil exports rather 
, 

than a decline in the value of date exports. 

In 1985, dates still constituted over 14% of Iraq's revenue from exports other than 

on. Table 33 shows the change that has taken place in the roles of the prtvate and 

public sectors in recent years, with regard to the export of dates. The public sector has 

continued to. be more dominant, a point already referred to in connection with the 

export of date syrup which constituted 91% of Iraqi date exports in 1978 and 85% in 

1983. The DME entered a new market in Europe. Since consumers there required 

specific types of dates with improved packaging, the price of each ton sold abroad 
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Table 32 

Dates Exports as a Proportion of Total Exports, 1979·1983 (MIlD) 

Date Total 
Year E orts Exports 

1973 10.016 32.523 
1974 8.313 28.130 
1975 11.493 35.565 
1976 11.819 46.530 
1977 11.230 42.700 
1978 13.748 62.914 
1979 12.507 83.687 
1980 12.481 121.984 
1981 8.471 168.059 
1982 7.613 15.544 
1983 2.287 81.801 

Sources: 1. Ministry oj Planning, Annual Report. 1985. 
2. Ministry qf Trade, Annual Report. 1983. 

Table 33 

Dates as 
oj Total 

30.8 
29.6 
32.3 
25.4 
26.3 
21.9 
15.4 

1.0 
0.4 
4.6 
0.3 

, .. 

Dates Exports by the Public and Private Sectors, 1979·1983 (Tons) 

YEAR Sector Variety 1978 1979 1980 1981 1982 1983 

punuc SECTOR Zahdl 151743 166541 146181 86935 107002 12941 
H1llawi 9986 2884 4624 1318 3665 1109 
Khadrawt 1543 656 412 . . 577 
Rutab 34981 6 292 43 . . 
Sayer 5579 9987 12705 8430 1975 511 
Bream 15 6 672 . 153 191 

Sub Total 213,847 187,427 164,886 96,726 112,795 15,289 

PRIVATE SECTOR 1,523 29,440 17,705 13.007 19,579 29,085 
Total 215,370 216,867 182,591 109,733 132,374 • 44,374 • .. 

The bigjall in Public Sector exports in 1982183 is due to the country's 
C:ircumstances. ' 

Sources: Ministry oJ Trade,' Al1nuCd Report. 1983. 
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increased. The average price per ton increased from ID31in 1969 to 10160 in 1984, I.e. a 

rate of increase of 8.2% per annum. 

The 1mportance of dates for export purposes must not be underestimated .. According 

to the Ministry of Trade, the percentage of exports represented by this crop is higher 

than that of any other commodity excluding aU. Table 34 shows the importance of 

dates in relation to total exports. They accounted for 45% and 57% of such exports in 

1984 and 1985 respectively. Four of the four hundred and fifty varieties are the main 

ones exported. Table 35 provides a summary of the quantities exported according to the 

type of package used. Although the data obtained by the researcher is six years old, It is 

important to draw attention to inadequate packaging and emphasise that new methods 

of packaging must be introduced in order to make the product more attractive and, more 

1mportant, to reduce spoUage. In fact, packaging is one element of the marketing mix 

which must be deSigned in keeping with consumers' preferences. In other words, the 

marketing concept must be adopted in relation to that aspect of the food indUStry. 

The data in Appendix 5, which was obtained in an interview with the commercial 

staff of ~he OME, shows the quantity and value of dates exported by various countries 

between 1975 and 1985. In 1985, SOCialist Asian countries imported the greater 

proportion, 41%, followed by non-Socialist Asian countries with 20%, Eastern Europe 

with 15% and Middle Eastern countries with 17%. while America and Canada 

accounted for only 7%. The decline in exports during the years 1984 and 19851s closely 

related to the country's political situation which seriously affected the abUity of 

fanners to haxvest their produce. 
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Table 34 

Total Exports of the General Establishment for Exports (10) 

Pe rcentage 1 rt mpo ance 

I 
Value (OOOID) ojChDnge Percentage 

Details 1984 1985 % 1984% 198596 

Export of: 
Food Products 916.5 1208.3 32 30 20 
Chemical Products 28.6 256.4 798 1 4 
Construction Products 572.7 630.2 10 19 10 

Textile Products 75.7 333.0 340 2 6 
Engineering Products 100.7 206.3 105 3 3 
Dates 1374.6 3488.9 145 45 57 

Total 3068.8 6123.1 100 100 100 

Source: The Ministry of Trade. Annual Report. 1985. 

, ., 

Table 315 

Quantlty of Dates Exported According to Package 1970-1979 (Tons) 

Carton 

Year 
(Hard 
(Cover) Boxes Sacks Ttns Total 

1970 57.729 156.500 84.785 7.272 306.286 
1971 55.290 96.503 78.789 4.7ll 235.293 
1972 63.756 126.744 95.316 5.543 291.359 
1973 68.866 102.582 80.503 3.811 255.762 
1974 66.129 105.154 120.285 6.515 298.883 
1975 62.563 80.871 95.578 6.680 245.692 
1976 63.892 63.174 156.596 10.239 293.901 
1977 46.582 22.883 110.463 225 180.153 
1978 68.350 29.824 133.760 277 232.210 
1979 45.921 421 128.511 30 174.883 
1982 31.000 348 101.422 25 132.795 

Source: Ministry of Trade. DME Working Paper. Baghdad. 1979. 1982. 
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Conclusion 

This subsection set out to investigate the problems and obstacles affecting the 

development of the date industry in Iraq. the factors affecting the level of production 

and the reasons for the decline in exports to foreign markets. with particular reference 

to marektIng. Some incentives must be given to growers. as most take very little 

interest in the development of their orchards. Statistics show that the return available 

from thiS crop is less than that from fruit and vegetables. Comparison shows that the 

daily or seasonal return is lower for dates than for any other crop. Thus many farmers 

no longer tend their orchards and devote their attention to other activities. Moreover. 

farmers may not receive the offiCially declared prices. but sell their prodJ,lce to .. 
middlemen to whom they are indebted so that they remain poor and In a weak 

bargaining pOSition. 

One incentive for farmers would be provided by announcing the pricing policy . 
before the season starts thereby ensuring stabU1saUon of prices for agricultural 

produce so that farmers would realise that a reasonable return would be obtained. but 

neither the farmers nor the authOrities fully understand the importance of such a 

pOlicy. Farmers must improve the quality and quantity of their produce. and the 

government should ensure that a fair pricing policy Is implemented to encourage 

fanners to increase their output. If these actions were taken. they would provide a 

solution to the Social, technical and marketing problems affecting palm orchards. 

It is unfair to pay a Uniform price to farmers without differentiating between 

quality levels. if a better type of produce is wanted for export. Such a policy treats good 

and bad produce as equal and therefore does not encourage farmers to improve their 

quality control and to take more care of their orchards. In fact. a uniform policy 

benefits those with lo~ quality at the expense of those who produce betterquaUty 
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produce at greater cost to themselves. Thus, prices paid to farmers should be more 

favourable, Irrespective of world prices. Thus when world prices are hIgh, farmers Will 

be better off, and when they are low, the government should subsidise the produce to 

reduce the finanCial uncertainty experienced by farmers in relation to their produce. 

Inadequate warehousing and handling facilities leave the farmers' products at the 

mercy of weather, insects and so on. Shortages of food products are aggravated by 

inadequate methods of storing and warehousing. Losses caused by diseases are serious, 

and often control measures are directed mainly towards insets, rarely towards diseases. 

Inadequate insect control frequently results in damage to fruit that has been pIcked and 

stored. Damage to dates caused by pests is estimated to total1D3 million per year or 

about one third of their total export revenue. The price of first grade varieties may drop 

by as much as 500Alif infestation rises about 5%. To reduce crop damage, dates sho,u1d be 

pIcked as soon as they ripen and thereafter be fUmigated as soon as possible and stored 

in Suitable conditions. 

The country has no facUities for the implementation of market research. EvIdence 

suggests that It is better for the DME to undertake this work by means of an intense 

advserUSing campaIgn using the CommerCial Councils attached to Iraqi Embassies 

abroad. The researcher believes that the DME could collaborate With students pursuing 

higher education in Western Uruversities in order to identify consumer attitudes and 

preferences in relation to this crop. 

Since dates are grown mainly in underdeveloped areas, theIr cultivation has not 

received the full attention it deserves. Dates contain a considerably high proportion of 

digestible nutrients whIch could be used in the West as pasture supplements for pigs and 

as food for domestic animals. Iraq has the potential to become one of the biggest 

exporters of arumal foodstuffs in the world. But the palm Is not simply a food­

prodUCing tree: it also provides wood for fuel and both ropes and mats are made from its 

branChes. Again, the absence of scientific research has seriously affected the demand 
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for Iraqi dates despite their superiority over varieties available in other date-producing 

countries. Effective action must be taken to Improve existing demand. by ident1fy1ng 

the factors affecting consumer satisfaction and encouraging the adoption of new 

techniques. The Iraqi Centre in London was closed due to its fallure to stimulate 

demand in the U.K. The researcher believes that officials in that Centre had little or no 

experience in marketing and simply acted in their capacity of employees in a 

government department instead of thinking in commercial terms. Research carried out 

by a French agency in 1977 on consumers in the U.K. showed that people in the South of 

Britain consume more dates than those in the North. as the latter consumed more dried 

fruit. The researcher believes that the opposite should be the case. i.e. since dates have a 

high calorifiC value they make the body warmer and they should therefore be consumed 

to a greater extent in the North where it is colder. One message. therefore. to the l>,ME is 

to concentrate more on consumers in the North. Other measures must be taken such as 

redUCing costs. improving packaging. and introducing to the market, new products, for 

example. including dates in chocolate bars. 

High quality improved. pressed dates. accounted for about 27% of the annual 

exports to Europe and the United States in recent years. The data avaUable indicates 

that there is an increasing demand for dates in this fonn. The H1l1awi is a favourite 

date with the American consumer, probably because of its light and attractive colour. 

The greatest obstacle to the export of dates Is the narrow time gap betw~en the 

harvesting season and the best time for selling. Demand is at Its highest in Europe 

dUring the Christmas season and in the Autumn. The harvesting period and the time 

when demand is highest unfortunately d~ not coincide, the time lag being so great that 

it Is extremely difficult to maintain the deSired quality level. Again, better methods of 

processing and packing are required to enable foreign demand to be met. 

Dates are also in great demand in neighbouring Arab and IslamiC countries. where 

900Al of the population are Muslims. for whom the date holds a special religious 



Significance. These markets could be exploited far more than they have been up to the 

present time. This supports the third part of our hypothesIs, namely, that religious 

factors have an effect on food products. but we shall discuss this point in greate'r detafl 

in the next Chapter. 

An official told the researcher that, surprisingly, dates from California are the 

strongest competition Iraqi dates face, particularly certain varieties. BasIcally. palm 

trees were transferred from Iraq to Calif~rn1a, where they were grown in a s1m1lar 

climate. The researcher beUeves. and in this he has the support of officials, that the 

quality of United States dates was improved by using advanced technology whIch 

enhanced their image in world markets. An offiCial stated that consumption by 

Muslims remains constant, but the researcher believes that there is a potential market 

in other Islamic countries· such as Malaysia and in other African countries, 

Particularly in those which have recently become independent. The high population of 

these countries may encourage the Iraqi government to take appropriate steps. 

The adoption of the appropriate technology would enable Iraq to take the lead in the 

sugar Industry. Officials stated that the technology for manufacturing table sugar 

exists in Japan. The avaflability of the necessary raw materials - mainly dates - would 

prOvide Iraq With the opportunity to affect sugar prices in the world market. Since the 

government has the ability to provide the finance for such projects, it should, as a 

matter or urgency, take steps to implement these projects which could, in practtce, 

prOve to be of immense value to the country's economy. 

The DME has played an active part in finding new markets and has made some 

efforts to raise commercial standards, but the task of improving the date marketing 

system remains an urgent one, requiring cooperation between sproducers, buyers, the 

DME, exporters in the private sector and so on. For example, dates should reach 

Islamic Countries, before :'Ramadan" the holy Fasting month, and the European 

COuntries before "Christmas". Improving this market Is not therefore the sole 
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responsibility of the government. Part of the responsibility must lie with the General 

Union of Cooperative Peasants which should educate its members about their products. 

The inability of the movement to compete With other retailers is generally believed to 

be due to faults in the organisatlons' structure. Date growers should fonn a special 

cooperatlve which would provide credit and training facilities and help with 

improvements in picking, packaging and preserving the produce. Credit difficulties 

and a general shortage of financial resources force farmers to harvest their crops too 

soon. Accordingly, they do not care for their crops properly and this reduces their 

competitlveness in world markets. 

Political factors may have an effect on countries with which contracts for the sale 

of dates will be arranged. Any adverse effect would be reduced if Iraq's politlcal images 

in the eyes of other countries was enhanced and relatlons between them were b~ed on 

an interchange of benefit on the basis of equality. However, efforts must be made by the 

DME to negotiate With the internatlonal food industry companies - particularly in 

SOCialist countries such as ,Czechoslavakia which produce sweets and confectionery for 

European countries including the U.K. about the possibility of using date products in 

their industry. 

To facilitate the marketing of dates in both local and foreign markets, it is essential 

to reduce the transport costs which are high because existing transport routes are not 

fully utilised. The use of the railway to reach the local market, and waterways for 

exporting COuld prOVide the most effective transport methods at lower cost if the 

existing networks were improved, The allocation by the government of 10268 million 

for railway projects to link Iraq with Syria, Turkey and Western Europe rep~esents an 

important step towards achieving this end, but more work Is needed to extend the 

network throughout the country. Increased utilisation of waterway routes which are 

USUally cheaper than other methods, would link Iraq with routes throughout the world. 

About 18% of dates are exported to the Gulf states by waterway routes and more than 
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60% of all date exports are transported by this method. Officials told the researcher 

that high transport costs still constitute an obstacle to selling dates in foreign markets. 

Most countries prefer to have the produce reach their countries under the umbrella of 

DME responsibility whereas the DME prefers the F.O.B. system. The researcher 

. believes that improving Iraq's trade image and utilising ~fficient transport methods 

might minimise such problems and improve the country's bargaining power in foreign 

markets. But above all. greater flexibility by the DME concerning the question of 

selling is very important. to avoid exposing the unsold dates to further damage, 

Particularly at the present time when Iraq lacks adequate storage facUities. 

Better organisation of transport and storage mIght reduce .the effect of the narrow 

time-gap between harvesting and the best sales periods. as mentioned above, namely 

Christmas and Ramadan, the holy month. ' .. 

The above conclusions indicate that Iraq. despite its comparative advantage as the 

world's largest date-producing country. has little control over date prIces in 

international markets, and. faces serious competition from other producing countries 

such as Algeria and Iran. There is a lack of management skills at fann level as most 

farmers have a low level of education which makes it difficult for them to own or 

develop their orchards effectively. At an officIal level. greater managerial skills are 

required to enable an acceptable price policy to be implemented so that fair prices can 

be secured for farmers. 

The level of production clearly has an effect on the level of exports, but the 

relationship between the level of production and the amount available for sale in the 

local market is not necessarily positive, as the authOrity's priority Is to ensure its 

foreign market commitments are met, even at the expense of the amount available for 

local consumption. FIgures show that the decline in production has an obvious adverse 

effect on the country's level of exports and this decline is to some extent the result of 

inefficient production methods and general mismanagement. 
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The researcher believes that the DME has concentrated on foreign rather than on 

local markets but the criterion of success when domestic and foreign markets have to be 

served is the extent to which local consumers and the national economy benefit. In the 

last ten years, despite the present political situation in the country, there has been a 

noticeable decline in the quantity and quality of dates available in the local markets 

and a considerable increase in unoffiCial prices. Since this has been largely due to 

defects in the marketing system, the DME must take further steps to ensure that the 

marketlng of this crop is implemented more effectively. The researcher hopes that the 

above diSCussion will help to prepare the way for improvements in the date marketing 

system as that the country's interest will be better served. 

7.4 Marketlng of Grains 
Introduction 

, 
InstabilIty is a general charactenstic of the agricultural industry. Accordingly," price 

movements vary to a significant extent from year to year, and when the most of the 

produce required for the home market and surpluses are marketed, the pnce Is usually 

low. Such downward pnce'movements were referred to in Chapter!? Farmers need to 

repay their loans or receive cash payments. The lack of storage and other facilities 

explains why most marketing takes place soon after the harvest. Seasonal price 

changes Occur for the reasons we mentioned at the beginning of this introduction, 

namely unforeseen production fluctuations, the poor market information syStem, and 

above all, inaccurate' or unscientific forecasting. When there is a shortage of 

agricultural produce which is capable of being forecast, government policy naturally is 

to import in order to meet the deficit, but a POint worth mentioning here is that 

seasonal pnce variations become quite marked because of the unpredictable form 

govemment intervention takes when such intervention should be to achieve pnce 

stabilisation. 

The traditional marketing system may have been a limiting factor to agricultural 

development in Iraq. Therefore the present government has tried to improve 
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marketing facUities with the purpose of increasing the availability of agricultural 

products in the market for the population through the establishment and enhanCing 

the establishing firms which are dealing and responsible for the market of these 

products within their own fields. The history of government intervention in the 

marketing of agricultural produce started in the 1970's as we shall see later. 

Intervention by the government seems to be vital in times of food shortage as it benefits 

the whole population despite their low purchasing power whereas the private sector 

may exacerbate the situation by causing price inequity by transferring the products to 

urban areas where purch~sing power is high and when there is a surplus, fanners have 

no incentive to grow these crops. Thus government intervention is directed towards the 

distribution of agricultural produce and the stabilisation of prices. 

;, .. 
7.4.1 Crops Characteristics 

In general, grains constitute the basic diet of the Iraq! populations. The main types of 

grain grown in Iraq being ~heat, barley and rice. Those three grains, individually or 

together are consumed every day. At one time wheat was eaten mainly by the rich, 

particularly in urban areas, and barley was the staple food of the poor, especially in 

rural areas. As the people's standard of living improved, wheat flour was commonly 

used throughout most areas of the Middle and Southern regions. Wheat and barley are 

grown on both irrigated and dry land, but the latter is much more suited than wheat to 

the arid climate, requiring less water and being more tolerant of soU salts. 

Bread, which is consumed dally is made from hgih extr~ction wheat or barley. flour 

in both urban and rural areas, though bread made from barley flour is still popular in 

the rural areas. Throughout the country bread called "Khubus" and "Regheer' is made in 

one hundred gram disks. In the rural areas of the South, a similar kind of bread called 

''Tubag'' is made of unleavened barley or ofmUlet and rice flour. In the North, wheat is 
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used as "Burghul". Com and mUlet, which are popular in the Middle and Southern 

areas, are used in soup as well as in bread. 

Wheat consumption has increased considerably in the last two decades. The variety 

which is grown in the North region is of a high quality and can even compete with 

imported varieties while wheat grown in the Middle or the Southern provinces is 

greatly inferior to the imported or Northern varieties. Thus, in the latter areas, 

farmers have sometimes found it more profitable to produce other agricultural products 

such as beans, sesame, soya or cotton. 

Grains represent almost one third of Iraq's total agricultural production, wheat 

alone accounting for 41% in 1985. The areas allocated to grain have increased 

conSiderably in the past and are continuing to do so, to keep up with the growth of 

population which has increased by at least 60% since the 1950's. This incre~e has 

occurred mainly in the North part where dry-farming areas of marginal steppe lands 

bordering desert regions have been brought under cultivation, using mechanical 

eqUipment. This has takell place in spite of fluctuations in the level of winter rainfall. 

Table 36 shows the total production of grain crops for the period 1981 to 1985. 

The Table shows that the areas cultivated have increased to a consIderable extent. 

For example, areas used for Wheat, barley adn rice increased from 4.8,4.1,0.2 m11lion 

donums in 1981 to 6.2,5.8,0.3 mUlion donums in 1985 respectively. But on the other 

hand, despIte such increases in the areas cultivated. productivity decreased instead of 

increasing. and this supports the researcher's view that the decline in production 

perSisted after the period when land reform was implemented. for reasons mentioned 

In Chapter 5.- .Where there are marked variation in production levels, thIs also has an 

effect on gov~ent programmes intended to ensure that sufficient grain Is available. 

Table 37 shows that variations in the level of production affect the programmes of 

grain bUying at national level. so imposing major constraints o~ the government and 

the types of food present in the local market. Sometimes the differences between 
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Table 36 

Area Yield and Production for Main Cereal Crops. 1981-1985 

Cultivated Haroested 
Area Area Yield Production Crop Year (00 Donum) (00 Donum) Kg./Donum (00 Ton) 

Wheat 1981 48.469 47.700 186.1 9020 
1982 47.277 46.738 204.1 9651 
1983 51.261 47.653 164.1 8410 
1984 52.712 19.708 89.3 4709 
1985 62.661 61.609 224.3 14055 

Barley 1981 41.947 39.355 220.4 9247 
1982 46.654 44.410 193.3 9020 
1983 55.655 48.663 150.1 8355 
1981 57.439 21.017 83.9 4820 1985 57.948 54.264 229.8 13314 

Paddy 1981 2290 2180 708.3 1622 1982 2450 2305 666.8 1634 
1983 2272 1956 486.4 1105 
1984 1810 1566 600.5 1087 
1985 2452 2101 607.0 1489 

Maize 1981 1042 705 376.8 393 (Seeds only) 1982 794 477 354.7 2S2 1983 1086 600 259.0 281 
1984 1389 775 223.0 309 
1985 1363 857 300.4 410 

Millet 1981 41 35 204.0 8 1982 11 10 201.0 2 1983 . 87 78 163.0 14 1984 123 116 202.0 25 1985 98 94 158.0 16 
Source: Ministry oj Planning Annual Report, 1985. p. 59. 

Table 37 

Comparison Between Planning and Achieved Buying Programme 
Of Grain (Domestic). 1976-1983 (Tons. 000) 

Year 
Expect. Actual Expect. Actual Expect. Actual Buying Buying 96 Buying Buying 96 Buying Buying 

'WHEAT BARLEY RICE 

1976 
96 

300 589 196 10 21 205 30 67 225 1977 500 150 30 15 16 109 50 91 183 1978 350 298 85 20 43 215 120 115 96 1979 500 182 36 33 41 124 100 122 122 1980 300 399 133 35 200 570 145 63 44 1981 500 336 67 50 289 577 140 73 52 1982 350 405 115 . 250 230 92 110 110 100 1983 250 233 93 150 85 56 110 89 89 .. .. 

Source:' Ministry of1Tade. Annual Report. 1983. 

461 



planned and actual production were as hIgh as 30%, 56% and 52% for wheat, barley and 

rice respectively during the period 1976 to 1983. Such variations directly affect stock 

levels at the end of each year, a sItuation whIch may threaten the national interest. 

Until the 1960's, Iraq had been self-sufficient in grain, with a small amount 

available for export, but since the level of production has dropped, wheat, barley, rice 

and even fruit and vegetables have had to be imported. Until 1972, Iraq was able to 

export some of her grain production to neighbouring countries. Table 38 shows export 

trends from 1965-1972. Iraq started to import grain after the Land Reform System was 

introduced in 1970 therefore the hypothesis that production declined immediately after 

the implementation of the land-reform system appears to be supported. Table 39 which 

shows the trend for major imports over a number of years, indicates that they have 

increased in both volume and value, especially in the most recent period, and th~t the 

rate of imports was higher during periods of lower production. Thus, the recovery of 

agricultural prosperity in Iraq is possi~le. 

Most of the grains grown in Iraq are of the winter season type. Usually the land is 

pre-watered in October of each year and ploughed again one month before planting. 

DUring the last two months of the year, the seeds are planted In small areas by hand 

and in larger areas by machines. The yield is then harvested at the end of the fifth 

month of the follOWing year. 

MachInery undoubtedly plays an important part in the development of the 

agricultural sector, and particularly for certain crops. The use of the tractor is .' 

becoming increaSingly popular partIcularly by private sector farmers. The government 

sometimes makes an effort to provide the necessary machinery and implements which 

may be available for hire from stations built for thIs purpose by speCialised 

cooperatives. The researcher'S opinion is that these seIVices are very limited In terms 

of quantity and quality and greater efforts are required. The offiCials working In thIs 

field lack technical experience and the experiment has not been successful. Intensive 
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Year 

1965 
1966 
1967 
1968 
1969 
1970 
1971 ' 
1972 

Source: 

Year 

1975 
1976 
1977 
1978 
1979 
1980 
1981 
1982 
1983 
1984 

SOUTce: 

Table 38 

Trend of Grain Exports, 1965-1972 (OOOID and Tons) 

WHEAT RICE BARlEY 
Quantity Value Quantity Value Quantity 

1.312 ,30 0.011 0.915 128 
26.943 763 0.002 0.183 150 

485 16 0.010 1.0 11 
505 14 1.000 89,0 40 

14,452 383 4.0 234 82 
225 8 80.0 8 36 

- - - - -
13 282 50.0 7 190 .. 

Ministry of Trade. Annual Report. 1979 

Table 39 

Quantity' of Grain Imports and Value from 1975 to 1984 
(MUlion Ton/Value) 

Value 

2.000 
3.000 
0.279 
0,677 
1,300 
0,538 

-
4.500 

.. 
"' 

THE COMMODITY 
Rice Wheat Barley 

Quantify Value Quantity Value Quantify Value 

0.568 39.7 0.151 24.0 0.002 0.336 
0.616 41.8 0.188 23.7 0.028 0.245 
1.363 54.5 0.244 23.3 0.106 4.5 
1.323 26.2 0.194 27.7 0.155 5.5 
1.483 77.0 0.363 53.0 0.101 4.6 
2.115 152.2 0.400 64.1 0.253 15.0 
1.306 99.3 0.333 62.0 0.136 96.0 
1.598 95.6 0.400 51.4 0.100 38.0 
2.383 40.5 0.490 66.8 0.204 1.7 
3.077 180.9 0.675 36.6 0.409 5.9 

1:finistry of Planning. 1984. p~' 45:' 

463 



preparation is required for providing such services but there is no indication that this 

has been provided, despite the government's deSire to encourage farmers to own 

machines. Statistics appear to support the researcher's opinion. There was only one 

specialised cooperative providing machinery services in 1985 and this had no 

experience in the field of agriculture so with a staff of eleven, it could hardly be expected 

to provide the required services for the whole cou~try or even for one region. Moreover, 

according to the 1985 reports by the Ministry of Agriculture and Agrarian Reform in 

1984, only two training programmes were undertaken, involving sixty-six farming 

trainees. With reference to the agricultural tra1n1ng programme, no provision is made 

Within it for prOviding training in the use of machinery. Table 40 shows the number of 

programmes arranged and these do not appear to have been successful. 

When uSing these machines, farmers are exempted from the cost of futI and 

cooperative members are given priority and a discount of 10% of the normal price. In 

general, the number of tractors and harvesters employed in this sector increased from 

22,000 in 1976 to 38.778 in 1985.35 Ownership of machines used in farming is more 

Widespread in the private sector than in the public sector, see Table 41. In 1985, the 

public sector owned 0.04% of all the machines used in Iraq, while private sector 

ownership was about twenty-six times greater. This greater use of machines by the 

private sector may allow us to assume that the private sector is more innovative than 

the public sector. The researcher bases this opinion on the fact that the private sector 

made use of technlcai input even before the Land Reform system was introduced. The 

various reasons for this might be a useful source of further study. A report by the 

Ministry of Information 1ssued in 1977 revealed an increase in tractor working hours. 

DUTerences in the average working hours of tractors ind1cate that there Is a low level of 

utflisation of available capital resources. The average number of hours for tractor per 

year increased from 178 in 1965 to 460 in 1972. Thus the efficient use ofmachmos may . 
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Table 40 

Training Programme for the year 1984 

Programme 
The Subject Number 

Agricultural Training 3 
Agricultural Development 2 
Machinery Training . 

Total 5 
,---. ------- - --- . - - - -----

Number 
of Trainees 

8 
22 

30 

Source: Ministry of Agriculture and Agrarian. Reform Annual Report. 1984. 

Table 41 

Number of Agrlcultural Machines In the 
Agricultural Sectors In 1985 

KIND OF MACHINES Sector· Tractors Harvestors Pumps Public Sector 1982 1985 1982 1985 1982 

M1n1stry of Agricultural & 
Agrarian Refonn 1691 821 846 114 849 

Ministry of Irrigation 642 453 19 18 452' 

Cooperatives 134 10 2 773 
Total 2449 1284 865 134 2074 
Private Sector 27507 34721 1908 2053 35662 
General Total 29956 36005 2773 2187 37736 

, ... ~,,-,-,- ~,._"-

Source: Ministry of AgHcultural and Land Reform. Annudl Report. 1985. 

Table 42 

Regional ,Gains from New Planting Methods 
For Wheat and Barley In 1980 (Kg./Donum) 

1985 

.. 708 .. 
72 

523 

1303 

40573 

41876 

Traditional New Method 
Region Method Output Output 

Babel 401 592 
Diyala 226 622 
Sulalmanta , 233 514' 
Mosul 136 357 
ArbU 132 386 
Kirkuk 122 ;338 

Source: Ministry of Agricultural. Annual Report. 1980. 
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increase agricultural productivity and may represent one of the factors that contributed 

to the increase in agricultural productivity by the public sector. 

In Chapter Five we mentioned that successful efforts were made to encourage grain 

production as a part of a nationwide government proj ect, including adopting a more 

scientific approach and providing modem agricultural prerequisites such as an 

improved 1rr1gation network, fertilisers and pesticides. appropria~e managerial skills. 

and level of agricultural credit. In Iraq those inputs which provide a higher yield are 

gradually being introduced. but the introduction of new technologies. both biological 

and chemical. have proved to be successful. and other benefits will be achieved in the 

long run,· if there is widespread implementation of such measures as increasing 

cropping Intensity, redUCing costs, increasing rural incomes and in general, 
., 

concentrating on the prodUction of more valuable crops. Such policies were pursued in 

197636. The principal overall benefit from this programme was that productivity 

increased, although up-to-date statistical infonnation about this programme was given 

in Chapter 5 .. Using new planting methods, the average productivity of each donum was 

468 kg. compared with 208 kg. using traditional planting methods (see Table 42). The 

SUccess of such a policy would be assured if it was implemented by cooperatives at 

national level. Agricultural cooperatives are responsible for more than 60% of all the 

cultivated land and the government tries to provide them with the necessary market 

infrastructure. The researcher believes that if such proj ects are undertaken throughout 

the country as a whole, this will encourage farmers to· devote most of their time to 

planting produce which is more profitable. By so dOing, benefit will be derived from 

existing comparative advantages which may help to reduce the acute shortages of some 

types of agricultural produce. Moreover, the provision of these facilities, when coupled 

With the guaranteed prices set by the government, has some influence on both the 

commodity and credit markets. Guaranteed prices offer the farmer greater security 

against Price fluctuations and make him less dependent on the moneylender. This in 
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turn makes him less vulnerable and provides him with better means of increasing his 

yield. 

Rice grows best where humidity is high. especially in marshlands. Thus. the best 

plan is to encourage the planting of rice in the Southern part of the country as 

appropriate conditions exist in the South. On the other hand. farmers should be 

encouraged to grow barley and wheat which is more suited to conditions there in the 

Northern part of the country. The researcher believes that by using up-to-date 

technology and msodern inputs. the production would rapidly increase and reach an 

unexpectedly high level. The researcher's view is based on the statistics related to crops 

delivered by. fanners and marketed through official channels. Table 43 shows that 

wheat and barley delivered to the "General Establishment of Grain" from the North 

part of Iraq represents 73% of the total amount received by that establishment, The 

contribution for the North is in fact greater than the jOint contribution of the Middle 

and Southern part of the country and the quality of the grain Is higher. When 

productivity is at a high l~el. the government can reduce the volume of imports while 

ensuring that nationwide demand for such a staple item of dIet is met. Not only would 

such a policy be appreciated. but It would also improve the government's image. 

A part of the five-year plan covering the period 1976-1980. the government arranged 

to cultivate 1 millIon donums in 1978 and a committee of personnel who were 

speCialIsts in agricultural affairs was established to arrange for the cult1vatIon of 5 

million donums in 1979. The aim was to increase grain production in order to secure 

self-sufficiency by 1980. Table 44 whIch illustrates the value of allocations to cover 

gram imports. indicates the size of this proJect. More than 10140 million was allocated 

to achieve the target. Although the government has succeeded to some extent in that 

fanners are prodUCing larger quantities of grain. the national target was not achieved. 

On the contrruy. in that particular year. namely. 1980. the level of imports increased 

compared with that of previous years. The quantities of barley. wheat and rice 
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Year 

1981 
1982 
1983 
1984, 
1985.:. 

Source: 

Table 43 

Wheat & Barley Dellvered to "GEG" (1981-1985) (Tons) 

Northern Region 
Wheat Barley 

299,696 
330,157 
193,698 

17,394 
579,063 

237,677 
180,512 

27.151 
17.000 

462.844 

Ministry oJTrade. Annual Report. 1985. 

Table 44 

Middle & Southern Region 
Wheat Barley 

58,197 
77,639 
56,379 
58.772 

108.970 

67,797 
55,680 
63,706 
86.773 

223.078 

., 
" 

Grain Import Project in 1979 

Amount 
Allocated 

Commodity (ID MUlions) 

Amount 
Paid 
(ID MiUions) 

Commodlty 
Value Reached 
aD) . 

. Wheat 83.0 83 57.722.693 

53.000.483 

4.268,232 

Rice 53.0 53 

Barley • 4.4 4.4 

Source: Ministry oJTrade. "CEC". Annual Report, 1980. p. 7. 
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imported were 253,000, 2.115,000 and 400.000 tons respectively. at a cost to the 

government of more than ID231 mIllion. Obvious reasons for this faIlure to achieve the 

objectives set were the lack of managerial skllls. and the misallocation and inefficient 

utllisation of avallable funds. These points were discussed In Chapter~. 

Despite the low productivity in respect of grain, the government's position was 

enhanced in the recent years by the implementation of the system of guaranteed prices 

and the conSiderable measure of control exerted over the distribution and marketing 

system of these commodities. 

7.4.2 The Marketing of Grains 

At the end of 1969. the "General Establishment For Grains" (GEG) was established by 

law number119. and was to be administered by the Ministry of Trade. Its objectives 

were redefined in 1982 when it became L;e government department responsIble for the 

supervision of Local and foreign trade related to grain and for Its transportation. 

processing and storage. Thus it has become the sole distributor of grains in the country 

for both the private and public sectors. and It has monopolistic rights in the grain 

market. It has jUrisdIction over both domestic an~ foreign trade in grain. It has a 

number of other functions. such as recording and publishing information relating to 

markets and supplies. granting permIssion to buy and sell grain and regulating 

movements In both the domestic and export trade. It can exercise control to stabilise 

prIces and It is authorised to support domestic prices when necessary. In the field of 

storage. it has responsIbility for constructing grain silos. Thus the size of its 

Investments constitutes an important and Integral part of Iraq's development plan. 

The CEG headquarters Is in the captIal, Baghdad. It has four branches throughout the 

country to faCilitate and supervise the grains movement between the silos in the 

Northern, MIddle, and Southern parts. All major contracts and other agreements 

concerning the importation of crops are signed by the "Administerial CommIttee" 
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which has full authority and responsibility for importing any type of crop which is 

c1assifled as crucial to the economy, particularly if it Is not produced locally. 

The "OEO" is of Vital importance to the national economy. It is responsible for 

making grains available in terms of the quantity and quality required by the 

consumers at the right time and at the right price. Accordingly, its main function is to 

ensure that there is an adequate supply of grains for consumption by buying it locally 

or importing it from abroad. In fact, arranging for imports has become its major 

function due to the decline in domestic production. Thus it is of great importance to the 

economy as a means of providing a regular supply of food for human consumption and 

also of foodstuff for animals. _ 

The OEO serves both the public and the private sectors, supplying not only the, 

merchants or Wholesalers in the market but also the bakers and millers In thellubliC 

sector. It therefore bears heavy responsibility for deaUng with these Vital areas of the 

economy espeCially since it 'has to cope with fluctuations In production from year to 

year. Therefore, large-sc,ale production of grains in partIcular would make its 

operations more effective, allOWing it to deal more successfully In world markets to 

reduce the import levels, lower prices and m1nJmlse the need for government subsidies. 

Table 45, shows the qu~tities of grain sold during the period 1976 to 1983. The 

amount of grain, sold over this period has increased as is shown by a comparison 

between planned and actual sales of grain. The rate of Increase for wheat, rice and 

barley was 21%, 15%, and 39% respectively. 

The most obvious characterIstic of grain production is that there are marked 

nuct~ations from year to year. When fluctuations are underestimated, whIch is 

generally the case, as the information supplied by those Involved In the agricultural 

sector Is subject to pOlitical consIderations, this Situation imposes on the OEQ the 

obligation to take prompt action to avoId the effects of thIs irresponSIble behaViour 

which leads to the need to import grain of low quality or the required quantities at high 
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Year 

1976 c 

1977 
1978 
1979 
1980 
1981 
1982 
1983 

Source: .. 

sales 
&pected 

1080 
1250 
1550 

.1798 . 
2028· 
1816 
1809 
2381 

WHEAT 

Table 0 4 5 

Comparlson· of Grain Quantities 
Sold from 1976-1983 (000 Tons) 

Actual 96 Sales Actual 96 
. Sales CIumge &peered Sales Change 

1311 121 90 '53 59 
1507 121 100 120 120 
1679 lOB 120 105 88 
1934 lOB ISO 229 127 
2033 . 100 . 250 302 121 
1866 103 250 348 139 
2206 . 121 375 401 106 
2344 98 346 376 109 

Mfntstry ofn-ade. GSG. Annual Report. 1983 

RICE 
Sales Actual 96 
&pected Sales Change 

204 223 109 
240 257 107 
264 302 114 
310 342 . 110, 
283 383 100 ': 
370 388 105 
411 466 113 
429 493 115 

... -... -~-.--.-.-.--.. --.~----.-----. .:.----.--.------;-------------

Year 

1976 
1977 
1978 
1979 
1980 
1981 
1982 
1983 

Source: 

~ales 

340 
190 
380 
744 
676 
629 
532 
658 

Table 46 

Level of Stocks of Grain on. Yearly Basis 
From 1976-1983 (000 Tons) 

WHEAT RICE 
Actual 
~ Sales ~ Actual 96 Sales 

Stock Stock Change bpect.ed 

238 70 "70 49 70 20 
110 58 66 106 189 20 
171 , 45 72 27 38 40 
234 32 71 65 91 82 
604 75 128 125 98 83 
377 71 92 124 135 62 
330 62 103 70 68 94 
345 62 107 III 103 In 

Mfntstry of Trade, GSG, Annual Report. 1983. 
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Actual 96 
Stock Change 

86 80 
13 65 
80 199 
21 25 
83 101 

172 278 
10 11 
49 66 



prices. This clearly has an adverse effect on the balance of payments position. Above 

all thiS puts the national security in danger. Table 46, shows how fluctuations in 

production have affected grain stock levels during the period 1976 to 1983, when levels 

for wheat, rice and barley declined to 32%, 38%, and 11% respectively. Therefore 

domestic production does not maintain adequate stock levels. 

The researcher believes that the lack of accurate information about production Is 

the most crucial problem facing the GEG. ThiS problem Is caused by the absence of 

coordination between the various government departments involved in the agricultural 

sector, namely the cooperatives, the Ministry of Trade and the Ministry of Agriculture 

and Agrarian reform. But responslbll1ty must also be borne by the productive units, 

and the many administrative problems encountered by the GEQ. Failure to estimate 

production levels creates chaos and seriously affects plans for importing gr~ The 

administrative problem Is concerned with how to ensure that crops reach their final 

destination,in other words, the policy.~anaged marketing agencies are not capable of 

handling the distribution .of large numbers of widely dispersed, small marketable 

'surpluses of subsistence crops. When grain is in short supply, free market prices ahnost 

always tend to be higher than those fixed by the government, thereby making It 

difilcult to ensure that grain is marketed through the GEG. Guaranteed prices will be 

discussed again later 1n this section. 

The GEQ faces problems related to the marketing and production of grain. Thus the 

present policy adopted towards producers must be revised in such a way that they are 

prOVided With incentives. For example, a premium should be paid to those producers 

who prOVide high qualUy produce. Worthwhile incentives must be o1!ered to those who 

achieve the preSCribed target. Most of the produce, according to an official Is in a fUthy 

state and unprocessed, and generally the good and the bad quality produce earns same 

reward, just to ensure the support of farmers and coope~at1ves, but this policy simply 

excludes the pOSibillty of providing incentives in the long run. 
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Credits. should be provided at the start of the season and duling the preparatory 

stages. Funds should also be made abaUable after the harvest for clearing the farm and 

free transport facilities should be provided.· An official told the researcher that fanners 

are paid only 2% of the total value of what they sell to cover transport costs. grading 

and personal expenses. Obviously this is a trivial amount and It is regarded by some as 

merely a fonn of charity. The psychological effect of this is that a poor relationship 

exist between farmers and offiCials. Moreover. they may as a result. prefer to sell their 

produce in a free market. thereby saving both effort and tlme. rather than be prepared 

to accept such low return. 

In contrast giving producers credit in advance will encourage them to keep 

prodUCing grains. and improve their relationship with the GEG. This relationship 

would be strengthened in the long run, and fanners would be less dependent on money 

lenders in that they would be able to obtain their finanCial requirements in advance 

Without their bargaining power being weakened. Products have to be delivered to a 

collection station administered by the General Union of Cooperative Peasants. At the 

stations there is a representative from the GEG whose duty it is to examine the quality 

of the grain (to ensure that the pre-set specifications are met). such as protein levels. the 

percentage of spoUage and various chemical specifications. but in practice most of the 

prodce was treated in the same way. with little or no differentiation in tenns of quaUty. 

The produce is then transported to the nearest sUo. 

To ensure that all the produce is delivered to the collection stations, the guaranteed 

Price Is usually higher than the market price just after the harvest. In order to 

encourag~ farmers to sell their produce to the GEG. The guaranteed price is usually set 

at ministerial level. and a small premium Is added to the basiC offiCial price to 

dlfTerentlate quality standards. The price set is usually fixed with reference to the local 

production level and prices in the free market. 
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The researcher obtained a list of the guaranteed prices relating to the grain crops in 

our study In recent years In order ,to assess how far official prices reflected changes In 

the increasing costs of production. and the desire to ensure that produce reached the 

GEG by prOViding Incentives for fanner. The list is presented In table 47. The table 

r~eals that guaranteed prices have Increased by only 50% over a period of six years 

which may be regarded as quite a small increase. On the other hand. the price 

differential relating to different qualities is about 5% except for rice where the 

percentage increase is a little higher. The conclusion is that little incentive was given 

to producers in general and little encouragement to provide high quality produce. 

Accordingly. fanners in the remote areas might prefer to sell their produce to the 

prtvate sector. bearing in mf:nd that the higher guaranteed prices are counter balanced 

by the additional costs involved. and this deters farmers from dealing with the'public 

sector which in theory should provide a profit made up of the diITerence between the 

guaranteed and free market prtces. ~rthennore, dealing with offiCial departments is 

time consuming if no close relationship is established Qetween the fanners and the 

GEG, by. for example. providing credit in advance. or appropriate services. it is not 

likely that fanners Will be encouraged to deal With the GEG. especially since statistics 

prove that. cultivation costs increase faster than the guaranteed prices.37 The 

researcher is of the opln1on that the estimating of costs was not performed accurately. 

in View of infonnatlon obtained during his discussions with many offiCials in the 

M1n1stry of Agriculture. Those officials emphaSised that the setting of guaranteed 

Prices should be arranged follOWing consultation with other parties who have a direct 

interest in the overall agricultural process. including representatives of fanners. 

managers of wholesale markets.· and private wholesalers. The contributions made by 

these representatives would ensure that prices were falrer and more acceptable to 

producers. In Iraq. government agencies generally lack the necessary administrative 

structure to enable them to purchase a significant protion of the marketed surplus at 
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Wheat. 1st Graded 
Wheat 2nd Graded 
Wheat - Small 
Barley 
Rice -Anbur 
Rice - Furat 22 
Rice - Furat 36 
Rice - Yareet 

Table 47 

List of Guaranteed Prices of Grain 
During the Period 1981 to 1986 (ID/Ton) 

1981 1982 1983 1984 
' .' 

74 ~:"88 100 110 
70 '84 96 102 
65 78 89 92 
65 72 85 90 

137 150 " 170 210 
90 105 115 125 

" ,,85 95 105 115 
65 65 65 65 

Source: Ministry of AgricultUre. , 
General Establislunentfor Cooperatives. 1986 • 

1985 1986 

140 155 
130 140 
120 120 
120 120 
250 300 
150 180 
135 165 
65 65 

\ 

. -,,,,,,,.~--.-.--~~~ ____ --.._~._ ... ~ ____ ,._,. ' ________ ~_. ____ . __ .. _________ ........ __ .• ~_ .. :. ___ . __ ~ __. ____ ~ __ ._w. _____________ ~ ... _ 

Table 48 

Quantities of Grains Received by the GEG 
From 1975 to 1985 (000 Tons) ;, .. 

Year Wheat Barley Rice 

1975 295.1 3.9 22.0 
1976 550.1 21.0. 91.0 
1977 140.0 16.0 129.0 
1978 291.0 43.0 108.0 
1979 176.0 39.0 89.0 
1980 389.8 144.4 108.4 
1981 332.0 287.0 108.4 
1982 201.3 235.0 106.5 
1983 228.0 88.0 63.8 
1984 45.0 61.0 55.6 
1985 657.5 656.2 43.7 

Source: The GEG Annual Report. 1985. 
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low flxed prices so that they can have an impact on ~arket prices. Thus. govermnent 

corporations dealing in grain often have to depend heavily on imported supplies during 

periods of shortage, 38 and not surprisingly this particularly affects the GEG which can 

only obtain locally about 40% of the required amount of grain. Table 48, represent the 

quantities of grains received bytheGEG from 1975 to 1985. This clearly demonstrates 

how small were the amounts reaching the GEG compared with the quantities imported 

during the same period (Table 4). Lack of coordination between the GEG and another " 

department dealing with grains, namely, the "General Establishment for Feeder 
.... ,. -.... ,..-.~.-~.~.,.-.-.. - .~, ... -- ... -.. -.---... - .. 

Anfmals" (GEFAl. affected the GEG's work to conSiderable extent. The researcher found 

that some of the wheat available for human consumption is sold to the private sector 

for conversion to material for feeding animals. The price paid by the private sector for 

a ton of wheat to be used for this purpose is generally 1036. After processing, it is then. 

sold for 1080 a ton. This means that part of the food stuffs is diverted to other purposes. 

The private sector uses wheat becaus~ it brings higher profits due to the govermnent 

subSidy which makes wheat particularly attractive. This type of business obliges the 

GEG to import more than was originally planned and this means that very large sums 

are spent on importing grains which are not intended for human consumption. 

Moreover, this applies, irrespective of quality standards, and it also applies equally, to 

domestic and imported wheat. The researcher believes moreover, that the existing 

Situation makes it possIble for a black market to be created, whereby wheat bought at 

low prices can be resold at guaranteed prices, whIch are higher. Although no offiCial 

evidence of such a practice has been produced. this possibility should be the subject.of 

further. investigation, but this lies outwith the scope of our study. The solution to this 

problem Which is underestimated by officials is to implement a careful pricing policy 

under the terms of whIch there would be an adjustment to the price of raw material used 

for prodUCing animal food and steps would be taken to ensure that low quality produce 

was Used for that purpose. Another alternative is to import animal food which Is 
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cheaper than producing it locally. These alternatives are practical methods of 

overcOming an existing problem and at the same time they would help to ensure that 

produce would be differentiated in respect of hIgh or low quality, therby providing an 

incentive to supply h1gh qualIty produce, and also to reduce the price of feeding stuff for 

animals. These measures should be implemented immediately through collaboration 

between the GEG and the GEFA. 

Granting government aid to the GEG contributed to a large extent to developing its 

economic actlVlties. The first step was to increase the captlal provided from 10 100 

mllllon to 10250 million in 1985. Table 49 shows sales of grain by the GEG in 1985, 

the revenue from these sales totalling more than 10 235 mllllon. Such an expansion of 

the establishment's activities pl~ced a heavy burden on the government which had to 

provIde additional subSidies to maintain price levels. The GEG's losses Wlthout 

government subSidies totalled 1012 millton, in 1984, increasing to 10185 million in 

1985. These figures show that distribution costs ahnost always tend to be lower under a 

free market system. The high cost of the GEG's operations is due to the fact that 

management costs are usually high because a large permanent salaried staff is 

employed. Also the hIgh cost of its marketing operations often stems from the 

handling of Commodities in storage and during transportation which Is less careful 

than usually occurs in the private sector. and which results In poor quality produce. 

In general, the public sector marketing and processing fac1llties are often highly 

captlal-Intensive and frequently underutlllsed, so that operational costs are higher. 

These points, whIch also apply to other developing countrles,39 will be discussed 

further. later in the case study. 

An unbiased view of the onerous activities undertaken by the GEG. despite the 

relatively hIgh costs of its operations. Indicates that government Intervention through 

this department has performed a useful function in providing these prinCIpal Items of 

the Iraqi populations's dIet. However additional facilities must be made available to 
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Table 49 
, 

Quantities of' Grains Sold In 19815 

Commodity 

Wheat 

Barley 

Rice 

Other Crops 

Total 

QuantUy 
(MITon) 

2.6 

0.6 

0.5 

0.01 

3.71' 

Value 
(MID) 

80.2 

45.0 

108.0 

1.8 

235,0 ......... 
------".: ____ §ource~_~~by~~~c:!~ __ ~ua! ~port ~ "i985 "_" __ ,_' ' 

prOVide the necessary impetus and incentl~~s:f~~ even small farmers to increase crop 

prodUction in general and grains in particular. 

Officials are concerned about storage and transportation problems which d1rectly 

affect the estabUshments day-to-day activities. Of the two. the researcher feels that the 

storage problem is the more important. The researcher believes that the transport 

problem is the ma10 cause of under-utilisation of present capacity. a problem which 

could be overcome if managerIal skills were effectively employed.· Farmers also 

expresed their concern about the inadequate marketIng seIV1ces provided by the OEG. 

7.4.3 Grain Storages 

Because storage facilIties are lnadectuate. farmers prefer to dispose of their produce 

as quickly as POSSible. With reference to grains in particular they are reluctant to store 

these products because of the risk of spoilage. This problem is particularly serious for 

the GEG as it is responsIble for maInta10ing produce 10 condition and satisfying 

peopel's needs for this staple food at the right time and 10 the right place. In general. 

prOViding storage facUitIes near production areas would reduce the transport problems 

and ~ve fanner's time. 

At OfficIal level. the proposed programme Is gradually to construct storage 

warehouses with an eventual capacity 'of 685. 000 tons. Warehouses only with a 

capaCity of 265.00 tons ~ere provided 10 1985, It was expected that, storage for the 

remaining 420.000 tons would be available by 1986. In 1985, warehouse capacity was 

allocated between various agricultural products as follows: 

Grain 
Storage 
CapacUy (000 Tons) 

Wheat and Barley 615 
~ce 80 
Mansory 246 

Total 941 



A study of the statistics relating to the GEG activities in 1985 revealed that it 

handled 5,073,000 tons of grain either Imported or bought locally. The GEG sold only 

3,215,000 tons in that year, so that the remainder would not be catered for by the 

existing storage capacity mentioned above. Thus the extra storage capacity required Is 

about 917,000 tons, and this defiCit in capacity is exacterbated since. according to the 

available data, storage capacity for 246,000 tons is not SUitable for storing grain. In 

general, available storage capacity represents only 50% of the country's requirements. 

These figures give some indication of the amount of waste and grain loss borne by the 

GEG and the economy as a whole. The offiCial figures show that losses in 1985 

amounted to more than 9% consisting of 7OA» for rice and 2%for wheat and barley, but 

the FAO believes that losses are probably higher. 40 a view with which the researcher 

concurs. If .. 
The rapid expansion of storage capacity should be given top priority among the 

different government projects aimed at achieving a s~ccessful agricultural policy. 

Particularly as a means of , Improving the present marketing system. The govenunent 

has become aware of this problem and has therefore deCided to increase the existing 

capaCity dUring the next five years. It is hoped that total capacity will exceed 1.376,000 

tons by the end of 1988.41 

From the researacher's discussions with offiCials In the GEG. he found that 

sometimes new silos delivered to the GEG suffer from some fonn of technical defiCiency 

which requires the expendIture of conSiderable time and effort before the silos can be 

put to proper use. This entails delay in benefiting from the use of these new storgage 

facilities. therefore. strong measures. must be taken to avoid this weakness. 

7.4.4 The Transport Of Grain: 

Just as the storage problem increases the level of risk. so transportation affects costs 

and both of these factors affect prices. The researcher. having investigated the 

transport capacity available for use by the GEG came to the conclusIon that ineffiCient 
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use of that capacity was responsible for the problem referred to by omcials in the GEG. 

Whatever the cau~e of the transport problem. however. the point is that delays in 

transporting gratn adversely affect both farmers and the GEG. The local transport 

problem is concerned with the transport of the agricultural produce from the fann to 

the assembly stations. and from there to the establishment's sUos. An inadequate and 

ineffiCient transport system makes it impossible to deliver produce punctually or 

regularly to the areas where they are required. 

Using trucks to their full capacity would help to reduce the problem caused by the 

shortage of transport services. The solution is to increase government sexvices and 

prOvide additional capacity where there is a shortage in the production areas. Thus the 

GEG must have access to the necessary government funds for every aspect of their 

economic activities. Most of the trucks required are inoperative due to teC~n1cal 

failure. which means that the available capacity is not effiCiently explOited. For 

example. of the 221 trucks with a total capacity of 5494 tons that were abaUable in 

1983. only 131 were in service in 1985. In other words. 90 trucks or 41% with a . 
combined capacity of 4500 tons a day were not abaUable. Also. maximum permissible 

use of each truck is not achieved. Although mathematical calculations concerning the 

technical specifications of trucks are outwith our research area, the researacher, in his 

discussions with offiCials, found that a truck's working hours are considerably less 

than its technical specifications permit. 

In general the utilisation of fully capacity would reduce the problem of shortages in 

the consumption areas and surpluses in the production areas. Thus action to reduce the 

gap between supply and demand should be taken. The ineffiCient technical services 

prOVided at official level means that price differences between the production areas and 

the Collection stations will persist, caused by problems in storage and distribution. 

The researacher believes that through the involvement of the "General Inland 

Transport Establishment" in the transporting of grain between s110s in different 
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governorates. the GEG could liquidate its truck assets and withdraw from management 

partiCipation in the transport problem. S1m1larly. the GEG's involvement in buying 

and trading iIi locally produced grain should be transferred to another government 

department. since it is mainly concerned with importing grain from abroad and 

domestic production constitutes only a small proportion of its bUSiness. The suggested 

department could be the "GEFA" mentioned earlier. This would reduce the adverse 

effects of the transport problem. 

Before the present war. depots at the port of Basrah could not cope with all the 

Imported grain to be loaded and unloaded. produce which represented the bulk of the 

Imports. In addItion. it was the storage centre responsible for maintaining the level of 

stocks in s11os. and for produce from neighbouring regIons. The resulting congestion 
., 

brought chaos to attempts to transf~r grain to various final destinations. After th~ war. 

It wJll be necessary to provide modem equIpment to allevtat; pressure on these sUos in 

order to reduce costs and to Improve the distribution process .. According t? offiCials. 

thIs will defInately reduce overhead expenses such as those incurred by ships waiting to 

be unloaded. thereby saving a large amount of foreign currency. APpendbc6 Indicates 
I 

the quantities of grain handled in the port of Basrah before the war began. 
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Conclusion 

Agriculture in Iraq is characterised by low productivity in respect of most of its 

produce, including grain, production of which is well below domestic requirements. 

Grains represent the steple diet of the whole of Iraq's population. which exceeded 15.5 

million in 1985 and is growing at an annual rate of about 3%. Because the government 

Is aware of the importance to the population of such produce it became the main 

distributor of grain in the market, but its present policies are ineffective, despite the 

huge subSidies it has given to the GEG Government subSIdies for thIs purpose totalled 

more than 10205 millIon in 1985. ThIs amount of money supports the GEG's grain 
;, 

marketing activities. 
.. 

One of the fundamental causes of rural poverty in Iraq is the number of small fanns 

and the fragmentation of holdings. GIven the characteristics of grain products, the . 
organisation of production and retailing should be improved to develop an effective 

marketing system. 

Moreover, there are traditional, sociological characteristics which operate 

Simultaneously to determine'the method of dIstribution. For example, when farmers 
, , I 

live at subsIstence level and are constantly in debt, their tendency Is to sell their 

products to one partIcular wholesaler. Therefore, if the marketing system Is to play its 

proper role in implementing a development plan, and if the government Is genuinely 

concerned about ensuring a continuous supply of grain to the GEG, all the fac1l1ties 

prOvIded by the wholesalers to the fanners should be made available by the government 

itself, so that farmers can be independent' of the wholesalers. The GEG should undertake 

speciflc responsibility for various types of servIces such as providing credit, arranging 

for the collection of produce from fanners. processing it and transporting it to the final 

destination. Again, the implementation of such a system should start at the farm. The 
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obstacles to the achIevement of a rapId and sustained Increase In agricultural output by 

Iraq are great and many of them are lodged deep In the socIal and political fabriC of the 

country. The government pays IraqI farmers at present, 10136 per ton, whereas It pays 

1076 per ton for imported produce, so clearly improvements withIn the agricultural 

Industry itself constitute an indispensable basIs for economIc progress. Improved 

marketing practices can provide the producer with a better return and the consumers 

with hIgher quality products at reasonable prices, partIcularly by devIsing a more 

effective dIstribution system. 

Through the research, the researcher found that most of the GEG activities depend 

on the shortfall In local production. At the same time, the volume of future grain 

Imports also' depends largely on ~he governments' programmes for agricultural 

development and the extent to whIch farmers are prepared to produce crops with ira high 

yield. A complete study and analysis of the grain programme should be undertaken to 

detennine the prodUction, marketing and storage requirements. Fanning In the MIddle 

East Is only mechanised to a slight extent, the use of machines being neIther wIdespread 

nor intensIve. In Iraq, we find that the public sector owns fewer machines than the 

private sector. Fert1l1sers are not used In growing wheat or barley. It Is not surprising, 

therefore, that land that has been producing for thousands of years, without any steps 

being taken to maintain its level of fertility, now produces very low yields. To achieve 

m~um benefit from the land. the MinIstry of Agriculture and Agrarian Reform and 

the M1n1stry of Trade must coordInate theIr activities. This objective would also 

require more funds which the researcher believes the government would be prepared to 

prOVide and efforts should be made to improve every aspect of grain management. 

An OfficIal stated that most of the delivered crops contained a hIgh percentage of 

mould and were already rotten. The blame lies with both the farmers and the GEG. 

Produce should be processed on the farm. by farmers or cooperatives, to avoId chaos In 

the distribution process, one of the many points already referred to when the various 
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services the GEG should provide were discussed. The interpretation of this is due to the 

lack of marketing knowledge, coupled with inexperience in this field, creating 

inefficiencies in handl1ng of the products when harvested and when delivered to the 

firm. Because farmers are not organised as a group, they do not know which products 

Will attract consumers, and so they lose the opportunity to improve their pOSition. This 

lack of organisation weakens their bargaining power. 

Rapid agricultural advance requires an improvement in the market infrastructure 

and the proVision of labour-intensive public fac1l1ties. Where new agricultural 

technologies are provided for rural public enterprises, local people tend to benefit from 

them. Changes in marketing, handling, transportation and so on can only operate 

effiCiently Within the physical framework of an infrastructure which has yet to be 

created. Progress Will, therefore, be slow, but the benefits in terms of increased s~pply 

and increased satisfaction of consumer demand at reduced prices will easily outweigh 

the cost involved. Transport facilities are l1m1ted. but to help to solve this problem. the 

researcher suggests utilising the firm's own vehicles and Increasing the use of local 

wateIWays. Other suggestions were proposed when we discussed the transportation of 

grain. 

Unlike some other Arab countries, Iraq's policy is to use oU as a weapon so that in 

the long run agricultural self-sufficiency should be ensured by the expansion of 

agriculture to compensate for any loss of imported produce. However. in present 

conditions self-suffiCiency could be achieved by ensuring an adequate flow of grain 

. Supplies to meet emergency ~equtrements. by increasing storage capacity and facUities. 

In the researcher's oplnion. the latter policy would be safer in the lo~ run for the 

national interest. Uncertainty regarding the future political situation may pose a 

serious problem for Iraq. During the past ten years. reserves of grain have varied 

between three and four month's supply, which is inadequate. Statistics show that this 

level of stock is not high enough to serve the national interest. The sources available at 
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the time of the researcher's visit related to 1983. The statistics for that year show that 

the reserves of wheat. rice and barley were 15%. 23% and 13%. respectively. of the 

population's needs. Such reserves are too low and special measures should be 

introduced as a matter of urgency to improve the overall situation. When the war is 

over. immediate action must be taken to increase the capacity of the existing sUos. 

especially at the ports through which imports reach the country. The expansion of sUos 

at Basrah and other locations should be undertaken so that a capacity of about 2.5 

mtllion tons is achieved. The quickest and best way to Improve storage capacity is to 

construct solid concrete mUlti-purpose warehouses. which are inexpensive to buUd and , 

keep crops more effectively than other types of buUdIngs. Equipping these warehouses 

with pesticides and rodent-repellents would help to keep these crops in good condition 

and reduce infestation. Such warehouses cvould be used for other crops apart from 

grain. in order to maximise their use. 

From a poUtical point of view. the researcher is in favour ofbuUdlng annexes to the 

Ba8rah sUo. a proposal which is compatible with the previOUS suggestion. but he is not 

in favour of the idea currently suggested by the GEG of providing what Is called a 

"Swlmrning Ship" or a "Mother Ship" to be used as a tenntnal for transporting grain to 

other sUos. This proposed ship would be stationed in the Shatt-al-Arab watelWay and 
( 

would be used to store cargoes from other shipS in order to avoid delay. congestion. and 

the heavy fines associated with delays in unloading ships. The researcher believes that 

putting this idea into practice would depend on whether the offiCials who support it 

Could convince the authOrities, but it would increase rather than reduce expenditure . 

. BuUding the necessary annexes and at the same time widening the river of ShaU-al­

Arab so that it could accommodate even large ships as well as providing the technical 

faciUties required would m1n1mise delay in berthing and reduce liabUlty to loss of 

foreign currency in the fonn of fines imposed for prolonged delays. 
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In this way, grain would be transferred dIrectly from the s110 rather than 

transferlng it from the proposed shIp to the silo then moving It later to its final 

deStination, whIch would be a very time-consuming procedure. Moreover, the present 

volatile political situation in the Middle East means that the idea is not viable at 

present a~ the risks Involved are too great. 

From the most up-to-date statistics avallable to the researcher during his visit it 

seems that the provisIon of animal feeding products represents a potential market 

which should be seriously consIdered. The statistics for 1984 : show that the sales of 

barley and wheat by the GEG totalled 376.000 and 2.344.000 tons respectively. Although 

n~ offiCial data exists concernIng the tonnage required for animal fodder, the 

researcher estimated from hIs inteIVie~s with offiCials that at least 200,000 tons per 

annum of both crops were needed.· Appendix· 7 shows the number of livestock by kind 

and Governorates in 1985, according to the latest figures derived from the livestock 

survey. It was estimated that the number of livestock was then about fourteen million 

which indicates that very large amounts of grain for processing into animal food·stuffs 

are required, although alternative sources, such as diate, should also be encouraged. 

Moreover, the researcher believes that some bottlenecks that occurred in the local grain 

market are often due in part to the fact that grain for human consumption Is diverted to 

other purposes such as feeding animals, although this matter requires further 

investigation. 

As revealed in the preceding discussion, statistics show that wheat, barley and rice 

are the most important cereal crops in Iraq. But the shortages of both wheat and barley 

,are higher than in the case of rice, although the production of the two farmer cereals 

aCCounted for no less than 90% of the total area devoted to winter crops. Moreover 

their value on average constituted nealry 700t6 of the value of the gross output of alllleld 

crops. These figures were obtained in discussions with respondents In the Ministry of 

Agriculture and Ag~arIan Reform. Barley, in partIcular, Is also widely used for animal 
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feeding as well. both as dry or green fodder. In our discussion we indicated that some 

crops are used for feeding animals as well as humans. The point that the researcher 

Wishes to make is that the importance of utiliSing barley as animal fodder should not 

be underestlmated. In fact. the researcher believes that fluctuations in the poduction of 

barley are less marked than for wheat or rice because barley is used to a greater extent 

for feeding animals.' Thus the importance of utilising barley stems from the fact that 

inadequate grazing facilities are not available. Thus the fact that farmers can ti~e 

barley as green fodder for grazing their livestock and also manage to produce a grain 

crop is partIcularly important and should be regarded as being of benefit to both the 

farmers and the national interest. In the Southern province. barley production Is 

Particularly important. This is because barley generally requires less fertile soU and is 

more tolerant of salt in the so11 than wheat. iI' .. 

Summary and Conclusion 

The previous case studies. show that political conSiderations have an effect on the 

operations of any enterprise. from the appointment of staff to making managerial 

decIsIons. Moreover. when officIals are engaged In marketing activities. they adopt a 

polItical stance. Without recognisthg that the government itself wishes to effect a 

change In the paSSive reaction displayed by consumers towards Its activities. Thus. 

most of them need further training and education to enable them to implement the 

reasons for government intervention. Without appropriate experience and 

understanding. lack of judgement Is only to be expected and this influences the quality 

prOduce and greater overhead costs are entailed. Most of these government enterprises 

have been ~nprofitable despite receiving subsidies In respect of staple foods. but they 

give the impression to top government offiCials that they are operating effectively. 

The present system operates In favour of small-scale private interests which mayor 

may not be In keeping with the natio~al interest. Moreover. it is not vertically 
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Integrated, its structure being based on large number of wholesaling and retailing rings. 

It Is therefore necessary for both farmers and the industry as a whosle to be so 

motivated and educated so that innovate practices will be introduced to promote the 

process of development. Therefore, any attempt to provide a successful marketing 

system should be revolutionary in nature and realistic in Its application. The purpose 

would be to improve the effiCiency and effectiveness of the present system. 

The above criticism appears to suggest that the authorities should give more scope to 

the private sector to work, but this is not necessarily the case. Certain measures could 

be taken by the public sector to increase government participation in the field of 

~arketlng in an attempt to change the adverse reaction,by the public towards public 

sector management. 

First of all, we must point out that although the private sector have had a gread deal 

of acumen in the field of commerce, the publiC sector has taken risks and accepted 

without heSitation the level of uncertainty that prevails in commercial business, which 

Is the main reason for the private sector not becoming involved. 

Despite the shortcomings of the public enterprises in the competitive marketing of 

fruit and vegetables, the marketing of dates by the private and public sectors Is highly 

competitive and the level of competition provides an indication of the extent of 

government participation in the field of successful marketing. The two sectors compete 

in both the local and foreign markets. Collaboration between the two sectors is 

urgently required to create a successful system in Iraq for the marketing of all kinds of 

agI1cultural products. Despite the d1.fTerent approaches pursued by the two sectors, their 

collaboration might achieve better results. The public sector, aided by government 

Intervention, Is able to control and monitor all the economiC activities so that they 

aSSist the process of economic development. Within the government policy relating to 

both public and economic activities, the private sector can achieve its a1m to reduce 
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operational costs and utilise available sources more efficIently, in terms of 

entrepreneurial and management skills. 

It is necessary for the market imperfections mentioned In Chapter 3 to be reduced 

through action by the government to stimulate competition Within the economy by 

means of its control of finance and other resources, since the private sector's financial 

POSition Is such that it Is unable to take the necessary steps. The financing of baSic 
. " 

projects such as additional cold storage facilities, Improved packaging, more 

warehouses and the provisIon of ~eeder roads are all required as a matter of national 

policy. 

, The initiative for the purpose successful collaboration must be taken by economiC 

planners and other officIals concerned with the country's economy., It is believed that 
;, 

government mOnitoring of the private sector in relation to the development ptocess 

w1l1 reduce the hostll1ty dIsplayed by public offiCIals. An appropriate government 

pollcy would ensure that the correct attitude Is adopted towards the priVate sector where 

an education programme is' needed and that political Interference whIch does not bring 

economic benefits to private enterprise is reduced. 

Again, collaboration between the private and public sectors would increase the fund 

of goodwUl between them whIch in tum would help to provide improved agricultural 

marketing services and less expensIve products. in the interest of both producers and 

consumers. 

PrecIse information would be required concerning the situation in market places 

throughout the country. To obtain such information, ~ capable ~d reliable body would 

have to be established to arrange, at low cost, for the transfer of specific types of produce 

to wherever they were required, in order to meet different cosnumers' demands and 

preferences. Success in s~ dOing would depend on the attitude of deCision-makers and 

those in authorIty and the avallab1l1ty of the information needed to cope wIth 

constraints and overcome obstacles. 
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It Is essential that improvem~nts in the market infrastructure should accompany 

such measures In order to achieve the desired targets. In Chapter One. we pointed out 

that Iraq's waterways have been neglected during the last ten years. and rallways must 

therefore play an important distribution role as witnessed by the government's 

attempts to prOvide a new. wide-reaching railway network between 1985 and 1990. To 

this end, priOrity must be given by the government to providing ad'equate investment 

and competent management in order to improve the marketing system. Although 783 

lan. of new roads were buUt between 1979 and 1985. inadequate transport faciliUes 

place severe 11mitaUons on marketing in Iraq. In some cases, vegetables - especIally 

perishable ones grown in outlying production ~eas - may lie unrnarketed where they 
- '"' ... ~, .. - -.. ~ .. -~--.-------- .. -.. -. _._.- ._---_ .. __ .. -_._ ... -- --~.----... -.- --------------- . 
are produced. A fanner told the researcher during hIs visit to one of the wholesale 

markets, that the sale of his produce does not cover his transport costs. Cooperatives 
.. ~ 

transport their produce by private means whIch is very costly. In gener~l. the . 
.. 

avaUability of appropriate transport and of the necessary feeder roads in rural areas is 

stUl inadequate. Total agricultural investment Increased from ID7 millIon to ID203 

mUlion during the period of the last 'five year plan. in an attempt to achieve several . 
objectives including providing additional cold storage capacIty and sUos for storing 

fruit and vegetables and grains for which provision Is Inadequate as we pointed out 

earlier. This type of improved infrastructure is urgently required. 

Prices must be set which wUl enable consumers to satisfy their needs and wants. 

and at the same time ensure that producers wlll receive more than their product1on 

costs. This can only be achieved if there is access to relevant market information. 

Effective price-setting is a prerequisite for an effiCient marketing system. It can be 

argued that this can be done In a free market socIety but not In a planned economy 

Where the government is responsible for setting prices. The researcher b'elleves that 

this is true where a one-way communIcaUon system exists. namely from the top 

downwards as hapens in most developing countries. But where there is two-way 

communication, this CritiCism does not hold because. in the researcher's op1n1on. 
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where there is a feed-back system concem1ng the actual level of production opportunity 

costs to society and consumption levels. then a fair official policy can be adopted and 

specific measures can be taken at official level to compensate for any shortages in the 

system. 

. .- - ... >--.--~-- ..... -~ .... _ ... ---.-- .. - --'- .. 

The above discussion shows that the government is anxious to control the market 
, , 

by intervening directly in the marketing of agricultural produce. Certain regulations 

have been 1ntrodu~ed to prevent certain unethical tactics being ~dopted by those 

involved in the distribution channels. We have pointed out that specific measures are 
, , \ 

required in order to achieve proposed targets. For example. the organisation of an 

effiCient agricultural 'InfonnaUon system would make a substantial contribution 
'. . ' , 

towards imprOving th~ overall marketing ,system. Such infonnation is required to 

reduce the marketlng riSks and the uncertainty surrounding the agrlculturalindusty 

which affect farmers. who consequently become more vulnerable to pressure exe~ed by .. 
unscrupulous middlemen or wholesalers. ' The conclusion reached at the end of each' 

case study was that an efficient marketing system should be organised by government 

departments so that fanners would obtain greater benefits from the marketing function 
, 

and would be less subject to manipulation by middlemen since fanners would be able to 

carty out their bUSiness activities more effectively. 

Briefly. the Marketing Board Is controlled by the government rather ~an by the 

cooperatlves. In fact. it Is part of a'-government department. and is therefore subject to 

gOV~rnment control and supervisIon. A major function of the Marketing Board has 

been to transfonn the existing marketing structure through its monopoly control of 

foreign trade. In that context. the most important part of the Marketing Board's work is 

to control trade in the export market. being responsible for price stab1l1saUon and 

market regulation: With few incentives being available to producers in tenns of prices 

related to qualIty. Thus the Board's function With regard to the provision of advice on 
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product promotion. and supplying marketing information to farmers is not properly 

earned out. By and large the Board has more bargalnlng power than the cooperatives. 

Thus. due to the lack of objective evidence. it Is In practice difficult to evaluate the 

Board's performance in terms of the positive. help ·supplied to farmers. However, 

evidence suggests that the economic function of the Board In Iraq is strongly directed . 

towards stabll1SIng agricultural prices In the local market rather than in foreign 

markets. 

In this Chapter, some of the weaknesses of the present agricultural marketing 

system are examined wtth reference to the marketing of three agricultural products. In 

Chapter Eight. the relevance of the researcher's survey findings from the food ,. 

processing industry wtll be examined and an attempt will be made to show how the 

marketing concept could be applied in the food industry by using different mafketlng 

mtxes. The importance of these mixes in an economy characterised by scarcity wtll be 

discussed. Thus the last two chapters."~ely Chapter Seven and Eight wtll serve as an 

introdUction to the final chapter in which the researcher presents his conclUSions and 

recommendations. 
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Introduction 

The marketing concept may be interpreted in a number of different ways. In 

advertISing for example·. the concept of marketing is based on the principle that 

consumers should not be misled. In a particular research undertaking. the marketing 

concept should be implemented in such a way that the results are not manipulated to 

sexve the interests of the client. Thus. the marketing concept in the food industry may 

be explained in terms of producing according to consumer needs and wants in order to 

ensure consumer satisfaction. in other words, firms should not be production Oriented 

but marketing oriented. To meet this requIrement, a firm should practice the 

marketing concept in their activities. 

Bearing in mind the characteristics of the developing countries including Iraq. it is 

not likely that the marketing concept will be properly implemented in such countries. 

An important reason for studying consumer behaviour is the evaluation of the extent to 

which consumer groups have unsatisfied needs or desires. To be successful, an 

organisation must not only. recognise unmet needs but also understand whether there 

are clusters of such needs that can be profUably seIVed and what organisational 

response is required for success in responding to these clusters. This Is certainly 

conSistent With the marketing concept which recognises that the greatest long-term 

success comes from well-planned and executed strategIes that are responsive to 

consumer preferences.l 

In this Chapter, some marketing functions will be used as guides for applyIng the 

marketing concept in some Iraqi firms in the agricultural food industry. We have to 

bear in mind that the application of the. marketing concept by a particular firm's 

management implies a fundamental change in its. attitudes and behavIour compared 

With those of traditional management in the market place. In this Chapter, we shall see 

in the sample selected. the level of awareness which has been achieved in applying the 

marketing concept. 
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8.1. Food Industry and the Extent of Marketlng Concept Implementatlon 

After the Second World War, many firms sold their products in large quantities because 

of the high demand and little regard was paid to the real needs of the consumer. Later. 

more firms competed for the consumer's money and firms found that they had to take 

heed of the consumer's requirements in order to keep. or increase, their hold on the 

market. AnalYSiS of the marketing factors afecting consumer behaviour Is quite 

sophisticated and appropriate data are valuable for predicting the potential demand. 

Such data form the basis for undertaking a new venture in the future or for refining the 

design of existing products.2 

It has been already stated that marketing polley must be formulated In conjunction 

with other functions such as production and finance. Current trends in marketing 

organisation reflect first the coordination of such functions as product development 

with marketing and also indicate that marketing research has assumed growing 

importance. Generally mar-ketIng organisation. as a means of meeting the demands of 

consumerism is far from being realised in most firms, to which marketing Is no longer 

a selling or a promotion activity. Although most executives in the survey claim that 

they have applied marketing In their finns, in practise there is confUSion among them 

about what the marketing function really is. The organisation of marketing Is the 

mechanism through which management translates its business philosophy Into 

action. As its philosophy changes. management not only shifts its orientation and 

revises company goals, but also makes changes in the organisation. In moving toward 

the marketing concept, very significant changes occur In the marketing organisation, 

which serves as the company's maIn link with the market. In adapting company 

operations to fit the market environment more appropriately. decisions are required 

on products, marketing channels, promotion, and prices. The marketing organisation 

prOVides the vehicle not only for making these decisions but for implementing them. 
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Appropriate company organisation under the marketing concept must result in a 

total integration and coordination of all organisational units. All should be welded 

into an operating system whose components are so orchestrated that the market Is 

served effectively so that company goals are achieved. Generally speaking, an 

organisation that is satisfactory today may prove inadequate tomorrow. A significant 
• 

change in any market factors can reduce the effectiveness of an organisational 

Structure not only in serving the market's needs but in acting as a vehicle for achieving 

the firm's objectives.3 

Despite the importance of these different models of marketing organisation, it is 

unlikely that they will be found in Iraq. In the firms visited, it was found that there 

were only three types of departments perfonntng the marketing functions. The relevant 

results are prOVided in Table 1, which shows that twelve firms, 40%, including the 

private sector firms, have a marketing department. These f1rms are fam1liar wtth the 
.. 

marketing department's function since they have established such departments which 

are well organtsed. Management has a clear picture of what 15 required so that these 

departments consequently perform all the functions related to marketing in their . 
bUSiness, such as research, finance and promotion. However, we do not accept that 

these d~Partments apply the marketing concept perfectly or that they are sumen~ly 

marketing-Oriented to constitute a means of effective marketing. 

Five private firms, 17%, in the sample have a Sales Department. The· Sales 

Manager in these finns is used in place of a Marketing Manager. But to be more speciftc, 

Table 1 

ResponSiblIlty For "Marketing" Functions Within Sample Firma 

Department Responsible Number of Firm's Status Percentage 
for Marketing Ftnns Public Private 96 

1 Marketing Department 12 9 3 40 

2 Sales Department 15 10 5 50 

3 ProdUction 3 3 10 - -
Total 30 22 8 100 . 
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the tenn "Sales Manager" should be confined to the person responsible for the 

organisation and control of the selling and distribution activities. The duties of the 

Marketing Manager are wider than tl~cse of the Sales Manager. For example the 

schedule of responsibilities of the Marketing Manager may include advertising and 

display. the preparation of sales budgets in liaison with the production and finance 

department. control of warehousing. etc. Generally speaking. It appears that the 

function of the Sales Department is to fulfil orders received from customers and. as we 

explained before. It deals very little With marketing in its fullest sense. 

In the sample. only three firms. 10%. in the sample claimed that the marketing 

function is the responsibility of the Production Manager. but here the manager of that 

department worked closely with the Sales Manager. In this case. the marketing 

responslb1l1t1es were in practice usually assumed by the Production Manager. This is 

Similar to the Situation were the Sales Department has responslb1l1ty but the Sales 

Manager usually seeks the collaboration of other departments. 

In the last two types of department (namely. Sales and Production). there are may 

disadvantages stemming from the nature of the work environment. One of these 

disadvantages is that the required cooperation may not be achieved. and each 

department may try to pursue its own interests when dealing with the management. 

completely ignoring the importance of such coordination or collaboration. This 

Situation Is exacerbated especially where there 15 a poor inter-departmental 

commUnication system within a firm. Another disadvantage is that loss of control 

may easlly Occur. and it is not di1Ticult to blame another department when a mJstake is 

made. Where marketing Is not integrated with other functions such as production. it is 

In general unlikely that the marketing concept w1ll be found to have been adopted by 

the firms concerned. Finally within such an unorganised system. it is unreasonable to 

expe·::t any refinement of existing products or the adoption of new ideas. since 

production crl~ntatlon predominates. and coordination Is lacking. 
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In a productive finn the first requirement that should be considered in order to 

avoid any wastage of resources is the Integration of the marketing and production 

functions. Usually the production function is supervised by a partIcular department 

whereas the marketing function may not be carned out by an Independent department 

Within a firm's hIerarchy. This depends upon the circumstances within which the firm 

operates, and the dependence of each unit upon others varies accordIngly, but always 

the aIm is to achieve the finn's objectives by means of a workable system.4 In such a 

situation, we can assume that the department of marketing Is not su1T1clently 

independent to be able to assume a posItion of leadership and enjoy a completely 

harmonIous relationshIp with other groups in a firm's hIerarchy, Separation of 

functions is the most Widely used organisational basis. Three main dIvisIons are found 

in most enterprises. These are production (the creation of or add1Uon to the utility of 

goods or service, selling (finding customers for goods and servIces at a price) and 

finance (obta1n1ng and expanding funds). Just as the type of enterprise varies. so 

department names vary.5 For this reason. the marketing function Is not an easy task 

and connict between the marketing and other departments is common in terms of 

short-run and long-run results. 

Most wrIters on mark~ting stress the importance of the marketing department and 

this upgra~es the !..."'!1portance of the marketing function. a vIew compatible with the 

emphaSis of our present research. namely. that marketing has its effect on the overall 

econOmic development process. In ut1l1slng effectively the avaUable resources this is 

espeCially benefiCial for developing countries where resources are scarce. and in a 

prodUction firm. marketers wUl particIpate in decidIng production design and the 

materials employed. But when such a policy is pursued. resentment by other 

departments can be expected. A fl...""IIl that has already accepted the marketing concept is 

organised so that marketing has an equal voice with other departments: but that is 

only half the organisational task. The marketing effort requires an Integrated 
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approach in order to succeed. That is not always easy to accompUsh. In most 

marketing-oriented companies. marketing Is equal. but not superior. to other 

departments. Very often the heads of other d~;artments and marketing managers do 

not see eye-to-eye. Such disharmony in the organisation can quickly undermine the 

achievement of objectives. When a firm recognises the importance of customer 

Orientation. causes of resentment should be removed so that full support for marketing 

can be achieved.6 

The extent to which the marketing functions have been carned out has been 

examined in the sample in order to find out what are the duties performed by their 

finns. and the results are shown in Table 2. Before discussing the results of the 

findings. and bearing in mind our evaluation of the status of marketing. it may be 

concluded that marketing is pracUced unsystematically and unsatisfactorily from a 

commercial point of view. due to the influence of the environment on the business. In 

most developing countries. marketing has a passive role in the economic development 

process as visualised by the economic planner who. rather than giving marketing the 

leading role. aSSigns to it a low priority. Most studies concerning the role of marketing 

in developing cc,:.::·.tries confirm the existence of this tendency. The problems in 

developing countr.~s stem from the need to stimulate their economies and the lack of 

speCialised personnel qualified in marketing. Furthermore. this function has a low 

status since econOmists believe that improving the marketing system wUl not lead to 

an increase in per capita income. 

Clade. in his study ot South ArnerIcc::.:. .:ountries. reveals the inadequate marketing 

orientation which exists in those cvui:tries. For example. In the manufactUring firms 

in Peru. marketing executives are nct marketing-oriented. In 55% of all the firms 

surveyed. the attention of e.'(ecuUves is devoted mostly to producUon and finance. with 

little attention being given to the marketing function. Moreover. the marketing 

function is not undertaken by speCialists in that field.7 
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Table 2' 

Functions performed by Departments Having Marketin. Responslblllty 
within Sample Firms 

Number Span oj Activity Percentage 
oj Finn's ~tatus 

Type oj Function Firms Public Private Export Non-Exp. 96 

1. Marketing Research 5 5 5 17 
2 Pricing 10 10 2 8 33 
3 Product Planning 11 9 2 10 1 37 
4 Sales Forecast 12 10 2 7 5 40 
5 Sales Promotion 25 15 10 11 14 83 
6 Advertising 20 15 5 7 13 67 
7 Credit FacUlties 6 6 6 20 
8 Packaging 6 4 2 4 2 20 
9 Purchasing 30 20 10 13 17 100 

10 Transportation 25 20 5 20 5 83 
11 Warehousing 30 ~O 10 20 10 100 
12 Sales Training 

A study of the Turkish economy also revealed that the Turkish economic system is 

prodUCtion rather than marketing-Oriented, although some marketing functions have 

been undertaken in some Turkish organisations. 8 

Al-sharbini, in his study, demonstrated the lack of marketing orientation in 

develping Countries. He mentioned that in the early period of industrialisation in these 
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countries. the emphasis is on production. finance and adm1n1stration. rather than on 

marketing considerations.9 Boyd's study of marketing management in Egypt indicated 

that management operated on a production basis. and that the Egyptian economic 

system is production rather than mark~t1ng-oriented. The study clearly revealed that 

Egyptians have little regard for the status of marketing. and most marketing jobs were 

created recently. since management committed itself to production. leaving the selling 

function mostly to wholesalers. 10 

In a study of the Indian economy, comprising eighteen food processing firms. only 

nine executives in these firms defined marketing properly and mentioned consumer 

satisfaction. I I This percentage is low compared with the high level of technology used 

by the Indian flnns and their success in the export field. 

The Situation in Iraq is not greatly different. It is not surprising that executives in 

Iraq do not have a clear picture of what is required since this Situation exists in most 

developing countries. Six firms. 20% of the public sector. mentioned that the 

marketing concept is familiar to them. The rest of the sample firms. 80%. stated that 

they are not famiUar with the concept. Ten firms of the latter (all in the private sector) 

revealed a confused picture of the meaning of the marketing mix. regarding marketing 

as being synonymouS with selling. The remaining public firms regarded marketing as 

being synonymouS With promotion in the Widest sense. The above results were obtained 
I 

When the researcher asked those executives to define the marketing concept. The 

researcher found that the sL'C firms mentioned as aim1ng at satisfying consumers were 

involved in export activities. Thus the hypothesis. which may require further 

investigation. is that firms involved in export marketing are more aggressive than 

firms which are not. and a~e probably more successful in terms of their level of sel11ng. 

Although some aspects of the marketing function have been employed in Iraq. the 

economy is not yet marketing-oriented. The results shown in Table 3 support this 

statement. The relative lack of marketing specialisation is obvious. The higher 
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Table 3 

Executives' Perceptlon of "Marketing" Perceptions 
performed according to Job Title in Sample Firms 

Number Percentage FtrmsStatus 
of Public Private 

Job Title Firms 96 Sector Sector 

-, 

Marketing Executive 15 50 10 5 

General Manager 10 33 7 3 

Production Manager 5 17 - 5 

Total 30 100 17 13 

percentage. i.e. fifteen firms. 50% including the public firms assigned the primary 

marketing function to a marketing specialist. Ten firms. 33%. delegated responsibility 

to general managers. On the whole. production managers assumed the main 

responsibility In the rest of the sample. Generally. the above findings revealed that In 

50% of the cases. the responsibility for the marketing functions has been delegated to 

people other than marketing executives. These results assume greater significance 

when Coupled With those of firms in the public sector. The lack of specIalisation Is a 

parameter for judging the absence of marketing expertise. Firnls In the public sector 

are more likely to have marketing responsibilities than firms in the private sector. 

The above discussion may reveal that the private firms generally perform their 

commercial bUSiness using tradItional methods and the lack of specIalisation Is more 

ObVious here. than in the public sector. This result may be due to their dependence on 

family skills and working within the close fam1ly environment In carrying out their 

bUSiness. On the other hand. the dUTerence may be explained by the ability of public 

finns. backed financIally by the government and. by their power of penetration and 

control. Greater suport may thus be given to integration between marketing and other 
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functions. but the comparative advantages of private flnns (business being one's own 

affair) should be exploited when manipulating the elements of the marketing mix to 

maximise consumer satisfaction: This will be demonstrated more clearly in the 

following discussion. 

Since 33% and 17% of the responses to questions relating to marketing 

speCialisation Indicated that this function was carried out (i.e. functions performed by 

the General Manager and Production Manager) which means that the typical General 

Manager will spend conSiderable time on functions other than marketing such as 

production or finance with little or no attentloon being devoted to the marketing 

function. This is characteristic of most developing countries as well as Iraq, and 

therefore seems to be a deep-rooted problem. The most important reasons for this 

Situation are the prevailing idea that expenditure on marketing is useless since demand 

exceeds supply and the belief that the main task which management should be involved 

In after the production process is the physical handling of products within an 

uncomplicated marketing system. Another reason which stems from the first pOint. is 

that since management is production-oriented, marketing will consequently be given a 

lower priority Since it is regarded as an unproductive activity. The assumption follows 

that marketing speCialisation is not related to economic development and is only a 

demand Oriented act1v1ity. This approach may result from unfamiliarity with the role 

of marketing in a developing economy. 

The level of performance In the marketing functions referred to in the 

questionnaire submitted to the finns Visited is indicated in Table 4. Only 26% of the 

functions listed for consideration by the executives in both sectors are taken into 

account and 74% of the proposed marketing functions are neglected. The study findings 

revealed that half of the firms adopting the marketing function are firms in the public 

sector. This means that only two firms, 6% in the private sector. are engaged in 

marketing functions. which constitutes a discouraging proportion. 
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Table 4 

Researcher's Assessment of whether or not "Marketing" Functions 
were performed in the Sample Firms 

Percentage Marketing Percentage 
Marketing Not 

Kind oj Sector Perjormed' % Perjormed 96 

PubUc Firms 6 20 14 47 

Private Firms 2 6 8 27 

Total 8 26 22 74 

8.1.1. Marketing Orientation and Organisation 

A rather small proportion of the firms visited, the firms engated in export activities, 

namely thIrteen out of thirty, claimed to have a marketing orientation. Most of these 

f'lnns do not undertake prior analysis of market needs so that, where necessary. they 

can adapt products to meet such n~~r!s. We have shown earlier that some fInns in the 

public sector SOnl!;.what e..xaggerated '~:,eIr markeUng orIentation. No poslUve or casual 

relationship between the e~istence of a marketing department and marketing 

orientation can be demonstrated. In fact, some fInns in the public sector such as those 

dealIng in vegetable oll, dairy products or soft drinks have a marketing department but 

are not marketing-oriented. Often the marketing function was not carned out by a 
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marketing specialist. but by the Managing Director or the Sales Department. Not 

surprtslgnly. if most of these personnel are selling-Oriented. little attempt is made to 

establish a marketing Orientation. and the sales staff are then mainly responsible for 

handling marketing functions. From the survey. the researcher found that in firms 

With a marketing department. only three to four persons undertook these functions and 

they mostly relied on other departments to pursue the process of selling. under the 

supervision of the General Manager. In general. there was no distinction between 

selling and marketing and so~e executives did not even distinguish between the two 

functions. On the whole. little or no attention was paid to other functions within the 

marketing mix. such as marketing research. public relations and marketing services. 

This Situation is opposed to that which exists in developed economies. where one 

marketing manager stated that ''These days there 15 no point in selling a product unless 

you have got a very good idea of what people want. so we do put emphasis on prior 

analySiS of market needs" .12 

Finns engaged in export activIties particularly those in the public sector. are more 

likely than other finns in eIther sector to be marketing-oriented in respect of some of 

their products. Their approach is more aggressive than that pursued by other fInns in 

SimIlar industries. 

As most of the seventeen out of thirty firms were production rather than marketing­

oriented. a feature which is characteristic of most developIng countries. such firms 

were more likely to achieve a poor level of performance. whereas those which were 

marketing Oriented (irrespective to the level of such orientation. since they could not be 

expected to achieve the level reached in developed countries) performed very well. In the 

present survey. most firms were found not to be marketing-oriented and evidence 

presented by the researcher has supported this view which is not influenced by the 

claims of executives that their firm is marketing-oriented. Details provided at the 

beginning of this Chapter concerning the status of marketing are not encouraging. A 
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clear relationshIp was found to exist in U.K. companies between performance and the 

orientation of firms. companies making less use of marketing techniques were more 

Ukely to incur losses or achieve lower profit margins. The main reason for such 

companies making Uttle use of these techniques were lack of financIal resources and 

their dependence on internal sources for the information required. However, they 

believe that using information services would enable them to be more competitive. 13 

But the OpposIte sItuation exists in Iraq. First, most firms in both sectors do not 

apprecIate the effectiveness of marketing techniques on their performance and profit 

levels. In other words, they are not marketing oriented and their sources of data are not 

rellable. Second, most firms do not suffer from financIal problems. On the one hand, 

the public sector Is financed by the government. On the other, firms in the private 

sector do not think It Is necessary to mount the same type of campaIgns or commit the 

level of resources whIch are customary in developed economies. 

The researcher's conclusIon Is that in the firms vIsited, there Is no evIdence that 

executives in non-marketing roles are trying to achIeve a greater understanding of 

marketing or are making serious efforts to grasp the distinction between production, 

marketing and selling. When this does happen, it tends to apply to firms engaged in 

export activities and to vary from firm to firm. Exporting firms are more likely than 

others to achieve cooperation between the d1iTerent departments. Although no question 

was set to determine the degree of such cooperation, the chaotic Situation in which 

firms found themselves In the'market place, as revealed in our case studIes, obvIously 

pOints to lack of cooperation between various functions such as buying, distrIbution, 

planning, etc., and consequently between the departments concerned. This study 

confirms what common sense suggests and poInts to the importance of the marketing 

function in bringIng an effective organisation into beIng. 

The vast majOrity of the firms visited did not adopt any method of forecasting 

future events and planning to cope with them. Only twelve firms. 40% of the sample, 
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undertook forecasting. the usual approach being to predIct future sItuations and adapt 

poliCIes to deal With them. The occasIonal absence of products from the market. 

shortages at certain times and gluts at others are obVious eVidence of the fact that the 

importance of thIs element of the marketing mix was not fully apprecIated. Firms 

engaged only in local actiVities used the ''walt and see" approach to forecasting. 

Thirteen firms. 33%. adopted thIs approach. The researcher believes that the main 

reason for USing thIs primItive technique in Iraq was the lack of reliable data. whIch 

made prediction too difficult and the shortage in both sectors of the necessary resources 

and specIalIsts. In addItion some firms found that there were inadequate funds for 

them to undertake forecasting. The "predIct and adapt" approach is more scIentific and 

consequently more accurage and thIs approach Is adopted by most busIness firms in 

developed countries. The "wait and see" technIque is used to a slight extent in 

commercial business in developed economies. Of the firms VisIted. only two used thIs 

approach and both of them are involved in export activities. being in the public sector. 

They adopt this approach as a means of ensuring that they meet their commItments to 

those who import theIr products. In the U.K. most business firms used scIentific 

techniques. rather than the primItive ones used by Iraqi finns. In a survey carried out 

in the U.K. in 1983. 10%. 49% and 38% respectively used "walt and see", "predIct and 

adapt" and "Identify pOSSible future scenario. to bring one about". respectively. whereas 

In Iraq 82% and 18% respectively used the first two techniques. Moreover. the survey 

also shows that there is a causal relationship between the performances achieved and 

the dllTerent approaches to marketing planning. The "wait and see" approach is more 

likely than the average to be associated with negative or low profit margIns and poor 

relative performance. The "predIct and adapt" approach is more profitable.14 This 

statement is accepted by the researcher who believes that the "wait and see" approach 

wlll reduce the opportunIty of sellIng products In the market. partIcularly in a highly 

competitive environment. as competitors will attract potential consumers In the 
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market. In an economy characterised by scarcity, this also appUes as there Is 

competition between the private and public sectors although since the level of 

competition is low, it itakes time for the effect to manifest itself. Not surprisingly, 

firms engaged In export activities as well as serving the domestic market In Iraq are 

more profitable and more successful than firms serving the domestic market only, 

partly because they employ more advanced technIques. 

Officially. firms in the public sector are required to prepare an annual marketing 

plan but not a long-term one, and such plans must be approved by their headquarters. 

In the private sector, there was no indIcation that such marketing planning was 

undertaken. The intervIews revealed that of firms engaged in foreign and domestic 

market activIties, one third of the total devoted more time to planning which was also 

regarded as necessary In the domestic market. In other words. some firms prepare 

plans for both the domestic and foreIgn markets sImultaneously. But avaUable 

evidence suggest, as we mentioned previously. that the two markets are not dealt with 

equally (see marketing of dates) as most of the firms concentreated mainly on the 

foreign market for reasons mentioned in Chapter Seven which presented the case 

studies. The remaInIng twenty firms. 67%. undertake little or no formal marketing 

planning. 

It Is important to emphaSise here that such plannIng as Is undertaken Is by no 

means as Scientific as the planning carried out by firms in developed economies. This 

is mainly because access to accurate data for planning purposes 19 so restricted. One of 

the effects on the market of such primItive plannIng is that from time to time some 

produce is not available and the whole marketing system is adversely affected. In 

bUSiness, planning can prove to be a profitable aspect In marketing. This aspect is 

common in the busIness envIronment of developed economies where firms may 

perform better than theIr competitors. In the various industries In the U.K., there is a 

dIrect relationship between the amount of formal planning and the achievement of 
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high profit margins. and managements who undertake strategIc planning techniques 

tend to be more successful than their major competitors in terms of profit and overall 

performance. IS 

The firms Visited which reported that they carried out llttle or no formal planning 

gave several reasons for thIs policy. The researcher believes that the most Important 

reason and the one which Is most characteristic of the Situation in the Iraqi market. 

namely. the lack of reUable information stems from the fact that firms' executives are 

unwilling to look to the future. In fact. they are confident about the future of their 

business activities. partly because their business Is conducted in a constantly changing 

enVironment of inherent instabUity. with fluctuations occuring from day to day. This 

factor is closely related to one mentioned earlier, namely, the low level of forecasting 

that is undertaken so that executives tend to react in terms of crisis management. But 

above all, a measure of flexibility should be included in a firm's poUcy to allow for any 

unexpected events which might render the formal planning ineffective, Ignoring 

formal planning for the above reasons may be just1fied. but if firms are marketIng­

oriented. they should at least undertake marketing planning in the short term so that 

Some flexibility can be introduced into their programme. In the advanced economies. 

because of the increased level of uncertainty in their economic environment. emphasIs 

on long-term planning has been reduced. Even short-term planning was not 

undertaken by most of the firms In the food industry that were visited. since the 

inherent uncertainty in the "agricultural environment exacerbated the situation, a 

problem discussed in greater detail in Chapter 3 • 

Now we shall consider the research findings In greater detail with reference to other 

marketing functions. namely marketing research. advertising and packaging due to the 

Importance of these functions. the economiC Significance of which will be highlighted. 
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8.1.2. Product' Planning 

Product planning is concerned With the assortment of products or product mix offered 

by a business organisation. Moreover, the product is one of the most important 

elements in the markeUng mix. l6 Referring again to marketing research, it is relevant 

to point out here that by finding out what product features are liked, and diSliked, 

marketing research can assist in the development of new products and the redesigning 

or Improvement of current offerings. Product policy could be embodied in the concept 

of marketing in a particular firm. It covers a number of different ideas and interrelated 

bUSiness activities such as judging the market potential, identifying the right 

consumer, selecting the right time for satisfying consumer needs and assessing the 

firm's Success in the market place. In addition, it covers the planning of the style 

attributes of products. the packaging design, branding and even market testing and 

above all, taking the decisions required to implement these functions successfully. Of 

course, a firm takes a particular decision based on its own position in terms of 

aVailabUltY of resources, the degre of competition, the alternatives to its product that 

can be used by consumer, etc., all these factors define its market share. A decision then 

has to be made concerning whether to continue with the product. Improve it, or drop it. 

Firms should make a decision after evaluating the consequences of a particular action. 

The findings shown in Table 2 indicate that only eleven firms. 37% engaged in 

product planning which is a diSappointing result, especially when nine of these firms 

are in the public sector. Such findings are in keeping With the pOints made above. 

To follow a policy of differentiated marketing is a wlse declslon if a firm is 

finanCially strong, well established in a product category and competitive with other 

firms that are also strong in that category. Such a policy allows a firm to pull out of a 

segment that proves unprofitable and rely on other segments. but it is not practised by 

the firms surveyed. Differentiated and concentrated marketing each have advantages 

and disadvantages. consideration of which, however, Is outwlth the scope of our study. 
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Marketeers must weigh the risk associated with specialisation against the cost 

involved in divers1ficatlon when deCiding which polley to pursue. 

The researcher found that most of the firms surveyed engage in concentrated 
# • 

marketing. but this strategy is more appropriate to small firms or finns new to a 

particular field. Some risk is attached to concentrated marketing. however. because if 

the market for the product concerned should contract for any reason. the firm has no 

other product on which to rely.17 Our conclusion 15 based upon the fact that most firms 

focus all their efforts on one segment employing a single marketing mix. This POint 

Will be explained in more detail later. In so far as most Iraqi finns do not apply the 

concept of marketing. the absence of external infonnation upon which product 

spec1ficatlon can be based means that final product characteristics are shaped by the 

material used. the deSIgn of packaging and the dIstributlon methods. Consequently in 

such firms. the marketing forces may not operate or may be completely paralyzed. as 

products of a high quality are required to justify other marketing mix elements like 

promotion. branding. and other elements which cannot be effectively carried out unless 

product quality meets the standard required. Whether marketeers change the 

intangible characteristics of a product or Us objective features. the goal Is always to 

improve the product's ab1l1ty to satisfy consumers needs. The surveyed firms followed 

what is called width or breadth of product llnes as factories produce many products at 

the same time. The product mLx can be classified in tenns of how many different 

product lines it .contains. If·1t includes a large number of product lines. the mix Is 

claSSified as Wide or broad,18 But if the product mix contains only a few product lines. 

it Is conSidered as narrow or limited: this policy is followed by ice-cream firms. Thus 

the product/consumer matching process can be directed at changing an existing product 

line. addIng or deleting products from a product mix. or changIng the assortment 

offered. 
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There are different types of markets. depending on the degree of match that exists 

between a product and the needs of Us consumers. Obviously. marketeers try to desIgn 

produc::ts that match the core markets' needs. Thus product management is based on the 

marketing concept. for the matching process is aimed at satisfying consumers in such 

markets. 19 

~ Again. the research findings in Table 2 indIcate that in Iraq. in the food industry 

espeCially. the marketing concept is ignored. In practice a factory produces many 

products with no attempt at specialisation and product diversification policy is very 

Wide and not related to a particular segment in the market. Nor is packaging or any 

other element through which economy can be achieved taken into consideration in 

order to maximise profit and consumer satisfaction. Finally. the contradIction 

between the results shown in Table 2 and Table 5 in terms of a firm's numbers would 

seem to be due to a confusIon of these functions. and the researcher's recommendation 

in thIs respect is that product mi"( employed in establishing production polley should be , . 

looked at carefully in the Iraqi food industry. 

However. With reference to the development of new products. Kotler has argued that 

many dlfficulUes arise. Briefly. the first difficulty is that not all firms have the 

necessary research and development capability. through thIs does not mean that they 

can never have new products. Secondly. it is necessary to distlnguish between 

innovation and imitation. in other words. between a product new to the firm and a 

product new to the market. A particular product may be new to the firm but not to the 

market. A firm's new product may be simUar to other products in the market place, or 

produced to specifIcations devised by another firm. Thirdly, in practice it is difficult to 

distinguish between a modifIed and a new product. For a firm, a new product means 

that a new element in the marketing mi"( is created, such as a new process. packaging. 

etc. Fourthly. there is the question of consumer perception. A product regarded as new 

by a firm may not be so regarded by consumers or by the market. 
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Table 5 

ResponsiblUty and Extent of Performance 
of Key Marketing Research Functions 

Research 
No. Department ResponstbUUfes 1'l"equency 
of Marketfng PrucL Sales 

ActtuUfes Firms Dept. Dept Dept. Always Ox. Neuer 

1 Product Development 3 1 2 3 

2 Product Planning 9 3 4 2 5 3 1 

3 Packaging 3 1 2 2 1 

4 Distribution 6 1 1 4 4 2 

5 Advertising 9 2 7 7 2 

6 Market Share 4 4 

7 Consumer Behaviour 

Element 2 1 1 

(Columns in the above Table do not total 30 because oj multiple answers) 

Table 6 

Firms' Major Marketing Goals • Executives' Views 

No. Percentage Finn's Status 
oj Public Private 

Coal Firms 96 Firms Firms 

1 To obtain high level 
of profit 15 50 10 5 

2 To obtain high sales 
proportion of production 11 17 7 4 

3 To obtain a predetermined 
market share 5 17 5 

4 To produce high quaUty 
product 5 17 3 2 

5 To Introduct new product 
to the market 2 7 1 1 

(Column in the above Table do not total 30 because oj multiple answers) 
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In most developed countries. product development has been systemlsed to a great 

extent and a new product is introduced after successive stages of searching for and 

generating new ideas. testing in the market. and finally. launching it on a commercial 

basis. Table 5 shows that only three of the thirty firms suryeyed realised that 

estabUshing and stab1l1sing a firm's market share depends partly on the development 

of new products which match with consumer needs and wants. The conclusion is that 

most of the firms vIsited have concentrated on increasing their level of selling as a 

means of achieVing growth. being unaware that their market share is indirectly 

affected by the new product factor. Not surprisingly. two of the three firms mentioned 

above are involved in export activities. 

The 1mmediate problem is to match the performance of industrialised countries. 

The finanCial strength of the economy' may help Iraq to do so. At the present time. most 

Iraqi firms. even in other sectors. are imitative rather than innovative. Their 

concentration on production rather than marketing means that product development 

is left far behind. The situation has been exacerbated through such government 

measures as import restrictions introduced to protect Iraqi industry and allow firms' 

management to operate actively in the local market. Moreover. in other industries. a 

particular product line is generally determined by the requirement to produce a 

percentage of the firm's total output in the basic products of its field. the rest being for 

export. 

Executives were asked to identify their firm's marketing goals in order of 

importance. The findings are in line with the above comments. Since they revealed that 

new products came last. being therefore the most neglected area of planning. These 

findings are shown in Table 6. 

It appears that the firms main priorities are to achieve maximum profits and to 

achieve a high sales level. Elements such as establishing market share or introducing 

high quality come third. This supports the view that the government embargo on 
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foreign products encourages management not to think on a commercial basis, its first 

aim being to produce for the local market. 

However, the Interpretation of these findings depends upon the type of Industry 

pursued - for example, industrial products - but the situation Is no better In other 

developing countries. In El-haddad's study of thirty manufacturing firms In Egypt, he 

found that only two of the firms relied on new products as a major element In their 

growth strategy.20 Such a strategy should be systematically worked out and based on 

rellable infonnation and careful consideration. IntroduCing a new product to the 

market entails the risk of the product failing to meet expectations. But on the other 

hand, for a finn to continue as it is while the process of industrialisation is proceeding 

is also an increasingly risky pollcy. Under the conditions of Increasing competition In 

the world markets, it is too risky to innovate. Yet successful new product development 

is increasingly expensive, and becomes more difflcult to undertake as time passes. 

Textbooks propose a number of stages to be conSidered In launching a new product. 

Some of these stages are referred to briefly below. 

One of these steps Involves a firm In assessing its position in the market. Such an 

assessment Includes analySing Its past performance by reviewing its corporate and 

marketing objectives. its market share and what was achieved in practice. compared 

with its forward planning, Includlng consideration of competltive and other 

environmental conditions. This action may prepare the way for the second step. 

namely, Idea generation. atlthough there are different techniques for doing this, such 

as brain-stonning. although the initial idea may come from another source. This 

Subject is related to marketing research rather than to the subject at present under 

consideration. The third stage involves selecting the most reasonable idea from those 

Submitted, this being achieved by using a technique such as concept testing or concept 

development. The fourth stage conSists of analysing the selected idea which enables the 

firm to make relevant comparisons and to detennine the potentially most profitable 
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approach. To estimate future profit. it is crucial to analyse both the potentlal sales and 

the potential cost involved. The fifth stage is development of the product. In this stage 

the product concept is transformed into a physical product which satisfies the findingS 

of the business analysis. This stage may encourage the firm to move the investment 

stage in which a product may be developed. entailing new packaging. branding and 

testing. The last stage is the launching of the product on a commercial basis. This 

represents the birth of the product in the market and cnsiderable costs are incurred at 

this stage. 

In practice. it is not always necessary to proceed through all the above stages. A 

firm may find itself going straight into production following the idea generation. while 

others may fail between the different stages as they are unable to identify the activity 

required. Wind (1982) emphasises that new product development systems may vary 

markedly from one company to another. What is needed is a continuous new product 

development system. which reviews multiple product development efforts and which is 

concerned with correlating the various phases 1n each proJect.21 

Coulding strongly asserts that there can be no generalised approach since each 

company's needs are unique. ThIs shows that there Is a great variety of approaches to 

the SUbject, and reflects the complexity of the subject itself.22 

To prOVide a complete pIcture, it Is necessary to mention the role played by the 

development of new products. 

8.1.3. New Product Development 

Executives in the firms visited were asked to expla1n what they understood by the 

term "new product". Before dISCUSSing the answers gIven, we should point out that they 

were expected to fall into one or other of three categories, namely: (a) a product that is 

new in the market place: (b) an improved version of an existing product: (c) a product 

that is new to a partIcular firm but not new to the market. The answers to the above 
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question are presented In Table 7 which shows that ten. 33%. of the thirty firms visited 

regarded a new product·as being new to the market. a s1m1lar proportion consIdered It to 

be a product that is new to the firm but not necessarily new to the market. while seven 

classified It as being a modification of an existing product. The answers given may not 

be completely reliable because the product may be slmilar to an existing one. Three 

firms. 10%. did not reply which presumably indIcates that they are not familiar with 

Table 7 

The Definition of New Product by Executives of Firms 

Number Percentage Non-

1frmS Export Export PublCc PrIvate 
The Answer 96 FIrms FIrms Sector Sector 

1 New to the Market 10 33 8 2 3 7 

2 New to the Firm only 10 33 3 7 4 6 

3 Improvement of Product 7 24 4 3 5 2 

4 No Reply 3 10 1 2 1 2 

Total 30 100 16 14 13 17 

the marketing concept. These last firms were established by rich indIViduals or 

familIes when they became aware that there was a strong demand for a particular 

product by consumers in the market. no attention beIng paid to the marketing concept 

and there beIng no indIcation of marketing orIentation. It Is not surprIsing that most 

of the firms which answered In terms of a totally new product are engaged In export 

actiVities. Although the number of these firms is not revealed in the Table. they in fact 

represented eIght' of the 16 firms involved In export activities, whIch shows that half of 

those exportIng firms are marketing-ortented. and concerned about applyIng the 

market concept. whereas only two firms not involved in export activIties are 

marketing-oriented. All the firms visited clalmed to be attempting to follow the 
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marketing concept though in fact this was not the case. With regard to the non­

exporting finns. namely fourteen out of the thirty visited. they regarded a new product 

as being one that is new to their flnns only but not necessarily to the market. Seven of 

those fourteen firms are not involved in the foreIgn market. whereas three firms less 

than half are engaged in foreign market activities out of sixteen. regarded the definition 

as approach to the new product. 

Of the seventeen firms in the private sector. seven fInns defined a new product as 

one totally new to the market and therefore also new to the firm. whereas six fInns 

regarded the new product as new to the finn but not necessarily new to the market. It 

can be concluded. therefore. that there is no Significant difference between these firms 

concerning their categorisation of a new product. A stmilar conclusIon may be drawn 

concerning the finns in the public sector in which three of the thirteen fInns concerned 

regarded a new product as one completely new to the market and four regarded it new as 

being new to the finn only. 

The conclusIon to be drawn is that firms in the pubUc sector are more commercially 

Oriented. they are involved to a greater extent in export activities. and are more 

integrated. The researcher believes that reasons for the high percentage of those in the 

public sector who adopt a negative attitude towards the new product concept is the 

continuing contact between officIals of various departments. It is through such 

contacts and meetings that this attitude has developed. The researcher's opinion is 

based on his experience as a government officIal. In that capacity. he discovered that 

plans were often implemented. even if they were inappropriate. as a result of such 

contacts and reluctance to undertake responsibility for criticising the plans or 

attempting to amend them. Also four executives in the public sector defined a new 

product as one that is new to the firm and five defined it as an improved version of an 

eXIsting product. The results presented in Table 7 reveal that twenty one of thirty in the 

firms Surveyed did not define a new product concept properly and only ten firms defined 

it according to the sense generally accepted in the field of marketing. 
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8.l.3.1 The Limitation of Innovation 

According to the marketing concept. a new product is any thing that consumers perceive 

as new. CreatiVity is the mental process which help us to generate new ideas and 

innovation is the practical application of such ideas so that a task can be performed in 

a better or cheaper way.23 

The above definition indicates that innovation refers to any aspect of a particular 

bUSiness that is new, while for a particular product, innovation means that the product 

is new, not fmJ.tatlve. the idea is new, and the services offered are new. This may appear 

to inClude adjustments to eXisting product,24 but to meet the criteria for genuine 

innovation, such changes would have to be of a fundamental nature, so that the product 

performed a new function from the consumer's point of View. In advanced countries, 

the concept of innovation is allirnportant. and it has become part of businessmens life 

style. Accordingly, firms in these countries. whether they provide consumer or 

industrial goods. are more concerned about matching their products to co'nsumer needs 

and wants in order to maxJmise consumer satisfaction and they do this by adopting the 

appropriate technology and up-tO-date ideas. the benefits of which are enjoyed by 

consumers whose habits and behaviour are changed. Within such environments. the 

innovation process tends to be a continuous one which helps to strengthen a firm's 

current and future pOSition. In this context. consumer satisfaction may be achieved by 

both slight and substantial product innovation. The trend towards innovation Is the 

prinCipal basis of growth of firms in advanced countries and leads to accelerated 

growth of the economy in gen~ral. 25 

Changes in these countries have become commonplace, meeting no reSistance. so 

that such changes can enhance the competitive drive of a particular firm. whereas 

reSistance to change prevails in developing economies which are characterised by 

scarCity of resources, government intervention and a generally protected environment. 

motivation in favour of change is at a low level. Such environments consequently 
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encourage resistance to change. The problem of impeding the growth of the innovation 

process exists in all developing countries where these conditions prevail. ,But. there are 

many reasons for the innovation process being so retarded. The following reasons 

apply to Iraq and probably to other countries where the same conditions are found. 

One of the reasons for restricted innovation in developing countries may be Werred 

from what has been mentioned above. namely that while in advanced economies. 

people take changes in their life style as a matter of course. in contrast. in developing 

countries people are reluctant to change their life style so rapidly. In developed 

countries. innovation is quickly accepted. and this may be related to such 

characteristics as the level of education. higher incomes and readiness to adapt to new 

Situations. Such characteristics are seldom found in developing nations which also 

suITer from a scarCity of resources. 

In general terms innovation involves a hIgh level of risk. so that it can be costly. but 

such risks can be taken in advanced countries where firms have adequate resources 

while the financial capacity of firms in developing countries is limited. In the public 

sector Innovation is limited due to the supervision imposed by the appropriate 

government. and in the private sector. firms introducing innovations could be courting 

disaster. Moreover. the consequences of the failure of any innovation introduced could 

be serious for the future of firms. especially those in the private sector. The low rate of 

innovative change is the result of the reluctance of most private and public firms to 

adopt a polley in favour of change. Psychological factors. therefore. have been effective 

In stifling any initiative leadIrlg to new product development. 

The introduction of innovation techniques is costly in terms of modern 

technological plant or additional resources. a situation which most developIng 

countries are 1ll-prepared to face since their resources are so limited. The researcher 

leamed in his meetings With the executives of the firms surveyed. that some firms have 

adopted a continuous programme and pollcy of innovation which basically requires a 

Continuous spending of resources. and the accumulation of data about consumer needs. 
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motives and habits as well as market conditions. Thus the innovation process passes 

through a systematic series or procedures, so that the fears of risk or uncertainty are 

ellmlnated to a large extent, and by adopting appropriate marketing techniques before 

launching new products on a commercial basis, the risk and cost of failure can be 

reduced. However, it must be mentioned that such firms, as we shall see later, are very 

few, a point that has already been illustrated by the results shown in table 7. In general. 

it is not expected that the recommended approach will be pursued by most developing 

countries' economies since they experience acute shortages of information about 

marketing opportUnities and the needs and wants of consumers. Thus the level of risk 

and the enVironment of uncertainty which prevaUs put pressure on firms or producers 

in developing countries not to pursue such a systematic approach. Moreover, in these 

countries. where the role of government legislation is widely accepted and a seller's 

market exiSts rather than a buyer's market. these two factors to some extent reduce the 

need for management ot be concerned about creativeness and the Importance of 

practising their bUSiness in the market on a commercial basis. Consequently 

innovation was largely ignored as a feature of management practice which has been 

carried out without innovative efforts being made. In general. therefore consumer's 

wants and needs are not fully met. little attention being paid to maximising their 

satisfaction by adopting the marketing concept. 

Table 8, which illustrates the practice of the firmS visited with reference to' the 

IntrodUction of new products, presents an accurate record of the extent to which 

Innovations are introduced. In our review of marketing literature. we pOinted out that 

for a product to be regarded as new, it must be new to the market. the firm and 

consumers. Therefore is a product Is only new if it does not Simply imitate other 

products a crucial dIstinction which must be emphasIsed. Thus for the local firm, a new 

product Introduced Into the local market Is dlfl'erent from an Imported product which is 

Similar to one already available in the market. The researcher asked respondents in 

the firms Visited to state whether they had produced and launched a new product during 

the previous seven years. Twelve of the thirty firms, 40%. stated that they had 
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introduced new products to the market during that period. Nine of these firms belong to 

the public sector and only three belong to the private sector. These three. but only two of 

the nine public sector firms engage In export activities. which enables us to conclude 

that those firms are marketing Oriented. concern about consumer satisfaction being 

given high priOrity. This supports the hypotheSiS that firms engaged In export 

actiVities are more marketing oriented than firms which do not export. although the 

former are few In number of nineteen firms. 63% imporved some of their products 

dUring the same period. The firms mentioned above as being engaged in export 

actiVities were also included in this category. Two firms In the public sector and five 

firms In the private sector represent the remainder which were engaged in imprOving 

their products. The only firms which neither Introduced new products nor improved 

existing ones were three firms in the private sector. 

The researcher believes that the above discussion requires further explanation 

concerning the Interpretation of the new product concept. which should be in terms of 

genuine innovation. and that the responses provided by the executives should be studied 

in that context. He believes that a product emerges when it is made from local materials 

USing new ideas provided locally. Without imitating other national or international 

products. Thus a comparison of the results shown in Tables 7 and 8 produces more 

accurate data and provides a clear picture of whether a product is actually a new one or 

an adaptation of an existing product. In most developing countries. including Iraq. or 

in a centrally planned economy. the level of production is determined by many 

elements. such as the avallab1l1ty of the natural resources required for the production 

process. or the level of industrialisation in the economy or the amount of imports 

needed to close the gap between the demand for and the supply of each product. Thus. 

Where local Supplies are plentiful. the level of imports will be reduced and a campaign 

for increased local production for consumption in the local market will be launched in' 

an attempt ot achieve import substitution. In such cases. any product newly launched 

on the local market will be regarded as a new product by the firms concerned. 
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ThscrUerl.a 

New Product 

Improved Products 

Neither of Above 

Total 

Table 8 

Introduction of New Products 
(Incidence by Firms in Sample) 

FIrm's Status 
Puic ua bl Ftrm.s Prt te Ftrm.s 

All Percentage Public Prtuate Non- Non-
Ftrms 96 Sector Sector Export Export Eqx>rt Export 

12 40 9 3 2 7 3 -
15 50 9 6 9 2 - 4 

3 10 - 3 - - - 3 

30 100 18 12 l1 9 3 7 

Therefore, in terms of the previous definition of a new product, such products, though 

classified as new to the firm, are not new to the market. In realIty, therefore, they are 

not new products and the process is merely one of imitation, which is completely 

d1ITerent from what we understood by innovation. ,Again a particular product may be 

regarded as new if a new image or new Ideas are presented or if local products previously 

unknown, are proVided in the market. The researachers' oplnions are based on the 

prevailing environment and the local market characteristics which exist In most 

developing countries. When the emphasIS IS on production rather than marketing, and 

little or no information '1s available concerning consumer needs and wants, these 

conditions do not encourage the process of innovation and they reduce the element of 

creativity required to develop new products. Also the product characteristics of the 

firms visited and the images they present support the researacher's point of View. Most 

IraqI firms' ideas are borrowed from foreIgn sources sImply because the emphasIs Is on 

import substitution, rather than on products based on local ideas, By adopting an 

innovation strategy and aiming at consumer satisfaction, firms can to a large extent 

aVoId the unfavourable consequences of risk and uncertainty, and this would enable 

them to take note of socIal and economic factors as well as market condItions, wIthout 

feeling that their business would be adversely affected. 
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8.1.3.2 Factors Affecting the Marketing of New Products 

The above discussion indicates that there are certain factors which affect the 

introduction of new products. Table 9 shows the results of discussions held with the 

flnns Visited on this subject. By and large. that discussion reveals a negative rather 

than a positive attude towards new product development. When demand e.'Cists for a new 

product in the market. this should create motivation leading to innovation which 

would reduce competition against the firm concerned. Nevertheless. many executives 

are reluctant to encourage innovation. which further confirms the existence of a 

Table 9 

Major Factors Affecting New Product Development 
(Executives' Perceptions) 

No. Kind of Sector Public Sector PrIvate Sector 
of Percentage Public Priuate Non- Non-

Factors Firms 96 Sector Sector Export Export Export Export 

1 Level of 
Competition 2 6.7 1 1 1 - 1 -

2 Technological 
Changes 2 6.7 1 1 I - - 1 

3 Expected Demand 24 80.0 13 11 7 6 2 9 

4 CapaCity 
Utilisation 2 6.6 1 1 1 - 1 -

5 No Reply - - - - - - - -
Total 30 100 16 14 10 6 4 10 

diSapPOinting attitude. Of the thirty firms surveyed. twenty-four or 80%. stated that 

expected demand is one of may reasons for introducing innovation. This is certainly a 

Sound reason for introdUCing the innovation process. High response is very 

encouraging. As the people's life style IS continually changing, their buying habits and 

their attitudes change and as life e.'Cpectancy increases. manufacturers and producers 
t ' 
ake part in a continuous race to prOVide maximum consumer satisfaction, as life styles 
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become more complex. However. this high percentage of response is contradicted by the 

number of firms previously claiming to have launched a new product. For example. if 

we compare the number of flnns in Table 9 with the number in Table 7. we find in the 

latter that only ten firms. or one third of the total. had launched a new product during 

the last seven years. Such a contradIction is accounted for Simply by the extent to 

which some of the executives in the firms visited exaggerated. but the previous 

conclusion. namely that firms engaged in export activities are more aggressive and 

marketing-Oriented still stands. Eight of the ten flnns concerned represent 60% of all 

the export firms in the sample of thirty and these eIght are included among those who 

prOvided the answers which are based on their experience in both local and foreign 

markets. Two firms. both of them engaged in exporting. stated that the level of 

competition is another reason for new product development. The competition factor. 

therefore. seems to be relatively unimportant. Also two firms. or 6.6% stated that 

capacity utilisation is another factor encouraging the launching of new products. 

Another two firms. one from each sector. regarded technological changes as 

constituting a reason for introdUCing a new product. 

The unpprogressive attitude which the above dIscussion reveals in Iraq as in most 

developIng countries. is in the researcher's opInion. is due to the deep-rooted attitude of 

the central planners and economists who assume that demand should match the supply 

in the market. ignoring the fact that such supply should be suffiCient to satisfy 

consumer demand. Consequently. the management's primary concern is to satisfy the 

demand already in the market for the existing products. Accordingly. consumer wants 

are ignored and the spirit of innovation is likely to be stifled in such economies. since 

management practices. behaviour. and attitudes are not directed towards consumer 

satisfaction. unlike the attitudes and the orientation which characterise advanced 

economies. 

By and large the executives tended to overstate the Impact of potential demand as an 

inducement or incentive leadIng to innovation. therefore in the researcher's opinion. 
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their answers did not reflect the actual situation in the Iraqi market. although It seems 

to be essential that effective consideration should be given to such socio-economic 

indIcators as an increase In the total population which is now more than fifteen 

millIon. the higher level of per capita income and above all the prospects of a higher 

standard of liVing. Before leaving this section. it would be advantageous to consider the 

factors that influence the introduction of new products. 

8.1.3.3 Problems Related to the Introduction of New Products 

To obtain a complete pIcture concerning the factors affecting the launching of new 

products in the market from the management point of view and the obstacles 

encountered in attempting such prosjects. the researcher asked executives In the firms 

visited to state what in their opinion presented the main obstacles to Introducing new 

products to the market. Their answers are shown In Table 10. 

The survey shows that only two firms were unable to Identify obstacles impeding 

the introdUction of new products and as might be expected. those firms are in the 

private sector. Such firms base their bUSiness practice on prOviding products that they 

understand to be required In the market. a point mentioned earlier in a previous 

chapter (see Chapter 3). The absence of the marketing concepts. poor management. the 

lack of a sound commercial baSis for their business and possibly their limited 

finanCIal resources are all factors presenting problems for those firms. On the other 

hand. seven firms. 23%. stated that they had no problems. But to accept such an answer 

without question Is not wIse. Such a good Impression is not expected to be true 

espeCially in the developing countries. where consumer satisfaction Is not their major 

concern. and prospects for most firms are therefore gloomy. Consequently such 

answers may not reflect an accurate situation as firms in developing countries 

including Iraq are likely to be lagging behind. 

Table 10 reveals that the problems actually encountered and e.'Cperienced mostly by 

firms engaged in export activities and firms who have adopted the marketing concept. 

It is only to be expected that such firms wUl be in a better position than others to handle 
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Table 10 

Major Obstacles to Launching New Products 
In The Market (Executives' Perceptions) 

Firm's Status 
No. Percentage 
oj 

Public Sector Private Sector 
Non- Non-

Kind. oj Obstacles Ffrms 96 Expat Expat Expert &port 

Level of Competition 12 40.0 8 1 2 1 

Product Quality 7 23.0 5 1 1 

Consumer Awareness 5 17.0 4 1 

No Problems 7 23.0 5 2 

No Ideas 2 7.0 2 

(Columns in the above Table do not total 30 because oJ multiple answers) 

any dlITiculties that arise since they employ more advanced marketing techniques. but 

this Is seldom the Situation in Iraq or other developing countries. The many factors 

responsible for these obstacles have been referred to earlier. namely organisational 

problems. lack of financial resources and bureaucratic management. all of which are 

outwith our study areas. By and large. such problems have long since been overcome in 

developed economies. The following discussion will be concerned with problems 

related to the main pOints dealt with in this thesis such as consumer attitudes and 

behaViour or the application of the marketing concept. 

In a country where the level of illiteracy is high. which is a characteristic of 

developing countries. people do not easily accept any thIng new. as only a minority of 

the population are educated and traditional attitudes prevail. This factor alone 

represents a serious obstacle to innovation. It is not difficult to persuade the Iraqi 

consumer of the benefits to be derived from innovation and he wUl accept change when 

he realises that it will not conflict With his traditions and that he w1l1 not be censured 

by the community for doing so. It Is not surprising. therefore. that only five of the firms 

surveyed cite consumer awareness as an obstacle impeding the introduction of new 

product. 
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Another factor whIch may constitute an obstacle to the introduction of a new 

product Is poor quality. This factor Is less important in the local market. but Is crucial 

for the success of business conducted in foreign markets. Seven firms. 23%. regarded 

product quality as an obstacle. These firms. five of which are in the public sector. are 

engaged in export actiVities. This factor. as we have already shown. has been found to 

apply in the marketing of dates where poor quality represents a deep-rooted problem 

for that industry in its attempt to compete abroad despite the fact that the dates taste 

good and there are many varieties. The researcher believes that the problem of poor 

qualIty can easily be avoided if appropriate measures are taken which are discussed in 

more detail in our case studies. No firms dealing only in local markets mentioned this 

factor. Again thIs is only to be expected since management initiatives are directed 

Simply towards brIdging the gap in the market betwen demand for and supply of a 

partIcular product. 

The researcher believes that the fallure associated with low quality produce results 

from fallure to grade properly the produce used in the canning process. so that product 

differentiation is Ineffective which weakens the effect of a firm's pricing policy. The 

researcher found through his dIscussIon With some executives. that little grading of the 

products requIred by the food industry takes place, whIch has a negative effect on 

consumer's behavIour and their purchasing decisions. ThIs problem combined With the 

absence of marketing research concernIng consumer preferences contributes to the 

losses suffered by those firms, and thIs in tum has an adverse effect on their resources 

and on Consumer attItudes. 

When the quality of a product is poor. this gives rise to another problem. namely a 

reduced level of competition, which Is not surprising. Twelve of the firms. or 40%. 

stated that level of competition constitutes an obstacle. . This is obViously true when 

management practices and attitudes take no note of consumer needs and a seller's as 

OPPosed to a buyer's market Is in operation in both local and foreign markets. In such 
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an environment. consumers are forced to buy what Is available in the market because 

they have no other choice. since firms produce a limited assortment of products with 

low levels of differentiation (see the next sub-chapter on marketing research). 

Consumer awareness. product quality and level of competition represent the chief 

obstacles affecting in particular. firms involved in export activities. Twenty-one firms 

drawn from both sectors stated that they encountered these obstacles in carrying out 

their business. This high proportion supports the researcher's op1n1on. mentioned at 

the beginning of this discussion. that about seventy percent. or twenty-four firms. faced 

problems relating to the adoption of the marketing concept which they implement 

aggreSSively as they are engaged in e.'Cport activities. 

Although the above obstacles were cited by respondents others which are also 

important were not mentioned. such as inadequate marketing research resulting in a 

lack of information about consumers and market conditions. This point is supported 

by figures presented in the marketing research subsection. relating to market 

conditions. the cost of technological improvements. technology transfer and pricing. 26 

From the researcher's conversations with the executives of firms only two firms out of 

five In the public sector engaged in export activities agreed that lack of the information 

they needed about consumers to help them in their marketing strategy represented 

another Obstacle. The researcher believes that a factor such as the cost of technology 

transfer was not regarded as an obstacle because the government assumes 

responSibIlIty for introducing technological changes and for ensuring that the required 

finanCial resources are made available. The same conditions may exist in other 

developing Countries where government intervention is also likely to take place. This 

is a POSSIbUity that requires further study. 

The above dIscussion has indicated that problems relating to the introduction of 

new products are linked with other organisatlonal and administratlve difficulties. this 
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being an area outWith the scope of our study. Also Involved are obstacles associated 

with research and information problems which are dealt Within this chapter. 

Access to detailed information is vital for business success in both developing and 

developed economies. It is essential for the launching of a new product. evaluating the 

product's success or failure and its market potential. But as we have already pointed 

out. the cost of failure In the developing economies is extremely serious due to the 

prevailing conditions of scarcity and failure creates problems for both the firms and 

the economy. Detailed information is an important requirement for any firm 

whatever its range of activities. Access to such information reduces the uncertainty. 

the pOSSibility of failure. and the risk associated with the implementation of an 

inappropriate production strategy. Moreover. pursuing such a policy of effective 

information gathering may enable any comparative advan~ages to be fully exploited. 

Overall. making effective use of the modern approach to marketing w1ll help to 

maxImise consumer satisfaction by identifying market characteristics. organising 

resource utillsation. estimating demand and market size. assessing e."{port potential by 

dIscovering market trends and ultimately achieving economIc growth. In addition. for 

new products to be successful. full commitment to and conviction concernIng the 

product must be provided not only by the marketing executives directly responsIble. but 

by all managers throughout the company and partlcularly at top management level. 27 

The tasks of researching consumer demand and introducing the product innovations 

desired by or acceptable to the target consumers have. on the whole. not been consIdered 

seriously by the public sector. Again the researcher believes that this is because these 

firms are not marketing-oriented and IUtle effect is made to please and satisfy 

consumers. In essence. their approach is arbitrary rather than persuaSive. because they 

are convinced that they know exactly what the consumer wants. The marketing­

oriented approach is crucial and would be fruitful for the public sector in particular as a 

means of imprOVing its public image. 
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In general. the above discussion reveals that there is a need for market research; in 

other words. effective analysis of marketing opportunities is required and this is made 

possible by efficient market research. 

8.1.3.4 Research and Development Department 

To obtain a clear picture of the overall situation. the researcher wished to find out 

whether the firms Visited had a specifIc research and development department since 

this infonnation would provide more details of the extent of problems involved in new 

product launching or even developing an exIsting product. although such an 

investigation is more related to the organisational structure of the firms. an area which 

is outwlth the scope of our research. The researcher found that twenty-one of the finns. 

namely 70%. do not have a research and development departnlent. The results of this 

investigation are shown in Table 11. Six of the publIc sector firms engaged In export 

activities but none in the private sector have such a department. The researcher wishes 

to POint out that in hIs opinion. the attitude adopted by management towards research 

activ1t1es is the factor that matters most. not the existence of a separate department to 

perfonn the research function. EvIdence to support this view was obtained by the 

researcher who found that some firms implement a research programme without 

haVing a' separate research department. For e."'Cample. in the vegetable oil and date 

processing industries. the marketing departments concerned perform this function In 

addition to their marketing duties but it must be pointed out here that there is a bias on 

the part of other departments against this function being camed out by an independent 

department. although this function is carried out more effiCiently when there Is a 

separate department. The survey results support this view since only five firms. 17%. 

out of thirty Visited. have a separate research and design department. The hypothesis 

that firms engaged In export activities operate more vigorously than those not involved 

in exporting is again supported as the above discussion demonstrates. The importance 
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Table 11 

Role of Research and Development to Status 

Firm's Status 
Percent.a{Je Public Sector vae ec or Pre t S t 

All Non- Non-
Status Firms 96 Export Export Export Export 

Firms have R&D Dept. 9 30 6 3 - -
Firms have not R&D Dept. 21 70 - 11 4 6 

Total 30 100 6 14 4 6 

Table 12 

Product Planning Responsibility in Sample Firms 

Firm's Status 
Percentage Public Sector Private Sector 

No. oJ Non- Non-
TUle Firms 96 Export Export Export Export 

Marketing Manager 12 40 1 3 6 2 

Production Manager 6 20 1 1 1 3 

Outside Consultation 1 3 - - 1 -
Not Applied 11 37 1 8 - 2 

Total 30 100 3 12 8 7 
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of research to exporting firms is greater in an envlromnent in which foreIgn trade is 

conducted since the competition is much more intensive than it Is in the local market. 

Accordingly. the need to Implement the marketing concept is more readUy reCOgnised 

and its usefulness in promoting trade is fully appreciated. 

8.1.3.5 Responslbl11ty of Product Planning 

The marketing concept emphasIses the need for coordination between all the elements 

of the marketing mix so that a firm wUl obtain a clear picture of the situation in the 

market and be able to assess expected demand. and formulate an appropriate strategy 

based on this assessment. Available resources can then be used in the most effective 

way so that the process of economic development Is accelerated. The purpose of 

coordinating a finn's various functions Is to ensure that e.'dsting production facUlties 

wUl be used to achieve the firm's objectives. and this to a large e.'d.ent requires a market 

rather than a production orientation. Where research and development are 

undertaken. product planning follows as a matter of course. 

Table 12 presents details of the firms whIch undertake product plannIng. Eleven of 

the thirty flnns stated that they do not Implement product planning procedures. Most 

of those finns. not surprisingly. are In the pubUc sector. The researcher believes that 

factors such as IgnOring the marketing concept. poor management. and Inadequate 

Cinancial resources are the chief reasons for such a hIgh proportion not undertaking 

product planning. Only one firm stated that consultation took place between the 

marketing department and other departments and when necessary. outsIde bodIes were 

also consulted. This firm which is in the public sector. is engaged in export activities. 

In the remalng eIghteen finns. responsIbIlity for product planning rests with either 

the marketing manager or the production manager. In such a situation. many 

oPPortunIties are presented for collaboration with various departments and the 

CoordInation of their activIties. Of those firms. nine are engaged in export activities for 
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reasons discussed earlIer. In other words. finns engaged In export activities employ 

more advanced marketing techniques than firms operating only In local market. 

Table 12 clearly shows that responsibUity for product planning Is assigned mostly 

to two types of executives within the organisational structure of the finns visited. 

twelve being marketing managers and the remainder production managers. It is a clear 

Indication that some firms are strongly marketing rather than production-oriented. 

when so many marketing managers - In our case. twelve out of nineteen- as opposed to 

other executives. are more often responsible for product planning since they are 

recognised as being more closely related to the consumer and more familiar with 

market conditions. Again. this tendency is more marked In the case of public rather 

than private finns engaged in export activities. 

It may be reasonable to conclude that firms adapting the marketing concept and a 

marketing rather than a production orientation will achieve a higher volume of sales 

than firms that do not. due to their abUity to launch new products on the market. either 

genuine innovation or imitative products. But this conclusion is not always true. 

Exceptions Occur that are related to income level. the comparative advantages a product 

possesses. and above all. the extent to which the launching of a new product is based on 

accurate information and appropriate research. includIng the study of consumer 

behaviour. whIch Is not generally undertaken effectively by most of the firms visIted. 

DespIte the Importance of new products to industrial development. the above 

discussIon reveals that success in thIs field Is not likely to be achIeved until 

management attitudes change and other factors constituting obstacles to the successful 

launching of new products are removed. 

WIth reference to Table 12 above. we pointed out that In twelve firms responsIbilIty 

for product planning was assigned to marketing managers. but to assess the degree of 

authOrity possessed in relation to the launchIng of particular products. executives were 
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asked to state where final responsibility lay for approving the launching of products. 

The answers are recorded in Table 13. 

In Iraq. there is a "Board" in each firm which is responsible for taking decisions 

which help in the administration and organlsatlon of the finn's business. Thus it was 

only to be expected that these Boards would exercise power at the highest level. Eight 

finns, or 270Al. stated that the finn's Board deCides which products should be launched 

or dropped in local and foreign markets, and this applied particularly in the public 

Table 13 

Executives' Responsiblllty in Launching a New Product 

All Firms 

Designation oj Person 
No. Percentage 
oj Public Private 

or Group Finns % Firm Firm 

General Manager 6 20 4 2 

Board of Firms 8 27 6 2 

Marketing Manager 2 7 - 2 

General Manager with Others 4 13 3 1 

Other Title 10 33 - 10 

Total 30 100 13 17 

sector. Ten firms. or 33% of those in the private sector stated that the owner Is in 

charge, the owner - whether an individual or a family-bearing finanCial responsib1l1ty 

for handling all aspects of the firm's business. Six: firmS. 20%. oC the tot~l stated that 

the General Manager makes decisions relating to the firm's products. This Is the 

second most frequent response especially in the case oCpublic sector firms, the manager 

being responSible for every area of management where no Board exists since he is then 

regarded as the highest authOrity. In addition, four finns stated that the General 
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Manager makes decisions after consultation with other executives such as the 

production manager or the marketing manager. In only two firms does the marketing 

manager have sole responsibUity for deCiding which products should be launched. In 

each case he is probably the owner: accordingly, it is not surprising that both firms are 

in the private sector. 

The above discussion may seem to suggest that Tables 12 and 13 prOVide 

contradictory information concerning the status of the marketing executives. But it 

must be remembered that the marketing e."CecutIve of a firm is normally a member of 

the Board. Moreover, the General Manager is sometimes responsible for deciding the 

marketing strategy of his firm. The pOint the researcher wishes to stress is that in 

eighteen of the thirty firms, the persons responsible for marketing are involved in 

decisions relating to products. Although this sounds encouraging, in practice their 

influence and the effectiveness of their participation depend upon the firm's 

commercial policy, and the extent to which new products are introduced. In the 

researcher's opinion, the Boards will continue to make decisions concerning product 

lines as long as management is production rather than marketing oriented, and the 

PrinCipal objective is to bridge the gap between production and supply in an economy 

characterised by scarCity of resources. 

The above discussion reveals that there is a potential role for marketing managers 

to play in the launching of new products or improving existing ones. It seems that the 

involvement of a firm's Board in the production process w1l1 be more effective if lts 

deCiSions are shared by other departments. These decisions wUl be more successful if 

they are based on accurate information provided by the marketing department through 

its research efforts, thereby enabling top management to have a sounder grasp of the 

marketing problems involved, which would also be reinforced if the contribution made 

by other executives from the production or technical departments are properly 

Coordinated. To that end, appropriate steps must be taken to ensure that the required 

degree of fruItful collaboration is achieved. 
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S.1.3.6 The Use of Product Development 

In the folloWing discussion. a comparison is drawn between the Situation in the finns 

Visited and the situation in the developed economies Uke the U.K. The e."Cecutives of 

firms in developed economies belleve that the quality of their products is the most 

Important factor in obta1n1ng orders for their goods. They feel that for long-tenn 

success. a product must suit market requirements. and that the successful launching of 

a product requires a careful combination of various elements of the marketing mix. 

such as priCing. sales promotion and other management efforts.28 This attitude in 

other words. is based on a recognition of the fact that consumers awareness is high and 

finns must endeavour to maximise consumer satisfaction. WhUe the value of 

advertiSing is recognised for long-tenn su~cess. a product should be good enough to 

compete against its rivals. With reference to current government initiatives in these 

areas. led by the Department of Trade and Industry. it Is reassuring to see that thIs 

aspect is highly rated by marketing managers. In developed markets. product 

performance. pricing. advertising and sales promotion are ranked respectively as the 

most Important factors for obtaining business in the market place in a particular 

Industry.29 The Situation in Iraq is much less advanced. The level of competition. 

product quality or the absence of problems are regarded as the most Important factors 

for obtaining business in their industry. Further explanation revealed an even less 

hopeful picture. The researcher found that the competition factor mentioned by 

executives in the firms visited referred to foreign or private producers rather than to the 

high quallty of the produce offered. In other words. local produce is not good enough to 

prOVIde adequate competition. Therefore. there is a Wide gap between the attitudes of 

management in the two economies. Therefore It was not surprising to find that 11 

firms. 51% of the sample. reported that they had not undertaken any kind of consumer 

research dUring the last seven years when they were asked to think of a product that had 

been launched recently. This result is consistent with status accorded to marketing In 

the firms Visited. In general. the lack of coordination between the different marketing 
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functions in the flnns visited has contributed to the ineffectiveness of their present 

marketing system which in turn has resulted in the fallure of their products. The 

relatively low level of competition, price control by the government, import 

restrictions. official protection and control of the economy, all lead to poor quality 

which is the most important factor contrIbuting to the fallure of products in an 

economy where scarcIty prevails. Improving the product's image can enhance its 

reputation in the market and a number of advantages can be achieved if a firm 

reorganises the elements of its marketing strategy to provide its products with effective 

support. They can assume a strong position in the market place even against foreIgn 

products, thereby benefitting the country and the economy at the same time. From a 

management and economic point of view, the researcher believes that the failure of 

domestic products in Iraq stems from a lack of confidence on the part of consumers, 

complacency on the part of firms. unskilled or unprofeSSIonal management, half­

hearted attempts to improve the situation and the consistently poor quality of the 

products on offer. 

-, 
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8.2 The Economics of Marketing Research 

Introduction 

The importance of market research as a marketing tool is closely related to the degree 

of competition prevailing in the domestic or foreign market. In both markets, firms 

urgently require appropriate information about market conditions and consumers' 

Opinions and preferences so that they can take steps to avoid any risks due to 

uncertainty and inadequate information. Accurate information enables firms to 

formulate an appropriate marketing strategy.30 Any failure suffered by a firm through 

unreliable marketing research may constitute a catastrophe because a particular 

product Will not be sold, and this represents a waste of the firm's resources. Since the 

firm is unable to make any further improvements In a product that is already on the 

market. advertIsing poUey and strategic planning may be amended to meet changing 

circumstances, but products present a different problem as marketing research can help 

to create a market but cannot replace creative marketing. For management. marketing 

is the means of discovering potential markets for the firm's product and identifying 

people's buying motivation, and an assessment of these elements enables a firm to 

adjust its strategy and marketing programmes in order to meet consumer needs and 

wants. In addition. an attempt should be made to recognise any changes in consumers' 

moUves. 

Therefore market research is an essential tool in the development and introduction 

oC new products. It gives some indication oC how well or badly a firm is performing 

compared With other firms in the same industry and may also enable risks to be 

reduced. 

The aim of this sub-chapter is to examlne the status of market research in the public 

and private sectors of the Iraqi food industry in order to determine its economic 

importance in relation to the growth of the firms Visited. In view of the previously 

mentioned characteristics of developing countries. one might expect that in such 
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countries. this marketing tool would not be used at such an advance level as in 

developed nations. that there is no clear idea about how such a tool should be used is 

partly due to inadequate information about the market or consumers. and partly due to 

the nature of the production policy pursued since firms often have to follow the policy 

determined by an official body. We believe therefore that in our discussion we should 

concentrate on the following pOints which are relevant to our area of study: . the 

facilities available for using such a tool: the quality of marketing research undertaken: 

and the current level of economic development. Whilst these factors affect the extent to 

which marketing research is carried out by firms likely to practice this function Will 

prove fruitful. there are some other influences. This sub-chapter deals with suply-side 

market research. including a study of managerial resources and management attitudes 

towards marketing in general. and consumption-side market research. including a 

study of factors such as consumers' buying habits. the role of women and the role of 

rel1g10n and how these are affected by economic development. 

Marketing techniques differ from one country to another. In most developing 

naUons. marketing is the most neglected area of the economic system and executives 

face many complex problems In connection with marketing at home or abroad. Few 

people would dispute that many advantages can be derived from using modem 

techniques but the intensively competitive practices prevailing in the market place in 

Europe cannot be transferred to Iraq because they do not meet Iraq's special 

reqUirements. Marketing is seen as the task of finding and stimulating buyers for the 

finn's output and it also involves product development and dIstribution. It reqUIres 

paying continuous attention to the changing needs and customers and. where 

necessary. making modifications to the product or service offered.31 By and large. 

market research is important in both developing and developed countries, and the 

amount attention paid to it by the latter reflects the importance of this tool. 
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For the purpose of this study. marketing research is defined as the function which 

adds a new dimension by going beyond the obtaining of information about consumer 

behaviour. product acceptance and distribution procedures to encompass larger 

questions concerning planning. evaluation and the exercise of control on an 

International scale.32 This definition reflects the continuous nature of marketing 

research. It appears that the conditions required for adopting the marketing concept 

exist in Iraq. namely. the pattern of production pursued by local industry. the increase 

in per capita income throughout the country and the general marketing environment 

all of which factors help to contribute towards the development of human mental and 

sp1r1tual capabUitIes.33 But whether or not such a concept Is adopted by a firm largely 

depends onthe executives responsible for managing the firm's business. Market 

research when used as a tool by senior management. makes possible judgements based 

on facets which have been scientifically established. This is equally true at other levels 

of management. 34 

8.2.1 Economic Development and Marketin, Research 

The definition of market research mentioned above can also be applied to firms 

lnvolved in export activities. As noted before. some of the firms included in thIs survey 

conduct bUSiness in both the domestic and international markets. The following 

definition is therefore even more relevant to our objective which is to highlight the 

economic advantages obtained from employing this tool. Marketing research can be 

regarded as a set of techniques used for systematically collecting. recordIng. analysing. 

and Interpreting data that can aid decision makers who are involved with the 

marketing of goods. services or Ideas.35 AccordIng to this definition. marketing 

research is a tool which is used to obtain data about existing markets. involving the 

application of a set of quantitative techniques to increase sales and profit. identify 

detennining consumer needs. test products in the market place. obtaIn information 
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about competitors. and thereafter estimate potential sales. Though d1fferent. neither 

definition contradicts the other: in fact they are complementary and both are relevant 

to our study. 

From Chapter 4. we concluded that the application of the marketing concept can 

make a positive contribution to the economic development process in the developing 

countries where scarcity is a major feature of the economic environment. Thus 

marketing research may be regarded as an integral part of any polley which aims at 

enhancing a country's economic growth. As marketing research has a universal 

application. it can be appUed equally in both developing and developed countries. The 

marketing concept, therefore. has an important role to play in developing countries, 

and emplOying marketing research as a marketing tool would have a positive effect on 

their economies. Clearly. as the role of marketing is important in both advanced 

countries and developing countries. economists and central planners everywhere must 

devote their attention to improving the marketing system so that advanced marketing 

techniques may be employed to promote economic growth. 

Marketing research can help firms even in developing economies to achieve 

objectives such as ma'dmising profit by optimising existing opportunities through the 

effective utilisation of available resources which should provide an additional link in 

the process of economic development. In other words. successful marketing research 

should add further impetus to economic growth though this does not always happen. 

Marketing research can be of benefit of all types of economic system, but tends to be 

adopted to a lesser estent in developing rather than mature economies because of a lack 

of capital and skilled management. Hence, market research has had no role to play in 

the economic growth of Iraq. This fact will be highlighted later in our discussion of 

Interviews With management executives. But it Is necessary to differentiate between 

market research in, for instance. Western Europe and that in a developing country Uke 

Iraq. In the latter, the economy is still at the ''Take-orr' stage, and new concepts are not 
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yet readlly accepted by executives in the marketing field. In most developing countries. 

as we mentioned in the previous Chapter. little rellable information Is available about 

consumer behaviour. and buying motives or market conditions which determine the 

d1fference between demand and supply. Thus it is necessary for all particIpants in the 

market such as producers or distributors. to rely on personal evaluations and a mutual 

exchange of information by these particIpants. Such an ineffective approach results in 

a waste of resources in that particular products are not sold in the market and 

consumer requirements are not satisfied. Generally speaking, a firm'S strategy Is 

deCided by a rule-of-thumb method. depending on events that occur in the market. 

Products may be introduced when there is little demand so that large stocks of goods 

have to be stored, thereby adding to the problems management has to face. In other 

words, a failure relating to such products Is the result of not having adequate 

information about market conditions. 

Moreover. when effective marketing research is undertaken. this helps to create 

confidence in the reliability of information obtained about markets and consumers, 

and can ultimately helpl firms throughout the country to deCide product policy in a 

rational manner. thereby making the best use of the country's resources to achieve 

maximum economic benefit. All activities would be organised more systematically and 

there would be closer integration to link the production and distribution functions 

more ecOnOmically and effectively. This approach would reduce the waste of available 

resources and the allocation of which would be organised more economically. a 

Situation which could not be achieved if available information was inadequate.36 

The above discussion shows clearly that there is an urgent need for developing 

Countries In particular to undertake marketing research to the benefit of their 

economy. This would enable them to Improve their strategiC planning. Since 

marketeers believe that reliable information about a particular market is necessary to 

enable production to meet market requirements. 
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By producing according to market needs and wants, and maximising consumer 

satisfaction, the level of competition between finns would increase, and the economy 

would change from being a primitive one, as the pattern of the markets altered and 

gradualy the economy as a whole would improve. 37 

As the economy became more advanced in the course of time, this would lead to 

other favourable consequences such as improving the balance of payments. 

encouraging innovation. changing the pattern of production and so on. However, the 

market system and the process of production are so complex and the needs of 

consumers change so rapidly that an up-to-date approach is required in order to 

achieve the deSired degree of growth in the economy. This result could be achieved 

through effiCient marketing research. Therefore marketing research is cruCial for 

developing countries, particularly in terms of information gathering to identify the 

weakness of a particular strategy, or pollcy in a particular sector of the economy.3a 

Knowledge obtained through marketing research, is crucial for the economic 

planner in the developing countries. When such information is avaUable. the planners 

in a centrally organised economy are more likely to be successful when potential 

demand and general market capacity are known. Consequently. effective planning and 

the effiCient control of the use of resources are crucial to the successrul1mplementation 

of the econOmic process. Moreover, detalled information is essential for economic 

planning so that production capacity can be organised according to market plotential 

for a specific product. 

In Iraq. as .in most developing countries, the information and! statistics available 

to central planners who decide strategy relating to the bUilding of plant are inadequate. 

Naturally, in order to gain the support of their policltalleaders. the economiC planners 

usually depend on imports statistics - which produce unreliable Judgement - to make 

deCisions concerning the transfer of foreign technology, to meet overall demand for 

particular products although such technology may have to be adapted to meet the needs 

548 



of the local market. Since those assessments are so unreliable. economic activities 

e."Cceedlng the required capacity are undertaken. and large scale operations which 

demand does not justify are Introduced. These results stem Crom an overestimate oC 

required capacity so that the market is flooded with unabsorbed products since there is 

surplus of output. This represents wastage which retards the economy. because 

available resources are used inefficiently. The situation is even worse when the 

economic planner has to depend on statistical information which is out of date. 

whereas the pattern of consumption may have increased to a considerable extent. With 

reference to statistics on imports. these should be kept under constant review. careful 

attention being paid to sIgnifIcant fluctuations. In this context. Al sharbinl in his 

study of the Egyptian economy. stated that over a given period the trend was for 

government departments to curb the import of goods even when demand Is hIgh but 

supply is lnadequate.39 It is thereCore extremely important to ensure that production 

decIsIons must be based on accurate information relating to imports. 

Also. acute shortages of a particular product may result from an Inaccurate 

evaluation of the actual level of wants and needs. and a reliance on inadequate 

information about the market potential. Firms producing more than their market 

capacity may produce more products than they can sell. Market saturation or shortages 

are both caused by an inefficient use of national resources and. when development 

projects are undertaken in such circumstances. a degree of uncertaInty prevails. 

However. if scientific marketing research Is employed. such problems can be removed 

or their effects can be reduced. thereby helping to ensure the success of a particular 

enterprise. 

The above discussion has demonstrated the importance of marketing research and 

its contribution to the process of economIc growth through the more efficIent use of 

eXisting resources to meet market potentIal and provide a greater degree of consumer 

satisfaction. But further. marketing research has another role to play In developing 

549 



nations, namely in relation to exports. Most of these countries, especially those which 

have surpluses, particularly of food, urgently need foreign currency to help them to 

achieve their development aims or to improve their balance of payments. Marketing 

research can help these nations to develop or increase their exporting activities by 

evaluating external demand and assessing their market potential abroad. This is 

certainly possible when a country has a comparative advantage which enables it to 

Improve the reputation of its products in foreign markets so that loyalty to such· 

products may be developed. Moreover, when a developing country depends largely on its 

exports to maintain its economic growth, it is essential to study the market structure of 

these foreign economies. For the success of a partIcular country's foreign trade requires 

the use of more advanced marketing techniques and greater aggressiveness in relation 

to selling. Here again effective marketing research at international level is crucIal. 

This is the case because local market and foreign markets are different in many 

respects so that the strategy employed in the local market cannot easUy be transferred 

to foreign markets. Variables such as buyIng habits and socIal-economic differences 

have to be conSidered. In catering for the needs of foreign markets, specIal approaches 

and attitudes are reqUired, which are quite different from those which are appropriate 

for meeting the needs of domestic markets. 

One of the characteristics of developing countries is their dependence on lmports of 

consumer or industrial products and exports maInly of agricultural raw material. 40 

But to benefit more from theIr export activities, these countries should cnslder the 

foreign market more seriously In order to reduce their dependence on imports and to 

achieve the benefit of whatever comparative advantage they possess. What must be 

done is not merely to lmitate products with which Western countries are already 

familIar, but to idenUfy other potential opportunIties by undertaking marketing 

research into pOSSible diversification of exports which might contribute to an increase 

in the level of export sales.41 As we have seen in the previous Chapter, despite Iraq's 
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comparative advantages relating to dates it is not the leader in tenns of date exports. 

partly due to a lack of marketing research. The DME should concentrate on the needs. 

buying habits. and buying motives of consumers in the foreign markets. in order to 

achieve greater success in these markets. Research devoted to estimating the size of the 

market in each country, and discovering how to make the required productcs available 

in these markets at a reduced cost. would be useful for the purpose of increasing a finn's 

market share in the future. In this way. both the foreign consumers and the exporting 

country benefit. So by adopting this policy. Iraq could prevent a further decline in her 

e.'Cports of consumer products to other countries. By and large. the ignorance of foreign 

markets which is a characteristic of most Iraqi exporters. constitutes an obstacle 

impeding any expansion in the level of exports. In the same way. a lack of awareness of 

consumer preferences. non-application of appropriate marketing tools and techniques. 

the level of competition. and lack of confidence by foreign lmporters are all causes of 

ineffectiveness in the field of marketing in Iraq. 

Any similarity between foreign and domestic markets can be identified by 

accurately assessing the market potential for a particular product and a marketing 

policy can then be devised to meet consumer wants and maxlml.se satlsfactlon.42 These 

matters can best be tackled by management. by means of appropriate marketing 

research which enables problems to be overcome and also indicates the specific 

marketing technIques to which attention should be devoted such as advertISing medIa, 

distribution methods. or the measuring of market capaCity so that product availability 

is ensured.43 

An effective marketing research programme can itself provide a means of 

imprOVing the marketing system. When marketing tools are properly integrated, this 

makes POssIble the effective coordination of various functions such as distribution, 

prodUCtion, inventory control. and planning the means by which required resources 

are obtained. Another contribution of marketing research to the process of economic 
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growth is the improvement of the distrtbutlon system. Products can be distrtbuted 

according to the level of demand and thiS allows the now of produce to be organised in 

appropriate quantities. thereby smoothly avoiding gluts or shortages in different 

regions which results in reducing costs and stabilising prtces. In these circumstances • 
• 

decISions taken by the management of a firm relating to any business activity will be 

based on sound economic principles. 

The discussion presented in earlier Chapters Indicated that marketing generally 

received lIttle attention from central economiC planners and that distrtbution was not 

treated seriously by most firms. largely through ignorance of marketing prtnciples. 

Attention was concentrated on production rather than marketing. and emphasis on 

prodUction factors such as labour. finance. and resource allocation rather than on 

distribution. a pollcy which had an adverse effect on the process of economic growth. 

Although the aim of the research is to improve the marketing system In general. the 

researcher Wishes to emphasise that improvements to the distrtbution system are 

particularly important and that marketing research has a vital role to play in 

achieVing such improvements. Finally. it is necessary to bear in mind that there are 

dUTerences between economic data and marketing data. although both are essential to 

the process of economic development. Although these dUTerences lie outwlth the scope 

of our study. it is approprtate to point out that economic data are Wider ranging than 

marketing data: the first type Includes various social trends (t.e. buying habits. living 

styles). political trends (i.e. government attttude. laws. business regulations) and 

economic factors (I.e. prtces. consumption rates. income. manpower). whereas the 

second. namely marketing data. is concerned with those areas (the potential market. 

purchase motivations. etc.). details of which enable better decisions to be reached. 

based on accurate and relIable infonnauon relat1~ to which products should be offered 

in market. 
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8.2.2 Types of Research Actlvity 

Under this heading, the researcher wUI not deal With the methods of data collection as 

these methods are described in the literature dealing With marketing research; nor wU1 

appreciation and evaluation of each of the marketing research methods be Included. 

Information concerning consumer demand may be obtained either internally, from 

reports, the experience of the finn's managers, salesmen's reports, etc., or externally 

from other company researches, agencies and various other organisations. . 

This broad area is well outside the scope of our study, although we shall refer to a 

particular method when it Is relevant to our discussion. Our concern here is whether or 

not the firms visited engage in marketing research activities and if not, the factors 

which prevent this function from being undertaken. 

Human beings are not all alike; consequently they have different needs and wants 

depending on their different characteristics. Thus, gathering information about 

dUTerent groups, far from being easy, is a complex task. However, this is not an excuse 

for avOiding the activity as it is crucial for formulating and implementing a reasonable 

marketing policy, the first priority of which is to achieve success by maximising 

consumer satisfaction and meeting market requirements. As we mentioned in the 

preVious section, marketing research is a continuous process of gathering consumer­

related information and thereafter evaluating trends is a systematic way. But such 

information should be reliable and accurate so that decisions can be made which are 

not based purely on personal opinions. 

As we have frequently l)ointed out, information concerning consumers' wants is 

SCarce in developing countries and manufacturers have to make great e1Torts to obtain 

the necessary information regarding consumers and relevant market conditions, 

whereas in developed economies producers are constantly supplied with such 

information from a variety of sources, so that producers are In a better position to meet 

consumers' needs and wants since they have access to relevant information. A 
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producer's decisions relatlng to consumers and the market environment will thus be 

more accurate. and this reduces the level of uncertainty associated with his business 

operations. such as launching a new product or Improving an existing one. 

The researcher asked the executives in the finns visited to state whether or not they 

were involved in collecting inConnation about consumers in the market. The answers 

prOVided in Table 14 indicate that 13. 43% of the 30 finns undertake this function 

whereas the remainder. 17.57%. do not. The picture revealed is not encouraging and 

reflects the extent to which this business activity is neglected. a situation which. in the 

researcher's OpInion. clearly indIcates the absence of an appropriate commercIal 

attitude on the part of these finns. especially those in the public sector. since 8 of the 13 

Suqject 
Sample 

Finns Collect 

InfonnaUon 

FInns Do Not 

Collect 

Total 

Table 14 

Firms Involved In Collecting Information 
About Consumers 

Number PercentClBe Flrm's Status Span We Activity 
on-t/Lrms 96 Public Private Export Export Test 

13 43 8 5 8 5 3 

17 57 13 4 1 16 3 

30 100 21 9 9 21 6 

Meth:d 
Con-
uer-
satlon 

7 3 

10 4 

17 7 

firms concerned are in the public. Most of the reasons that account for this sUuaUon 

were mentioned in the preVious section, although other reasons emerged later in our 

discussions With the rel~vant executives. 

A slmllar s1tu~t1on exists in other countrIes such as Jordan. Salem found that six 

out of ten companies answering the questionnaire submitted to them had carried out 

Some kind of marketing research. but only two out of these sL"( consulted consumers 



while the other four contacted either middlemen or distributors to obtain the required 
• 

infonnation. Those who did not undertake any marketing research activity believed it 

was unnecessary since they were able to sell their produce easl1y.44 

In other developing countries such as Srilanka. only 14% of the manufacturers 

undertook marketing research. In Chile. 23% of the manufacturers had marketing 

research experience: 14% had carried out consumer surveys; 5% had undertaken dealer 

surveys: 2% had attempted sales forecasting and 2% had carried out research of an 

unspecified nature.45 In Egypt throughout its Industrial history. the marketing mix 

which forms the basis for planning marketing strategy Is neglected by ~ost f~~~~. 

In general face-to-face discussion is one of the three main methods nonnally used 

by those engaged In gathering infonnation about consumers. the other two being 

stUdying company records and marketing tests and samples. The personal approach 

employed to obtain information about consumers Is quite effective. Through the 

researcher's discussion with responsible offiCials. he found that wholesalers and 

retailers are sometimes asked to provide information. but such information may not be 

accurate if it is not based on documented sources and it may be unintentionally 

modified by the individual Judgement of those who Interpret the information they 

provide or receive. Wholesalers and retailers gather information 1n two ways. eUher 

through observation or by asking their customers direct questions. Again. the 

advantages or disadvantages of this method are outwith our field of study. but the 

researcher believes that a firm may gain a general idea about consumer needs and 

market trends when specific points of view are repeatedly reported by many of these 

sources. Moreover. direct discussion with consumers may be a particularly appropriate 

method in developing countries. and the most useful for both exporting and non­

exporting firms as in such countries the techniques of market1ng research are not well 

known. However. only seven of the ten finns which collect infonnaUon about 

consumers do so by this means. namely direct conversation. The researcher believes 

that if the results obtained by this method are not accurately documented. the way is 
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left open for doubtful interpretations to emerge. The research findings also indicated 

that firms which sell directly to consumers are more likely to be involved in collecting 

infonnatlon through discussions with consumers. Not surprisingly, we found that 

most firms in this category are in the private sector. This is probably because most 

public firms sellin large quantities to wholesalers or directly to retailers rather than to 

Individual consumers. Success achieved in the market by the private sector as opposed 

to the pubUc sector, is largely due to the fact that the farmer for example, can easily 

obtain infonnation, and accordingly, can more accurately identify consumer needs. 

The public sector is less successful in gathering information, because certain 

procedural steps have to be taken which delay the provision of the information 

required. 

From Table 14, it is reasonable to hypothesise that firms which engage in export 

activities use more 'vigorous methods and employ different techniques in their 

marketing compared with firms who are engaged only in local marketing activities. 

This hypothesis. although it should be the subject of further study is based on the 

research findings which showed that eight of the thirteen firms which collect 

infonnaUon are involved in export activities. and these are drawn from both sectors. 

Their practice of collecting information in various ways is accounted for by their 

involvement in a Wide range of activities. It may be assumed that firms involved in 

export activities are more likely to adopt the marketing techniques employed in the 

developed Countries With which part of their trade is conducted. 

The gathering of information internally by firms in the different sectors may 

display different characteristics dictated by the nature of Iraq's economic structure. 

Iraq is one of the developing countries. most of whose trading activities are controlled 

by the government. Consequently, information about general market conditions Is 

dUTicult to collect and data are scarce or even on occasion. unavailable. Therefore 

examining the market ·in relation to co~sumers w1l1 not necessarily provide an 

accurate Picture. Within such an environment. the management's freedom to obtain the 

required information is more limited than It is In an advanced economy, and the 
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validity of administrative and managerial decisions is heavily dependent on the 

rel1abU1ty of the infonnation received. Consequently, since data collection is not 

carried out in a systematic way. decisions are subject to risk and uncertainty which Is 

only to be expected in developing countries. and this situation wUl continue as long as 

economists in these countries ignore the SCientific basis on which efficient 

management should be founded. Therefore the data provided in government 

publications may not reflect an accurate picture of market conditions. so that 

enterprises are unsuccessful and products are launched which do not attract suffiCient 

custom from consumers but create a glut of unsold merchandiSe. 

Although information supplied by goverrunent departments in Iraq is available at 

low cost. it does not accurately reflect consumer needs and wants due to the fact that 

modern marketing research techniques are not employed. In general. all the firms 

participating in the survey emphasised their dependence on internal company records 

for information about consumers. Some executives stated that it is often the only 

avaUable source of infonnation they require. But the researcher believes that this 

information is not classified in such a way as to reflect the market trends for particular 

products since the records ~elate to total sales of a given product category. For example. 

with reference to dairy produce. the records made avaUable to the researcher referred to 

total sales of cheese. providing no break-down relating to different types of cheese. 

Such totals give no Indication of consumer preferences among the various cheeses 

avaUable in the market. The shortage of some types of dairy produce and a glut of 

others in the local markets in Iraq support the researcher'S opinion on this pOint. 

Thus. such records as are available have a limited scope as the infonnatlon provided 

does not give details of sales by regions where people's purchasing power varies. it does 

not give reasons for sales of particular products and above all. it does not reflect the 

structure of the existing market or indicate changes in market trends. An analysis of 

aU of these factors Is crucial as a means of effecting improvement In the distrIbution 

System. and reducing costs. by ensuring that produce is available at the right time and 

in the right place. and directed towards the right consumer. 
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Generally speaking. consumer surveys are widely employed in developed economies 

as a means of collecting information. and it is essential that this method should be 

used by developing economies where data are scarce even at official level. since 

information is required particularly by economic planners so that they can assess the 

deSired level of production and prOviding the necessary resources in an environment 

characterised by scarcity. In the researcher's experience. people are reluctant to provide 

true information concerning their purchasing power. their buying behaviour and their 

motives and this applies particularly to the middle classes who believe that such 

information will be used for increased tax legislation. and suspect that those who 

undertake surveys represent the authOrities. This situation in developing countries is 

worse when an attempt is made to conduct a survey since the high level of Uliteracy 

affects the type of sample that can be used. However, this Um1tation, once recognised. 

can be overcome by careful preparation of the survey method employed as that a 

representative sample can be surveyed. 

Because of the above limitation, few firms have carried out this kind of research. 

From the interviews it was learned that only three of the thirty firms carried out such a 

survey, and two of them were in the public sector. The small proportion of these firms 

undertaking surveys does not detract from the importance of this method. What it does 

indicate is that many firms in Iraq are still unable to carry out surveys because the 

obstacles described earlier make it difficult for them to do so. To conclude. market 

research techniques may differ from country to country. depending on the prevailing 

level of economic development. In other words. research techniques which are 

appropriate in the U.K. may differ from those required in Iraq or in any economy where 

scarcity Is a major factor. In this context, Cranch suggest that different forms of 

consumer behaViour or marketing research investigation are influenced by 

environmental conditions, but whatever approach is used, it must form the basis for 

future plannIng and facilitating the introduction of innovation into a developing 

country.47 The slight degree of attention paid to the marketing research function in the 
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business environment In Iraq is similar to that in aU other developing countries. The 

neglect of research and a reliance on intuition as the basis for decision making appear 

to be the rule rather than the exception throughout the developing world. Turkey is a 

prime example of a country where research in general, and consumer research In 

particular, Is largely ignored in decision making. 48 

8.2.3 Testing Products in the Market 

Product testing may be regarded as a marketing tool applied directly to consumers. It is 

a major function of marketing research and could be defined as the process by whIch a 

finn makes a product available to the market in a limited geographical area in order to 

detennine the product's commercial availability. Test marketing can also provide 

infonnation about potential market share, the characteristics of consumers who 

purchase the product and of those who sample it but who do not buy it again, the 
, 

frequency of purchase by dllTerent consumer groups and the ways in which the product 

is used by consumers.49 

This technique Is widely used in order to learn the reaction of consumers and to 

assess the firm's performance and the extent of its product's success in the market. 

Thus, in view of the prevailing conditions and the marketing environment in 

developing countries. this method is an important means of determining product 

progress before launching and the profit prospects of the launching firmS, as failure 

after launching represents a waste of the scarce resources which provided the product 

concerned. Successful products are those whIch meet consumer needs and wants In the 

local market and at the same time have potential for achieving international sales. 50 

In this approach, may marketing activities interact and combine with each other to 

discover consumer reaction to a product, and for the firm. this represents a step forward 

in its marketing programme strategy. Implementing such a programme involves 

undertaking a variety of marketing activities in order to boost the volume of sales and 

to motivate consumers to buy the products on offer. These activities include 
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advertising, sales promotion, accurate pricing and efficIent dIstribution in order to 

identify possIble problems and to assess the 1mportance of d11Terent product features, 

the level of acceptability associated With the product and the firm's performance rating. 

In this way, when a new product is launched. It is more likely to be successful. 

Before the full commercIalisation stage, the product may be tested in the market at 

the preceding stage. Test marketing Is the expeIimental testing of a new product or 

marketing mix in a representative field setting. In the context of the marketing 

decIsIon, this requIres the collection of addItional information to reduce the 

uncertainty associated With decision making. 

As such, the cost of the test market should be less than the upper limit that 

represents the expected value of perfect information. Although marketing tests of an 

Industrial product may d11Ter from those of food products. by and large, such testing 

offers the follOWing benefits: an opportunity to get an idea of the product's potential 

sales, the chance to present alternative marketing strategies and the possibility of 

obtaining valuable, but unanticipated information.51 

Certain disadvantages are associated with test marketing, such as the dllTerent 

characteristics encountered in variOUS markets. 52 but the researcher believes that 

although this can have a marked effect in de~eloped countries divided. it does not have 

the same effect in Iraq. The researcher's view, as a final consumer, is based on the 

characteristics of the Iraqi people. SOCial dUTerences are not so deep-rooted in Iraq as 

they are in developed countries, and the Iraqi consumer is by comparison naive, simple 

and easy to convince. Moreover, this technique may increase the level of competition 

reqUired to strengthen the economy and benefit consumers, and this is true even in 

advanced eConomies as the technique enables other manufacturers to learn about their 

rival's intentions and perhaps points the way to success. In a study carried out in 

MeXico and India of the performance by the two national public food marketing 

agencies in the market place suggested that consumers support each public marketing 

agency as olTering good values and as being important to economic development 

irrespective of their income and SOCial dlferences.53 
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Again the above discussion demonstrates that this marketing technique is vital for 

Iraqa and for other developing countries where similar conditions prevaU. FaUure of a 

particular product will affect the future of a firm and the economy as a whole, because of 

the scarce resources being wasted. yet the risks can be reduced by test marketing. which 

is therefore of crucial importance. 54 The following discussion reveals the attitude of 

the management of the firms visited With the food Industry sector. Executives were 

asked whether their firms engaged In testing their products before launching the.m on 

the market. Table 15 represents the research findings. The researcher made it clear to 

the respondents that the question of test marketing also applied to the development of 

products already In the market. Nineteen, 63%. of the thirty firms visited reported that 

they test marketed their products. Fourteen of them were In the public sector. including 

Actlvity 

Conducting Test 

Not Involved in Testing 

Total 

Table 15 

Extent of Test Marketing 
Used In Sample Firms 

No. Percentage Span oj Actlvlty 
oj Finn's Status 
Finns % Public Private Export 

19 63 14 5 11 

11 37 4 7 4 

30 100 18 12 15 

Non-
Export 

8 

7 

15 

eleven Who were engaged in export activities. This supports the view that public sector 

firms are generally involved in test operations to a greater extent than those in the 

private sector. And this also Indicates that they employ more aggressive marketing 

technIques. By comparison. the performance of private sector firms In this area is 

unimpressIve. ThIs evaluation is enhanced when respondents In both sectors ~ere 
asked to state whether their firms had withdrawn any products during the last six 

years. In the public sector, some products had been wIthdrawn from the marekt and the 

prodUction line but thIs had not been done by any of the flrms in the prIvate sector. But 

we must not attach too much importance to thIs particular finding. Some public firms 
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(excluding exporting ones) have carried out test marketing in an infonnal way. without 

using clear-cut criteria. The researcher found that such testing is not carried out in the 

systematic fasion employed in advanced countries. Moreover these firms rely too 

much on the opinion of selected school pupils or the firm's own employees. 

Moreover. supplying samples in some cases is regarded as a suitable met,hod of test 

marketing. But thIs method Is not based on clear-cut criteria since the samples 

supplied are given in the fonn of a gift. Such a method cannot be regarded as a genuine 

test. The fact that little attention 15 paid to this marketing tool may be accounted for by 

reasons indicated In varIous parts of this Chapter. Without repreaUng all these 

reasons, those of spec1alimportance wUl be briefly discussed here. Firstly. government 

legislation for the protection of industry relieved the management of some firms from 

the need to undertake any tests as their products fact little competition from abroad or 

even from private sector firms. Some products are in short supply in the local market. 

so their scarcity made testing unnecessary. Secondly. firms in the private sector lack 

the financial resources required for adopting thIs technique. nor do they have 

personnel sufficiently well qualified to perform this task. Thirdly. because of 

transport difficulties. the remote areas cannot be incuded in this type of experiment so • 

that by and large. such surveys. when undertaken in countries like Iraq. will not 

accurately renect general attitudes and consequently. wUl be of little value. 

DUring the researcher's discussion with company representatives. he learned about 

another test the firms use. namely. the in-firm test which 15 applied to a firm's staff or 

their wives. But results from this type of test cannot be regarded as a true gUide or 

Indicator for successfully launching a product. simply because the subjects of the test do 

not represent potential buyers and they are likely to be biased in favour of their finn so 

that they would not be acceptable in a research project. Moreover. these firms usually 

do not carry out re-tests to identify the motives of buyers in the market. 

The status of marketing research organisations reflects the stage reached in the 

Country's development in the field of commercial business. The importance of the 

faCilities offered by these agencies has increased in the commercial sector as an 
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increasing number of marketing problems have emerged. The long-standing neglect of 

marketing has had an adverse effect on the growth of marketing research fac1l1t1es In 

Iraq. which were in any case primit1ve and neglected by management in the bUSiness 

field. Again. when some e."Cecutives stated that they have not undertaken marketing 

research. this is not surprising. because such firms stated that they had no market 

problems as their products were easily sold in the market. 

We shall see in the next section dealing with advertising. that even advertising 

agencies in Iraq have been able to offer little help to firms in tenns of research services. 

An alternative is provided by the independent agencies which specialise in the field of 

marketing research. In a few cases. finns have relied on agencies in foreign countries. 

The most popular one which all firms depends on for research purposes is the "National 

Centre for Managerial Development and Consultancy." It Is a government department 

staffed by highly educated offiCials. who have graduated at foreign universities and are 

able to provide consultancy services and deal with matters In their speCial field when a 

problem is submitted to them. The researcher. however. believes that such personnel 

need more practical experience. although the department referred to was provided with 

all the facilIties required and the offiCials have the theoretical knowledge which is 

necessary for undertaking effective and successful marketing research. Moreover. they 

have skills which may be different from those required in other fields of 

management. 55 and this enables theIr activities to be well organised and better 

Integrated. 

Of the thirty firms visited. twenty-five or 83% have not carried out any kind of 

marketing research. This situation arises because of. on the one had economic 

conditions. where scarcity is common. and on the other. the attitude of management 

which helps to create such a situation. In theory. it is accepted by management that the 

marketing research role should assume much greater importance. especIally to help 

deciSion making but in practice. support for such research is not forthcoming. The 

conclusion here is that most of the flnns are production-oriented rather than 

marketing-Oriented and consequently pay little attention to the marketing research 

function. 
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Generally speaking. test marketing 1s a useful procedure for checking a product's 

appeal before its distribution to ensure that it conforms to consumers' tests. This 

concept Is very important for most developing countries including Iraq. In a developing 

country where the resources are scarce and firm's finance is limited. the effects of 

fallure on th~ firm's structure or even on the economy can be quite marked. 

The general finding is that most of the firms introduced their products without 

using test marketing. which in tum leads to many problems and eventual failure. As 

far as the IraqI food industry is concerned in relation to this point. many reasons 

contribute to this negative attitude. The most important are: (1) In a Situation of 

scarCity, especially in the food industry. firms were able to sell their products even if 

they were not suited to consumer tests. In such a socIety. firms do not innovate as there 

are no incentives or even pressure on them to do so. (2) Most of the products introduced 

are imitative rather than innovative. They are substitutes for products previously 

lmported from abroad. By following this policy. firms avoid taking riSks. and are 

spared extra expenditure as they avoid introducing new products to the market. (3) In 

the developed societies where education and discretional income is at a higher level. 

innovations are more acceptable than in a society whIch follows a fixed tradition. To 

poor people, or those living at subsistence level, which is characteristic of most 

developing countries, innovation is not readily acceptable. as time is needed for people 

to abandon old habits and adopt new ones. 

We now proceed to discuss the factors underlying the neglect of this function. 

8.2.4 Factors Impeding Market Research 

The amount of market research undertaken by a firm and the existence of a separate 

marketing research department can be taken to indicate the extent to which the 

importance of this function Is recognised. The researcher discovered that of the thirty 

firms visited, only five had undertaken any kind of marketing 'research. Those firms 

564 



earned out market research in 1978. but food manufacturers were not interested in 

theIr findings. 56 Again. of the thirty finns, only n1ne had a market research 

department. The conclusIon. after vis1ting food manufacturers during the course of this 

study, was that very little statistical infonnation Is available concerning the needs, 

wants and attitudes of IraqI consumers. 

In the complex environment of business, a systematic approach to the problem of 

management is important. One of the management functions Is deCisIon-making, and 

making a decIsIon in connection wIth marketing may be difficult in the commercial 

field, because the decision is the result ~f a choIce based on a person's conclusIons about 

a partIcular Situation. ThIs represents the selection of a specific course of behaviour 

concerning what must or must not be done. The purpose of decisIon making Is to direct 

human behaViour towards a future goal. If there were no alternatives. there would be no 

need for a decIsion. So making decisIons relating to the satisfaction of human needs 

and wants Is by no means an easy job. This Is so even when conditions are clear-cut and 

constant but business is something which Is never static, and In the competitive 

environment prevailing In both external and Internal markets reliable infonnation Is 

required to allow the right decision to be made about the market. Accurate information 

Is the key for the right decIsion being taken by business management. 57 

Through marketing research. a sound assessment of consumer needs and wants can 

be made. Marketing research' consists of the systematic design. collection. analysis. 

and reporting of data and making findings relevant to a specific marketing situation 58 

which often involves a markeUng decision, such as whether to introduce a new product, 

drop a dIstribution channel, or change a promotional appeal. However, marketing 

research Is also used as a mon1tOring device to keep management aware of market place 

CondItions and competitive pressure, thus servIng as an early warning mechanism for 

antiCipating problems and opportunities before they actually arise. To the extent that a 

firm practises the marketing concept. marketing research undertakes the role of 
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finding out what the consumer wants and evaluating how well the finn's current or 

proposed offerings can meet these desires. Thus within the marketing concept. 

marketing research assumes the role of a feedback mechanism for providing 

maangement guidance. 59 

It may be helpful at this POint to mention different attempts to define marketing 

research. Technically. marketing research Is defined as an objective. formal process 

for systematically obtaining. analysing. and interpreting data for the purpose of 

prOviding useful information for making marketing decisions.60 The above 

definitions reveal that marketing research is a decision-making aid. It can prOvide 

information on which marketing managers can base decisions. thereby improving 

their deci~ion making. Hence it is a future-oriented function concerned with many 

variables such as political. economic. social and competitive factors which must be 

conSidered. even including corporate planning. By and large. all marketing 
I t It 

management problems. decisions. and actions take place in three environments: an 
II" 1 

internal marketing environment. an internal organisation environment. and an 

e.'{temal organisation environment. In this respect. marketing research is defined as 

the systematic. impartial. and complete design. execution. and reporting of 

investigations to help solve product. price. distribution. and promotion problems. 61 

The above diSCUSSion has revealed that the dilemma facing the marketing manager 

has two aspects. First. there is the need to make decisions. and secondly. the degree to 

which the future wUl provide a favourable environment for the course of action selected 

has to be conSidered. Controllable and uncontrollable variables are involved. if we 

conSider marketing as "a function concerned with designing an effiCient system which 

will direct an economy's flow of goods and services from producers to consumers and 

accomplish the objectives of the society". This means that marketing is concerned with 

development of the product and its distribution to the right consumer. at the right place 

and time. in which case marketing research is a continuous series of actIvities. aimed 
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at coping With the continuity of the commercial business environment. By and large. 

the crucial actiVities which enhance a finn's prospects in a market are consumer 

research. advertising research and consumer motivation. 

In view of the backward position of marketing in Iraq. the finding that this 

function is not carried out properly will cause no surprise. Moreover. adopting an 

appropriate form of marketing research in the Iraqi local market requires more time. 

The research findings produce results which may by symptomatic of the situation in 

Iraq. 

Respondents in the firms investigated were asked whether or not they Carried out 

marketing research, and if the answer w~s positive. how much they had spent on this 

function in the last years. The answers are shown in Table 16. The criteria used in the 

research in relation to this question were based on whether firms followed a series of 

systematic steps. defining the objectives and setting out the conclusions of a particular 

research undertaking carried out by them. 

Table 16 

Extent of Marketing Research Implementation 
in Sample Flrms 

AcUuity By Firm Noqf '16 Frrms sta1J.Js 
F1rms Pera:nl.QQll Public Prioote 

&[xxt N<n&[xxt Expat NcnExpat 

Marketing Research 
Performed 5 17 4 1 . . 
Marketing Research 
not Performed 25 83 5 10 4 6 

Total 30 100 9 11 4 6 

In planning a specifiC research proJ ect. it is necessary to anticipate the relevant 

activities and informational requirements in order to avoid inefficiency and 

misdirection. However, rather than being Incorporated in a neatly packaged "connect 

the dots" set of directions. the actiVities Involved are closely interrelated and therefore 

567 



dUTicult to structure in the desired manner. As a result of the need for an acceptable 

Structure and. the complexity involved in devising such a structure. It Is prudent to 

recognise that the plan for any given study will certainly be characterised by the 

specific circumstances that led to its formulation. 62 

Indirect checks have bee~ made by the researcher to find out if the necessary steps 

have been taken so that a firm's actions can in fact be regarded as constituting 

marketing research such steps. for example. as formulating the marketing problem. 

determining information requirements. identifying information sources. etc. In the 

researcher's opinion. only five firms. 17%. carried out marketing research in terms of 

the above-mentioned criteria. More than this number of firms claimed that they 

engaged in this function. because many of them conducted a superficial type of 

marketing research. The researcher believes that there are many reasons why firms 

make such claims. First of all. executives wish to give the impression that they are 

undertaking such research. Secondly. the Iraqi firm's experience Is stm in fact partly 

limited by the lack of people with the background and education required to pursue 

research of this kind. and partly by the primitive techniques and means available to 

them. All the five firms engaged In marketing research activities are from the public 

sector. four of them being involved In export activities. 

The researcher found out that these firms employed educated people. whether or not 

they are relatives of the proprietor. 

Even In those firms who used this marketing tool. no separate department for this 

purpose has been established. but planning and research procedures have been 

undertaken with a sum of money set aside for this purpose. The e.xact amount spent Is 

not accurately recorded for adm1n1stratlve reasons. but it is clear that they are In fact 

carrying out this function ·In one way or another. Further investigation. applying 

appropriate criteria and research methods. Is required to establish why other firms did 

not Consider it necessary to carry out marketing research. 

The firms engaged In marketing research activities were also asked to give details of 

the frequency with which this function was carrIet out and to name the department 



responsible for its implementation. The answers are shown in Table 5. The research 

finding revealed that firms cla1m1ng that they conducted the type of activities listed in 

the questionnaire were not necessarily giving a true picture of the situation in their 

firms. A comparison With the answers given by the respondents to other questions 

Indicates this clearly. The most obvious example Is the contradiction between the 

research. finding derived from this Table and the evidence supplied in Table 2. 

Respondents claimed that they engaged in market share consumer behaviour research. 

although such activlties are not mentioned in the answers given In Table 2. With regard 

to product planning research. one firm claimed that they never engage in this function 

whereas it was claimed in Table 2 that they did so. which represents an obvious 

contradiction. 

Irrespective of the accuracy of the claims made relating to this kind of research and 

the frequency With which it is carned out. advertising. product planning. distribution. 

new product development and packaging are respectively the research activities 

claJmed to be camed out by the surveyed firms. 

Although only four flnns claimed that they undertook market share. and consumer 

behaviour research • a claim involving discrepancy with other answers • these 

activities are interrelated and the researcher is surprised that firms engaged in new 

product development. or even product planning did not undertake research on 

consumer behaviour or market share. 

Identifying groups of consumers who wUl tend to respond in a s1m1lar fashion when 

presented with a particular combination of specific marketing inputs is known as 

market segmentation. i.e. the process of dividing a market into segments of people who 

have Simllar characteristics as consumers. and can therefore be appealed to using one 

set of marketing strategies.63 Thus segmenting the market is regarded as a strategy 

deSigned to allocate marketing resources to defined segments and product positioning is 

a strategy designed to communicate product benefits to meet consumer needs and the 

characteristics of target groups. The food industry relies more on demographic than 

any other Consumer variables in making market segmentation and product promotion 
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decisions.64 The level of consumption of particular products may indIcate changes in 

the demand for such products. 

Segmenting the market attracts the full attention of all producing firms in 

developed countries In relation to both consumer and industrial products. but thIs 

function is not pursued in most developing countries. including Iraq. This may be 

because of the socIal structure of socIety in the developing countries. On the whole. 

these countries divide their populations into rich or poor. or into rural or urban 

resIdents. with no intermedIate classifIcations. whereas in the advance countries their 

populations are divided according to many more complex criteria whIch at the moment 

are outwith our field of research. 

Not surpriSingly. when respondents were asked to define the group they produce for. 

they mentioned only two subsegments or markets. Table 17 shows the research 

findings. The differences between the two percentages recorded are very great. ThIs Is 

because most firms pay little attention to differentiating their market. This is a 

common practice in developIng countries includIng Iraq. where the socIal structure 

differences are simplified into only two very extreme divisions. The researcher'S 

interpretation of this information Is that It is determined by the characteristics of the 

Industry concerned. For example. five firms which produce for urban areas only 

engaged.1n the ice cream and dairy products industries. so that it is reasonable to 

assume that the policy pursued may be related to the nature of Iraq's climate. In 

Table 17 

Importance of Market Segementation 
(Perceptions By Executives In Sample Firms). 

Market Segment No oj % 

Cities Markets 

Mixed Markets 
(ForeIgn And Local) 

Total 

Firms Percentage 

25 

5 

83 

17 

100 
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summer, when the temperature is very high - about 50°C - the distribution process 

therefore being very difficult since such products are exposed to spoUage and 

deterioration. The problem may be exacerbated due to the lack of cold storage and 

refregirated lomes for use In the distribution process. This problem Is an obstacle we 

have referred to in Chapter '3, 

Soft drink firms were not included among the above firmS (namely ice cream and 

dairy product manufacturers). The researcher believes this to be aSSOCiated with Iraq's 

SOCial-culture. In summer, the rural inhabitants traditionally consumed yoghurt made 

by themselves from cow's mUk instead of consuming soft drinks. as that problem Is 

solved by using local resourcs. Inhabitants of rural areas have access to. alternatives 

even for special occaSions to entertain theIr guests and thus even firms without a 

dIstribUtion problem will be discouraged from penetrating these areas. Even In winter 

months the above products are rarely consumed by those who live in rural areas. Only 

five of the fifteen firms engaged in e~ort activIties produce specifically for foreign 

markets. 

When most firms do not devote enough attention to the important marketing 

research function. the conclusIon Is that the need for systematic research is not widely 

appreCiated and thIs weakness is expected to continue while Iraq is at its present state 

of economic development. The reasons pOinted out In Chapter: Four for the neglecting 

of the marketing function in developing counties also explain the slight attention 

devoted to marketing research In such countries. The problems may be summarised as 

bemg due to the attitudes of management and economic planners towards marketing In 

general and marketing research in particular. as a result of whcIh little or no 

information is available concerning consumers' behavIour and theIr motives. 

"Moreover speciflc problems aiTectIng marketmg research in another neighbOuring 

developIng country, namely. Turkey. may also apply to Iraq. In addition to the 

problems previously mentioned. just as In Turkey, marketing research is regarded as 

beIng of a mathematical nature rather than as a qualitative and quantitative function. 
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There is a lack of relevant expertise in this area and research Is only undertaken when 

a firm is marketlng-or1ented rather than production-oriented and there are also 

sampling and adm1n1stratIon problems.65 

To obtain an overall p1cture of the status of this function in the firms visited and to 

identify the nature of the problems encountered. the researcher asked respondents 

whether or not they undertook marketing research and if not to specify reasons for not 

dOing SO. Before presenting the research findings, It Is appropriate at this point to 

recall the fact reported In the above d1scussion, namely that only a few firms engaged In 

marketing research, though the internal and external obstacles encountered by each 

may vary. The survey findings of obstacles impeding marketing research are presented 

in Table 18, which shows the number of firms which have not performed this function. 

The low level of competition is Cited as an obstacle by firms in both sectors. Most of 

these firms,partIcularly those in the public sector, stated that they did not face serious 

competition. Fifteen, 60%, of the twenty-five firms concerned mentioned this factor, 

three of them being in the public sector. As the level of competition 1s low, little 

attention is paid to market conditions and the need to consider the welfare of 

Table 18 

Obstacles Impeding Marketing Research. 

(Executives Perceptions) 

Kind oj Obstacle Number % Firms Status Span oj ActivitlJ 
oJFirms publCc Private Export Non Export 

PrOduct CharacterIStics 
(quality) 10 40 3 7 5 5 

Lack of Expertse In Firms 18 72 7 11 12 6 

Lack of Competition 
Ue No Need) 

15 60 3 12 II 4 

Lack of Research 3 12 3 2 1 
Organisations (With ExpertIse) 

Out of Date Information I 4 16 4 3 1 

This number represents firms not doing Marketing research 
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consumers or to satisfy their needs and wants is ignored. In advanced economies, the 

marketing research function has been Widely supported due to the highly competitive 

market conditions which have forced management to make every effort to identify 

consumer needs and wants through marketing research to ensure that the firm will 

Survive. In Iraq on the other hand. local Industries have been protected through 

legIslation whIch reduces the influence of market conditions. A factor which Inhibits 

undertaking marketing research in Iraq is that a seller's rather than a buyer's market 

for most goods is predOminant. Since the market can easUy absorb firms' output. there 

is therefore no marketing problem. The Iraqi food industry in partIcular is 

characterised by low levels of competition, the result being that some companies do not 

need to be particularly concerned about losing their customers (see Chapter 7). Those 

firms whIch do not carry out any sort of marketing research are completely production­

Oriented rather than consumer-Oriented. Accordingly, to them, marketing is concerned 

only with arrangIng the dIstribution of their products to consumers. Consequently, 

l1ttle or no experience has been gained in relation to implementing the marketing 

research function and as a result, few people possess the expertIse requIred to make 

effective use of thIs marketing tool. 

The respondents' answers demonstrated thIs problem sInce eIghteen, 72% of the 

twenty-five firms concerned stated that lack of expertise presents diffIculties. ThIs is 

obvIously due to the fact that the research function is neglected and over a long period 

no marketing research has been carried out by these firms. 

Government control of large sections of the economy means that management 

initiatives are subject 'to a certain degree of restriction. The polley of every firm has to 

be approved by the relevant MInistry and the centralisation of power means that 

deCISIon-making tends to be carried out withIn the state bureaucratic system. In any 

case, management in Iraq is generally characterised by Incompetence, largely due to a 

lack of education and traInIng. ThIs lack of skilled management also inhibIts the 
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undertaking of market research. For effective research needs competent personnel but 

there Is a dIstinct lack of managerial talent in the bureaucratic structure of most firms. 

Added to the factors previously mentioned, namely the negative attitude of economIc 

planners towards marketing and the fact that the management of firms Is production 

rather than marketing Oriented, this situation provides a further excuse for those firms 

not to carry out the marketing research function. Ten flnns, or 400A> of the twenty-five 

whIch neglected thIs function stated that their attention is devoted exclUSively to 

production and finance and that the marketing function is left to the wholesalers. The 

researcher found that this trend also applies to the transportation of products. Firms 

which left marketing to dIstrIbutors also regarded transportation as beIng outwtth 

their responsibilIty. The researcher believes that the reason for thIs behaviour Is that 

prodUction matters are conSidered to be far more important than marketing or dealing 

with the flow of products In the market. ThIs point was mentioned In a previous 

Chapter when we discussed the physical dIstribution of agricultural produce. It seems 

clear that management believes that a tool such as marketing research can be ignored 

Without affecting the flnn's bUSiness. 

ScarCIty of InfonnaUon about consumers and about the market in generalis one of 

the reasons given by some of these flnns. This justification for not becoming involved 

in marketing research seems to be valid. Four, or 16%. of the twenty-five firms cited 

the absence of up-to-date data as constituting an obstacle. Only three, 12%. of the firms 

referred to the lack of marketing research agencles as an obstacle preventing them from 

carrying out thIs function. It is not surprisIng that the above two obstacles, namely, 

scarcity of information and organisational problems. were emphasised by firms 

Involved in export activIties as a result of their experience in dealing with foreIgn 

markets, but the researcher believes that such responses do not by themselves 

constitute the basIc reasons. Rather, firms are trying to Justify themselves to the 

researcher. ThIs opin10n is based on two facts. The first that most firms rely on 
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Internal reports and records in order to estimate marketing capacity. a point we 

criticised at the beginning of this section. and the second is that little use is made of 

external agencies for the purpose of marketing research (see the Dates case study). 

although there are such agenCies in Iraq. as we shall see In the next sub-chapter. 

Admittedly. such agencies do not possess the required skills for handling the 

marketing research function efficiently; nevertheless. firms could benefit by 

employtng their seIVices but they do not do so. 

Again. a major reason for this is th~t the government does not concern itself with 

thiS problem and as Iraq operates a planned economy. few Industries are in a position 

to act on their own. In general. state-managed economic systems play little attention to 

the marketing environment. Large-scale firms believe their products are consumer­

Oriented, but market research in Iraq is hampered by the fact that no particular 

government department specialises in this functIon. 66 Moreover. much of the 

marketing information available to firms consists of reports compiled by the Ministry 

of Industry which supplies little information with regard to the Iraqi consumer and 

what is provided is very often out of date. 

There is a notable lack of information concerning market structure. According to 

the classIcal theory of the firm. markets are characterised by Inter-relationships 

between producers and consumers and these constitute the external environment 

WithIn whIch theIr behaviour is brought into appropriate operation.67 Market 

structure therefore determines the behavIour of firms whIch in turn determines the 

quality of industrial performance. But sometimes it Is difficult to identify the market 

so that structural dIstinctions become blurred and the reliabIlity of future performance 

assessment Is weakened. 

There Is another reason whIch the researcher believes to be lmporta~t though It ~as 

not mentioned by respondents. This stems from the government's socialist ideology 

accordIng to whIch marketing research is regarded as a function entailing high 
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expenditure which should therefore be reduced like any other marketing costs. The 

availabll1ty of capital also detennines how firms are organised and the activities they 

pursue. Lack of finance, which Is a problem encountered by most firms in Iraq, 

constitutes a lJmIting factor wIth regard to the introduction and development of market 

research. Again It Is due to the government's atUtude rather than to financIal 

dUl'iculties. Table 19 shows the level of expenditure on marketing research by leading 

firms in the food industry during the period 1982 to 1984. 

Kind oj Industry 

TlJ.ble 19 

Marketing Research Expenditure and 
Total Sales of Selected Firms 

1982-1984 (ID) 

Total Marketing 
Sales Research 

Year Value Expenditure 

Vegetable OU Extracting 1982 65,600,000 5,534 

1983 93,500,000 2,2716 

1984 93,490,000 4.525 

Dairy Products 1982 22,881,000 274.000 

1983 27,027,000 10.000 

1984 38,093.000 9,000 

Soft Drinks 1982 55.233.000 357,000 

1983 56.643.000 -
1984 84.063.000 36.000 

Source: Ministry oj Industry. Annual Reports. 1982·1984. 

Percentage 
oJ Total 
Sales 

0.00009 

0.00003 

0.00005 

0.011 

0.0004 

0.0003 

0.006 

-
0.0004 

There Is no marked relationship between total sales value whIch Involves million 

of 10. and marketing research where e.xpenditure reaches only thousands of ID. It may 

be argued that the small amount devoted to such research is due to the situation in Iraq 

in recent years, but the researcher e.xamined the records for the period 1976 to 1980 as 
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he had access to the Balance of Payments posItion and the results again were not 

encourag1ng even though the percentage spent on market1ng research was double that 

indicated 1n the above table. The figures provided Ulustrate a problem which is typical 

of many firms. Funds allocated for research purposes tend to fluctuate from year to 

year and are very often dIverted into other areas, as needs arise. As we shall see later, 

the same unfavourable situation applies to advertis1ng expenditure. When firms are 

not perform1ng well in the market, the first area 1n which expendIture tends to be 

reduced is marketing research.S8 

The researcher conslderes that from the po1nt of view of firms' respondents. these 

are the ma1n reasons for not hav1ng enough 1nformation for marketing research 

purposes. Other reasons are occasIonally mentioned such as consumers reluctance to 

aSsist in each suxvey. The researcher wishes to po1nt out that such reasons have only a 

limited effect and therefore cannot be accepted as wholly genu1ne factors afTect1ng the 

marketing research sItuation, therefore their impact can be overlooked. 

In general, the above dIscussion shows that marketing research has received little 

consIderation by the fInns vIsIted despIte its importance to a country's economy as a 

means of identifyIng consumer needs, to maxImIse consumer satisfaction, and 

recognising market trends. In such a sItuation, management attitudes must be revised 

In a country like Iraq. 

8.2.4.1 Supply-Side Marketing Research 

Although some of the firms visited conSider various types of marketing research to be 

useful. any that is undertaken is still primitive and of limltef value rather than 

accurate and meaningfu1. The limited level of education which market1ng personnel 

possess and their lack of experience means that the results obta1ned are not useful 

because the lack of information about the market and the needs of consumers results 1n 

poor communication between the various groups concerned with marketing. 
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Consequently, personal judgement has to be relled upon when making decisions. This 

can be ill-founded so that market cond1Uons are not fully appreciated, resulting in 

suply shortages and unsatisfied consumer demand. It is not uncommon in the Iraqi 

food market to find that there is a surplus of one item and a shortage of another. In 

other words, the Iraqi producers do not match and adjust product availability to meet 

market needs. Products will continue to fall to meet consumer demand so long as there 

is inadequate information concerning market requlrements.69 In 1978, for example, a 

vegetable oil extracting firm undertook a survey in various regions to find out whether 

consumers would prefer vegetable oil to be packed in 1 kg. or 10 kg. tins. It was 

dIscovered that the demand for the larger quantity (with an average of 83% in favour) 

far exceeded the demand for the smaller quantity, particularly in more remote areas. 

The research itself is open to CritiCism but although the manufacturers did not reaUse 

this, they did not, In any case, make the 10 kg. tins available. 70 Findings of this kind 

support the view that in Iraq provision of certain products fail to meet consumer 

demand. 

Earlier, it was recommended that the DME should itself undertake marketing 

research, since no facilities for performing this function exIst in Iraq. ThIs is 

particularly important given that market research can be extremely useful as a means 

of evaluating foreIgn demand for domestic products. Exports are now recognIsed as 

being a vital element contributing to economiC growth. 71 However, entry into foreign 

markets cannot be won until Improvements have taken place in domestic markets. 

Before the Iraqi government can pursue an effective policy of diversification it needs to 

know in which areas expansion should be attempted so the lack of knowledge of world 

markets is thus the first problem to be solved as marketing decisIons cannot be made 

intellIgently without knowledge of the wider environment. Research into foreign 

markets is necessarily broader and more comprehensIve than market research into 

domestic markets.72 Developing countries which seek to increase their rate of 
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economic growth by entering foreign markets. must consider the new types of customer. 

government policy. cultural differences. competitors. strategic alternatives and the 

action each of theses alternatives Will probably require.73 Again. as stated with 

reference to dates. the initial requirement for expanding into a profitable foreign 

market is to discover the needs and buying preferences of foreign consumers. which in 

tum requires market research. The main economic function of marketing research is 

to obtain adequate information about consumer demand. Adequate market research 

Increases the possibility of being able to meet consumer wants. Firms producing In 

response to accurate information about the market wUl apply their economic efforts 

more effectively74 and avoid wasting resources on producing items which are 

unacceptable to consumers. Thus. greater rationalisation of economic activities help to 

optimise Commercial benefits and reduce needless waste of economic resources. 

That supply does not match demand is a common characteristic in the markets of 

developing countries. The fact that the Iraqi market is more a sellers' than a buyers' 

market is caused by supply shortages and hence excess demand. particularly with 

regard to food. In an economy like Iraq's where scarcity is a dominant feature. almost 

any product can be sold with little or no effort if there 15 a constant need for it. This is 

true of most primitive economies. where the prinCipal products are well established and 

market patterns do not change.75 Iraq 15 primarily an agrarian country but neglect of 

the agricultural sector has meant that some essential agricultural products are not 

provided and this In tum increases the tendency to import. thus adversely affecting the 

balance of payments. If effective marketing research were undertaken. it would become 

eVident that the economic structure of Iraq needs to be changed. with greater emphasis 

being placed on developing the agricultural sector. This in turn would lead to changes 

in the allocation and utilisation of existing resources which could now be used to 

greater advantage. A plan would then need to be drawn up to tackle any deficiencies as 

part of a process of strategiC economic development. The scope of a plan in Iraq is 
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usually detennined by the limited amount of infonnatlon available concerning local 

markets. but production on a larger scale. providing a capacity greater than that 

required to meet local demand. could be a means of achieving economic growth. The 

lack of informatlon has thus not only segmented but also fragmented the domestic 

market.76 It has led to an Increase in the level of risk and uncertainty. So marketing 

research can increase economic efficiency by revealing a deficit or surplus In the 

market. thereby enabling a transfer of resources to be effected. In additlon. most 

distribution systems In developing nations suffer from an unevenness In the flow of 

products to the final consumer.77 Marketing research can Increase the possibility of 

meeting local demand and because the a1m of this function is to match demand with 

supply. it may also contribute to the development of the distribution system. 

8.2.4.2 Consumptlon-Side' Marketing Research 

Only one executive mentioned that socio-economic variables may affect any attempt to 

undertake marketing research. and this point only emerged indirectly during his 

dIscussIon wIth the researcher when he mentioned that the marketing of dates should 

have a religIous aspect when such produce are marketed to MuslIm countries. Some of 

these socio-economIc variables. such as consumer characteristics. the role of women 

and the influence of relIgion will be discussed in this section. 

Marketing research findings with regard to the behaviour and attitudes of Iraqi 

consumers have thus far been Inadequate and inaccurate. since certain socIo-economic 

and cultural elements have not been taken into account. A SCientific method of 

marketing research would include all those variables which influence consumer 

demand. A vegetable oil extracting finn. for example. recently undertook a survey of 

consumer opinion wIth regard to its product. But its findings were clearly unreliable. 
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Table 20 shows that only 22,100 families were surveyed in six of Iraq's eIghteen 

governorates, the total population of the governorates concerned being six million. 

Perhaps more importantly, the survey was conducted only in city centres, rural areas 

being entirely excluded. Although such survey, over time may highlight little crucial 

changes in consumer behaviour this study was not therefore representative of the 

commUnity as a whole and this very often tends to be a feature of such studies. 

Table 20 
Vegetable Oil Extracting Firm: Proportion of Famllles Surveyed 

In Various Governorates 

Number of FamilieS Total Population 
Suroeyed (Thousands) Govemorate 

Baghdad 1900 3500 

Al-Tameem 700 600 

Kerbala 500 578 

Dlyala 500 500 

Basrah 900 1000 

Al-Anbar 500 398 

Total: 22100 5576 

Source: Vegetable Oil Extracting Firm. Study ca1Tied out in 1980. (In Arabic). 

The factors affecting consumer buying behaviour, buying attitudes and demand, can 

broadly be categorised as economic. SOCial-cultural and religions. These factors are not 

mutually exclusive since they overlap to some extent. Culture can be defined as the 

complex set of values. ideas. attitudes. and other meaningful symbols created by 

humans to shape behaviour and the artifacts of human behaViour all of which are 

transmitted from one generation to the next.78 Again. and for the pruposes of 

marketing research. concentrating on these "aspects constitutes the simplest and most 

effective way of determining the characteristics of consumers. With reference to 

agricultural products. which represent the subject of the present study. a lack of storage 

581 



facilities in rural areas, coupled very often with a cash-flow problem. means that rural 

consumers prefer to shop on a daily basis and usually buy in small quantities. 

Accordingly. shopping becomes a social function and consumers. as regular customers, 

very often receive special treatment in terms of price and service advantages. Average 

per capita income is higher in urban areas where there is also a hIgher proportIon of 

workers who are paid on a monthly basis. Consumers in urban areas, therefore, tend to 

buy in larger quantities and tend to make greater use of the facilities of larger stores. 

The effect of this econOmic factor on consumer demand is explained in more detail in 

chapter 7. 

ShoppIng activities in Iraq are generally undertaken by women rather than men. 

In other words, it is the women members of the Iraqi fanlily structure who take the 

initiative with regard to shopping. This is in spite of the fact that the Iraqi social 

structre is dominated by men, particularly among the older generation and the less 

well-educated rural population. Marketing research, therefore, should take into 

account whether or not the woman exerts most influence with regard to the purchasing 

function. Also, the eldest member of a famtly or of a community tends to be the one who 

speaks on behalf of everyone e1es. But very often, thiS opinion may not be shared by 

those he clalms to represent. 

An example of a cultural e1Tect which may reduce the market for a particular food is 

the fact that nearly all Moroccans perceive fish as an unsuitable ingredIent of infant 

foods 79 while in Iraq cultural practices and habits of long standing preclude the 

preparation of any fish dish with yougurt. Another example of cultural1nfluences on 

buying habits concerns the most popular type of product display, that is the one which 

allows self selection of fruit and vegetables. Housewives believe that it is difficult to 

assess the quality of pre-packed fruit and vegetables. believing that over-ripe and soft 

produce are deliberately hidden in pre-packed containers. Cenerally. pre-packed 
.1 

produce are assocIated with soft goods and poor quality, unsuitable for good house 

keeping. ThIs method is practiced by government outlets sellIng fruit and vegetables 

and thIs has partly contributed to their failure in the market. 
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Marketing research is often Inaccurate because it does not take Into account the fact 

that op1n1ons can differ within a social unit. The point the researcher would like to 

make here is that the role of women is largely determined by religion beliefs. but any 

weakening of the role of women is based on a misunderstanding of what religion 

teaches. For example. in this context. we are concerned with women's participation In 

work. People prefer women not to work In certain areas. in particular when the nature 

of the job involves contact With men. People also avoid employing women on shift 

work. But such objections are not based on IslamiC teachings. In fact Islam. when it 

was first Introduced. encouraged women to ·work In every area of soc1allife. so that one 

would find women fighters. army nurses, and poets. However. at the present time there 

Is no obJect1on ot owmen being involved in certain types of work such as education or 

engineering but objections apply to women working as nurses. 

8.2.4.3 Rellglous Influences: 

Iraq is largely homogeneous in respect of religion. 90% of the population being 

Muslims. and the remaining 10% mainly christians. Muslim theory defines all that a 

man should believe and IslamiC law prescribes all that he should do. It defines the role 

of the Individual, the patttern of life and the value appertaining to social conduct. 

Observance of the six articles of faith and five principles of Islam is widespread, thus 

Inst1lling a slmllarity of belIef and expectations. Religion has therefore had a maJor 

impact on attitudes towards economic matters and fatalistic beliefs have tended to 

restrict attempts to bring about changes in Iraqi society. Women may be restricted 

from gOing out alone Without a vetl, as this is against IslamiC law. Every man has to 

ensure that fOod and shelter are provided for his famtly and this tends to mean that 

bUSiness operations are small and non-specialised, as the risks involved are then not 

so great. Similarly, consumption patterns are affected by religious requirements or 

taboos, Muslims are not permitted to ~at the flesh of pigs or to drink alcohol. In the . 
Southern region of Iraq, the extremists shHtes do not eat canned beef because rellgious 
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leaders-Mollahs-tell them that the animals are not slaughtered according to Islamic 

requirements. 

The religious leader plays an important role in organising people's lives. and he is 

highly respected by them and Is obeyed without question by them. Historically, 

religious leaders in Iraq have had a significant part to play in transmitting basic values 

from one generation to another. especially in the remote rural areas in the Middle and 

espeCially the Southern part of the country. Those leaders in a very real sense hold 

their position Within the ~oup precisely because they so strongly embody the standards 

and values of the group.80 However, there are indications that their etTect has declined 

since 1968. in terms of numbers attending the Mosque or observing the religious 

festivals. More women are going out to work. and living in the city centres where people 

adopt more modem attitudes. This tendency is also related to the increasing level of 

education and improvements in the general quality of life. As a result of these changes. 

young Iraqis have begun to question the values of organised religion to a greater extent 

than previous generations. A marketing concept often considered for product 

promotion in the developed world that also has attractive potential In developing 

countries in relation to the promotion of new foods is the use of an "opinion leader". a 

concept which differs in importance from culture to culture.81 

MUSlims. dUring Ramadan. the "Holy Fasting" month consume more dates. and 

lentUs. Some Christians do not eat meat during forty days of Lent. Seventh Day 

Adventists abstain from eating meat. Many Jews purchase Kosher foods on a regular 

basis. It is obvious from these few e."{amples that certaIn subcultural beliefs and values 

actually restrict the market for a number of products. If a significant decline in the 

importance of religious institutions were to take place. the net efTect would probably be 

that a more situational or personal set of values would be established. In other words. 

what is regarded as good at a particular time would be valued or considered appropriate. 

This modem view emphasises a n~w type of individuality and a release from 

prOhlbitions. The concern for pleasure 15 a natural result of the trend towards greater 

affiuence. but until now this attitude has been constrained by the dominance of the 

religious ethic.82 
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In the researcher's discussions with executives In the food Industry. he learned that 

canned food sales In the South are lower than in other regions. The researcher relates 

this lower sales volume to the religious variable. As a consumer. the researcher 

believes that such consumers In general believe that such products are subject to the 

same process as alcohol undergoes and are prohibited for that reason. Apparently in 

all cultures it is understood that there is a relationship between food and general 

health. Each culture also integrates the contract of beauty into a value system. usually . 
In a way that is uniquely its own. So information acquired on these dlmentions. may 

in fact help to resolve the planning problems caused by multiple and conflicting goals 

of the public marketeer.83 

In recent years. marketeers and consumer researchers have been Increasingly 

Interested in the subject of working women especially married working ~omen. They 

have recogniSed that working wives are a large and growing market segment whos needs 

durer from those of women who do not work outside the home. Although there are no 

up-to-date sources of Information on this point. it Is established that more than 35 

percent of all Iraqi women are now employed outslde the home. These married working 

women have become an important separate market segment. However. marketers in 

the Iraqi food industry still know relatively little about how the dual demands of job 

and family l.n11uence the behaviour of this group of consumers. 

In general. life has become Increasingly secularised. Thus the avallab1l1ty of 

products that make housekeeping eaSier and less time-consuming has become more 

wldespread. Thus working women may shop only once a week. and less money is spent 

in supermarkets because these women eat at home less frequently.84 

As is only to be expected. therefore. religion is a major factor aiTectlng consumer 

behaviour and attitudes. and it also constitutes a major obstacle impeding the 

Introduction of economic and social change. This supports the third part of the 

hypothesiS we introduced in chapter 7 together with other factors. namely. migration 

and the rlS.1ng standard of living. This last factor. the economic one will be dealt with 

later. 
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Economic development in Iraq has brought with it social and cultural 

developments. Economic development began after 1958 with the exploitation of 

natural resources. but it was really after 1968 that Iraq began to change to a marked 

degree. Rapid modernisation brought with it increased contact with the West and with a 

different set of values which encouraged the emergence of new attitudes. particularly 

with reference to women. From the researcher's view point as a final consumer. the fact 

that frequencly is a major feature of shopping behaviour is not surprising. Most 

consumers lack refregiratlon facUitles in tJ:1eir homes. as only about 35% of Iraqi 

households possess refrigerators. and very few have a car for shopping purposes. It 

should be further noted that although the number of private cars increased from 

183,455 in 1980 to 419.340 in 1985. they are used for purposes other than shopping such 

as travelling to and from work. Consequently consumer's food purchases are relatively 

small. frequent and confined in most cases to the close vicinity of their homes by the 

majority of the inhabitant. This shopping pattern is typical of other developing 

countries. In Brazil. in ReCife. for example. shopping four Urnes a week in 

neighbourhood stores is customary and in La Paz. Bolivia. 90% of consumers shop at 

least once a day in food stores.85 . 

At this point. it is appropriate to assess the social repercussions of an Increase In 

llvlng standards on social structures. i.e .• family and kinship. social class. social 

mobility. education. work and leisure. The imporved material and social conditions of 

the family have meant that parents can afford to provide their children with better 

environmental stimul1In terms of housing. schooling. moral and intellectual guidance 

and Supervision. Improved standards of living have also resulted in the development of 

more harmonIous relationships between man and wife. Statistical evidence shows 

that in 1940. 82% of famUies were In the extended category whereas in 1980 this figure 

had fallen to 40%. The disintegra~i~n of e:rtended families and the incidence of urban 

migration are attributable to industrialisation. modernisation and a general 

Improvement in the standard of living. 

DISintegration of the extended family means that more people. especially the young. 

demand their own home. with increased access to consumer goods and so on. The new 
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attitudes of the local family has resulted in greater educational facilities and more 

freedom for women, thus enhancing their status and increasing their influence in 

family matters. But we have to bear in mind that it is too much to expect a young wife 

in the cultural setting of an extended family to be able to introduce changes in caring for 

her immediate family, without the backing of an older women, who may wield great 

influence on the type of food' to be used in the family.S6 This statement Is not 

incompatible With the concept of the dIsintegration of the extended family, in facat. the 

position of the older women-parents-is enhanced as the young women become parents 

later. This statement should be consIdered seriously when planning for the furture and 

a fum's promotion efforts should therefor~ be directed towards older women as the 

extended family structure Is characteristic of most developing countries. With reference 

to advertiSing, bearing in mind the role of women relating decisions about food. it is 

necessary to assess the relative advantage of advertising campaigns directed mainly at 

wIves or husbands. Advertising should be directed towards wives rather than 

husbands. This would not affect the status of women in such cultures. as infonnations 

Is crucial for the female rather than the male' who is,' however, likely make most 

deCIsions, even when changes the family diet are beIng introduced. Also, as ties of 

kinship weaken, there are fewer bamers agaInst geographIcal and class mobility.S7 

Increased incomes have enabled working class and peasant fam1l1es to send their 

children to Schools and colleges as a result of which some of these children ha~e 

managed to gain professional positions. Thus education speeds up process of class 

mobility. weakening the existing class structure and playing an important role in bring 

about the socialist transfonnation of Iraqi society. 

8.2.5 The Use of Marketing Resea~ch 

In the following discussIon, a comparison is drawn between the situation in the finns 

Visited and the situation in developed economies like the UK. In a survey undertaken in 

the UK in 1983, it was found that 62% of the surveyed companies carrIed out the 
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marketing research function, whereas in Iraq only 17% of the finns visited undertook 

such research and it maybe as low as one in twenty. The reasons for not carrying out 

thiS function indicate how far developed and under-developed economies differ In 

terms of their level of development. The working environment in which firms operate 

in developing countries is far poorer than the environment which Is characteristic of 

developed nations. From table 18, lack of expertise, lack of competition, and product 

characteristics constitute the most important barriers against conducting marketing 

research in Iraq. The British companies that do not conduct or commiSsion marketing 

research reported that the main reason for not doing so was that already they knew 

everything they needed to know about the market, generally through long personal 

experience of the market. These companies in consequently rely on their own internal 

sources as the main or only source of information, due to the cost involved in using 

other types of research and these sources are considered to be suffiCiently reliable to 

enable the companies concerned to conduct their business effectively. 

In Iraq, although most firms rely on their own Internal records and on government 

Sources for their business information, dUTerences in techniques they employ to 

classify that information varies greatly with reference to these two sources. The 

Information provided by government sources Is not suffiCient to indicate the probable 

demand and market condItions, and further these sources are not accurate due to the 

adminIstrative and nternal problems mentioned before. These two main sources of the 

problems associated with their business environment consequently affect firm's 

performance in the market, so that they are unable to organise a smooth flow of 

products to the market. In general, their general marketing system is unsatisfactory, 

despite the availability of the raw materIal required for the food lndusty, and the 

evidence that there Is a posItive casual relationship between busIness performance and 

the level of marketing research.SS Due to lack of experience and appropriate e.xpertise, 

the internal information obtained has not been properly organised to constitute a 
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rellable basts for decision making and consequently firms have falled in their 

marketing planning even in the short run. whereas the major secondary sources used in 

the UK. for example. employers associations. Government Statistics. trade directories. 

trade press and universities. all provide what the firm needs due to the advanced 

techniques employed to organise and present relevant information. 

In the firms visited. there was little or no interest in obtaining the primary research 

data. although the educated consumer is aware when firms which are involved in 

marketing research and which makes some use of consumer surveys. qualitative 

researach and experimentation. There is general agreement in the UK that agencies are 

capable of providing the expertise and specific skills that maybe lacking in house. In 

particular. externally conducted research is considered to be more effiCient and 

eiTectlve as a means of researaching overseas markets. 89 In the firms visited. the last 

primary researach was conducted in 1978. using an unrepresentative sample of the 

population in a particular regIon. and only one pIece of primary research into overseas 

markets was undertaken in 1979 in the dates industry (for a public sector firm) and its 

results were largely ignored. In general the advantages of using in house personnel or 

benefiting from the experience of outside speCialists were not appreCiated. 

Such backwardness in copIng with the busines environment has affected the 

performance of these firms. Their balance sheets revealed that most of the firms 

visited incurred losses despite the support they received at official level. The researcher 

bel1eves that more effiCient management practices wUl result in improved performance 

and higher profits and this in turn wUl encourage wider use to be made of the other 

techniques that are available. In the firms visited in both sectors, only the "basic" 

records were used. there was no indIcation that other techniques were employed such 

as correlation, cross tabulation. and testing and regression. In general, there appeared 

to be little awareness of the techniques of cluster analysiS. factor or scaling, aU of 

whIch are commonly used in marketing researach. In fact most of the e."{ecuUves in the 
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firms VisIted are not conversant with these techniques and therefore they are not used. 

The researcher believes that adopting various elements of the marketing concept such 

as marketing research even in an economy of scarcity may sIgnificantly improve the 

perfonnance of finns even when they tend to rely to a great extent on internal sources of 

intonnation. Moreover. the financIal benefits that primary marketing research can 

prOVide are even greater. 

ConclUSion: 

This sub-chapter has explained the means by which poliCies relating to product 

development are implemented. It was pOinted out that completely new products are not 

introduced but largely modilicatIons of existing products: so-called new products in the 

market in fact come under the headIng of import substitutions. Therefore such 

products. which are regarded as new by the firms concerned. are not new in the eyes of 

the consumers. However. flnns engaged In export activities repr~sent the main source 

of the introduction of genuinely new products in the local market in Iraq due to their 

increaSing involvement in foreIgn trade. 

For most private flnns. the hIgh cost of introducIng a new product is prohIbItive 

and theIr limited financIal resources prevent them from adopting the new technology 

required for this purpose. ThIs partIcular problem does not exist in the public sector 

since the government can supply the necessary finance. but other reasons apply in that 

sector, including lack of intormatIon concerning consumer needs. market condItions. 

and the level of competition. all of which creates an atmosphere of uncertaInty and 

risk associated with introducing a new product. The discussion also revealed that 

management attitudes towards research and development constituted the problem in 

the area of product development. 

Marketing research is not simply an end in itself but a means of solving specific 

problems or antiCipating future consumer needs. It provides opportunIties for 
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increased cooperation between different parts of a finn and so can be used by 

management as a tool to increase departmental integration. 

We have examined the status of marketing research as viewed by the management 

of 1lrms in both the private and pubUc sectors In order to assess its lmportance in the 

Iraqi food industry. The discussion emphasised the importance of marketing research 

in relation to economic development. why it was nevertheless not regarded as 

important by many Iraqi firms and the reasons for that attitude. Firms benefit from 

market research by maximising profits in the long run as a result of information 

gathering. We have argued in chapter 4 that the marketing role in the developing 

econOmies can have a positive effect. and that it should not be ignored. Indeed. the use 

of marketing research as a marketing tool can also affect the process of economic 

development. though Us main concerns are to achieve success In commercial bUSiness. 

maximise profits. utilise available resources in the most effiCient manner and 

ma"<im1se consumer satisfaction. 

Through scientific research. the demand for domestic products can be accurately 

assessed. This is even more important with regard to exports which Iraq must expand 

in order to gain badly needed foreign exchange. Marketing research helps to reduce 

waste of scarce resources: a scarCity which Is common in developing countries. by 

matching production level with market requirements. Since economiC planners can 

then assess the actual level of demand with a certain degree of accuracy. Also the 

economic planner can by determining the requIred demand and estimating faIrly 

accurately the level of imports required where shortages exist. thereby enhance the 

process of economic growth by saving a conSiderable amount of foreIgn currency by 

aVOiding unnecessary imports and a saving which can be diverted to the development 

of other sectors of the economy. Marketing research is capable of ensuring that labour 

and capUal are employed effectively to produce the best results. It can also ensure that 

a greater variety of acceptable products is made avaUable to consumers. 
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Marketing research also contrtbutes to providing a better marketing system. by 

ImproVing the efficiency of distribution channels. This is achieved by estimating 

demand in each market for every product so that for each one. a glut In one place and a 

shortage in another can be prevented. 

Although we did not discuss all the possible research activities that can be readily 

found in the relevant literature. attention was directed to the prtm1Uve methods 

employed by those finns which claimed that they undertook marketing research 

activities. Their primitive tools used for carrying out research. their dependence on 

unskilled staff even drawn from other departments. and the length of time taken to 

complete the researach are all indications that such research is not carried out in a 

professional manner. so that it is not likely to produce an adequate supply of useful 

information from a particular case study. 

Although. there is a government department which is capable of undertaking 

marketing research. Its staff needs practical experience. Changing management 

attitudes is not in itself enough to enable marketing research to be carried out 

efTciently. as few firms have attempted to exploit even the skills and expertise which an 

outSide research agency can provide. Any market research which is undertaken tends 

to be both inadequate and inaccurate. It very often does not include surveys of rural 

expenditure and yet the rural community constitutes one third of Iraqs' total 

POpulation. By and large. the fact that little attention has been paid to the role of 

marketing research by firms in the Iraqi food market industry. may be attrtbuted to a 

number of rea~ons. but in particular. ,to the unfavourable attitude of management who 

concentrate mainly on production. the low level of competition. and the failure to 
. . 

Identify consumer needs and wants in order to ma.'C1mlse consumer satisfaction. 

EconOmic development in Iraq is bringing with it a slow change in social attitudes. 

The role of women is particularly relevent in this conte.."Ct since they are tendIng to 

become more involved in family decision making. Researchers should pay more 
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attention to this new trend. If firms wish to influence buying behaViour, they must 

begin by understanding all the socio-economic and cultural factors which affect buying 

attitudes, and which are constantly changing. Accordingly, they must undertake 

marketing research. 

Culture's basic function is to satisfy the needs of the people, and it adapts to the 

enVironment in which it operates. Iraq's values have undergone some significant 

changes and the effect on consumer behaviour has been substantial. Changes in three 

elements of the social structure, namely family Income, religion and education 

especially for those who migrate to urban areas, have initiated these value changes. 

People of all generations like to think of themselves as being free from any social 

constraints and impact of such changes on SOCiety should be considered by the 

marketer and the central economic planners when they are analysing consumer 

behaviour and determining future strategy. 
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8.3 The Econimics of Advertising: 

Introduction: 

Advertising Is the means by whIch manufacturers reach consumers. It is a channel of 

COmmunciatlon through which they seek to persuade consumer's to buy their products. 

This function makes a Vital contribution towards the introduction of mass production 

methods which reduce costs for the final consumers. For the purpose of our discussion. 

the researcher will not distinguish between advertising and sales promotion. 

Frequently these two terms are confused and appear to overlap. Sales promotion Is 

sometimes used in a broad sense to refer to advertising. promotion and personal 

selling. and sometimes used in a narrow sense to refer to other selling actiVites that 

supplement advertising and personal selling such as exhibitions. displays. 

demonstrations. giving samples. price incentrlves and other non-current selling 

activIties. It Is sometimes dIflcult to distinguish between the two functions because 

firms classify their business actiVities in different ways.90 

Signiflcant benefits can be obtained by the management of all firms in both the 

private and public sector through careful analysis of the appropriate factors and this 

study may constitute the first step in a series of researches into the role of advertising 

in Iraq in the food industry and also point to its importance in other sectors. 

As we indicated in previous chapters. most of the people in Iraq and in other 

develOPing Countries live outside the urban areas and it may prove difficult to reach 

this large proportion of the population. through advertising. the usefulness of which 

may therefore be limited. Since most of the population have achieved only a basic level 

of education or are even Ullterate. the use of written language in advertising Is quite 

restricted throughout the national economy. Consequently. to be effective. advertising . 
may have to be presented by more appropriate methods such as using symbols. 91 The 

local markets In most countries of the world have become to a certain extent national 

markets which In tum have been absorbed as part of international markets. To reach 
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the mass of the people. it is necesary to use the most economic method in terms of time 

and financial expenditure. In this context. advertising is the most appropriate tool. 92 

The increaSing intervention of government in Iraq over various aspects of the 

economy results in exercising control over production capacity. Further. attitudes 

towards advertising are of a negatitve nautre because marketing is still considereed In 

most developing countries to be a relatively unimportant element of the economic 

system. so that the consumer is proVided with few services. and freedom of choice does 

not exist in the market. In an economy characterised by scarcity which is typical of 

developing countries. the amount of commercial advertlSIng required is reduced as 

demand exceeds supply. Such is the Situation In Iraq so that large scale advertising is 

conSidered to be unnecessary. Consequently. when there are shortages of products in 

the market and management cannot satisfy demand. any attempt to increase or 

stimulate demand would be impractical and pointless. 

The term advertising has been defined in many ways but in the context of our study 

the most suitable defin1Uon of advertising is any paid form of non personal 

presentation and promotion of ideas. good or services by an identified sponsor.93 

This definition Includes all aspects relating to the product such as pricing. 

distribution. bUying behavior. and consumer awareness. To obtain an accuarate 

picture of the Situation in Iraq. and to determine the attitude of bUSinessmen In the food 

industry. a questionnaire was administered to executives to Investigate this aspect of 

marketing in both the private and public sectors. which produced usefulinformaUon 

relating to the element of the marketing mix. Details concerning advertising obJ ectives 

and practices. total investment In advertising. and the extent to which it is conSidered 

to be necessary were derived from their responses and from the Annual Reports issued 

each year. The prel1m1nary conclusion. as we shall see later. is that little attention is 

paid to advertising which is regarded as being of minor importance even at offictallevel 

in the food industry. especially by those firms dealing only with local markets. The 
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main e.'Cplantion of this phenomenon is that the Iraqi economy like that of most 

developing countries is of one characterised by scarcity. 

The researcher again emphasises that he is dealing with advertising and sales 

promotion Jointly as a method of communication, ignoring any distinction between 

the two functions. especially since most executives Indicated that bo~ advertising and 

sales promotion playa minor role in their marketing management. Accordingly, 

dealing with advertising and sales promotion together is In keeping with this 

management View point. 

This subchapter will diSCuss from an economic standpoint, the type and volume of 

advertising employed in the food industry in Iraq. This is dealt with by examining how 

far firms are employing this marketing mix element in their marketing programmes. 

Also, the various problems that arise which account for the backward approach to 

advertising are explained. suggestions will be submitted as to how this element of the 

marketing mix can be made more effective in the market place if firms's attitudes 

change and marketing management accepts marketing as a concept and dIrects its 

policy towards meeting the needs of potential consumers. 

This chapter will deal with the following topics: 1 Advertising techniques in Iraq. 

2 Attitudes towards advertising. 3 Advertising objectives, 4 AdvertisIng budget, 5 

Major problems relating to advertising are presented by governmental control of the 

media. lack of managerial expertise. and Inadequate information about the market 

situation. and 6 The econo~ics of advertising. 

8.3.1 Advertising Techniques In Iraq: 

The aim of advertising in to alter the behaViour and preferencess of potential 

c ' onsumers. More specifically, it is a deVice to change their attitude so that a more 

favourable response towards the firm's product is elicited.94 
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Until 1972, there were eight advertising agencies, including one controlled by the 

government, mainly there are, television, magazines, newspapers, peroidic 

publications, and other advertising media. In 1972 the Iraqi Government abolished the 

private sector agencies which represented another step in the government's 

Intervention In bUSiness afl'aris, and by law all public firms were required to carty out 

their advertising through the state-owned agnecy.95 According to this law, a 

government agency has a monopoly of all advertising in Iraq, and it is authorised to 

prOVide appropriate services in this area. But this seems to have made the situation 

worse instead of improving it as research facilities are in general no longer available. 

The chart of this state agency's organisation is shown in figure 4. 

Figure 4: The National Agency For Advertising And Publishing 
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From this chart one can see that the Internal and external divisions are presented 

by a group of offiCials responsible for advertising local products on the behalf of foreign 

clients and foreign exporters who advertise in the Iraqi local market. Similarly, the 

internal diViSion acts only on behalf of clients the local market. Both diVisions have 

access to the facUities or services of both the technical section and the financial 

department. This indicates the Importance of the state agency which offers planning 

and creative advice and acts as an intermediary between the client and the available 

598 



media. and as such. prepares the copy and chooses the appropriate media for Its clients. 

Its activities are concentrated on providing services required by the clients. but no 

marketing activities are provided. The above chart seems to show that no marketing 

research department exists in the organisational hierarchy of this state department. 

This is probably because it is not a profit making organisation. But this seems to have 

made the situation worse. instead of improving it. as on the whole. research facilities 

are not available. whereas in China. another example of a planned economy. an 

"AdvertiSing Art Association" has been formed to improve the quality of advertising. 

False and exaggerated advertisement claims are not pennttted. This recognition of the 

role of advertiSing opens a way for marketing to playa much more influential role in 

the distribution of food and agricultural products. especially processed foods.96 

8.3.2 AdvertiSing Media: 

The Iraqi market is not homogenous but from the marketing point of view. many 

common elements can be recognised. The Iraqi consumer is usually not sophisticated 

so the advertlser's approach must be Simple and direct. The advertiser must begin in his 

Campaign by deCiding what his main aim is. that is. whether it is to introduce the 

product. to Increase demand or to try and prevent a slump In sales and so on. For this 

he needs to be aware of the pattern of cultural life pursued to the type of person to whom 

he is appealing. 

Many different media are available in Iraq which suggests that it should be pOSSible 

to select the most appropriate media. to meet the requirements of the Iraqi economy. 

However. information relating to the degree of influence possessed by each medium Is 

not aV~ilable and this presents an obstacle impeding a study of advertising in Iraq. 

Nevertheless it is 5enerally accepted that In order of importance. the most Infiuencla1 

media in Iraq are Television. the Cinema. Newspapers and Magazines and finally out 

door neon SIgns and pubUc transport advertisements. 
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A - Television: 

The systems available in Iraq are Pal and Secam (namely French Systems) and there 

are two single channels. and four stations allocated in four governorates. one in the 

North. one in the MIddle. and two in the South to provIde reception for the whole 

country. The main station is in the Capital Baghdad. where the programmes for all 

stations orIginate. under the general supervIsion of the Ministry of Information. 

Educational programmes prepared in the station are also transmitted. The researcher 

estimates that about 800.000 of the Iraqi population own television sets. Thls is partly 

because of increased purchaSing power by Iraqs after 1974. and partly because of the 

absence of restrictions on Tv ownership such as the obligation to pay for licences. 

There are no reliable data about television audIence numbers which constitutes an 

element of risk for potential advertIsers. This creates a marketing problem not only in 

Iraq. but also in most developing countries where there is a scarCIty of rellable data for 

marketing purposes. 

The researcher believes that television Is the most convenient and effective method 

of advertiSing in Iraq. ThIs op1n1on Is based not on consideration of the quality of the 

programmes but on the fact that average viewing hours are higher in Iraq than in 

developed countries since there are fewer outdoor entertainment facilities. working 

hours are dUTerent from those in developed countries and the hot weather experienced 

dUring the long summer season encourages citizens to stay at home. Moreover. 

televiSion is preferred to other medIa such as the cInema by religious familIes. 

eSpeCially in the holy cIties. 

For the above reasons. the authOrities should promote the use of television as an 

advertising tool. At present. the time during whIch it ls used for this purpose is limited. 

AccordIngly more time should be allocated to advertising incorporated into daily 

programmes. 

600 



Although radio broadcasting operates from 6 am to 2 am the nextday, this medium 

has not been used In Iraq for advertising which is subject to government control. The 

authOrities prefer radio not to be used for commercial advertising, but only for official 

purposes. Radio. therefore, Is not used effectively for advertising as It Is in other 

countries, and for that reason was not included in our classification of advertising 

media. With an appropriate level of technical and professIonal performance. the 

researcher believes that radio could have a considerable effect as an advertising 

medium since it reaches everyone irrespective of level of education. There is no 

distribution problem such as affects newspapers and magazines and attracting the 

people's attention presents no diffIculty. Moreover. using radio in this way would 

contribute to the development in the economy and financial rewards would be made 

available to local stations from local and foreign firms which purchased advertising 

time. 

B • Cinema: 

There are seventy two cinemas in Iraq. located in the capUal and the various 

prOVinces throughout Iraq. First class cinemas are located only in the capital and in a 

few main provinces. In the researcher's opinion. these Cinemas are second in 

importance as an advertising tool. after Tv for the following reasons. Cinemas are 

almost all located in the urban areas and are regarded as the main source of 

entertainment after Tv, even by people who live in the outlying areas. When the latter 

visit their relatives in the clUes as part of the hospitality they offer, or visit the city 

centres for shopping or· conducting business. they go to the cinema. The cost of 

admiSSion is very cheap, an adult paying only 50 pence while children are admitted 

free. They go there whenever they have time. for example at holiday time, or religious 

festivals. OccaSionally, the Ministry of Information provides a mobile cinema service 

for remote areas. which can have some influence in the market place. Such a polley. if 

extended. could clearly help to implement the government's intention to reduce 
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illiteracy. Also the decision to provide free cinema facilIties in public gardens and 

other places would allow advertiSing to be used for the benefit of producers and the 

revenue Involved would permit such servIces to be increased. thereby helping 

consumers . 

. C • Newspapers 

Newspapers constitute another advertising medIum in Iraq. and their importance in 

the daily life of the Iraqi people enhances their significance as an advertising tool. 

Daily newspapers are published in the capt1al in Arabic. plus two in English. The main 

newspaper is "Althawra" whIch has a Circulation of over 75.000. The total circulation 

of all newspaper is about 200.000 copies. Because the usual emphasis in these papers Is 

on news and they are not commercIally minded. the cost of the advertising In them is 

quite cheap. This may be related to the control exercised by the government over 

newspapers so that attention is focused mainly on political issues rather than on 

commercial matters. In general. very little space is devoted to commercial advertising. 

For these reasons and the fact that in most prOvinces. the level of literacy is low. 

newspaper Circulation is adversely affected and as a result. the amount of newspaper 

advertISIng Is severely restricted. The researcher believes that an indIviduals' political 

views will affect the impact of newspaper advertisement. For example. an individual 

who holds a particular political view will buy the paper whIch represent the party he 

supports, thus advertIsements In other papers will not be seen. This may force 

producers to choose the most popular newspapers. If they advertise in most newspapers 

then advertising costs will escalate as advertISIng rates are more or less standard for all 

newspapers. Moreover. reliable quantitative and qualitative information regardIng 

newspaper readership Is not readlly available for the purpose of appraIsal by 

prospective advertIsers. Also. the distribution channel Is long. slow and costly. 
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D • Magazines: 

This medIum is preferred by most people irrespective of their education level or their 

political Views. Magazines are published by various SOCieties and professional 

organisations and some magazines are produced especially for women. Accordingly, 

the effect of magazines on Iraqi society is greater than that of newspapers. But as 

magazines are published on a weekly basis, their effect Is less than achieved by Tv for 

example. On the other hand, colourful advertising may have a marked effect even on 

Ullterate people. Moreover, an indiVidual may buy a magazine closely related to his 

type of work so that he feels he must buy it. 

E • Neon Signs Posters. And Mobile Transport: 

Out door posters and neon signs are used by both Iraqi and foreign firms. They are more 

effective than newspapers as a means of attracting peopel's attention. Above all, firms 

are encouraged to use these tools by the "National Agency For Advertising And 

Publishing", whIch offers the servIces required. These methods represent about 25% of 

all advertising. They are preferred by firms because they are cheaper, and they can be 

used any Where, at any time. In addItion. the large number of people who travel between 

Various parts of Iraq. can have their attention attracted by such signs at various pOints 

dUring their journey. Moreover, neon signs do not require highly specia1sied faCilities 

or sophisticated maintenance techniques. 

AdvertiSing on buses and trains, as for radio, is also underut1lised. although in 

European countries the advantages of such advertising Is fully recognised. This neglect 

may be due to the fact that people's standard of living is not conSidered to be hIgh 

enough to warrant the implementation of these methods. However, the researcher 

believes that the buses timetables are so unreliable that people would have to read the 

advertisements while they wait for buses. The same is also true of a developed 

eco ' 
nOmies, hence development of bus shelters with advertisement built In. 

DUring the researcher's discussion with the e."<ecutives of the firms Visited, they were 

asked to indIcate in order of preference the media used by them for advertising. The 
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answers given are recorded in table 21 ~hich shows that all the media mentioned above 

are employed. A high proportion of rims used magazines for advertIslng purposes. 

Twenty firms drawn from both sectors. ie 67%. advertise and all of them do so using 

magazlnes. Ten firms. 33%. used Tv. rune firms. 30%. used newspapers. fifteen firms. 

50%. used the cinema. and ten finns. 33%. used posters and neon signs. 

Table 21 

Media Used In Advertising 

Advertising Media Number of % Ffrms status Span of Activity 
FInns Public Prioo.te Expa1. Nat Expa1. 

MagazIne 20 67 10 10 13 7 

T.V 10 33 8 2 8 2 

Newspaper 9 30 5 4 8 1 

Cinema 15 50 10 5 12 3 

Outdoor Advertising 7 23 5 2 6 1 

Mobile Advertising 3 10 2 1 2 1 

Columns In The Above Table Do Not Total 30 Because of Multiple Answer. 

The above results revealed that the food industry preferred to advertise mostly in 

magazines. the Cinema and Tv In that order. and the preference for those three media as 

Opposed to other advertising media is quite marked. Also. the above figures reveal that 

firms engaged In export ac~iv1t!es use advertIslng to a greater extent than others which 

clearly indictes the attitude of management towards a.dvertIsIng. It may be reasonable 

to conclude these firms are more aware of the value of advertislng. because of their 

foreign market activities. Again. although the twenty that used the same medium. 

namely magazines were drawn from both sectors. the high percentage represented by 

those involved in export activIties may be taken as indICating that the latter are more 

marketing Oriented and consequently more aggressive in their marketlng. The above 

t bI" 
a e also shows clearly that magazInes are the most popular medIum used by firms 

engaged in advertiSing. The researcher believes that there are many reasons for this. 

First. as we mentioned earlier. magazInes are published on a weekly basIs and 
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advertising in them is cheaper due to the strong competition. Since not all magazines 

are owned or supervised directly by the authorities. they represent a source of revenue 

for their publishers. In adcUtion. magazines are printed in colour and are therefore 

more attractive than newspapers. Secondly. th~y are easIer to use than other medIa 

such as Tv. and newspapers for the' various reasons mentioned earlIer. For example. 

advertiSing on Tv does not achieve its full potential due. to government restrictions and 

RadIo is prohIbIted from presenting commercIal advertisIng and these factors operate 

in favour of magazines. Thirdly. wIth reference to the cost of advertising. this proves 

expensIve for firms engaged only in local activities. particularly in the private sector. 

so not surprisingly. exporting firms use teleVision much more widely for commercial 

advertiSing. a practice which improves their image in the eyes of the public and makes 

their marketing approach more aggressive. 

The share of the cinema comes second being used by 50O;f) of the firms in the 

industry. Cinemas in Iraq are 98% privately owned. only three being owned by the 

government. However. both groups undertake advertising on behalf of firms including 

private bUSinesses. This figures also supports the researcher's above mentioned belief 

that the cinema as a medium can have more effect on the public than television because 

the latter is used less for advertising than the Cinema. This opinion is based on the fact 

that very few ci~emas are owned ~r managed by the government. so there are no 

government restricutions and ~inemas are used by a vast majority of the peopel for 

their entertaInment. 

Nine firms. 30% of the thirty surveyed. used newspapers as an advertisIng tool. The 

concentration at offiCial level on th~ ~:~e of such medIa for political rather than 

commercial matters explains why this medIa is not used much by business firms. Also 

in the face of such restrictions. advertisIng in newspapers is very costly and is mostly 

undertaken by firms With hIgh production capacity and those who are engaged in export 

activIties. So firms generally regard the newspaper as the least Important of the 

aVailable advertiSing media. There Is little dUTerence between the use of newspapers 
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and outdoor medIa by fInns. since seven firms. 23% of the thirty surveyed used the 

latter. The only comment that remains to be added by the researcher Is that the choIce 

of eIther of these two media depends upon management attitudes and the results they 

expect from the medium. also taking Into account other elements such as the nature of 

the product. various costs factors. etc. 

The above discussion reveals the chOice of a partIcular medium depends upon many 

factors, after consIderation of whIch a preferred ~edium is selected and the survey 

shows that magazines are most often chosen by the. firms under investigation. 

Government efforts to reduce the level of illiteracy may encourage greater use of other 

Printed medIa. and it Is also possIble that the radIo wUl be used for commercial 

purposes. What is needed therefore is a change in offiCial attitudes and the removal of 

the restrictions imposed on the use of radIo stations for commercial advertISing. The 

researcher belives that there would be an indirect benefit in that the public would pay 

more attention to the radio which would also be of advantage to the government. 

Unfortunately because of the need for technical facilities and changes in offiCial 

attitudes. this is not likely to happen at the present time and such changes require time 

before they can be introduced. Above all. the best way to improve the situation Is to 

undertake research Into advertising. recognise its economic importance. and thereafter 

select the media that wUl provide the greatest measure of success in the long run. 

instead of regarding advertising as a form of publiCity carried out on an arbitrary basis. 

with no attention 'being paId to finding the best way to attract consumer's attention. 97 

In general. the above discussion reveals that there is a dIrect relationship between 

the extent to whIch advertiSing through the available media is undertaken and the 

importance attached to advertiSing. It can also be concluded that this relationship is 

strongest Where firms are engaged in export activities. 
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8.3.3 . Advertising In Iraq: Attitude And Objectives: 

8.3.3.1 AtUtade To Advertising: 

There are various methods of selling. Advertising is one method and the demand it 

creates means that it is an important part of the marketing function. BaSic marketing 

concepts have a universal appUcation in all types of situations. A readiness to change, 

to move With the times and to adjust attitudes, must coincide the application of these 

concepts. After market research has been conducted the advertising campaign must be 

modified In terms of the research findings. The modem approach to management is to 

merge advertiSing with other departments in order to reduce. business costs for the 

benefit of the consumer.98 In this sense, advertising is a means towards an end and not 

an end in itself. The acceptance of the need for this approach reflects the attitude of 

management towards accepting and applying this concept in practice. Advertising was 

found to be generally neglected in the flmrs visited. In particular, it plays a role of 

minor hnportance in the Iraqi food industry. 

Communication in Iraq is severely limited. Local advertising is restricted by the 

fact that it is difficult to reach a large percentage of the population because they live in 

remote areas. This Is a problem commonly encountered in to developing countries. 

Furthermore, the hlgh level of illiteracy in these countries means that the impact of the 

written word in advertising is weak. It is therefore more effective to use trademarks as 

a means of advertiSing products in retail centres.99 The use of such trademarks has 

become an important method of reaching a large section of the population. 

The opportunity to choose between several available alternatives in the market 

place means that there is a hlgh rate of failure for newly introduced products. l 00 Where 
rna > 

nagement is not aware of consumer preferences, any programme introduced which 

attempts to prevent losses of sales will have little effect. AdvertISing should be 

regarded as part of an effective policy of communication and as a means of promoting 
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sales not as a waste of a firm's resources. Again. lack of competition is a factor 

inhibiting the development of advertising. In many cases. there appears to be little 

incentive to improve sales as there are no margInal markets over whIch control is 

sought. Competition forces firms to improve communications with customers, in the 

hope of persuading them that their product is better than the one they may be using and 

even the best one on the market. Increasing government investment in marketing 

infrastructure results in a weakening of market competition because of Iraq's planned 

economy. where the means of production and distribution are determIned by 

government policy. bureaucratic influence against advertising is strong. Officials tend 

to regard the advertising function as unnecessary and trrelevent to Iraq's needs. 

The attitude of management towards advertising and the extent of its use is regarded 

in this sutdy as an important criterion relating to this function in this study. It may be 

urged that bUSinessmen who have a positive approach to advertising should support 

this element of the marketing mix in speclflc ways. 101 In practice. this did not happen 

In the firms the researcher visited. Managers or businessmen generally either have 

POSItive atttitudes towards advertising though they are also subject to certaIn 

constraInts in using it. or they may fail to recognise its merits and express negative 

attitudes towards it. 102 

In the firms surveyed. ~espondents were asked to evaluate the role advertISing 

played in tenns of the success of their products. Eighteen of the twenty respondents 

whose firms advertise their products believe that advertISing has an important 

contribution to make to their product's success and the volume of sales. while only two 

claimed that advertISing is of little or no importance. These two are firms in the 

Private sector and they are not engaged in e.'Cport activities. From the discussI0~ held. 
th ,I . 

e researcher came to the conclusio:! that most executives believed advertising is 

essential as part of the marketing mix even when the firm's special environment 

creates a negative attitude towards this function. The figures obtained indicate that 
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!inns whIch undertake export actiVities attach greater importance to advertisIng than 

firms which do not. This is partly because foreign markets need extra effort and more 

advanced techniques are required which are more complex than those required in the 

local market. This explains why advertising is essential for any exporter who wishes to 

compete efficiently. 

To determine how far firms undertook advertising. executives were asked whether 

or not they used advertiSing as a promotional tool in their business. Table 22 details 

the results. The answers provided were different from what one might have expected 

taking into account the POints referred to above. 'Although twenty of the thIrty finns 

undertake advertiSing. their attempts in this area and even their attitude towards this 

Table 22. 

Extent of Advertising Usa:ge By Status of Firms. 

Activity Number % F1rms Status Span of ActiJJfly 
ofFtnns Public Private Expat NonExpert 

FIrms Performed 
Advertising 

20 67 12 8 7 13 

Firms Not Performed 
AdvertiSing 10 33 8 2 6 4 

Total 3) 100 20 10 13 17 

element of the marketing mix are quite limIted and are in dIrect contrast with theIr 

responses to the preVious question. The following findIngs indIcate that advertiSing 

plays only a secondary role as a marketing tool and as an element in the promotional 

mI.", of the firms VisIted. The percentage of firms in the public sector which actually 

does advertise is not as high as those f1rnis in the private sector although advertising is 

important element of their marketing rr..i7..' The facts relating to exporting firmS which 

regarded advertising as important are not reflected in their behaviour. Only seven out 

of thlrteen of the latter firms promoted their products through advertISing. compared 
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With thirteen out of seventeen firms in the non exporting group. The researcher 

believes that neglect of advertising was due to fluctuations In the level of agrtucultural 

output which tend to cause officials not to advertise. Examining advertising budgets 

supports this view as these budgets change from year to year, the downward trend 

reflecting the poor attitude towards advertising adopted by firms In the public sector. 

As the public firms are larger than private firms, one might expect their attitudes 

and behaviour to be more constant than those that characterise private firms. The 

research finding on this matter, however, is :.~nexpected, since private finns have to 

some extent rated advertising as more important than firms in the public sector. Eight 

of the ten private firms In the sample advertised compared with twelve of the thirteen 

public sector firms. Further explanation relating to this point will be provided in our 

diSCUSSion of the advertislng,budget, but at present, t.he above discussion shows that 

attitudes towards advertISing are not necessarily reflected in advertising behaviour, 

and that such a relationship as does exist b'etween the two indIcates that little attention 

is Paid to advertiSing. That this situation exists in the firms ViSited may be explained 

by a number of reasons. The most important are: 1. In an economy characterised by 

scarcity, demand exceeds supply so that the market is a seller's market rather than a 

buyer's market. Even when supply exceeds demand, a manager' may be unable to 

convince the executives in charge of the need for advertising. This tendency to neglect 

advertising may be deep-rooted in that marketing is regarded as a secondary problem, 

top management beIng production-ortented rather than marketing-oriented. 2. 

Management's attit..ldes towards advertIs1ng is that it is a means of providing publicity 

rather than a tool to be used to obtain commercial benefit; in other words, advertis1ng 

is regarded as informative rather than as part of an aggressive sales policy, 3. Another 

attitude Which was adopted even at senior ollkiallevel Is that advertising represents an 

unnecessary expense and therefore this type of overhead should be avoided. This 

attitude may also be caused by the f~ctor that, 4. When they do use advertiSing. 

managers often spend too much on this function, and because of their inexperience 
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they do not use the appropriate techniques required to achieve success. As a result. a 

proper understanding of advertising and the marketing function in general Is never 

achieved. Before concluding this sector. sales promotion will be mentioned here 

briefly. 

8.3;.3.2 Sales Promotion: 

Sales promotion covers a wide range of communication techniques: brochures. 

leaflets. demonstrations and gifts are among the ones more commonly used by firms. 

Sales promotion involves marketing activities _ other than advertising. publicity. or 

personal selling - that stimulate consumer purchases and dealer effectiveness. l03 

These include shows. demonstrations. and various none recurrent selling efforts. 

which are not part of the normal promotion routine.l04 

Although. as we mentioned at the beginning. our concern is not to differentiate 

advertising and sales promotion. We shall discuss the latter In so far as it is relevent to 

our diSCUSSion. namely as a comrnun1cati~n tool. which like advertising is directed at 

consumers. With reference to our discussion of advertising. it Is useful to assess the 

value of sales promotion in terms of the extent to which it is relied upon by 

management in the food industry. The survey findings reveal that a large proportion of 

the finns Visited use this tool as part of their promotional mix. More precisely. as we 

sometimes fOUnd in our dlsc:lssion of the economics of marketing research. some firms 

rely on sales promotio:l only. using samples. for example. as a form of advertising 

which represents one type of sales promotion. The survey revealed that twenty-five of 

the thirty firms used sales promotion. and as mentioned earlier. twenty of the firms 

used both advertisfug and sales promotion at particular times. In table 23. we present 

the findings starting with the elements that ranked at the bottom of the frequency 

seale. 

Only three of the thirty firms do not engage in this type of sales promotion. They 

are in the Private sector. and they do not use this tool Simply because they do not realise 
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Table 23 

Types of Sales Promotion Used By Status of Firms 

Types oj Sales Promotion Number Ftrms Status Span oj ActtvUy 
oj Finns Public Private Export Non Export 

Free Samples 11 5 6 3 8 

Posters 12 10 2 10 2 

Calendar 10 7 3 9 1 

DIsplay 20 10 10 12 8 

Leaflet 2 2 1 1 

No promotion Used. 3 3 3 

Colurims In The Above Table Do Not Tot~ 20 Because of Multiple Answers: 

its usefulness. Leaflets constitute the least important method. COming last in order of 

preference. Only two firms in the public sector. one of which involved in export 

actlviUes. used leaflets. But leaflets of their very nature. tend to be local rather than 

International. Only one firm engaged in export activities using this method to a sUght 

extent and specifically for the purpose of providIng information. 

Displays and participation in local fairs are the methods most often employed and 

these are regarded as important tools In the context of the sales promotion. All twenty 

finns which Carried out advertising used these methods. But only firms involved in 

export activities partiCipated at both local and international levels. The government 

encourages all local fi:.'1lls. irrespective to the industry in whIch they operate to 
,,-

partICIpate In eIther local or international fairs, ThIs encouragement is provided 

because it Is believed that such partIcIpation will demonstrate the level of Iraq's 

economic development. and enhance its image internationally. It may also encourage 

export activities as Iraq is regarded as one of the leading countries In the MIddle East 

for the export of certain products such as dates. vegetables oil. cement and during the 

last ten years grains and cotton. Accortndgly. partIcIpation in exhIbItions and fairs is 

a common practice. achIeving the highest degree of frequency of all the sales 

promotion methods. So most firms In the sample selected for this study. partIcularly 
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in the public sector, take part In local or foreIgn fairs. The twenty !inns engaged In 

advertiSIng activities all regarded partICIpation In fairs to be of great importance. 

These firms have taken part in faIrs held In the Arab countries and elsewhere 

throughout the world. The researcher found that private firms are reluctant to 

partICipate in foreign fairs because of the expense involved and because they 

concentrate on serving the local market and do not expect that they will produce for 

foreign markets. The particIpation of firms In fairs support the belief that trade fairs 

are becoming of great Importance to developing countries as well as developed 

countries. At the present time both types of countries are making great efforts to 

partIcIpate in such international exhIbItions In order to enhance their image and 

encourage trading between particIpating countries. 

Ten firms use calendars for sales promotion purposes, treating them as a method of 

advertiSing. The researcher believes that the effect of this method is to supply 

information rather than to encourage increased sales volume. This is particularly true 

of the private sector where three of the ten firms used this method. and only one of 

them was not engaged in export activities. Nine firms in the public sector used this 

method but the researcher found in his discussIons that the calendars were gIven only 

to employers or people o~ hig~ status. In this context, this form of sales promotion is 

ineffective. With refe:te:'l~e to posters. when twelve firms. mostly from the public sector, 

used this method of promotion. These posters, moreover, are usually distributed on 

prIvate sector. used thIs method of promotion. These posters. moreover, are usually 

dIstrIbuted on private occaSions such as local faIrs. Free s~ples are used to a very 

limited extent in thIs type of promotion. mainly by firms dealing in dairy produce. 

dates or sugar. Eleven out of twenty provided consumers with free samples. As 

mentioned earlier, samples are gIven basIcally as a present rather than as a means of 

increasing sales ~olume. 
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8.3.4 The Advertising Objectives 

Defining advertiSing objectives is not easy. and it presents many problems. However. 

def1n1ng objectives Is crucial as a means of formulating advertising strategy which is 

also a difficult task. The objectives must be capable of being achieved within the terms 

of the following definition of a::lvertising. Advertising is the non-personal 

communication of information usually paid for and usually persuasive in nature about 

a products. services. or ideas by identified sponsors through the various media. 105 It is 

important when fonnulating an advertising strategy. to set certain objectives. The aim 

should be to distinguish clearly and deal effectively with any problems that might exist. 

The results can. of course. sometimes be misleading106 since they may have been 

brought about by variables which have not been taken into consideration. 

Top management is responsible for achieving profit-maximisation which requires 

in particular. the establishment of a system of controls and incentives which ensure 

internal and external conformity within the complex organisational structure. 

Advertising can be one of the means by which such objectives are achieved. 107 The 

nature of demand for the product must also be taken into conSideration when an 

~dvertiS1ng strategy ;..:; f-::-mulated. This element operates in the same way as the 

influence of competition. we We should keep in mind that advertising is one element in . . 

the marketing mt". and its contribution to the achievement of company objectives 

must be conSidered together with other elements such as marketing research. 

Management must therefore formulate a coordinated plan in order to achieve the firm's 

general objectives. 

In developing countries however. the aim of advertising is not purely to find new 

markets or to increase profit margins. The aims are to build primary demand. to 

infonn consumers about the product's availability. to reach new segments of the 

POpulation. to develop overseas markets and to increase market share through import­

Substitution. This involves questions such as: How much should be spent on 
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advertiSing? Which media should be used? In what form and with what content should 

it be presented and to whom?109 There are also certain organisational requirements 

involved in achieving these objectives.· It requires full coordination between 

departments. control over. and responsibUity for actions undertaken. The advertiser 

must have a logical marketing plan. Only then can he improve quality and service. 

lower prices and promote competition and. in so doing. refute the proposition that 

advertising is costly and wasteful. 110 Advertising strategy should be based on logical 

considerations. not on an arbitrary. basis. as the strategy selected affects the future 

Success or failure of a particular firm. 

Generally two factors affect the implementation of the strategy selected. These two 

. factors should be assessed carefully to allow a firm to produce the output required. The 

first is the level of competition in the market. and the second is the exiSting demand in 

the market. lll In the food industry in Iraq. the demand for a product influences the 

formulation of an advertising strategy to achieve particular objectives. ,But in a 

developing country like Iraq. the strength of such an influence depends upon whether 

there is a scarCity or a surplus of the product or services required· in the market. 

Accordingly. the advertiSing strategy to be adopted depends upon the product's 

aVailability in the mru.:::-e:. ~'Ut firms in Iraq are not interested in creating a surplus.' In 

practice. develOPing ~t1o.n~i'ies usually cannot provide satisfaction of consumer needs 

and wants. especially since these continue to increase in an environment characterised 

by scarcity.112 This is the situation in most developing countries with a SOCialist 

ideOlogy where the inability to provide satisfaction is normal and finns are encouraged 

by the general environment to neglect the need to pursue a marketing-orIented 

approach. Consequently. the Iraqi cons1..·,cer.'s needs and wants are not satisfied by 

bUSiness firms. . . . . '. . , 

Under Such Circumstances (namely conditions of scarcity). competition is reduced 

and It is less important for firms to deVise an advertisIng strategy. BasIcally. therefore. 
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the nature and characteristics of advertising are d11Terent from those in a competitive 

environment where a firm must adopt a mor~ aggressive policy to compete against 

other bUSiness organisations in order to Sl.lrrtv~. In a study of the Egyptian economy, 

Attia stated that the management of most public sector firms preferred advertising to be 

informative rather than persuasive. The advertising goals identified by this researcher 

are to Inform consumers about the products ch~racter1stics. tell them where, how and 

when he can use these products, prOVide information about the introduction of a 
, 

product and supply information about the firm itself. In this context. advertising is not 
, , 

directed towards promoting the product or establlshuig a firms' commercial image in 

the market. 1 13 In developed countries. information concerning which consumers are 

not concerned. such as general information about the finn. is omitted. 

In Iraq, and particularly in the public setor which is subject to government control. 

there is less need to emphasis~ the importance of advertising since the level of 

competition is low in an enVironment characterised by scarcity. therefore advertlsng 

objectives are to a large extent affected by such conditions and are accordingly 

informative rather than persuasive. ' 

To obtain full Infopn~t1on about the advertising objectives of the firms in the 

survey. the researche:: ::l3k~d executives in each of the firms to state the finns' objective 

in the context of advertlEing. Table 24 shows the results of the survey, listing the 

objectives in order of importance. The most common response received was, as might 

be expected, in line with the pOints made above .. As management is production. 

Oriented. higher priority w1l1 be accorded to selling as an advertising objective. Eight 

Cinns, 40% of the twenty engaged in advertiSing. mentioned that increasing sales is a .. 
main feature of their advertiSing prog~'tnlrpe. This percentage indicates that most of 

the firms's advertiSing is of an informc.~\'e rather than a persuasive nature. a result of 

manag ... 
ement orientation. which Is not in' favour of advertising. Moreover. 

management do not believe that advertising influences the volume of sales. 
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Table 24 

Advertising Objectives' perceived by Executives'. " , 

," . " 
Objective Nwnber 96 Frrms Status SJXl!l qf ActIvf1y 

of Firms Public Private Export Non Export 

Increase Sales 8 40 4 " 4 3 5 

To Announce New 6 30 5 1 4 2 
Products "" 

Improve Product 5 25 y 4 1 5 -
Image 

" 

Publicity (general) 1 5 - 1 - 1 .. 
" " 

Total ' I 20 100 13 7 12 8 

, l : .. , 

,The announcement of a new product was the second most Important advertiSing 
>, - r ,<' 

objective. This was reported by six. or 30% of the twenty finns which advertised. The 

difference between the first' and se~ond ~bjeCUv~s is not ~e~ marked and there is 
• , > , • , ,~",,' '! 

clearly strong support by management for both objectives. In the researcher's opinion. 
," '-'. ,,', , '. ; , 

the second objective is a sign of marketing-oriented management, whereas the first 
, "-, . -

objective represents production-oriented management. The researher wishes to point 
, : '. ',. 

out that in his ~Pin10n, firms referring to the announcement of a new product as an 
, ': . 

objective were oversta~;g ~he case for this ~im. The researcher's opinion is based upon . .' . . 

the fact that the annouri~ement 'of new products is more likely to take place in 
, ~ <; >! ;" '< ' " _ ." • • • ,t, < -. 

deve,loped economies rather than developing economies. In the former, there is a 
• f • i .1' '( 

competitive environment and new products are likely to be expected and provided in 
.' ' .. , 

such economies quite freq~ent1y, so that consumers ~ust be kept informed about new 

products and their avallabiiity in the market. Such a: Si~uat10n is rare in developi~g 
economies where consumer demand for' products ~nd ~ervices is not satis~e~ nor is it 

regarded as unimportant that th~s Sh!):l!~ be done. 'Moreover, some of these finn~ had 
not " :' . ~ ", : '.' i 

undertaken an advertising carr..palgn for at least six years, since their last new 
, ' , 

product was launched in 1978. 
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ImprOVing their product image was reported by only five firms or 25% of the twenty 

firms. This is an imp?rtant objective for finns which wish to improve the image of 

their product in both the local and foreign markets. Thus it is not surprising that those 

firms reported that this objective applied to both domestic and foreign markets 

activIties., Improving the product image is essential for success, especially in foreign 

markets Where competition is very high and consumer satisfaction plays a major role. 
. . '.~ 

But eVidence relating to firms' activities in marketing research or advertising in terms 

of research projects and the budget allocated to these activities is by no means 

encouraging and firms, particularly those involved in exporting fall far short of 

achieving their objectives. administrative constraints must be removed to allow 
, ., 

commercial considerations to exerc1se control over a firms' environment. In the local 
\ , 

market, the Iraqi consumers believe that most national products do not possess the 

high standard quality achieved by fore!gn products. This lack of confidence in local 

products prevaUs, althought the quality of some local food products is as good as 
c, . " , • ~ , ., 

foreign products and the produce is equally suitable for the consumers' purposes. The 
. . t' "> • 

researcher believes that this attitude results from firms being careless about the 
'. , ,~ 

produce they sell in the mark~t so that consumers are forced to tum to alternative 

products. Such problem~ can be overc'ome by improvIng product quality and effectively 

promOting the local p:.r,;)juce. This would enhance the image of firms and benefit the 
: . ' , . , 

economy by uSing ~esources more effiCiently. 

In Iraq, there are Shortages of certain foodstuffs such as dairy produce, beverages . , 

and date syrup, although the 'Primary ~aterials are avaUabl~. Thus the performance of' 
) . . ! ': .' 

economy as a whole falls far short of meeting the consumers' ,":ants and needs. Loss of 

confidence in Iraqi fOod products Is a major obstacle to success in advertising. The 
'~ -. , . . . ,. , \ 

Situation Is aggravated by the lack of marketing research into consumer behaViour 
Whi h·' " " " " i 

C means that some products are procuced for whiCh there is no demand. In such 
, .... \ ' .' ,I \' 

cases d ' , I ••.. 

, a vertlsing serves only as a :r.ear.s of imposing the product on the consumer. 

Even when there is a surplus of products for which there Is high demand, such as dates 
~dv t' , . 

ege abIes oU, the scale of advertising is still severely limited, as we shall see in the 
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next se~tion,' d'~sPite the fact' 'th~t:~pportun1ties exist 'to 'e2q)~olt foreign demand and 
~ ! (, , .~ 

export abroad. It is in this area that Iraq's trading potentlalis greatest and advertising 

can serve a useful·'purpo~e. C~refully devised advertising activities can lead to a 

reallocation of domestic economic 'resources and thu's stimulate growth. The resources 

• of the "National Aiency For Advertising", which Is ~esponsible for the handling and 

planning of creati~e ~ork to promote I~ql goods overseas should be increased for this 

purpose. 

The above investigation has shown that most of the firms visited pay little 

attention to advertising. This attitude is deep-ro.oted in all developing econo~ies,. 

including Iraq. "ThIs situatio~ h~s been caused by a number of reasons. Fi;Stly, 

management believes that advertising makes no contribution to the volume of, ~al~s. 

Consequently adverti~ing receives little consideration in their planning strategy, and 

little time or attention is devoted to this function .. Such ~n attitude is due to the reasons 

metioned above(such as the careless approach used by management) and also to the fact 

referred to in ch~pter th~ee, namely that ce~tral management and economic planners 

concentrate on finanCial and production problems rather than on marketing. In other 

words, adve~tis.1ng is regarded simply as a means of informing consumes when, where, 

and how they can us~ the 'produce. Secondly, advertiSing is used by such management 

for publIcity purposes, t~ cre~t~ an' image for their firms, or for political reasons to 
, f' I , 

inform governmental omci~~ th~t t~ey are perf~rml~g wellm the mar~et. Thirdly, as 

marketing' is ac~orded',' Httle att~ntion or I~portance within. the firms', general 

actiVities, other elem~nt~ of the ~arketing mix are also adversely affected and 
~ ~ , ' 

neglected, Such a~ ~ark~ting rese~rch, adverU~1ng re~earch, consumer behaviour and 
, . 

even, as we shall se~ later, packaging. Accordingly, advertiSing decisions are not based 
'~ " . o " ,." ,<' .. ,' ,', '.' 

n SCientific research. The neglect of advertising research as a marketing component 
WUl" ; .. ....., . ': " " , 

reduce the chance of Success and make it difficult to achieve the firms' objectives, 
I ,_ , _ ad '." .,." ,'" ."..... , , . 

n such a Situation w1l1in the long n·.n: lead to a negative attitude being adopted by a 
f1 " ". ',' . 

rms senior management. An Investigation of the firms' Annual Reports supports 
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points made above, although in the case of public sector firms detaUs of financial 

allocations are itemIsed much more clearly than, Is customary in the private sector. 

The Investigation reveals that 34% of advertising expenditure Is spent on magazines, 

19% on Tv. 13% on newspapers, and 5% on cinema advertisements and the remainder 

Is allocated to different media such as neon signs, billboards and soon. More than 50% 

of the adverUsng budget Is allocated to printed media, a surplslngly high percentage, 

taking into account the high level of illiteracy. This Is because, as we pointed earlier. 

not all of the printed media are owned by the government, thus advertISing by thIs 

medium is favoured by firms' executives, and because it avoids the constraints imposed 

on other media such as radIo or Tv are also factors leading to the use of magazines and 

newspapers. 

The overall conclusIon from the above dIscussIon is that advertising in Iraq Is not 

of a SUfficiently competive nature. It is primarily used as part of the overall economic 

plan. Its role Is therefore essentially to influence demand and to provide information. 

It Is not regarded as a means by which the government can Increase the general 

standard of liVing. 

8.3.5 The Advertising Budget: 

The researcher found that the arbItrary approach used to determine the advertiSing and 

sales promotion poliCies of the firms visited in both sectors, Is to calculate the amount 

spent on these marketing tools. Many variables such as rate of population growth, 

1 . 4 
ncome trends and current economic condlUons are not taken into account. 11 Firms 

in the public sector submit their budget plans to the relevant Ministry which more often 

than not reduce the amount allocated. Firms must undertake appropriate research and 

arrive at most precise evaluations in order to make advertiSing more effective and 

management must allow it to operate to its full potential in terms oC making effective 

use of their resources. 1 15 They should determine their objectives and the total cost 

involved should be determined in relation to the requirements of the various tasks 

involved. 
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The approach known as "objective and task" is used to determine the amount to be 

spent on advertising. "Percentage of Sales" came third and only one finn in the public 

sector used this approach. Table 25. details the results. The research findings reveals 

that the rule of thumb or arbitrary approach is used by twelve firms. or 60% of the 

: Table 25 ~ \ 

Factors Influencing Advertising' Budgets By Firms 

Fada'I1lfluenctng Nwnber FIrms Status Span if ActiJJity 
of Firms ,.% Public Private Export Non Export 

Rule of Thumb \ 12 60 9 3 4 8 

Objective And Task 6 30 4 2 5 1 

Percentage Of Sales 2 10 1 . 1 2 

Others 

twenty engaged in advertiSing to determine the amount they will spend on advertISing. 

These finns fixed the amount> to be spe~t on advertI~ing on the basIs of the previous 

years' allocation. This approach was not used by most of the firms in the private sector. 

Only three firms in the latter secto~ used this approach and one of them Is ~ngagedin 

exporting. These finns fixed the amount upwards or down~ards according to the policy 
d .:, . ..' . 

eCided by the finns' Head Quarters. The problem lies in the need to determine the cost 
r ' .... .' 

o achieVing these objectives and decIding whether sales w1l1 be suflklently profitable 
t . , . 
o justify the expenditure involved. To solve thIs problem. it Is necessary to identifY the 

functional relat1on~hIp between advertIsIng expenditure and the sales or 

communication functions. These relationshIps can be determIned empirIcally by 
la . . . . ' . . .' 

rger corporations. When benefits to a firm e..~ceed costs. the advertisIng budget is 
, 

SOUnd 116 H" \. . : 
. owever. we shall see later in our dIscussIon of advertISing problems. no nrm .' . . . . 

in either sector mentioned that the measurement of outp~t constitutes a problem 
which ',, . i. 

prevents them from undertaklng advertising. But the fluctuations from one year 



to another create a situation in which these firms cannot make appropriate decisions 

on a SCientific basis in any given year. It may be argued that even this approach will 

enable a reasonable estimate to be made. The researchers' opinion is that if this Is 

true, the allocation would increase and greater accuracy might eventually be achieved. 

But as we shall see later, the amount rises and falls In an arbitrary fashion. 

consequently, this argument is not vltalin respect of our sample. The conclusion is 

then that deCiSions reached by these firms are far from having a sCientific basis. Four 

firms engaged in export activitites used the role of thumb method to fix their 

advertiSing and sales promotion budget, while eight firms not engaged in export 

actiVities used this approach. These results show that exporting firms employ more 

advanced marketing techniques in their marketing than domestic firms. .-

Of the ft:ms which engaged in advertiSing, six claimed that they deCided the amount 

for advertiSing in terms of expected future sales and what would be accomplished in a 

given period of time. Differences between the publlc and private sectors concerning this 

approach are greater than those between exporting and non-exporting firms follOwing 

the same approach. On the other hand, export firms in both sectors show more 

enthusiasm for the percentage of sales approach than those firms not engaged in export 

actiVities. Again, this finding is compatible with other findings which support the 

hypotheSis that firms engaged in export activities are more aggressive and marketing­

oriented than finns engaged in domestic marketing only. The researcher believes that 

the use of Such techniques by e."<portlng firms may be due to the fact that they employ 

more educated staff, and that they have a favourable attitude towards advertISing, as 

the main amount is spent on publiCity abroad rather than on the domestic market. 

Although a third technique is used, which wlll be mentioned later, the above 

disCUSsion reveals that the arbitrary approach or the role of thumb, are the two 

techniques most commonly used for allocating an advertisIng budget by non-exporting 

firms. It is also indIcated that e."<Portlng firms are more likely than firms engaged only 

in the lOCal market to base their methods of flxlng an advertising budget on an analysis 

of needs and Objectives.' 
;, 
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Only two firms allocated the advert1sing budget as a percentage of total sales. Not 

surprisngly. these two finns are engaged in export activities. which supports the above 

stated Opinion that such finns are more marketing-oriented than others .. 
, 

Finally. by examining the accounts of the flrms viSited. the researcher found that 

only finns engaged in export activities keep separate accounts of the money devoted to 

advertising. and it IS dUlkult to obtaul such infonnation from private firms or those in 

the public sector operating In the domestic market. which made it Impossible to fonn 

an accurate comparison. Thus attention was directed to advertising expenditures as a 

means of assessing management attitudes. But exam1n1ng the available data in some 

parts of the food industry whIch ha~e an obViOUS organIsational and management 

structure. such as the date industry. shows that they spend more on advertising than 

other sections such as vegetable oU extraction and 'others in the publIc sector. A 

comparison of advertISing expenditure in the food, Industry and other Industries 

reveals market differences which stUl previal at the present time. In 1977. the 

percentages of advertiSing expenditure to the total sales in the food industry. 

agricultural produce industry. industrial produce. and the chemical industry are. 
! 

0.06%. 0.14%. and 0.121% and 0.1% respectively. 11 7 These figures shows that 

advertiSing expenditure in the food industry is much lower than In other industries. A 

more favourable attitude exists in the agricultural products sector. where finns may 

seek to encourge farmers to use fertUisers. Insecticides or other related useful facUities. 

The data available for various sections clearly illustrate the general trend. Table 26. 

details the advertiSing expenditure for a number of selected finns. The highest 

percentage. 0.03% of total sales. was for firms engaged in the dates industry. which 

undertake export activities. The lowest percentage was for firms whose bUSiness Is in 

domeStic markets. For example in the soft drinks industry. the percentage was 

0.0002%.0.0006%.0.0004% in 1982. 1983. and 1984 respectively. By and large. the 

overall Picture presented Is not an optimIstic one. on the contrary it is rather gloomy. 

and supports our view that there are marked variations from year to year. This does 

not renect a COmmerCial attitude or marketing-oriented attitude on the part of most of 
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Table 26 

Advertlslng Expenditure Allocation For Some Firms From 1982 - 1984 . 
.. (ID) , 

Kind oj Industry Year Amount Total Sales Percentage of' 
Allocated Amount Total Sales 

Vegetable OU 1982 42.813 65.626.567 0.0007 

1983 33.368 93.501,192 ·0.0004 .. ' 

··1984 18.111 93,496.029 0.0002 

Dates Products 1982 75.000 3.000.000 0.03 

1983 75.CXX> 3.00J.CXX> 0.03 

1004 75.CXX> 6.00J.CXX> 0.01 

Soft Drinks 1982 ' 12.904' '55.233.377 0.00002 

1983 ,'i'-' 3.147 56.643.270 0.00006 

1984 30.573 ' 84.063.788 0.004 

Dairy Products 1982 ; ·15.000 22.881.766 0.0006 

. , 1003 174.CXX> . 27.027.518 . 0.<XX>4 

1984 ... , .. 19.100 . 38.093.205 ' 0.00005 

Source: Ministry oJTrade. Annual Reports 1982.1984. 

, 

the flnns ViSited. Although the above figures relate to the pubUc sectors. the situation is 

worse in the Private sector. The researcher found no separate advertising accounts on 

which to form a judgement. Even those finns which undertook export activities rely on 

the government to help them to dispose of their produce in foreign markets so that they 

paId little or no attention to advertising: Overall. there are wide variations in the 

amount of advertising undertaken by firms in the food industry. 

Although it is difficult to make an accurate evaluation of the impact of advertising. 

a high proportion of businessmen in developed countries such as the UK believe that 
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advertising constitutes a useful support to the marketing effort. A study carned out in 

the UK. shows that consumer-Oriented marketers are more likely to use the "percentage 

of sales" method. and the "objective and task" and ''what can be afforded" methods - in 

that order - to set the advertising budget. 118 wheras our survey shows that the firms 

Visited dId not appreCiate the value of these methods and statistics show that despite the 

high volume of sales. the amount allocated to advertlsIng Is negligible. Again table six 

shows that the percentage of sales allocated to advertising was very low, most firms 

allocatlng ID4 from each ID 10000 of sales. a quite Inadequate proportion. In fact only 

two firms or 10% of the sample used this method. whereas more than 38% of the British 

firms in the study referred to above. use this method. Moreover. with reference to the 

method of matching advertising budgets to performance in the mentioned survey only 

three methods show a Significant relationship. with profit margin achieved. The "what 

can be afforded" method had a negative relationship. whereas the "objective and task" 

and "experimentation and testing methods" in that order had strong positive 

relationships. The situation is different in Iraq. The "what can be afforded" methods is 

the method most often used by the f~s' ViStit~d as 60% of the sample employed this 

techniques. It is not SUrpriSi~g. therefo~e' that as a res~lt. the am()unt allocated to 

advertiSing was severely restricted and consequ~nt1y. unproductive. 

It is generally accepted in the business world that the more sophisticated methods of 
, . 

setting an advertising budget are likely to be associated with better performance. 119 

Therefore there is considerable scope for improvement in the methods used to set their 

advertiSing budget. 
. , 

In the follOWing section we shall e.xamine the advertising problems encountered in 
i, i 

the market place by the firms visited and the factors which impede the effective use of 

the advertising function so ~ha~ a clear picture of the status of advertising in the food 

industry can be presented. 
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8.3.6' 
'§ 

Advertising Problems: 

The absence of commercial thinking by most Iraqi businessmen seriously limits the 

use of advertiSing. Their business strategy Is concerned With how to produce rather 

than with how to sell their product. The lack of specialist agencies also Inhibits the use 

of advertiSing. Specialists are as imPort~t to the advertising function. as they are to 
{ . , 

other marketing functions. they have to take into consideration the mentalities of the 

ethnic groups at which advertising is aimed. The lack of the necessary expertise and the 

shortage of qualified agencies results in limited services being made available to 

customers and such services as are available are high in cost and low in qUality. So 

that he could assess and evaluate advertising problems. the research~r asked executives 

of the firms Visited to state the major problems they encountered in connection with 

advertising. These are presented 'inO~der of importance in table 27. Firms that did not 

advertise are also included. Four of the thirty finn; 13% of those :v1sited. stated that the 

cost involved is one reason for not adverUstD.g. But this reason is over stressed in the 

Table 27 

Advertising Problems (Executives Perceptions), 

Problem Number % Firms Status Span qf Activity 
oj Firms ' Public Private Export Non Export 

Lack of AdvertiSing 
And Adequate Media 

11 37 7 4 8 3 

No problem In . 
AdvertiSing 8 27 2' 6 - 8 

Media Cost 4 13 - 4 - 4 

Scattered POpulatloIl 
And Illiteracy 4 13 1 3 1 3 

Language 3 10 3 ,. <' 3 --
Tcial 

~ 100 13 17 12 18 

Total Firmsjixed as 30' becausejirms that did not'aduertise are included. 
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researcher's opinio~. ; As we mentioned earlier, ftnns which advertise use' all the 

available media, particularly finns engaged in export activities. Some of these media 

Involve c~nsiderable exp~nse; so it is not surprisng that only exporting firms are able to 

use them. Accordingly, nrIns ~cly e~age-d in local activities do not use these media 

because of the cost 'element: In'other words. exporting finns ar~ more aggressive and 
':. , . ~ 

marketing-Oriented. On the other hand. we pointed out earlier that not all the available 

. media are expensive. Therefore. although executives belIeve that newspapers and Tv 

are the most expenSive, ftrn;s ha:;e the opportunity to use less expensive media. 

Moreover, It must be stressed that since no advertisng research expenditure is involved 

(see advertiSing agency) the above argument relating to such research has been 

overstated by firms. 

The level of 11literacy and the fact that consumers are distributed over a Wide area 

present a real problem In relation to advertising. The problem of illiteracy constitutes 

a serious handicap to the development of any country.' It restricts the use 'of sclentlftc 

technology, and makes it d1fTicult to transmit a message which can be used repeatedly 

over a period of time. Although only four firms mentioned the above problem, the 

researcher believes that the Wide distribution of the population. combined with the lack 

of an effective Communication network (see chapters 4 
, 

and' 7 ), reduces the 

effectiveness of advertiSing. However, Since advertising techniques can be used by the 

appropriate goverrunent department: the effect of i11iteracy on the use of technology In 

advertiSing can be overestImeate (see ch'apter 5). Only 35% of the Iraqi population can 

be classlfted as literate and this' must be a further reason why advertising campaigns 

are not pursued vigO~OuSly. There is an enonnous comrnunIC~t10nS problem which 

first has to be overcome. 

Three executives mentioned that language presents difficulties in the advertising 

process. This is Particularly true of flIms involved in expo'rt activities. Even in the 

advertising agencythi~ is a majo~ pr~blem as the necessary expertise and experience 

take a long time to acquire. Improvement in interpretation skills and collaboration 
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between the relevant educational organisations will reduce such dlfficulties in the long 

run. 

Eight firms. 27% of the firms in the sample stated that they have no problems , 

relating to advertiSing. ·S~ of these fInns are not engaged in the advertising process. 
, i , 

The reason for the other two not advertising is the level of competition. a point we shall 
, 

refer to again later. Again. those who do not advertise do not appreCiate the value of 

advertiSing. they conce~trate on the domestic market and they have few personnel who 

have much experience of the marketing function. 

A large proportion of the executives mentioned that the lack of advertising facilities 

and of profeSSIonal agencies or s~itable medIa interferes with the advertising function. 

Eleven executives. 37%. of the sample make this point. Eight of these eleven firms are 

engaged In export actiVities. 

Finally. of Course. a further factor limiting the use of advertising is the lack of 

funds. Although this factor has been referred to Indirectly In the present section. it 

affects Private firms ~n partIcular becaus~ of their limited resources. especially those 

firms concentrating on 'O~ly th~ domestic ~arkets. Moreover. firms in the public 

sector. though not constrained by financIal problems. regard advertising as an 

additional and perhaps unnecessa~ e."q)ense .. But this need only be regarded as a short­

tenn problem if long-term b~nef1ts are also taken Into account. as they ought to be. 

With reference to th~ 'pUbli~ sector finns. ~InIstries often reduce the amount allocated 

by a company to advertiSing' but if the function has been more fully understood. 

researched and expla~~d. 'then the cost Involved wo~ld have been seen to be justified. 

As we ment1on~d before: ten finns. 3()o~ of the f~s surveyed. do not undertake any 

kind of advertiSing. DUring prolo~ged diSCuss'ion With executives. a number of reasons 
w ' " . 

ere given for neglecting this element of the marketing mix. The reasons given are 

shown in table 28. One of the expected answers Is that conditions of scarcity prevaU In 

most develOPing countries. including Iraq. where a sellers' rather than a buyers' market 

Is the ruel. Where demand exceeds supply. advertising is regarded as unnecessary as a 
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Table 28 

Reasons For Not Using Advertising (Executives Perceptions) 

Reasoo Number Percentage Ffrms Stab.JS Span Q{ ActWity 
ofFlTTns % Public Prtvate Export Non Export 

Shortage of Supplies 2 20 1 1 - 2 

Competition level 4 40 3 1 - 4 . 
Unproductive 2 20 1 1 - 2 Expenses 

Other (SOCIalism) 2 20 2 - - 2 

Total 10 100 7 3 - 10 

means of promoting demand for products. The problem In advertising, as with 

marketing research, Is the fact that there Is a sellers' markets for most goods. There is 

no Incentive to pursue product development In order to meet real consumer demand. 

This means that the quality of the product remains low120 and while this Situation 

perSists, advertIsing cannot be fully effective. But in any case, an unfavourable attitude 

towards advertIsing prevails in most Iraqi businesses, whether there is e.'Ccess demand 

or not and it is therefore management attItudes which constitute the main problem. 

But as we mentioned before, this does not apply to all food products. With reference to 

the effect of marketing on the process of economic development, the researcher believes 

that even In Conditions of scarCity, it is important that management should recognise 

the value of advertISing. Some executives wrongly believe that since they are part of the 
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social community. profit should not be achieved through competition. Although 

diSCussion of the poUtics of sociaUsm is not our concern here. executives in the pubUc 

sector adopt an attitude towards competition and profit which does not reflect the 

government's Opinion concerning how the economy should operate. Such an attitude 

seriously stifles any initiative in the direction of innovation and restricts the 

consumer's choice in the market. 

Three of the ten firms which do not advertise stated that they encounter no 

dJ.fficulties in selling their products. The researcher found that their production level 

did not match existing demand. therefore advertising would be a waste of time and 

resources for if it did achieve an increase in demand their production capacity would 

not have been able to satisfy that demand. 

The low level of competition is regarded as the most important reason for not 

advertiSing a firm's products. This reason is only to be expected in an environment 

characterised by government intervention and control. Important restrictions remove 

any competiton between domestic and foreign products and also between firms 

prOViding a product covered by offiCial action of this kind. 

As we mentioned earlier. such legislation relieves the management of some firms 

from the need to take steps to compete with others. Accordingly. publlc firms benefit 

most from this Situation Since the public sector makes the greatest contribution to 

Iraq's economy (see chapter Four ). consequently. it may be reasonable to assume that 

the lowest level of competition exists between public firms rather than private firms. 

On the other 'hand, there is competition between the pr1vat~ and public sectors. 

particularly When the former 'are involved in making products which are subject to 
1m' ' 

port restriCtions. Thus the researcher believes that management attitudes and 

behaViour towards advertiSing are based on the view that this function is unneccessary 

and is not linked to the absence of competition. The government's new tartff policy 

reduces firm's adminIstrative obligations and encourages them not to compete with 
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each other in the market. and the researcher believes that this has contributed 

Ind1rectly to the neglect of advertising by many firms in both sectors. Four firms. 40% 

of the ten in the sample surveyed. have not undertaken advertiSing because in some 

cases an oligopoly or monopoly situation exists. 

Only two firms. 20% of the ten firms visited. mentioned that they did not advertise 

because they believed that advertising is unproductive. One of these two finns is in the 

public sector and is involved in export activities. It is one of those firms mentioned at ' 

the beginnJ.ng of this discussion whose productlon level did not match the level of 

demand in the market. Within such conditions. advertising is wasteful. in fact it 

represents an unnecessary e."Cpense if a firm advertises when there is no need to do so. 

Again. advertiSing may create a new demand which in turn makes it possible to 

increase supply to meet that demand. The other firm in this category is privately owned 

and the response given Simply reflected the management's attitude towards ad,,:ertiSing. 

Finally. two firms both in the public sector. believe that public finns should not seek to 

make profit as the government supports a SOCialist ideology. AgaIn. the government 

promotes an Arab fonn of SOCialism. based on Islam. but that rellgion does not prohibit 

making a profit. but this wrong interpretation Is used as an excuse for lack of effort and 

an absence of administrative initiatives which would allow their firms' business to be 

conducted on a Commercial basis. 

8.3.7 The Economy of Advertising: 

The literature on advertising and marketing is extenSive. including reports. text books. 

Journals. conference papers and speeches. all of which have been produced since the 

beglnnmg of the century. Hundreds of books have been written on advertislng between 

1900 and the present time. But little has been written about the economies of marketing 

In general and advertISIng In partIcular. The first book on thIs topIc was published in 

the 1920·s. Another was published by Julian si~ons in the 1970·s. 121 Therefore. the 
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researcher's investigation were restricted by the scarcity of literature relevant to this 

subject dUring his discussion. 

Generalisations concerning the economics of advertising and its implications are 

of a controverSial nature. and no finn decisions have been reached nor are there strong 

theoretical grounds on which to base conclusions drawn from empirical tests in this 

area. Even in developed economies. advertising has its problems as it does in 

developing economies. although these problems are not of the same kind due to a 

variety of reasons such as cultural. social and economic factors. But advertiSing has 

become an integral part of modem economic systems and without it. a country's 

economy may encounter even greater problems. It appears therefore. that no 

generalisation can be made concerning the extent to which advertising increases 

demand and consequently each piece of advertising must be examined thoroughly in 

order to evaluate and appraise its economic effect,122 

The issue we are talking about. namely the economics of advertising. now leads us to 

deal with different aspects of advertising in developing and developed economies. 

There are social-economic factors each of which It Is dUTicult to treat in Isolation. 

Brtefly. we have to conSider the nature of advertising, is it misleading or informative. 

or is advertiSing a means of manipulating a person against his will? Is it relevant or 

irrelevant to the economy? In other words. is it benefiCial or wasteful? Whatever views 

we have on these matters, we have to concentrate here on whatever relates to the . 
economic value of advertising. and then attempt to generalise as to whether advertising 

is advantageous or wasteful in the developing economies. In other words. we must 

conSider the effect of advertiSing on the society's economIc well-beIng. and on the 

overall economic system. In fact. it is difficult to evaluate the effect of advertising on 

the demand for specifl.c products or even on demand in general. 123 

Most writers on advertising believe that advertising has an effect. but find that is 

extremely difficult to quantify that effect. ThIs applies in advanced economIes. as 
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producers are unable to measure e.'tactly the effect of an advertising campaign on sales 

of their products despite their highly advanced methods of cost accounting. Since this 

Is the case in developed countries. it is c1earlylikely to be the case in developing 

countries where the cost accounting system is probably more primitive. so advertising 

in such countries may be regarded as superfluous. and a waste of money since the 

producers cannot measure the effect of advertising on sales. Nevertheless. it is 

generally accepted that advertising can stimulate the level of consumption. 

The above statement emphaSises that the influence of advertising is not uniform. It 

Varies according to the product advertised and the style of individuals advertisements. 

AdvertiSing may not create demand in itself. but it can stimulate existing demand. 

Therefore. to exert the strongest influence. advertiSing cannot operate alone but must be 

combined With other functions of the marketing mIX. For an advertisement to achieve 

the greatest impact. other factors should be favourable. These other environmental 

lnfluences are the nature of SOCiety itself. human behaviour. buying habits. the level of 

technology. the stage of development within an economy. and the conditions created by 

OffiCial legislation. 

Achieving consumer satisfaction and the recognition of wants and needs constitute 

the baSis on which marketing mL"( effort can be made more effective. Accordingly. there 

is no POSSibility of advertising influencing demand unless consumer satisfaction is 

prOVided. The need to adopt the marketing concept presents a problem for firms in both 

developing and developed econOmies. 

People encounter difficulties in achieving minimal living standards especially. 

when they are poor as they face important chOices relating to consumption decisions. 

Therefore their chOices can be affected by advertising. Accordingly. when products are 

advertised. it is essential that their true properties which may not be well know. should 

be PubliCised in such a way that differences between them and other products are made 

clear,124 Two aspects have to be conSidered. On the one hand. even basic wants can be 
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met in a variety of ways, on the other hand, the priority of wants may itself by altered, .. 

Psychological" wants, to use Galbraith's terminology, maybe substituted for physical 

ones. 125 All the above mentioned factors have a role to play in ensuring that 

advertising becomes more effiCient, but there is no mathematical formula which 

guarantees that a given amount spent on defining that X of sum of advertising wUl 

produce a particular number of sales in the market. In other words, advertising may 

increase demand at different levels. depending upon the circumstances under which a 

particular finn operates,126 

Soctal and economic variables combine with advertising to create stimuli which 

affect the nature of consumer wants, and the methods of satisfying them. and consumer . 

wants are in part formulated as a reaction to these stimuli. In any case. irrespective of 

the stage of development an economy has reached. advertising provides consumers With 

time utility. place utility. possession utUity and form Utility. by informing them that 

goods are available. when they are wanted. or Indicating where products may be 

obtained. It may enhance the goods in the minds of consumes by intimating a higher 

level of satisfaction. and/or by satisfying the human deSire for new products. In our 

diSCUSSion. we learned that some of these functions of advertising apply In developing 

Countries and it is appropriate to consider advertising with reference to our subject 

(namely food products) and the benefits or characteristics associated with each product 

such as easy-to-cook food for women at work. 

Consumer satisfacation Is obtained only when consumes believe that the product 

concerned prOVides such satisfaction and this is what the advertising message must 

help to bring about. Such a target Will only be achieved when values and attitudes are 

created in relation to the level of ,satisfaction claimed by an advertisement. The 

usefulness of a product becomes a reality when consumer values and attitudes are 

changed. and advertiSing is the part of the marketing mL'( by means of which producers 

or distributors take the initiative in an attempt to persuade consumers to purchase 
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their produce by convinC1ng them that the various utilities they require Will be 

obtained when that product Is bought. Thus. consumer satisfaction can be achieved 

through the efficient use of resources even in an economy of scarcity. a po1nt we 

dIScussed 1n greater detail in chapter three. 

KeyneSian economists believe that advertis1ng has a productive function to perform 

and that it is certainly not a wasteful too1. 127 For example. through effective 

advertiSing. it is POSSible to maximise employment. In this theory. when there is an 

envIronment of partIal employment. saving must be offset through new 1nvestment to 

contribute to increasing the level of employment. Advertls1ng can alleviate the level of 

unemployment In a number of ways. For example. people may be persuaded by 

advertising to 1ncrease their level of consumption. ThIs maybe achieved in the case of 

agricultural produce or canned food rather than other consumer products. Moreover 

the increasing level of consumption through the advertISing could have a further result. 

namely ensuring that advertising messages reach those who live in remote areas 

through thIs may be difficult in most devloping countries due to the lack of an effective 

communIcation network. and a major objective of advertIsIng Is to persuade large 

numbers of peopel to purchase products. By and large. thIs increases demand which 

will have an economic effect since production will increase and more Jobs will be 

created. Other econOmic results may stem from the above causes. When more peopel are 

kept informed. thIs may stimulate the desIre for further Innovations whIch. when 

IntrOduced. result in additional jobs beIng created and consequently extra incomes 
r . 
rom which the country's economy benefits. According to keynesIan theory. unused 

resources in the economy represent a loss to the nation. Resources must therefore be 

fUlly employed sInce income can then be generated to help the economy, and sInce 

advertiSing encourages effiCient use of resources. it should be regarded as a productive 

function. 
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The need for advertising in an environment where employment Is not Widely 

available has been explained. What is the status of advertising in conditions where full 

employment prevails? It was assumed. particularly where the level of employment is 

low. that advertiSing should be based on ethical considerations instead of being 

deceptive. Therefore. it might be and has been argued that in a full employment 

en~ironment. when there is a scarcity of resources and demand exceeds supply. any 

resources that are being used unporductively should be reallocated in an attempt to 

balance supply and demand. Thus advertising whIch serves to stimulate demand 

should be dispensed With and the resources previously devoted to it should be redirected 

to increasing supply. 128 Accordingly if a firm in a developed country should no longer 

pursue an aggressive campaign in the market when the level of competition Is high. its 

market share wUl suffer. The same situation exists in developIng economies such as 

Iraq where there Is competition between the private and public sectors. We learned 

from our study that the IraqI date industry faces strong competition in the foreign 

markets although Iraq is regarded as one of the world's leaders in this product. This is 

partly due to the lack of the aggreSSIve advertISing by the "DME". Thus as part of their 

future strategy. firms must increase the level of advertISing to avoid potential loss of 

the reputation they gaIned In the past through varIous marketing mixes. using 

advertising to ensure that they maintain the same level of demand and at least keep if 

not increase their market ~hare. To maIntain this target. marketing strategy. 

Including advertising. must in future be carefully planned and. such planning should 

certainly be continued during perIods of full employment as an Investment against 

future economic scarcity. 129 

In economic tenns. when the level of production increases. the cost of each unit Will 

be reduced as overall dIrect and indirect expenditure is distributed over a greater 

number of units. In this context. it can be argued that advertising results in a lowering 

of prodUCtion costs. therefore it helps to stimulate the required level of demand. Again. 
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although the effect of advertising on production costs are difficult to quantify 

successfully advertising contributes towards the expansion of the volume of sales and 

consequently reduces overhead and production costs. 130 With reference to the effect of 

advert1s1ng on demand and costs of production. we should keep in mind the influence of 

other factors such as the quality of the produce. pricing. personal selling and product 

characteristics. all of which contribute towards creating the required demand. These 

factors influence demand for agricultural food products. to a greater extent than for 

other consumer products such as high fashion clothing or automobiles. Also the 

overhead costs of prodUction may be reduced by spreading demand more evenly. For 

example if a firm dealing with a product for which there is a highly seasonal demand 

can extend demand for its product over a longer period of time. this wUl provide 

benefits by reducing warehouse cost and reducing the Size of plant that is required to 

meet highly peaked demand. When the price of each prodcued unit is low and the 

consumer therefore pays less. the profit margin on each unit is correspondingly low. 

but the expected increase in demand will increase overall profits. Accordingly. a saving 

resulting from reduced prodcution costs can be reinvested in the business. Irrespective 

of how such saVings are re-directed. the economy wUl benefit. consumers wUl be better 

orr and there wlll be an increase in the level of consumption all which encourges new 

investment. This is how resources should be employed effiCiently. irrespective of 

Whether or not these resources are In short supply and this appl1es in any economy 

Whether developed or underdeveloped. In fact consumer satisfaction w1ll be fully 

achieved only in an environment where the marketing concept is recognised and 

implemented. 

AdvertiSing in a competitive environment must be realistic and forecful to have a 

greater impact on the audience. Thus advertising must in such conditions encourage 

Consumers in the market place to buy the products of the firm concerned. In this 

context advertiSing 19 a tool used to compete in the marketing field. possibly to break an 
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announce a new product. in which case it is informative. this being the type of 

advertising use in the most developing countries. irrespective to the level of 

competition. In Iraq. as we have already pOinted out, the level of competition may be 

low between finns in the public sector but it does exist between public and private 

sectors firms. In this context advertising is not a barrier to an industry. on the 

contrary it can open the door for a new entrant. although when a particular industry or 

product establishes a high reputation. this creates a situation of monopoly in the 

market against products in a Similar category. Over a period of time. effective 

advertising can buUd up conSiderable goodwill towards a firm and its business. whereas 

neglect of advertising can lead to a decl1ne in the volume of business and a loss of good 

wUl.131 Thus advertiSing may promote business prosperity and development. In areas 

of bUSiness which are complicated. what matters is the quality. not the amount of 

advertiSing. and this is in keeping with the fact that there is no clear cut causal 

relationship between the amount of advertising and any resulting changes in demand. 

The quality of advertiSing is determined in relation to Us objectives and the methods of 

achieVing these objectives. by taking steps to expedite the consumer decision process. 

In other words. the purpose of advertising aimed at the target market is to gain product 

acceptance. 132 

The quality of an advertisement determines low effective it will be. It is not enough 

to Simply repeat the same type of advertisement. High quality advertising can lead to 

success in entering an established market for a particular brand and market share can 

then be increased through other elements of the marketing mL"t such as priCing. 

packaging. product quality or design modification. particularly with regard to 

consumer durables. Thus. the results achieved by advertising depend on the kind of 

industry and the prevalling economlc conditions. Advertising is more necessary when 

there is a casual relatlonship between the demand for and the price of a product which 

hOlds a strong POSition in the market. Advertising impedes the type of quick-acting 

Price competition that. for example. occurs in the costmeUcs industry where brand or 

qUality, not the price. is important. But when brand is not important to the consumer, 

t~len the commodity is price-sensitive and consequently advertising will be more 

effective. In general. firms that rely only on advertising. find it di1Ticult to maintain 
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the required level of demand for their products. whereas advertising combined with 

other factors. such as prtce competition. can make their business more successful in the 

market. In fact advertising Is most effective when it operates within the guide lines of 

eXisting norms and values. 133 In this context. achieving a balance between the 

different elements of the marketing mix is crucial for survival. 

Certainly. when advertising atrects elements of the economic environment. such as 

demand investment. consumption and so on. this has a general effect on the business 

cycle. With fluctuations in demand, advertiSing from many elements becomes 

increaSingly important as a means of regaining and maintaining or even increasing 

market share. Thus the effect of advertising is highest when demand IS greatest. When 

advertiSing encourages consumers to buy rather than to save, business life is re- . 

invigorated and the economy improves even in times of recession. In a study based on 

an analysis of overall advertising expenditure, the results suggest that advertising does 

in fact tend to increase consumption at the expense of saving. 134 Although the amount 

of advertiSing required durtng a recession is greater than that required in a peak 

economic period, the problems involved could be overcome by means of innovation, 

product development, and a creative and imaginative approach. These aspects were 

discussed earlier when we dealt with the question of marketing research in the firms 

visited. 

Innovation and product development are not only means of boosting the economy, 

they are also needed to enable advertising to build up an effective demand. In other 

Words. advertiSing should prOvide the audience with a positive message. Such a 

message should convey the characteristics of the products advertised In such a way as to 

distingUish it from others. It should also be a method of communication between 

producers and consumers so that when producers use this marketing tool, they should 

Identify the competitive advantages their products possess, which In turn results In 

Improvements to their products. When competing products sell at almost the same 

pr~~:, the aggreSsive advertising campa!6ner seeks improvements to provide additional 

adv3ntC'ges. When demand increases as a result of increased advertising, this again 

enc:urages innovation and research. When a firm beUeves that the volume of demand 

has been increased through advertising, this will be regarded as an incentive to improve ' 
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the product since the extra expenditure involved will soon be recovered. Moreover. 

when there is a considerable increase in demand. a firm may be able to introduce 

econOmies of sale which in turn enable it to reduce the price of it's products and become 

competitive. In other words. advertising can build up demand to such an extent that it 

encourages competition in the market place. ThIs beneClts consumers as they have a 

large range of products to choose from to suit their preferences and maximise their 

satisfaction. not only in terms of product availability but also in terms of quality. a 

factor whIch establishes the different reputations assigned to competing firms. The 

quality of a product differentiates It from others and can even withstand the 1mpact of a 

competitor's advertiSing campaign. 

The possession of competitive advantages enables producers to devise a strategy in 

order to meet public demand or attract a larger segment of consumers in order to 

maximIse their pi'ofits. This advantage is not appreCiated in developing countries 

where an advertising campaign cannot be addressed to the population as a whole. In 

fact. in such countries the latter's firms have no obvious advertising target. whereas 

efficient targeting of advertisements is practised in developing countries. 

Conclusion 

ThIs sub-chapter (2) was concerned with examining the pollcy of the firms vIsited 

towards advertiSing, and IdentifyIng the factors underlyIng these policIes, The 

researcher reViewed a range of advertiSing problems and analysed the obstacles which 

present a challenge in the Iraqi markets. He also discussed management attitudes and 

behaviour towards advertiSing in the firms Visited. 

In Iraq there 15 a state adv'!r.~ising agency responsible for preparing advertising 

messages. It is character1s~d by the inadequate level of its services and it is not very 

advanced technologically. This to some extent affects the impact of advertising 

messages in the market for the avaUab1l1ty of advertising media is limited and this 

frustrates advertiSing efforts in the market place. There are offiCial restrictions on the 

Use of these media. which are not fully utilised economically or commercially. despite 

their ~ t ' 
1"'0 ential benefit for both firms and the economy as a whole. This situation is 

exacerbated by management attitudes and behaviour towards advertISIng. MagazInes 

are regarded as the most useful. the television and newspapers comIng next. but the 

exploitation of radIo servIces for commercial purposes is prohIbited by the 
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government. The quality of television programmes in general is so poor that this 

particular medium is probably almost totally ineffective. Apart from magazines and 

the press (plus television if its standards can be improved). the cinema is a medium 

which is largely untapped. although it represents a potentially useful method of 

advertising which has a lot to offer as it is the most common means of entertainment 

for most Iraqi families after the television. Indeed it may be even more popular than 

televiSion. 

Over the last two decades. which have witnesses increasing government 

Intervention in the economy as a whole and the market in particular. little attention 

has been pal,;! to advertising. and it has had little effect. Those managers who do 

recognise advertising as important in terms of selling their product are not able to take 

full advantage of this function as advertising agenCies offer little services and are 

characterised by a lack of sxpecialist skills. This is true even of government agencIes. 
I 

The majority of the firms visited have little Interest in advertising. Some firms do not 

advertise at all. and managers' attitudes towards this marketing element do not 

correlate with advertising practice. Most firms visited concentrated on sales 

promOtion in their promotional mix and most of them took part in local or foreign 

fairs supported by government. the aim being to improve the image of Iraqi industry on 

the one hand and on the other to obtain commercial contracts for some products. 

In all cases. firms set their advertising budget in an arbitrary way. The amount 

involved is small and tends to fluctuate widely from year to year. Few firms advertise 

to improve sales. Most of them only advertise when a new product is being launched. 

Firms Whlch participate in exhibitions generally do so In an attempt to improve the 

image of the product. 

Advertising is needed even In a planned economy. Its facilities bridge a gap between 

people and products and this has become a necessary aspect of modern life. To achieve 

Continued success. modem manufacturing needs communication with the public and 

advertiSing undei:i:.ll~,~S this role. Methods of advertising in Iraq have so far been 

unable to provide the incentives and rewards which the present economy requires In 

order to function more effiCiently. The "non-profit" motive is pervasive and needs to be 

:'evlsed. It is important to realise that negl~ct!ng advertising would not present a new 

saving for individual companies. or Cor the economy as a whole. 



IncreaSing sales volume is the basic objective of advertising by most finns, and 

advertising is informative rather than persuasive. Not surprisingly, there is no budget 

specifically devoted to executing an advertising campaign by either private firms or 

flnns in the public sector, apart from thos involved in export actMUes. Consequently, 

the amount spent on this function is determined by a rule-of-thumb method. 

Advertising plays a vital role in the economy. This fact is recognised in developed 

economies Whereas it is largely ignored in developing economies. It has a positive and 

strong effect. The need for advertising stems from the imperfect competition prevailing 

in the market, as there is no need for this element of the marketing mix in a situation 

where competition exists. and thus advertisIng is used by firms to stimulate demand. 

But for advertising to be effective, demand must exist even if it is latent. Advertising is 

not the only function which has the power to stimulate demand but it can be combined 

with other Socio-economic factors. all of which exert various environmental 

influences. Used thus, advertiSing can be more effiCient as a means of stimulating 

purchases. 

AdvertiSing may be informative by telling the consumer when, where, and how. to 

find the products. and it can be creative when consumers believe that the advertised 

product will satisfy their needs and wants, and thereby persuade them to buy a 

partIcular product. This happens when the pattern of production Is changed to suIt 

consumers and maximise their satisfaction. Therefore, advertIsIng is essential as a 

means of boosting the economy. whether the environment is one of hig~ or low 

employment. In the fonner case, advertising may spark the economIc machIne by 

enCouraging people to purchase by stimulating their desire. For advertising to e.xert an 

aCCumulative effect over a perIod of time, taking Into account the fluctuations which 

may occur in a given economy, it is essential that. whether the economy under 

conSIderation is characterised by a hIgh or low level of employment, advertising 

campaigns should be conducted on a continuous basIs. 
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The general attitude adopted by economists is In favour of advertising. and this 

element of the marketing mix is regarded basically as a necessary part of the economic 

process. Since it performs an economic function for producer and also afl'ects economic 

decisions made by consumers. it is an Integral part of the economic system. This means 

that the importance of advertising should be assessed together with that of other social 

and economiC factors. When the sales volume Increases during or after an advertising 

campaign. advertising clearly has a positive impact which is reflected In the increasing 

in sales revenue recorded in a firm's annual report. The extent to which sales increase 

in a given year represents the economic value of advertising. although it Is not an easy 

task to determine precisely the value of such advertising in quantitative terms and 

measuring the effect of advertising throughout the whole economy Is naturally 

dUllcult. It is likely that the effect of advertising on the final annual report may not be 

capable of accurate assessment. but other appropriate factors may be taken Into 

conSideration for this purpose such as the role of new product development. the impact 

of distribution costs. or the effect caused by the business cycle and so on. The problem is 

that there is a marked lack of hard evidence relating to the impact of advertising on any 

economy. Thus. even in developing countries. detailed research Is required in order to 

establish how consumer tastes are formed. and to enable a researcher to demonstrate 

exactly the effects of advertising on the economy. 

Finally. respondents regarded this tool as an expenditure to be taken In the short 

run to provide an urgent solution to a particular marketing problem. For example. 

advertiSing by such firms in Iraq is used mainly to inform the consumer that a 

particular product is being introduced to the marked. therefore making It impossible to 

gain any long-term benefit from advertising on account of its temporary nature. 

Therefore. management tends to publ1cIse mainly for information purposes rather 

than promOting the commerCial image of the firm. Firms in the sample which carry 

out promotional activities are not motivated by purely commercial reasons: social and 
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political purposes are involved. By and large, these finns wish to give a good 

impression both to the public and to the government officials with whom they do 

business. They do not advertise in accordance with seasonal occasions or to promote a 

particular product image. Their aim 1s to publ1cise their own performance and to 

emphasise their finn's importance to the national economy. 

These are advertiSing characteristics which undermine its advantages and can have 

an adverse effect on a particular advertising campaign. But on the other hand, when the 

media are used to draw attention to social and cultural factors in Iraq a firm may be 

better off in the long run. 
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8.4 The Economics of Packaging 

Introduction 

Packaging is that part of product planning and development related to the design of a 

product's container or wrapper, whose purpose is both to protect the item and enhance 

the value It presents to the consumer. In a vast number of consumer goods, packaging is 

critically important to the buyer's recognition of the product. This Is true of certain 

food items. l35 The above definition sets out the group of activities associated with 

deSigning and producing the product container. 

By USing a particular desIgn, a firm's management may Increase profit potential. 

Basically packaging Incorporates four functions - protection, economy, convenience, 

and promotion. Two of these functions (namely, economy and promotion) are more 

relevant to our discussion, although the other two functions contribute to the product's 

potential. With regard to economy, unfortunately most of the manufacturers in Iraq, as 

we shall see later, regard the package primarily as an expense item, without any 

redeeming marketing features. This emphasis on cost, rather than on other elements, 

has retarded the development of the package as a marketing tool and generally results 

in packagIng that is shoddy, unattractive, and inconvenIent to use. ThIs is seen 

particularly in the vegetable oil Industry in the publlc sector. The blister pack, for 

example, protects the product, and Is also economical, but it is extremely dl.ffi.cult to 

open. 

Promotion is another function that requires emphasis, and packaging in the 

marketing mix, together with labelling and branding, distinguishes a particular 

product from a competitor in'the market place. l36 Here, the package has a pOSitive 

value in enhanCing the brand's appeal through the use of colour, illustrations and 

typography, as well as providing a description of the products features, recipes and 

service suggestions. A good package, of course, is one that performs all these functions 

together with the maximum effect always subject to the constraints imposed on each of 
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these aspects. In commercial business operations. the economics of packaging has 

developed and this is now fully recognised. For a finn. major considerations are how to 

attract its consumers at the lowest cost. and how to design a container that makes the 

product easier to use. and attention to these aspects has been found mostly in the food 

products market. A consumer may think in terms of using the package later for 

another purpose which means that packages perform a dual function for the customer 

in that they protect the produce and. thereafter can be used in other ways. a package can 

be designed so that it can ,act as an attractive dispenser in the home. on the dining table 

for fOod products. and in the bedroom or bathroom for toiletries and faCial tissues. A 

package. therefore. may attract a consumer who Is prepared to pay more. even where the 

increase in price exceeds the additional production cost involved Just to obtain that 

particular package. 

Packaging costs are a major marketing expenditure. The lack of attention to it Is 

Partially attributed to the tendency of classifying the package cost as a product cost. so 

that it is seldom isolated in the way that expenditure on advertising and promotion 

are.137 Therefore. packaging has become an important means of avoiding wastage 

whilst eaSing transportation and increasing the period over which the product can be 

consumed. The function of packaglng is a focal point for improvements in both supply 

and distribution channels. It performs the functions of protection and containment. 

In the World's trade. competition became the heart of business success and this 

phenomenon applies in the consumer. and industrial manufactUring markets. . This 

obViously applies in the developed economies. whereas competition has less effect in 

the develOPing economy's market place partly due to the dominance of a seller's market 

rather than a buyer's market. yet competition seems an inevitable phenomenon in the 

developing economies. This is inevitable in the latter's economies when consumers 

begin appreclatIng this marketing mi"( and are prepared to pay for it, Competition may 

take place between the private sector and the public sector. In Iraq for example. the 
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seller's market partly will convert to a buyer's market. because government 

intervention, particularly increased in later years. has created a healthy market 

enVironment whtch did not exist there before. Because of an unbalanced form of 

competition, this could pOSSibly cause the eventual el1nlnation of an· effictent 

manufacturer With the combined establishment of a monopoly situation of a market 

for the less efficient producers. 

The paradOxical understanding is that competition is at once a barrier and an 

opportunity of entertng a market. On one side, success in marketing largely depends on 

the skUI of a producer or a firm and their success in developing competitive advantages. 

On the other hand, the failure in marketing by the same token is the result of a 

competitor's superior performance. 

This sub-chapter examines the economics of packaging. it considers what generally 

are the purposes of good packagIng and with particular reference to Iraq. why it can be 

problematic. It seeks to put forward the argument that the marketing of agricultural 

products, partIcularly the perishables such as fruIt, vegetables, and dates. would be 

more effective with better packaging. But with the previous discussion conSIdering 

marketing as a secondary problem, or as a problem of dIstrIbution and short of 

diScounts. little attention is paid to the importance of promotional activities in general 

of which packaging is one mix in the process of marketing. Therefore it Is to be expected 

that packaging has little importance in Iraqi marketing practices. Thus the follOWing 

analYSis intends to discuss aspects of the few packaging activities in the food industry. 

The environmental effect will be gIven attention in the discussion. The following 

aspects of thIs marketing mix will be discussed: 1. PackagIng in Iraq: 2. Factors 

lmpeding packaging usage: 3. The economy of packaging: 4. Packaging and marketing 

potential. 
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8.4.1 Packaging In Iraq 

In general. the improvement in packaging methods enhances the attractiveness and 

hence the market ability of agricultural produce. thus a packaging programme is the 

production of a package which satisfies the needs of consumers. distributors. 

wholesalers and retailers and the product itself. and at the same time. meets technical 

and the legal requirements. 

The packaging of goods in Iraq historically is not Just a recent phenomenon. Its 

development has appeared obviously only since the beg1nn1ng of industrialisation in 

Iraq in 1963. However. it is primitive. but the volume of packaging increased. and not 

In quaUty. as it became an important factor in business marketing practices. This low 

qualIty of packaging is a factor whIch many feel has contributed to the deterioration of 

some products' images. like dates and syrup (Dates Marketing Organisation. Annual 

Report. 1982). The government has increased its intervention In the dUTerent aspects of 

the economy. With such interference. the regulation of packaging for the consumer and 

the industrial products has taken two dimensIons. Firstly. and Obviously because of 
, 

IndustrIaUsation. we have Increases in the volume of products that must be packed. and 

secondly. we have the definition of the regulations and specification of the package 

characteristic or packaging process. The second factor becomes crucIal due to the 

mixture of Iraqi trade with foreign trade. Accordingly. packaging is different in size 

and variety associated with industrial output and the increase of Iraqi foreign trade. a 

phenomenon mentioned in Chapter One. Nowadays. almost all the new industrial 

products are under packaging regulations. However. from our discussion from Chapter 

Seven. there is still a large category of goods sold without packagIng. Farmers sell their 

agricultural food products without packaging and in bulk quantities and so to 

middlemen. the products reaches the market place. 'On their SIde. wholesalers have to 

diVIde bUlk deliveries into smaller quantities. preparIng them for retailers' 

requirements (in terms of Size. weight. etc.).' Even retailers may use their initiative to 

break them into larger and smaller sizes as a means of price manipulation and 
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benefits. What we have to say here is that the process of packaging agricultural products 

occur at the selling points and is usually done by hand. Other food products such as 

sugar. tea, salts. coffee. etc .• have the tendency to be sold In packs of different sizes in 

the consumption areas. The packaging of agricultural produce goes further by taking 

Into a account another shapte of packaging, namely. canning and freezing. particularly 

of fruit and vegetables in the expanding food processing industries. Also. and In the 

context of packagIng other consumer products, there Is the tendency to package ready­

made garments such as shirts. curtains. and sheets in the clothing Industries which are 

usually sold In the urban areas. In general. the percentage of packed output to the GNP 

is still very small taking into account that the situation differs between industries. 

The appUcation of adopting and practicing the marketing mix components reflects 

to a large extent. the economic conditions and level of development in the busIness 

enVironment. Until the present time. the offiCial attttude to advertIsing and marketing 

research has not encouraged these practices In the busIness environment. In addition. 

packaging directly rather than other component mixes In a country. reflects the general 

economic conditions. When four million are living in rural areas, therefore. the vast 

majOrIty of the population does not appreciate the effects of packaging. they only look 

at the products' prices. Although the increase of income level encourages people to pay 

for packaging, but with such conditions their buying Is on the basIs of hand to mouth 

habIts. From a packagIng policy poInt of vIew. therefore. the market Is dlvlded into a 

huge number of smaller segments and this makes the packaging process more difficult. 

To pack products In Sizes that are convenient and suit a wide range of market segments 

Will be more costly. Also for the consumers and the producers. packaging seems to them 

a cost that is not necessary. When packaging Is left to be done at the selling point it 

reflects the fact that labour costs are less than that of capital. Wholesalers for example. 

in market places. do packing by human efforts by themselves, rather than produceres 

manually. whereas the latter may need mechanical efforts. 
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As we shall see later in this sub-chapter. packaging costs are regarded in Iraq as a 

complementery component for production rather than a promotional concept applied 

by most bUSinesses in the developed economies. The survey does not allow us to obtain 

details of data on the packaging costs for di1Terent products because the management of 

the firms Visited have not been encouraged to think in these terms. We are thus unable 

to assess the significance and importance of packing as a mix component in the 

marketing process. But the following discussion and the findings of this survey Will 

hJghlJght the practice in relation to the packaging problem. 

The Uttle attention given to marketing by the economic planners or by executives. 

reveals the little attention for packaging as practiced or planned to fulfil promotional 

purposes in the marketing strategy. In fact. packaging is a component of the production 

process. The follOWing diSCUSsion may explain why such situation exists. 

Relevant to our subject is the fact that agricultural products are not stable and (in 

conditions of scarCity) products are often not enough to meet demand. Therefore the 

product is already sold before packing and packing the products thereafter is Just to 

collect the produce and protect at lower costs. As far as packaging done by wholesalers 

at the selling pOint. this is not a rational aspect for consumer buying behaviour. This 

aspect exists in most developing countries where scarcity conditions exist. 

In the developing economies with scarCity and a seller's market rather than a 

buyer's market there are production shortages and hence the packaging process Is not 

recognised as a component of the marketing mix. In other words. packaging is not 

deSigned for product promotion but for di1Terent purposes. Again this fact stems from 

the Unfavourable attitudes towards marketing and consequently to the role of 

packaging. The lack ofmarkeUng research to assess buying behaViour. attitudes. wants 

and needs on one side with the high cost of packaging materials all these lead to a 

neglect of packaging as a promotional means and therefore restrict the producers' 

deSire if it eXists. But the situation in Iraq is to some extent different. although a 
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simUarity does exist. The similarity which comes from the lack of appropriate 

marketing research also exists In the business domestic environment. In fact, evidence 

in the previous dIscussion is a Witness for such a lack at official levels and in both 

pubUc and pnvate sectors. Thus the researcher believes that producers' reluctance to 

use thIs marketing mix as a tool of promotion as well as much as hIs lack of a 

COmmerCIal-minded attitude, is behind such neglect. The basis for such beliefs is the 

existence of a glut of packaging raw materials whIch makes packaging relatively cheap. 

This comparative advantage is seen through our discussIon of the case studIes, but less 

attention Is given to develop these natural resources so that firms can use it on a 

commercial basis. 

Again, laws and legislation may be another factor contributing to the neglect of the 

Importance of packaging. This legislation usually specifies the related aspects and 

characterist1cs of the product, so the business management is unable to change or to 

deviate from these characteristics. For example, the packaging of dates is supervised on 

an OffiCial level and moreover, legislat10n asks producers to use particular packing 

techniques. This may be a factor in l1mItIng the use of this marketing mlX as a 

promotional tool for market1ng. Moreover, unscrupulous producers may pack the bad 

and the good quality together which destroys the products image over a period of time. 

In many cases packagIng is a promotional tool particularly in the food industry and 

other consumder products. The date industry is an example. Despite the long run 

establishment of this industry in Iraq, it is not highly competitive due to an 

environment of scarcity. 

With reference to managerial attitudes on both offiCial and firmS level, such offiCial 

Intervention Is actually deSigned for purposes other than promotional ones. The 

OffiCial argument for such intervention was justified In a manner which is 

unaCCeptable. Firstly, such interference is justified by saying that governni'ent 

Supervision is to prevent the misuse of packaging on the producers side, as packaging is 
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regarded as a protection only for the product, but witnesses from the developing 

economies stressed that product protection is not necessarily for packaging alone. In 

fact other measures could be used which are outwith out study area. Secondly through 

State intervention, control wUl be achieved on supply and demand of the packaging raw 

materials. Although this may be true in a planned economy, or at the beg1nn1ng of the 

development process in the developing nations. such Justification is also unacceptable, 

taking into account the Iraqi environment. Iraq IS a comparatively rich country so 

there are no shortages of packaging raw material such as paper, wood, mats, etc., for 

even 1fthey have to be bought from abro~d, Iraq is able to pay. 

With reference to the economics. of packaging in the weak type of economy 

prevaUing in developing countries, the raw material for packaging may be aVailable 

locally and a finn can use that comparative advantage and benefit the economy as well 

by encouraging the development of a local packaging industry. In Iraq many ideas exist 

for using materials derived from palms to create a potentially prosperous packaging 

industry. In Iraq the contribution made by packaging firms to the food industry in 

particular is inadequate. The researcher's opinion is that With good management, the 

packaging industry can be well organised to contribute effectively in this sector of the 

industry. This Opinion is based on evidence that a supply of appropriate raw materials 

Is avaUable In Iraq. Palm trees, estimated at a total of about 22 mUllan, represent an 

almost Unlimited source of suitable raw materials. Bagasse from the sugar industry 

prOvIdes another Source. 011 and petrochemical products are natural sources on which 

a flOUrishing plasUcs industry could be established. All these resources would 

definitely prOvide a means of reducIng the cost of package production and would 

accelerate the growth of a packaging Industry, developed through the use of local 

materials. An estabUshed industry such as the glass industry is largely ignored despite 

its potential usefulness and the benefits it might provide to develop and utilise these 

sources on a competitive basis. For other developing economies the shortage of these 
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materials may impose a restriction on the production level even with the existence of 

additional capacity. Therefore such reasons will exacerbate the problem of product 

shortages In the market and perpetuate the existence of seller's markets. Therefore, 

although the government intervention will regulate the supply and demand of 

packaging raw materials, it might be at the expense of production. 

As the prices of raw materials are going up for all industries, such Increases In 

packaging raw materials put impositions on the producers in developing economies. 

Thls causes little attention to be paid to packaging. For these nations, government 

intervention may help in reducing the material prices through subsidies and such 

action seems to be necessary to ensure the level of high quality material as the latter 

prevents products deteriorating. But again, the effect of such subSidies is low for a 

particular category of Industry and consequently there Is little effect of such subsidies 

on the larger scale industry and the economy.138 Therefore, the low quality level of 

packaging used by the producers has a causal effect on marketing, consequently. the 

increaSing costs of packaging will contribute to higher costs and prices. Although the 

producer may pass such increasirig costs of packaging on to the consumers. the 

consumer w1l1 suffer. particularly the poor. as high packaging quality Is not 

appreciated. Thus a reduction of packaging costs is the in1t1aUve which should be taken 

to keep prices down with no effect as far as the packaging cost Is concerned. Our 

diSCUSSion in Chapter Six concerning the pricing mechanism in the market place 

showed that the primitive system contributed to the neglect of consumer satisfaction 

and concentration of profit achievement and in agricultural produce. for example. the 

low inCidence of attention to packaging.. Again we recall the fact that the authOrity did 

not allow Prices to be changed by firms for political and economical purposes. 

consequently producers were not authOrised to increase the prices of their produce 

because of increaSing packaging costs as. for example. the food Industry. The only 

alternative for the producer is to manoeuvre through other mixes which in this context 
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adversely affects packaging costs or even the products quality. Through our discussion 

on the advertising and marketing research budgets evidence we suggested that the high 

profits by finns in the public sector are achieved. despite their low performance 

concerning consumers satisfactions. wants and needs. The tendency in these 

bUSinesses is to reduce what Is thought to be of secondary importance in the marketing 

mix, such as packaging. promotion. or research. These steps were taken by these finns 

and succeeded because of the environment of scarCity. and the prevalence of a seller's 

rather than a buyer's market. Such efforts in turn will cause a failure in the firm's 

perfonnance in a competitive environment. Not surprisingly. this atUtude continued 

because of the managements' production-orientated. rather than marketing-Oriented 

atUtude. In such an environment. in other words. business regarded packagIng and 

other marketing mi.", components as unneccessary costs. whIch were not adopted as 

promoUonal tools to increase sales volume and profit. 

In fact. such mixes were used as a subsidiary element for achieving higher profits 

Irrespective of the sales volume or performance in the market. 

In Chapter 3 through our discussion of the agricultural marketing problems, we 

mentioned that wastage due to shortages of packaging facilities in the Middle. East 

Countries is about 25-30% of the agrIcultural product. More than 20% of wastage in 

agricultural produce In Iraq Is due to improper packaging and handling of the produce. 

In addItion. part of the backward marketing of dates In foreIgn markets Is due to the 

back packagIng which badly' affects the image and the country's export 

competitiveness. In fact, the inadequate packaging facilities are a witness to the 

backwardness of marketing agricultural produce in the domestic market. Poor 

packaging appears In two out of three of our case studies, namely. the marketing of 

dates and fruit and vegetables. 

The above discussion reveals that these regulations concern packaging as 

protection for what is sold rather than selling what the pack protects. In other words, 
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this legislation by the authOrity of regulating packaging was to produce quality 

presexves. In this context. as we stated before. packaging is part of the production and 

selling policy and Within this policy is the contribution of packaging to marketlng. 

rather than regardlng this part of the marketing mix as a promotional tool. By and 

large. planning and regulation of packaging offiCially and manufacturers attitudes. 

indicate that adopting packaging as a promotional tool hardly exists in the food 

industry in Iraq in general or in agricultural produce in particular. In the advanced 

economies. packaging is crUCially compatible with other functions such as . 
transportation and storage. In other words. management's attitude in these economies 

is to consider seriously the relationship between the cost of the three elements (namely, 

the packagIng cost on one hand and the cost of transportation and storage on the other 

hand). 

The idea Of attracting consumers is new to the Iraqi food industry. Executives in the 

firms SUlVeyed preferred to concentrate on providing pr~duce at a reasonable price 

rather than conSidering attractive packaging. ThIs behaviour is compatible with the 

general attitude of the public whose members do not pay much attention to packaging. 

However. educated people appreCiate products presented attractively. using modern 

packaging techniques. In general. there is a new trend in Iraq towards appreciating the 

advantages of an appropriate package for food products. protecting them against 

SpOilage. and people are prepared to pay for it. But the Iraql manager does not appear 

to have recognised as yet the full economic implications of packaging. It is being 

introduced at a very slow rate. Analysis of the difference between packaging in 

develOPing and developed countries shows that the fonner pays excessive attention to 

the prodUction process. arguing that dUTerences arise purely because of economies of 

SCale. 

Another important factor to conSider Is that packaging for Western markets has 

become part of the total production process rather than an isolated operation. as tends 
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to be the case in Iraq. The package has to suit the machine rather than vice versa. Iraqi 

machinery. not Surprisingly. tends to be obsolete and not geared to high speeds of 

operation. Collaboration between product and package manufacturers Is therefore 

needed. but Iraq lags behind in this also. 

The economies of bulk handling and transportation also receive inadequate 

attention by firms. Over a number of years. packaging engineers have grappled With the 

problem of protecting despatches against shock. vibration. mOisture. extremes in 

temperature. pressure and so on. The difficulties attached to securing packaging and 

handling machinery at reasonable cost and within a reasonable time are great and 

unquestionably impede the development of economic and scientific packaging in Iraq. 

There is no important future for modem packaging in Iraq unless medium-speed 

ruling, clOSing and handling machines become indigenously available at reasonable 

prIces. In fact, demand may be increased by encouraging consumers to buy more by 

satisfying the latent demand or by at least keeping demand at the present level. 

8.4.2 Factors Affecting the Growth of Standardlsed Packaglng 

The packagtng industry has flourished in the developed economies and the attention 

focussed Increased the use of packaging as a marketing tool for selling. The flOurishing 

of this industry in the developed economy has its effect in the upsurge of the 

Supermarkets and self-service facUltIes. Therefore this marketing tool as part of the 

marketing mix was regarded as a factor encouragtng consumers to buy by bringtng 

products to their attention. Such non-price features have been increased In these 

nations, encouraged by the increaSing level of that nation's per capita income. and 

packaging in lteselfbecomes a tool for such concept of qual1ty.139 

In the advanced economy the trend for packaging effect was considerably Increased. 

moreover, such marketing mix tools are used to differentiate a partIcular product from 

those of other producers. Thus. packagtng was used to dIstinguish a manufacturer's 
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procude in the enVironment of competition. Moreover. health legislation in some 

countries contributed to the growth of packaging. and producers in these nations have 

responded POSitively to packaging as a promotional aspect in these environments. 140 

Whereas in most developing countries. little attention Is paid to this function. 

consequently little attention has been paid to packaging importance in Iraq by firms in 

their marketing strategy. 

The low level of per capita income may be indirectly a reason contributing to the 

backwardness of packaging importance in the developing countries. The low level of a 

person's income encourages him to buy in small quantities. unwilling to pay the extra 

cost of packagmg differentiation. Marketing infrastructure as part of the economic 

environment. has its effect on packaging as well as being a determlnent of buying 

habits. People who live in an area With good transport facilities may be willing to buy 

in small quantities rather than those who live in remote areas where they must buy in 

larger quantities to avoid the additional cost of travelUng to get their requirements of 

food .. This is obvious in the behaviour of people livmg in the rural areas when they 

shop on a ;"eekly basis. Also people at the end of each month. when they are running out 

of money. Usually buy in small quantities. This is true for most of the Iraqi families 

when 75% of workers are government offiCials. Generaly speaking. social and 

economic variables have their effect in buying power and habits. thus firms should 

adapt to these environments in developing countries to maximise consumer 

satisfaction, and for people's welfare and social responsibility. 

The above problems (namely. low income and buying habits). were not mentioned 

by any of the firms Visited. Factors conSidered to impede the use of packaging are shown 

in Table 29. Since this part of the industry is so neglected, the food industry firms are 

not suffiCiently Interested and pay no attention to this element of the marketing mix. 

so that their activities in the field of packaging or packagmg design are limited. Of the 

firms ViSited, only six firms. 20%. out of thirty during the course of this study. 
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Table 29 

Factors Impeding The Use of Packaging 

Kin.d oj Barrier No oJ % FTrms Status Span oj ActiJ.Jftfes 

Firms Public Private Export Non Export 

Lack of InfonnaUon 6 20.0 4 2 4 2 

(on packing) 

Financial Sources 2 0.07 . 2 - 2 

(Lack of Finance) 

• 
Long DIstribution 5 17.0 3 2 4 1 

Channels 

Lack of skills of 1 0.03 1 . 1 . 
Packaging 

Low level of . . . - - . 
Purchasing power 

And Buyers Demand. 
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incUcated that they undertake any kind of research tnto packagtng. Four oC them are 

engaged tn export actiVites. while two only engaged in domestic activities. stated that 

they were even aware of the concept. Thus the primary judgement is that inConnation 

With regard to packaging is very limited. In the growtng body of Uterature devoted to 

economic development in Iraq. attention is devoted exclusively to the problems oC 

tncreasing production in the industrialised sector.l41 

All of the firms Visited emphasised that the major obstacle facing them is lack of 

information about the consumer. Shopping habits often reinforce income constraints 

on packaging Size. Daily shopping is the nonnal habit for the Iraqi family in urban 

areas. and tncomes tend to be hIgher. familIes larger. and mobility unrestricted. In 

this case, the demand for smaller packages is greater than in the suburbs or the rural 

areas. Iraq marketeers should take such environmental considerations into account 

and adjust their methods oCproduction accordingly. 

Another reason which existed in most private sector fInns revealed that limited 

financial resources are the main obstacle in them differentiating their, products 

through packaging. Two finns out of sL'C stressed this statement. This fact. With other 

elements mentioned in other places such as risk, uncertaInty, and the small size of the 

market. may encourage them to practice such attempts in their business to avoid the 

POSSibility of unsold products. But on the other sIde of the coIn. consumers appreciated 

Such developments in developing countries. In Iraq. the growth of women's 

employment, IncreaSing leisure time. increasing of dIsposable and dIscretionary 

income, the trend to increase supermarkets through government intervention. and 

people's mobilIty in shopping in congested citles. represent an indication that the 

importance of packaging will be increased as people wlll appreCiate the importance of 

packagIng and be Willing to pay for it. ThIs gap between the new and the old is a matter 

of tlme, and the IncreaSing level of education wlll reduce thIs gap and thIs wlll have its 

effect in im ' 
proving the marketing system. Therefore. the effects of packaging as a 
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marketing technique will be increased in Iraq in particular and finns should be aware 

of the quality or services presented to the consumer to ensure its success. 

Respondents gave other reasons why packaging is problematic. Five firms out or six 

stated that distribution channels are long and slow, involving many middlemen and 

poor methods of transport. In some cases, a lack of organisation and supervision of 

loading and unloading operations means that the despatch of goods is a lengthy 

process. Thus, most products require more durable forms of packaging than they would 

otherwtse need. packaging which would increase costs to the producer and prices to the 

consumer. but only in the short term. Only one finn from the public sector which is 

involved in export activities admitted to lacking the skills necessary for package 

development. But thIs is probably because they did not fully appreCiate the amount of 

information required regarding when packaging should be used. in what fonn, and to 

what purpose. i.e. to what socia-economic bracket it Is appeal1ng. 142 TechnIcal staff 

also tend to lack the necessary skills. Products are frequently returned to companies. 

the most common complaints being that they are underweight, tins are sometimes 

cracked and leak water which leads to rust and lids have been insecurely fast~ned. 

However, this is to some extent due to poor quality machinery. 

. The conclusion from the above discussion reveals that finns pay little attention to 

packaging and It Is mostly poor quality. This phenomenon exists especially in 

vegetable 011 firms. canning food~ and dairy products. where carelessness and dullness 

are abviously seen. Containers did not tie adequately and workers treated tins 

carelessly, handling them toughly so contributing to the deterioration of the produce. 

The researcher found that such damage in these firms Is about 200A> of the total produce. 

Therefore this percentage is wasted due to improper packaging. One may easUy imagine 

a container leaking in a store where detergent materials or even agricultural raw 

matenals are stored under one roof. Moreover, improper packaging has considerably 
alIi . 

ected other export foods in the foreign market, such as dates. 

The researcher believes that attention should be given to the improvement of the 

packaging industry in Iraq. This will contribute to a reduction in packaging costs 

particularly Where packaging materials exist from natural resources such as date 

palms and petrochemical stuffs. Research in this field will enhance the image of food 
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in both local or foreign markets. The size of containers. their colours. and weight must 

be considered. to improve thIs aspect of the Iraqi food industry. This direction will 

enhance the adoption of marketing concepts and marketing orientation. where 

emphasis is badly needed. 

8.4.3 The Economy of Packaging 

Packaging may be defined as the general group of activities in product planning which 

involves designing and producing the container or wrapper of a product. 143 The 

traditional purpose of packaging according to this definition. is protection and 

economy. A third objective of packaging is convenience. including size and or/ease. 

and involves a greater consideration of the consumer. 144 Packaging has become a key 
. . 

concept in marketing today. This process implies decision-making according to the 

needs of each product. Protection from severe heat and hUmidity is important for the 

food Industry in countries such as those in the Middle E~st. Other factors such as 

proteCtion from damage. and hence a reduction in loss due to damage. and consumer 

convenience. can be exploited as part of an advertising campaign. 

Most firms producing consumer goods recognise the economics of packaging. This 

Is particularly true for food manufacturers. Since agricultural products are 

characterised by their seasonality and perishability and so are likely to benefit greatly 

from this process. Packaging is nevertheless a neglected area within the production 

precess in Iraq. as in most developing countries. In Iraq. for example. the function of 

packaging is linked more closely to production departments than to research' and 

technical departments. Packaging is regarded as the end of the production process and 

as complementary to production. rather than consumption orientation. The 

economies of developing countries tend to be production-oriented. Most business 

organisations. both in the private and in the public sector have a high degree of 

centralisation., Thus there is little concern for the market and how it wants and needs 

afi'ect the decisions of the organisation and there is a tendency to forget that demand 

exceeds Supply. Therefore. the major obstacle to the use of packaging among market 

researchers in the emerging countries is the attitude towards marketing. namely. that it 

Is a mechanistic process involving functions such as transportation. storage and 

exchange. 145 
. The fundamental requirement for success in the packaging field. 
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especially in the West. is the existence of competition, which has a huge influence on 

pricing. Where there are many supplIers of one type of goods or services, they wUl 

compete With regards to price (seeking to reduce costs) and customers service facUities. 

But this exists only in consumer-orientated markets. In most developing countries 

which are production-Orientated. firms are very often large and well-established. 

Packaging therefore tends to be neglected. In advanced economies. packaging is an 

economic operation based on volume. Economies of scale are a prerequisite for success 

in any mass production. consumer goods industry. A small saving per unit becomes a 

substantial economy in terms of total output. For Iraqi producers. the net saving would 

appear to be too small. insufficIent to warrant the extra capital expenditure and riSks 

attached to packaging. A risk is involved because innovation requires testing facUities 

which are very rare in Iraq. 

One Who COmmitted himself to define the economics and value of packaging for the 

food Industry in general has no easy task &'S' faJ as packaging is a component of the 

marketing mix which has an important eifect in the role of marketing. In the following 

disCUSSion. the researcher will confine himself to the economics of packaging from the 

manufacturer's point of view. considering product differentiation and market 
I 

segmentation. Packaging from the point of view of the channel of distribution wUl also 

be diSCussed and finally packaging from the consumers' point of view, through product 

~~onnat1on, its convenience, and its value to the consumer. The researcher hopes that 

these main aspects will reflect the aim of this section. although certain aspects have 

had to be Omitted. 

8.4.3.1 Manufacture and Packaging 

In the advanced economies in the manufacturing of both industrial and consumer 

products competition has become Inevitabie.· Fierce competition between producers in 

the modern economy is hIgh, due to their attempts to woo each consumer for the~ 

products. The market becomes a buyer's market rather than a seller's market. and in 

most 'CCise3. it is the government's aim through its Intervention by legislation to 

Improve and create a healthy marketIng!.:environment which removes unfair and 

unbalanced forms of competition which lmight-result in the emergence of less effiCient 

manufacturers as the result of a monopoly. 
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Like advertISing. competition is not a barrier to marketing entry. although 

paradOxically. competition by itself may create a marketing barrier. The success of a 

COmmercIal business in the market place depends largely on the adaptation of the 

marketing concept and consumer satisfaction. and the creation of competitive 

advantages. Thus by the same token. failure in marketing Is due to a failure to 

recognise consumers' needs and wants and hence a failure to match competitors. 

Within such a competitive environment. producers are fighting to obta1Il a large share 

of the markets they operate in. In fact. obtaining the largest share of the market. and 

any initiative to maintain that level, or even to increase his profitable share. often 

represents a producer's main target. 

The maintenance of. or increase in. market share represents the survival and 

growth to whIch most marketing firms are closely tied. Techniques which may be used 

by producers or manufacturers vary depending on the nature of the industry. but finally 

hinge on the SUMval of the bUSiness. Mostly there are three difTerent techniques used 

by most manufacturers in the market place. as each represents a technique of 

competition to ensure the growth and the development of the business. These methods 

of competition in the market place wUl be discussed briefly. Firstly. the non-pricing 

competition technIques. ThIs technique of competition consists in maintaining or 

IncreaSing the market share by all means other than by price manipulation or indIrect 

price conceSSions. This technique at the same time applies in any method for its 
, ,. i 

application in the market place for increasing the volume of se1l1ng. In other words. 

the non-priCing competition technique comprises the adoption of difTerent marketing 

components Such as advertiSing. sales promotion. merchandising. packaging and 

personal selllng. 146 In fact. the application ~fthese components Is compatible with the 

adOption of the marketing concept. These aspects are widely used in the advanced 

economies and our prevIous discussion of the first two sections In this chapter Is 

evidence that these mixes are used in the U.K. mark~ts and American texts provide 
, ' , 

other examples of the adoption of these methods in the U.S.A. Moreover. it Is 

extensively 'used in th~ developed countries. Each ~nufacturer should be wUling to use 

entrepreneurism as a means of dUTerentiating his products and services from others. 

and ContinUing to search for methods and means of competing with others on a 
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differentiated basis. Despite the importance of this technique, evidence from our 

dIscussion shows that this technique Is not apprecIated by the majority of the firms 

ViSited in the food industry, due to the lower status of marketing in Iraq. Such a 

technique has Its effects on product differentiation whIch results in product quality, 

judgement and perception by the consumer. However, the latter aspect will be explained 

in more detail after the dIscussion of the other two competition techniques. as the 

econOmics of packaging wUl be analysed. 

The second technique in the context of competition Is the application of price 

competition. Although the objective is known in advance (namely, to attain a market 

share related to the same category of industry). the poInt whIch must be stressed in this 

respect is the use of PriCing as a strategy by the producers on a competitive basis. The 

focus of this policy is to attract and encourage consumers to buy or consume the product 

by redUCing prodUction costs. But in the advanced economies, in a competitive 

envIronment. this pollcy may be fruitless or insufficIent for a product with low qualIty. 

as consumers appreCiate hIgh quality and are prepared ~o pay for it. Moreover. the 

redUction in the total revenue of a firm is another consequence of thIs approach to the 

finn concerned and probably changes little in the upward market share. due to the use 

of the same techniques by other producers or to the low quality of the product. which 

again does not encourage the consumer to shift towards it from another product. In a 

small bUSiness. or in new firms. thIs pollcy may not be convenIent, as they are unable 

to COVer the cost of running the business which may expose its future to danger or 

liqUidation. 

In the develOPing economies. and with the increased level of state interference and 

control in the economic environment of a country like Iraq. this policy is not 

convenient, due not Just to the level of competition in the market only, but also to the 

fact that the authOrities do not allow firms or producers to change their prices. Thus 

adminIstrative and organisational barriers exist whIch make this policy unworkable. 
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In general. With reference to the above reasons. irrespective of the economy. this 

technique is inconvenient. and in advanced economies firms are willing to use other 

approached when possible. 

The third technique used by a producer in competition to ensure the growth of his 

bUSiness is that of indirect price competition. This technique applied by producers does 

not involve price reduction. but has the same effect or objective. The customer obtains 

the e.'"q)ert1se of a producer or seller in a competitive Situation. In this technique. a firm 

or a producer offers his seIVices or e.'<Perience. and this polley is presented as a tra1n1ng 

programme for dealers. merchandising seIVices. and a free advertising campaign or 

allowance. etc. Although these benefits may be presented by other competitors. they 

wUl differ due to the latter's ability. thus small firms or new bUSinesses may be unable 

to offer comparable indirect price benefits and consequently firms or producers able to 

offer these services are characterised by their competitive advantage and financial 

strength. This is obvious in the food industry when the producer of a dUl'erent line of 

frozen fOOds offers direct delivery by comb1n1~ orders to large customers into a single 

truck load. whereas this can not be appUed by a single product finn or producer. Now we 

shall explain the role of packagIng in product differentiation and its effects on product 

perception and product quality Judgement. 

The aim of innovation is to manufacture products with new characteristics. new 

images. more benefits. greater ease of use and client satisfaction. With these new 

dimenSions, a product may be differentiated from others and this is an objective for a 

producer in his struggle to maintain business continuity in the competitive 

environment. The conclusion then is that launching a new product or development 

When the old already exists on the market. represents a marketing strategy for the 

future to meet competition or to alleviate pressure in the market place. Therefore. 

product differentiation represents a method of marketing strategy to protect a 

manufacturer to some e.'Ctent from other competitors' action and an anticipated step to 
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achIeve thIs objective Is through packaging. But for a successful marketing pollcy it 

should perhaps be a product carrying what a consumer feels able to identify wIth. 

Product d1iTerentiation Is the creation and introduction of differential features. 

quality. style or image Into a firm's products as a baSis for commanding a premium 

price or indUCing a strong preference for the firm's offerlng.l 47 Thus product 

dJfferentlan is both a cause and an effect of the segmentation of the market. On the one 

hand. manufacturers try to find preferred combinations of a product's attributes. real 

or fanCied. in order to create new market segments and retain the loyalty of existing 

segments. They try to identify market segments based on location. physical or 

Psychological characteristics whIch will serve as a basIs for advertisIng. promoting. 

packagIng. product dilTerentiation140. etc. But this is not always the case. In fact. in 

some cases one product Is only differentiated from another product in the same 

category by packaging rather than by new characterIstics. The more a product differs 

from other brands the greater Its chance of selection. From a strategIc view point. the 

greater the SImilarity between products. the less part reason plays in brand 

selection. 149 

Packaging became an Integral part of marketing, partIcularly for the new products 

through theIr deSign. Thus thIs marketing mi.'\( may playa vital role. showing 

consumers the product's identity. . PackagIng introduces a manufacturer's product. 

distingUIshes it from the producer's different line products or other competitors' 

products by different packagIng ~lements such as packaging design, colour of 

packaging. size of package and the graphic 1llustraUon of packaging. So the new 

products' characteristics and the packaging design dIstinguIshes it from other ranges of 

products. Such differentiation makes dilTerent economic elements such as price. better 

servtces. a neceSSity even more important for consumer durable products rather than 

food productcs. differences in the nature of physical distrIbution. physical and 

PsychologIcal dUl'erences of the productcs. 150 In general the importance of packaging 
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in the product's differentation is accompanied by psychological differentiation of the 

produce. which depends on using accurate elements ofpackaglng. 

Applying elements of packaging became obviOUS in the manufacturing of the food 

industry. Colour is largely used in the soft drink industry by the manufacturer to 

distinguish his products from other products. For example. the manufacturer of the "7 

up" brand used the colour green. Coke used red with white stripes to distinguish the 

Coca Cola tin. Blue and white stripes are used by the Surf company in the detergent 

industry. In other consumer goods. the firm. Kodak used the colour yellow in the film 

industry: in all these cases, colour is used to distinguish partIcular products from other 

Similar ones in the same category. Colour e."(erts a psychologIcal and physIologIcal 

effect on consumer buying behaviour and on people's preferences and the volume of 

sales. Another aspect. as we shall see later. is the multiple use of the package for 

dUTerent purposes to utilise the pack. for instance. familIes in Iraq used an empty Jar of 

tomato paste to keep other stuffs such as hot spIces. Thus. the researcher believes that 

one way to increase the sales volume of canning food is to change the present pack style 

from Un to glass. whIch enables housewives to utIlise the empty pack for other home 

uses. and at the same time. improve the image of the local produce as the package 

becomes more attractive. 

Through our discussion we find that people in urban areas in Iraq shop dally. thus 

th ' 
ere is no need for big size packaging. whereas shoppers in the rural areas need the blg 

Size container as they practise their shopping on a weekly basis due to the diffIculties of 

transportation and linkage with urban areas to save costs. Therefore. the Size of the 

package by the same token represents a product dUTerentlatlon opportunity. Also due 

~~ , 

onomIc factors the vegetable 011 extract firms are demonstrated to have a small-

Size package of 1 kg. weIght and the demand Is increasing at the end of each month as 

they prepare to receIve their salaries. Therefore. small size packages dllTerenUate the 

product from the large size (I.e. 10 kg.) in the same category. 
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In the context of product difl'erentiation. as economic causes represent stimuli from 

a marketing point of view for buying small size package products. the st1mul1 may 

d11l'er in their nature in developed economies or under different conditions. In an 

advanced economy. as educated consumers are widely present in the market by 

comparison With the developing countries. such stimuli (namely package size) like 

other stimuli for example. characteristic. price. standard of health. may be regarded by 

the consumer dUring their comparison or perceptual process. as the causes to determine 

the level of differentiation relative to other products in the same category. Again. such 

preferences or perceptual judgements differ from one SOCiety to another. shaped by 

consumers' attitudes. recognition. learning. personality and other SOCial-cultural 

groups to which the consumer belongs. Generally. if these social and economic factors 

have their effect - for e.'Cample. on a purchasing decision - a producer or a manufacturer 

should appreCiate these effects and try to understand the implication for perception. 

and product quality judgement to produce differentiation stimuli before launching a 

new or developing old products and totally evaluate such elements of differentiating. In 

contrast. such consideration is far behind marketeers' or executives' perception of these 

elements in the flnns visited. and the researcher believes that a long time is needed to 

understand and appreCiate such mi'Ced effects. 

When the researcher asked e.'CecuUves for whom they produce. their answer was that 

they prOduce for domestic and foreign markets. a criterion used to distinguish a firm's 

span of activities that involves export activities from those engaged In the domestic 

market only. Not Surprisingly. no one mentioned that they produce according to 

market segments. As packaging offers a producer the opportunity to differentiate his 

products from other competitors in the same category. it may be utilised by them to 

segment their market. Therefore. the 1mpllcatlon of product quality on Judgement wUl 

be enhanced through the follOWing discussion of the relationship between packaging 

and market segmentation. which represents another triangle for market segmentation. 
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8.4.3.2 Market Segmentation and Packaging 

The concept of segmentation is defined as the division of the total market for a product, 

selVice or idea into relatively homogeneous demand segments according to age, 

OCcupation, income and geographIc location, or according to behavioural criteria such 

as brand loyalty, degree of usage and so forth. 151 

In general the basis of marketing segmentation is the concentration by the producer 

on the finn demand by developing such demand by adjusting the produce more 

precisely With other marketing efforts to meet and satisy a broad extent of needs and 

wants for a wider category of consumers. From an economic point of view, the concept 

of segmentation is the recognition of different demands and scheduling the products to 

such demands, Instead of regarding the needs and wants of different consumers as one 

demand. In the marketing literature, Kotler identif1es three marketing strategIes in hIs 

dISCUSsIon concerning product policy and management.152 These three basic 

marketing strategIes are: differentiated marketing, undifferentiated marketing, and 

the thIrd strategy is concentreated marketing. However, our Intention Is not to detail 

these policIes, but only to attempt a brIef outline to the extent that enables us to judge 

whIch policy is appropriate to marketing segmentation and consequently to packagIng. 

The differentiating marketing pollcy is when a firm operates in all markets 

Simultaneously, but desIgns different marketing strategIes, or programmes for each 

market, Whereas undifferentiated marketing is a policy when a firm treats a market as 

a UnIt taking into account what need people have In common rather than the 

differences between these needs. In other words, a producer does not recognise the 

differences of consumer demands that contribute to the demand CUlVe. The firm wIthin 

this pOlicy or marketing programme desIgns the products to meet a large proportIon of 

the potential demand or Wider proportIon of consumers' appeals. The objective of those 

two POliCIes (namely, differentiated and undifferentiated marketing) by the producer Is 
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to cover the entire market in dUTerent approaches. This is widely used by firms having 

a strong financIal basis. But finns which are unable to adopt the all-embracing 

approach actually follow the third marketing policy (namely. concentrated marketing). 

which is based on the selection of one or more of a limited number of groups within a 

market in an attempt to impose more control that segments the market. Therefore, the 

above explanation may enable us to suggest that the dUTerenttated and concentrated 

marketing policies are quite particularly Similar to or synonymous with the concept of 

segmentation. in other words, marketing segmentation, and this is the point that the 

researcher would like to make. 

In the firms Visited, only those which were engaged in export activities to some 

extent adopt the differentiating marketing strategy. whereas firms involved in 

domestic marketing activities only and in both sectors are far behind in adopting the 

concept of marketing segmentation. There is other evidence that apart from exporting 

firms, little attention was paid to marketing in general and the marketing concept in 

particular, as the concentrating and dIfferentiating marketing applIed by firms 

adopted the marketing concept in theIr business. 

WithIn the adoption of the marketing concept. the concept of marketing 

segmentation is practised indirectly through the schedullng of demand to meet 

different needs and wants, thus max1rn1sing consumer satisfaction by the recognition 

of their attitudes, motives, lfie style and tastes. In other words, market segmentation is 

the recognition of the different composition of the society and Its people who have 

different attitudes, motives, life style and motivation. 

These aspects are recognised in the literature on psychology and Maslow's 

hierarchy is eVidence of such Individual preferences which enhance the role of 

marketing in the SOCial SCiences. By and large, the idea of market segmentation 

technique is based on dividing the existing market in such a way as to ensure the 
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targeting of dUTerent groups of consumers. as each group has common attitudes. needs. 

perceptions. Ufe styles. and tastes. by a producer or a finn in their markeUng strategy. 

As attitudes. preferences. and motivation dUTer from one indIvidual to another. 

this must be considered in any segmentation policy: consequently many criteria are 

used to dMde or segment the market. In the marketing literature. It was suggested that 

dUl'erent criteria Should be considered in segmenting a particular market. Differences 

in a product's characteristics •. methods of dIstribution. level of communication. 

network development. buying motives. nature of demand. all of these influence these 

criteria. Kotler. baSically suggested that these criteria are geographiC. demographiC. 

Psychographic and buying behaviour. 153 Others suggested other criteria. such as brand 

loyalty. perceptual and product usage. 154 However. despite these different criteria 

mentioned by different writers. these variables are conSidered as existing in each 

category. 

The adoption of the marketing concept implies any deliberate steps or action to 

ma."dm.ise Consumer satisfaction and in this sense. marketing segmentation Is the 

policy for maxImiSing market demand by adopting marketing concept inItiatives for 

customers either indivIdually or In groups. Again. reca1l1ng the main criteria In 

evaluating the practical value of the market segment from the marketeers' point of 

view. that Is. the accessibility. distinctiveness. size. when satisfied by a market 

segment. then all marketing efforts are directed to the market segment category 

ecOnOmically and relevantly. 

Packaging in this context becomes an important component in the marketing mix 

due to the role it plays with the manufacturer. consumer. and distributor. The se.'C of the 

Consumer onen affects the marketing approach. For example. In food products. the 

package informs the customer that the content is easy to cook. and mostly advertising 

Is dIrected to housewives. In other consumer products for example. in cosmetics. the 
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new trend is to concentrate on men as well as women, and the packaging for such 

products generally strives to concentrate on male beauty. 

As the sex of the consumer is of concern to the manufacturer, the age of each group 

becomes Important and thus packaging should match this trend or attitude in the' 

bUSiness enVironment. Therefore, age is another criterion in the market segment and 

consequently packaging offers an exceptionally clear-cut design to appeal to different 

agegroups .. 

The purpose of an advertisement is usually to convey the most Important ideas or 

pOints which w1l1 help to sell the product or the service. They highlight the Interest and 

attention Without which every advertisement will fail. For children. advertising began 

to tap the object in order to attract his Interest so that eyes and ears are coordinated. 

The piece of advertiSing is logical and simple and a simple link between the means of 

seeking attention and converting it into interest.IS5 

The packaging of chocolates is designed so that even children find them easy to 

open. Thls prOVides a clear-cut illustration of how packagIng can play an Important 

role in merchandiSing. The product's ingredients may remain the same, but the product 

Is given different Psychological qualities, Images and appeals through changing the 

packaging to intervene in a dtiTerent market segment. By dtiTerent design, the product 

wrappIng attempts to appeal to different ages of consumers by using dtiTerent graphiC 

elements, thus introdUCing the products to children, the young, teenagers and adults. 

Slrnllarly, the producer may segment the market by taking Into account family 

COmpOSItion and Size. In other words, packagIng size will dtiTere In accordance with 

differences in famUy Size, the large size for the larger family and the smaller size for 

the smaller size family. Furthermore, the above dlfferentiaUon Is applJed to family 

Size, as fam1lles ConSist of children. young people and adults, and a manufacturer 

within this market uses different sizes of packagIng, rangIng from the small to the 

giant paCk. WIthin such packagIng differentiation. different sizes will attract different 
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famrues at different income levels in the market. For example. the small size will 

attract the poor. whereas the larger is introduced to aUact the higher income. In the 

U.K. for example. different sizes of packaging for potatoes are used in an attempt to 

appeal to the d1fferent segments in the domestic market. 

Segmentation in industrial products becomes more complicated as other economic 

and socIal factors have their effect on marketing and these elements are regarded as 

important by the marketeer in the developed economies in marketing and t~ade to the 

developIng and industrialising countries. In fact. segmenting these markets is based on 

other elements. such as education or level of literacy. 11fe style. and levels of Income. all 

reflect the level of economic development in a particular country. 

A consumer may prepare himself to pay a higher price for a product in a partIcular 

category because he expects a high quality and better utUisaUon from the product. but 

when Prices are the same or there are little differences between prices. then consumers 

look to other factors whIch wlll differentiate a product from the rest. Perhaps the 

attractiveness of outSIde products may create an Incentive for buying after pricing and 

quality conSIderation. Thus. packaging may be the basis for dIstinguishing a product. 

Those who have hIgh socIal and economIc status prefer the quality and the prestige. 

Whereas those with lower social-economic status prefer the economy size. So. for the 

former segment. packagIng should be compatible with the high quality content. and the 

deSign appeal to this upper class group should be with high quality materIal. acceptable 

ColOUring and explanatory notes. whereas packaging for the latter group or unaeneunt 

SOCiety should feature simple qualIty. more colour and less explanatory material since 

packaging is not important to this social group. ISS 

As yet we have discussed a review providIng an understandIng of the role of 

packaging in market segmentation largely relying on various elements. such as 

packaging materials. Size. colour. deSign and graphICS. These various elements are used 

as a manoeuvre for a product incentive and may be relevant in the first place for quality 
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judgement in the perception process. Professors Baker and Daniel have already 

demonstrated for example. that the influence of packaging on product quality 

perception is positive. Their study shows that the perception of potato chips that are 

packed in polyvinyl bags is that they are regarded as having better quality than those 

packed in wax-coated bags. 157 Therefore. adopting this marketing mix as a component 

in reaChing a segment of a market imposes a separate assessment and evaluation of its 

implication for product quality judgement and should be considered by the marketeer 

or producer in reaching a segment concern. 

The discussion in this section examined the role of packagIng in realisIng a 

producer's interest in marketing segmentation. and before that. we examined the 

producer's interest In product dUTerenUaUon In marketing from a packaging poInt of 

view. The conclusIon is that most of these aspects were ~ot recognised or regarded as a 

marketing tool by the majority of the finns vIsited. particularly those firms engaged in 

the domestic market. Before clOSing this sction. it might be relevant to mention briefly 

the role oC brand-naming'wlth packaging. whIch represents an important aspect for the 

producer in his efforts to market his products through a consideration of consumer 

preferences. 

The distances between the manufacturer and the final point of selling the product 

make it difficult on one hand. for the fanner to introduce himself to the buyers. On the 

other hand, consumers for their part have little idea who the manufacturer is. But up to 

this POint, we understood that pack~ging represents the feature by which he introduces 
h . 

is product and dUTerentiates'it from others oC the same category or variety. Branding 

the product Introduces him to the consumer, informing them that he is the producer. 

The "product brand" and the "umbrella brand" are the two brandIng methods of 

packaglng that can be identified and used in the market. In the "product name" method, 

the finn's or the manufacturer's name and the brand name are usually one and the 

same, and the full name is put on the product. This Is true in the literal sense, but again 
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the producer's name is not the consumers concern, in fact only te product is. This 

method of branding the package is applied by all firms visited in Iraq, and in both 

sectors. For the firms in the pubUc sector this Is due to official legislation and is 

convenient in infOrming the public that a particular firm is the producer, but for the 

finns in the private sector, the researcher believes that the influence of social and 

cultural factors is behind the use of this technique. It is prestigious to mention the 

producer's firm or even his family, partly because rich fam1l1es are involved in 

business and this still has its effect in the society's culture. Only three firms in the 

private sector out of ten in the sample used the second method of branding. 

The second kind of branding the packaging, namely the "umbrella brand" is mainly 

used nowadays, which makes it easy for the consumer to remember or recognise. Using 

a single name to cove~ a product or a group of products for one producer or firm Is a 

method wIdely used in advanced economies. Thus. the brand of the package may not be 

identical to the producer's name and still continues due to various important factors. 

These factors depend on the environment in which the business is done such as a finn's 

or producer's marketing objectives. the nature of the product line, and the market 

conditions. The image which surrounds the brand governs the fairness of using the 

umbrella-brand. and this image consists of the public perception of the firm. the 

product or its brand and the subjective ideas of the firm or producer. Such aspects 

should be strengthened In the market as it is crucial to business success: moreover. 

when a strong image is developed. goodw1l1 is implanted in the market and this 

represents a Solid baSis for a future take-oiT. all of which is an attempt to intrepret the 

producer's interest. Thus. the other interests should be added. in other words. the 

prodUcer's interest is product differentiation. market segmentation. and product 

branding. In general. the various to~ls of packaging which are regarded as instruments 

Cor the effective use of packaging for the above purposes are regarded as incentives in 
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product or packaging stimuli, whose range of effects may be affected by product quality 

Judgement. 

The next discussion will consider the relation of packaging methods to channels of 

distribution, which represents the second aspect of economiC packaging that the 

researcher wUl address. 

8.4.3.3 Channels of Distribution and Packaging 

The importance of packaging and its consequent effect on economics emerged with the 

development' of the supermarkets, particularly in the developed countries, but such 

effect in developing countries is not highly appreciated due to the widespread use of 

m1n1-markets rather than super-markets. To the e."Ctent that packaging may fulfil the 

manufacturers needs, also packaging is concerned with the dIstributors through their 

handling, loading, unloading, and storing the products. ' When the package Is of high 

quality and well protected, this will give peace of mind to the owner, whUst the produce 

is in the warehouses. In other words, when the products are well packed, distributors 

w1l1 be able then to organise and arrange products they deal with, with higher 

effiCiency. It wUl also be economically benefiCial tD. terms of space utiliSation since a 

dIstributor's Concern is his ability to store and dIsplay the packed products as 

compactly as he can. For the distributor or middleman, the high turnover of produce 

and effiCient floo'r space organisation, together are related to economics in terms of cost 

SaVing. 

The latitude of space and optimum efforts of its utilisation given by the distributors. 

even retailers, a high priOrity In order to gaIn other economic benefits and values in 

number and Size of the package. ThIs concern is highly appreCiated in the city centres 
where sup , 

ermarkets attempts nowadays to deal with a large range of products so that 
th k ' 

ey eep houseWives or shoppers in general doIng their shopping under the same roof 

rather than gOing to another place. ' In fa~t, supermarkets began to sell household 
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products in addition to foods to encourage consumers to buy a wider range. But all these 

efforts may be utilised efficiently through the use of spaces and store shelves. The need 

to maximise space utilisation by distributors for standardised outlets is crucial. 

Compactly packaging as much as possible will be achieved when packages are designed 

in the right shapes and sizes. This will ensure by shape and size a fixture utilisation. 

By and large the packaging convenience is not only for the consumer but also for the 

distrubutor when volume of sales and profit per a fixed space is hIgh when package and 

fixture achieved this together. Efficient packaging and proper pallet design wUl reduce 

cost of distribution and finance as well. 

Packaging durability Is Important for all kinds of manufactured products. 

consumers or Industries. For foods. packaging has become Important not only for the 

distributors but for the retailers equally. The spoilage of food containers may cause 

damage to other packages In the same pile. When unproperly packed they may fall 

UPSide down and wUl cause inconvenience for the retailer or seller and thus he will 

develop an adverse perception of such packaging to its manufacturers. In other food 

products. containers may be heavy like those In margarine or oil. whIch. if they fall, 

may endanger the whole pUe of other packages. moreover causIng packages to be broken 

and made filthier or contaminated. To avoid any such consequences which represent 

losses from such insecure piles of products packaging nowadays Is designed to prevent 

Such inconvenience to the manufacturers. Packaging Is also desIgned to be easUy and 

compactly stacked. I5S 

The researcher finds that no care was paid to packaging in the firms visited. and the 
vi it . 

s s to the warehouses gave the impressIon that the above incIdents commonly 

happen. For example. a stack of tine of margarine were fUthy due to Improper sealing 

and some of the produce reaching retailers' shops was dented. even broken. and one 

expected a package of 10 kg. to fall down or disIntegrate. From a marketing and 

dIstribution pOint of vIew. the wooden boxed dates may Increase the speed of handling 
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and time reduction for loading and unloading and (with mechanical handling 

equIpment) offer saVings in the dates industry, in general, both in developing countries 

and for developed countries. where labour costs are high. For distribution and reta1l1ng 

efficIency. manufacturers now deSIgn the package to facll1tate handling, opening, 

movement. marketlng. and finally. even to prevent theft. Moreover. to make the 

display of the products more attractive along With packaging, shelves are neatly fixed 

and fixtures holding the forward stock, all of which make shopping less boring and 

more interesting for consumers. All of which is to realise that the consumers latent 

wants are not satisfied With complacency. ThIs represents a shift from the traditional 

method of selling and gives way to the new idea of self-service in almost every trade. In 

recent food trade, self-service products most frequently sell themselves. A consumer 

dOing his shoppIng does not need the traditional shop assIstant, freely chOosing. 

collecting and with a basket or trolley., carrying his own goods. Therefore. the more 

attractive the packaging, the more likely that product Is to sell itself. These aspects are 

still laCking in the domestic market in Iraq. 

PackagIng has become an Integral part with the technology. in the supermarkets 

and other retail outlets. with self-service vending machines In public places. It has a 

vital role in getting the produce to sellIng poInts. In other words. the promotional 

appeal for selling by packagIng has become the cornerstone of all self-service aspects. 

The promotional appeal of packaging gains its Importance from the package colour. 

dIstribution outlets, shapes and the trade mark, all of which are manipulated properly 

to strengthen the promotional pollcy and ability in developing the maxImum 

impreSSion on the consumer. 

The third aspect in the economics of packaging which this section Is dealing with. Is 

the promotional appeal of packaging to consumers. that Is how packaging identifies 

with the interest of consumers., Aspects concerning packaging with consumers such as 
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Its convenience, information. and packaging protection for the product to ensure safe 

consumption, Will be discussed in the next section. 

8.4.3.4 Consumers and Packaging 

The consumer nowadays Is well aware of the packages content and his belief in the 

infonnation prOvided by the manufacturer Is crucial to his buying the produce. Thus, 

most producers encourage the purchasing process by advertising what the consumer Is 

concerned about, even though a large distance separates the consumer from the 

manufacturer. In fact, the Information found on the package Is the means of 

communication for the manufacturers to address the consumers. Thus, the latter wUl 

try to be sure about the information for himself since It Is crucial in making his 

purchasing decisions. Moreover, government legislation was introduced concerning 

the availability of certain information on the package. Advanced countries' 

governments, since the beginning of the 20th Century. stress the Information 

conCerning the content, particularly in the food industries. According to these 

regulations, details of information about the content nature becomes compulsory. In 

the U.S.A. for example, the law of Federal Meat Inspection Act eventually led to the 

Federal Food and Drug Act of 1938. 159 The a1ms of such government restrictions is to 

protect consumers from substandard package content in order to maximise consumer 

satisfaction. In fact, the concept of consumerism was due to the lack of product 

information for consumers' use which may deter him in making his buying 

decisions. ISO Thus, the concept of consumerism is the essence of the marketing concept 

rather than its malfunction. The term 'consumerism' Is a broad one, generally 

referring t 't 
o ac ivities having to do with consumer welfare. and involving consumers, 

legislative activities, agencies and businesses.' Consumerism Is an appeal for the 

prodUcer to know what the consumer realities are. Sometimes a manufacturer. 

partiCularly in the developing nations, has made an eITicient effort from his side to find 
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out. reaUse and appreciate consumer needs and life style to max1m1se his satisfaction. 

In such circumstances. consumers are unable to make a fair assessment due to the lack 

of infonnatlon. In brief. consumerism is 'the counter act of consumer neglect by the 

producer. Thus the marketing concept and such shortcomings are not compatible. 

There is no need for the marketing concept if the consumerism concept Is working. but 

consumerism should be the target for both concepts. 

The accurate infonnatlon about the containers which consumers are keen to hear is 

important in the commercial business. This aspect Is part of the adoption of the 

marketing concept. If all consumers are informed and getting the message. it Is the 

fulfUment of the marketing concept. But we have to understand that this will not be 

achieved In a vaccuum and in practice this is not the case. In fact. this depends on the 

level of commUnication and network development. Therefore such achievement. to 

some extent. depends upon the level of the economiC development. Within the advanced 

economy the communication network is advanced and one may expect that 

Infonnation is received by a high proportion of consumers and vice versa. The 

Judgement then is that the economy as a whole reflects the importance of consumer 

POSitions. 161 As the compulsory Information required dUTers from one country to 

another. and because of the underestimation of such concepts in Iraqi law • we leave the 

matter open. 

The emphaSis of governments throughout the world by their legislation concerning 

the availability of compulsory information on the packages stems from the belief by 

OffiCials that such important information gives great help to consumers In making 

their deCiSIons and Judgement towards product qualities and utJllsaUon. 

In the firms VIsited. only five firms, two of them in the private sector. spoke in 

faVour of WrItten information on the package, but all the five firms are involved In 

export . 
activities and as such. action could be Imposed on them by the foreIgn 

legislatlo d 
n. Also, with the general negative attitudes in the domestic market towar s 
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1nformaUon concernlng the packaging and products. it seems that its effect on the local 

consumer behaViour is negligible. 

As a final consumer. the researcher believes that in the future. due to the higher 

level of people's education. higher lIfe expectancy and increased lmowledge of nutrition. 

the information Written on the package w1l1 play an increased role in the consumer's 

decision to buy. In a study carried out by Lenahan. he finds that twenty-six percent of 

the samples in the study see the label of the products. and sixteen percent understand 

the labelling, and nine percent claim to use the label a~ least once. 162 The above results 

support the researcher's point of view that information has its effect on the decision to 

buy In the advanced nations. 

Not only does the Written information. needed by consumers on the package reflect 

the role of packaglng, the role is important in the case of consumer convenience when 

the package is easy to dispose of. handle. store and particularly in the home. easy to 

open and close. These conveniences are lmportant in food products, particularly when 

a package may be used many Umes. as with margarine. tomato paste and other 

foodstuffs. Such Convenience is desperately needed by housewives, particularly the 

working women or those with big families. Convenience is achieved when packaged 

foods are light and suffiCiently easy to be carried by hand. The buying of 4-10 pounds 

of rice is eaSier to carry and store at home with little space. than buying a sack of rice of 

100 Pounds weight. although the latter is more economic in terms of money saving. 

Other products. such as salt or toothpaste are manufactured in such sizes as to provide 

convenience in handling. The researcher believes that a place utUisaUon may not be as 

Important as easy handling in developing countries where sizes of famUles are bigger 

than those in the developed countries. Also the style of living of the former is different 

from the latter (namely in house design). thus place utilisation is less crucial and this 

may encourage people to buy sacks of 100 pounds weight as they gain an economic 

benefit This 
. is obVious in the buying habit of Iraqi famIlies as they frequently consIst 
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of a large number of individuals particularly when buying the main staple foods such as 

sugar, rice, flour, potatoes and onions. The package dimensions also become important 

for houseWives, when for example they complain about the tall cereal boxes many years 

ago for their inconvenience in stOring them upr1ght.. Since then the package has been 

modifled so that it fits the normal shelf. Many firms. for example, attr1bute the market 

Success of their products to management's close attention to packaging. Heinz, H.J., 

Company aSCr1bes much of its success in its product mix to competitive packaging. 

Each season the company evaluates consumers' needs, their changing tastes, and its 

product pOsitiOning and then evaluates the effectiveness of each of its packages in 

commUnicating the product message. 163 

Opening or clOSing the package is another dimension that a manufacturer neatly 

uses. The easy removal of the package lid is another example of modification for 

consumer convenience. A manufacturer of canning food for example, may use a glass 

Jar or tube fUled with tomato paste. Also, in the soft dr1nks nowadays they use 

aluminium tins in marketing their products whereas, two decades ago, they 

concentrated only on glass bottles with lift-off caps. rather than being concerned with 

the convenience of packaging. Their new style of packaging is characterised as 

unbreakable. durable and safer even for children from any broken glass wounds and 

also because of its Ught weight. Innovation applied In changing the shape and the use of 

packages can make usage in the kitchen easier. By using the flip top canning. 

consumers had to use a lot of errort to open the tin conveniently. However.jars, bottles, 

or contalners may be opened by screw-top and so their adoption has become 

Widespread. This technique is Widely used in other industries such as chemicals or 

cosmetics when a heavy container is similarly to be found In terms of a ring-pull 

Covering devIce. or conversely an easy locking system when the package is not In use, 

all of Whi h 
c are efforts. concerned ultimately with the consumer's convenience and 

making the product dispensation easier. Moreover. the package is widely decorated and 
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graphIcally Ulustrated to help explain how to use the contents. Other innovaUve 

techniques used a.1med as easIer use are adopted such as squeezing bottles. tear tops and 

pouring spouts. 

In the developing countries. time is needed to adopt these techniques. Moreover. 

incomes have been increased. and consumers apprecIate the advantages of packaging 

and are prepared to pay for It.164 Just as these technIques are widely used and 

encouraged by the substantial increases in consumer income. awareness and 

development in the industrialised societies. In those developed socIeties. as education 

level has increased. working women have increased rapIdly. with increases as in 

income which encourages them to pay and spend more on Items with packages that 

eliminate time spent on cooking. On their sIde thIs encourages manufacturers to use 

their talent and enterprise by preserving other natural agricultural products such as 

cauliflowers. peppers and green beans or mL'dng them together in tinned fonn. Again. 

the concentration on the quality of the package as well as the quality of the contents are 

complementary to each other. We were thus enabled to judge that the domestic 

packaging industries in the finns vIsited are laggmg far behind in thIs respect. In fact. 

proper packagmg w1l1 reduce losses and prevent the IngressIon of foreIgn organisms 
. 

which affect the products odour. flavour. contamination. and degredatIon. Moreover. 

the quality of the package wlll keep the product in a good condition for a longer period 

and prevent any POSSible chemIcal interaction between the contents and the package 

cover. e.g. from rust. AVOiding such undeSirable consequences wU1improve a product's 

image. preserve quality and durabilIty. Such precautions seem very effective 8bainst 

quality deterioration under severe weather conditions. With temperatures in Iraq 

reaching 50°c or more ina length summertime. food deterioration Is a major risk if the 

quality of the package Is low. Moreover. In the Souther region. humIdity is very high. 

thus many granular or powdered products may be cake badly under such conditions. 

Thererore. packaging should prevent moisture penetration to prevent quality 

deterioration. 
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The research findings in Marketing of Dates Case Sudy show that quantities, of 

dates exported in wooden boxes Is the least popular e."q>ort packaging whereas these 

boxes proved the most convenient containers for protecting the product from damage, 

from high hUmlUdy, high temperature, contamination and could also lead to Improved 

quaUty control, particularly when a consignment has to be stored for a period of time 

before its distribution to the final consumers. 

The researcher believes that to achieve some of the above objectives concerning food 

product detenoration, and correct packaging material, It Is necessary to Integrate with 

other efforts such as cold storage facUlties and Improved transportation services, 

consequently achieVing integrated distribution with minimum losses. 

In general, the above suggestions such as high quality packaging material. 

packaging dimenSions, ideas such as ring-pull and flIp-top lids will enhance the effect 

and improve the image of packaging, fulfU the consumer convenience needs, and 

lmprove the product quality, all of which represent the adoption of the marketing 

concept. a requirement highly needed to Improve the Images and dimensions of the 

Iraqi food industry in the domestic market and abroad. ThIs Image needs intensIve 

effort by giVing marketing more attention. The marketeer should therefore regard 

packaging as a vital component of the marketing mix, and as an element of the product 

which is deSigned in a way that satisfies consumers needs, producers' objectives, and 

dlstnbutors ambitions. However. such stimuli must be combined with other efforts 

which help consumers in making their purchasing decisions. 

Thus, the economIcs of packaging reflect its multiple role in the business 

enVironment, to consumers on one Side and manufacturers and dIstrIbutors on the 

other. On each Side. packaging fulfUs mutual interests through its various elements 

Such as deSign, material and size which highlight the interest producers, distributors 

and consumers Simultaneously with overall benefit to the national economy., 
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S.4.4 Packaging and Marketing Potential 

Packaging has become an important function due to recent changes In distribution. it 

has become an important part of the marketing plan. It contributes to a reduction In 

selltng efforts as the self-service system is becomlng increasingly popular in Iraq. The 

design and packaging of products in Iraq today is not considered adequate for 

commercial markets. A new policy of packaging which gives Iraqi products 

considerable flexibility to compete. is needed in the long run and beliefs concerning the 

consumer-Oriented nature of packaging research should be practised. Production. 

Innovation and product development is essential in modern food markets. The 

marketing approach towards deSign of packaging has undergone substantial changes in 

the last decade. Good packaging should therefore be appropriate to the product. in terms 

of user's Subjective e."q)ectatIons.165 

Managers should be prepared for the time when marketing e."(ecutIves recognise the 

full potential of product development. Their decisions should be based on SCientific and 

accurate research. Packaging innovation is a means of avoiding declining sales. or 

attracting new customers and thus Widening the market. Packaging can improve the 

Image oC the product and thus increase its appeal to the consumer. Also. more 

customers might be attracted if the package Is designed in such a way that it can be re· 

used. For example. glass containers for date syrup and vegetable oU might also be used 

as preserving jars. The Iraqi consumer is more likely to think that he is getting value 
~ . . ... 

or money and therefore more likely to buy the product again. Packaging nour in 

smaller packs of 1-3 kgs which include chemical preservatives. might increase demand 

for this product. It is a simple innovation but one which would probably be very 

effective in terms of attracting new customers. Further. mulU~le product packaging is 

convenient Cor both the producer. retailer and consumer (especially those IlV1ng in 

more remote areas). It can thus lead to new price poliCies. since handling costs are 

reduced throughout the distribution process.16S Research Is required to understand not 
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only the bUying habits and attitudes of consumers. but also the nature of the market 

and demand for products. It is also required as a means of determ1n1ng where there 

mJght be potential demand in the international as well as domestic economy. 

Marketing innovation is influenced by technology and the physical sciences and by 

diverse Social changes. Basic technological and social changes combine to generate new 

areas of innovative opportunity in marketing. Innovation occurs in the market in two 

areas. in product and services developments and in the facilitation of marketing 

processes. 167 The anthropologist. H.G. Barnett. defines innovation as "Any thought. 

behaViour. or thing that is new because it is qualitatively different from existing 

fonns".168 SOCiologist, Everett M. Rogers, broadened the concept by defining it as "An 

idea perceived as new by the individual",169 Profit-making and the satisfaction of 

consumers' wants and needs is a product of interaction between manufacturers and 

final consumers. Thus, the main factor determining product development Is consumer 

demand. Continuous research into, and adjustment of. information regarding the 

latter 15 at the heart of product planning and a means of finding potenUal 

customers. 170 These functions may mean new uses for. or improvements in, eXiSting 

products. or they may mean that new products are created. 

Iraq, as stated earlier. is characterised by government control and low levels of 

competition with most industries based on import-substitution. It Is not likely that 

innovation wUl take place under 'such Circumstances. Competition has long been 

Viewed as a force which leads to potential solution rather than frustraUon. 171 The 

market tends to look to the government for gUIdance rather than to consumer 

preferences. Hence. only three of the thirty firms visited engaged in new product 

development. Also, the absence of speCialisation and divided responsibilities within 

flnns could be another factor inhibiting product development, 172 But a finn's size does 

not, in practice, appear to be a problem, certainly not a bar to sensible packaging. As 

Our survey shows, seven firms regarded changIng the quality of their product as 
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innovation. i.e. improVing their e."dsting products. the last product being launched in 

1979. Ten firms also regarded changing the product's container as new to the market. or 

as innovation. the last product was launched in 1978. Three other firms had not 

launched a product for more than fifteen years. Seventeen out of the thirty firms 

appeared to bllndly follow existing innovation. Where changes in product and package 

had Occurred. it seemed to be as a result of supply rather than consumption needs. a 

result of market strategy rather than market research. 

Trade embargoes with certain Western countries which ended in the last twelve 

years, as a result of political differences, mean that Iraqi eqUipment is not highly 

developed and Is characterised by low productivity. Technological change affects 

market structure. Major innovation often brings new firms to the fore and dIsplaces 

laggards. 173 Large sums of money have been allocated to the manufacturing sector 

Since 1973. Most contracts are signed and e."<ecuted withIn the Communist Block, but 

most of these projects have not helped the p~ocess of economlc growth as e."<Pected. As a 

reSUlt, Iraq has now begun to increasingly use Western talents and skills but without 

any change In its political system. 17 4 Therefore, poor quality is another handicap for 

the development of packaging In the food industry. In fact, sb: out of twenty-one firms 

haVIng problems in launching new products stated that the poor quality Is an obstacle 

to the launching of new products onto the market. This is particularly true in the case 

of dates. But low quality is itself a consequence of other factors. It can for example, as 

stated before. be attributed to lack of competition. It is generally the case that when 

demand for a product falls drastically. managers prefer to withdraw it from the market 

rather than to look into the cause of its decline. 
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Concluslons 

Despite the huge investments by the Iraqi government in the food products sector, 

higher levels of production have not been attained, due to lack oC managerial skills and 

experience. Managers aim for production but lack oC information resources proves a 

major drawback. Iraqi firms and businesses have to recognise that packaging does not 

end With the pack. The right package may improve the product and the value of the 

product itself. Firms conducting marketing research should involve the concept of 

product research. New uses for e.'dsting products should be investigated. The product 

may have an alternative use. Iraqi firms need to analyse packaging as in any given 

market. consumer habits change and retailing becomes more modern. In other words. 

there should be more alertness in terms oC innovation. Information that is out-oC-date 

about consumers can adversely afTect executive decisions in the future. 

POSitive steps should be taken to understand Iraqi consumer opinIon. A whole 

range oC thIngs can be done Crom effective implementation oC product development 

projects to plaCing more attractive labels on cans. Store owners have. Cor instance. 

indicated that Iraqi women prefer canned tomatoes with a red rather than black label 

and prefer 011 to be in tall rather than squat Jars. under the impressIon that they 

contain more. 

The absence oC supermarkets in the country means that domestic manufacturers of 

packed foods are sl~wer in their thinking about package deSIgn according to consumer 

Wants and needs. Supermarkets and "self-servIce" in Western countries playa crucIal 

role in the marketing of food products. Supermarkets need containers that ease the 

retaU and wholesale handling. The Vital self-selling functions whIch the package then 

acqUires are becomIng fully recognised. but Iraqi firms are generally adapting slowly. 

PaCkaging is perhaps the most effective means oC advertising a product as it reaches 

more people than any conventional type oC advertising. The deSign oC the package 

should be clearly related to the product InsIde and all vIsual surfaces should be used 

including date of expiry and so on. No matter how effective advertIsing might be, It will 
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not achIeve its objectives unless the product is widely distributed and displayed 

properly. The aim of advertising is to attract a potential customer at the time and place 

at which the sale can be made. 

The Iraqi food industry requires more attention given to all aspects of packaging. If 

new products are expected to be launched in the market. packaging components should 

be considered to obtain the ultimate benefit for consumers. producers. and distributors. 

Research is needed to evaluate how such aspects affect the Iraqi consumer as well as 

involVing the possIbilities for the introduction of new products. More government 

intervention and effort is needed to ensure the success of the package component such 

as lnfonnation required. meeting safety regulations and nutrition standards. in order 

to improve product images in foreIgn markets and better communIcation with 

consumers overseas. It is vital for executives to understand that packaging and 

proteCting products contributes to effiCient distribution. Packaging is also 

complementary to other marketing functions such as advertising. branding. etc. Thus 

research is needed to help in the promotional Image and degree of differentiation. This 

Is vital for example. for the dates industry. which is facIng fierce competition from 

other prodUCIng countries. In fact. most executives in the firms vIsIted failed to 

perceive the importance of packaging as an element of the promotional rn.Ix. 

The researcher believes that executives in the Iraqi food industry should be 

prepared to adopt practices relevant to their industry in the light of changing shopping 
, , ' 

habIts and SOcial attitudes in Iraq society. and the effects of Western technology and 

tradItions. Such concepts should be taken into conSideratio~ In a changing society. 

Apart from the basIc us~ ~f packagIng for product protection. many other factors should 

be conSIdered. such as ease Of· dIstribution. product promotion. shoppIng habits. 

increaSIng employment. of women. the extended family. and the introduction of 

supennarkets. The prOblem· of education and training people with the skills which w1ll 
b .. . 

e demanded is a perpetual problem. The need for education in marketing exists for a 
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prosperous food industry. Only now is there the beginning of an effort to educate and 

train people in management in general. although this task w1ll take years. This 

supports the fourth part of our hypothesis (c) which we introduced in Chapter 7 • together 

With other factors. namely mJgratIon. income level and religion. 

Summary 

This Chapter aims to assess the e.'ct.ent to which the marketing concept is Implemented 

in the firms surveyed in both the public and private sector of the agricultural food 

industry Within their organisational structure. by investigating the use of certain 

marketing tools. which. in the researcher's opinion. constitute the most Important 

functions a modem finn should practise. 

The absence of marketing specialisation in most of the firms visited is clearly 

Indicated. As a result. some of the marketing functions are practiced by executives with 

no experience of marketing. In addition. where no marketing department existed. the 

marketing function is practised by other departments. In 400,{) of the firms visited. the 

marketing function has been assigned to a marketing speCialist. The serious shortage 

of marketing-oriented c.'Cecutives seems likely to continue for some time. Generally. 

the Iraqi firms visited still lag behing in organising marketing functions compared 

with flrms in the developed countries. Thus. the need to rebuild their organisational 

structure. their image and their attitudes Is crucial. since production orientation 

dOmlnates the approach of most of the e.'Cecutlves In the firms visited. 

The link between industrialisation and marketing functions such as research is 

very weak. The situation has led to minimising the effect of any research and emphasis 

on the need for marketing orientation is needed in all educational organisations such 

as Universities and governmental departments and is particularly necessary for central 

planners. More efforts should be e.'Certed. especially by the government. through its 

appropriate organisations. Government intervention will not hinder marketing: on 
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the contrary. it will1mprove the marketing system generally if certain measures are 

taken Which we shall mention in the next Chapter. 

These changes will continue to be the main objectives which should be implemented 

In practice in the Iraqi food industry in particular and in firms in other sectors of the 

economy in general. This process w1ll not be achieved overnight. but over a 

considerable period of time. It is not necessary to start from scratch and Simply copy 

the methods employed in the developed countries. but to start from the current posltlon. 

benefiting from their experience. adopting only what Is suited to the Iraqi cultural 

structure. 

The next Chapter provides a summary of the research findings and submits a 

number of recommendations. 
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CHAPTER 9 

CONCLUSION AND RECOMMENDATION 

9.1. Summary--Problems In Perspective. 

Although marketing and distribution has long been viewed as parasitic by central 

economic planners. governments and private sector offiCials in developing countries 

including Iraq. But aspects of the system that enable those who can spot imperfection in 

the marketing system to profit from these imperfections. Also. if private sector 

OffiCials gain. they maynot always be considered as critics. Thus their attention has 

focused on production and finance rather than marketing. However, as Kr1esberg 

emphatiCally stressed •••... production is the first stage in providing food. distribution 

is the second stage, therefore. archaic marketing facilities and inadequacies in 
II' 

distribution contribute to food deficiencies in developing countries no less' than 
I' 

1 
antiquated function .. 

Public marketing. including agricultural food products and services Is frequently 

undertaken In developing' economies often with controversial results. In Iraq no 

analysts have examined public marketing concerning the food industry from the 

perspective of its impact upon those whom the system selVes. i.e., the consumers. This 

thesis presents a study and analysis of agricultural food products. It emphasises the 

perfonnance of public polley as a force in the market place from a research perspective. 

Moreover. the theSis examines factors affecting the marketing of food and the 

consumption of Iraqi food products, particularly in the local markets, and pOSSibly 

foreign m k ' 
ar ets. Co-ordination of aU links and effiCiency of the food marketing system 

can be achieved through the adoption of the marketing concept at the farm level. 

continuing through to the food processing industry. 

The information about the attitude and behaviour of the respo~dents in the food 
industry b 

'Was 0 tained by asking them to indicate for each question asked. a chosen 

response; 'very important.' 'important,' or 'not important at all.' Each intelVlew lasted 
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apprOXimately 3 to 4 hours. Attitudinal orientations of the respondents were measured 

by means of scaled responses to a series of 54 questions (Appendlx,9,)' The frequency for 

the importance of each answer was calculated and ranks were the~ assignee:! from the 

highest mean (very important) to the lowest mean (not important), and therefore 

responses were scored from I, 2, 3, respectively, in order of importance. Thus, the 

research Is exploratory in nature and the thesis objectives derived by hypotheses set for 

these purposes. 

The researcher conducted interviews with twenty-five executives most of whom 

represented co-operatives in the Middle province of Iraq. These Interviews shed light on 

the difficulties experienced by cooperatives in Iraq, allowed an assessment of their 

performance to be made in an attempt to find effective solutions to these problems, so 

that the COoperative movements might succeed. ConSiderable time and effo~ were 

expended on gathIng this infonnaUon. with the help of a questionnaire concerning the 

cooperative movement. (Append~8:). The researcher's previous experience enabled him 

to arrange the executive's re,sponses so' fuat a clear picture of the Situation was provided. 

COoperatives in Iraq are not exclusively of a single type. engaged solely in the 

marketing of one kind of product. On the contrary, they are engaged in a variety of 

aCtiVities. The major characteristics of these units are that they are government­

created. Most of these units are organised on a small scale, based on the prinCiple of 

limlted liability, and they are registered with the Ministry of Agriculture and Agrarian 

Reform. Their market share varies from sector to sector. Only in the production of dates 
ar th . 

e ere Specialised cooperatives. whose members are the producers themselves. In the 

marketin . 
g of fruit and vegetables, grain. and dates, the market share of cooperatlves Is 

OVer 30%, 58% and 60% respectively. IneffiCient management, differences in degrees of 

management skUI. lack of interest from members, and insuffiCient credit support, are 

all causes of failure. 
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The researcher believes that for a successful food industry efforts should be started 

before the farm gate. continuing to the processing stages. Thus. chapter 1. gave a 

background to the structure of the Iraqi economy. ehapters.3 and!.~· explain the 

problems of marketing in agriculture in Iraq. and the role- and Importance of 

marketing in the development process Is highlighted respectively. all of which are 
.' ~ . 

matching With chapter,5\ to start the investigation of the thesis hypothesis. In this 

chapter. two main hypotheses were stated (namely D. E). relating to the adverse effect of 
'. 

the application of land Reform Law on agriculture and. cooperatives With the impact of 

quality of management on the operation of cooperatives respectively. Migration of 

rural people and their income level are pOints which affect food industry supply and the 
, , , 

Subsequent scale of marketing is also investigated In this chapter. as these points 

represent (parts 2 and 3) of hypothesis (e). Then the researcher shifts to investlg~te the .. 
remaining hypotheses. namely (A. B and parts 1 and 4 of e). whIch relate to the 

implications of the marketing concept and its applicabUity to the Iraqi food Industry 

and Its objectives. covered in chapters'; and 8. which together represent our field work . 
and SUlVey through direct personalintervlews. 

Time factor was a major 11m1tation of the study. however the researcher tried to 

overcome this obstacle to present his work despite the adverse local CirCumstances. The 

deSign of the questionnaire was arranged in such a way as to ensure that respondents 

Would cooperate fully without embarrassment or hesitation. The researcher'S 

experience was to allow executives to express their answer wholehearted. therefore 

most of them preferred to answer the questions themselves and the researcher had to 

collect the responses later. On his side the researcher accepted these responses without 

any kind of Interference. suggestions, or even influence to manIpulate respondents 

answers. Discussion preceded the questions so that their ideas were more readily 

expressed. Not surpriSingly when they frequently mentioned one element rather than 

many aVailable in each question. although in the researcher's eyes other elements may 
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have equal importance. Again their views probably reflected political considerations 

which, in fact, enhance our hypothesis of passive attitudes towards marketing. 

Productivity if often, though not invariably insufficient due to the low level of 

application of capital inputs generally. Apart from fertilisers and insecticides, which 

. are little used, there is llrnited use of tractors or other agricultural techniques. The 

family labour force is often not well integrated. Instead of working together, women are 

customarily left the responsibility for food production, while men concentrate on ca~h 

crops. Therefore, the backbone of agricultural production has undoubtedly been the 

peasant producer or small-holders, rather than estates and plantations. The economic 

development of Iraq is partly the story of cash crop production for local consumption 

and for export by peasant farmers who responded eagerly to new opportunities to earn 

cash income. iI' .. 
MinlmiSing costs of production and distribution must be the goals of the market 

system in order to reduce spatial price fluctuations and to handle any surplus 

emanating from expanding ,production. To be effective must also reach a large number 

of farmers. A market organisation, therefore, must make use of the available local 

skills and minlmise use of the lJrnited supply of administrative manpower. Failure to 

do so, however. well conceived will not serve the purpose, either of reducing over-all 

marketing margins or of prOviding an incentive price to boost agricultural production 

generally. 

The basic economic problem of chOice, and allocating the available resources In a 

relatively "Optimum" way still exist in the centrally planned economy including Iraq, 

is not the result of the market forces, but ultimately of the central economic planning of 

some sort. The COmmittee would make decisions of which kind of product to produce 

(chOIce of products), how much to produce, and how much to Invest. On the other hand 

the existence of a large private sector means that a large part of the economy IS not 

directly controlled by the plannIng authOrity. Therefore, doubts may be raised about 
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the efficiency of "indicative planning" and the possibility of influencing the private 

sector through consultation or exhortation. 

Market Imperfections create a need for a government role but there is also a need to 

be sensitive to market trends. In Iraq, for instance, recent development plans give 

government a key role in promoting new ventures, particularly in the fields of 

manufacturing, transportation and energy, but for the most part, have left lands, small 

enterprises untapped and unorganised. Therefore, the discussion of development 

planning in a country like Iraq would not be complete without reference to the concept 

of integrated rural development planning. Such type of planning involves a number of 

elements, such as the incorporation of a diagnosis and analysis of the area's 

development problems and prospects, in other words, a comprehensive plan cutting 

across several or all geographical areas within the country. This meaR~ the 

involvement not only of agricultural economists, but also of industrialists, soil 

SCientists. agronomists, and even multinational agency effort. 

The results of the SUlVey suggested that people support and appreciate each public 

marketing effort due to socio-economic beneOts. and equally important, to economic 

development. Public institutions are viewed by consumers as powerful competitors 

With the private sector, therefore, their impact on prices in the local market is still 

needed, to ensure that competition reduces the degree of exploitation by middlemen. 

At the end of the last chapter certain pOints were emphasised and identified for 

further related studies. A future evaluation of the extent of success or failure of the 

Wholesaling system would highlight the performance of the related government 

departments in marketing. More investigation of such performance may require the 

elimination of some and I or the re-organisation of other departments ~ the marketing 

system. Also, using an advanced accounting system is crucial. Such a system will help 

the government in pricing of agricultural products on a factual rather than an arbitrary 

basis. That Is fair for farmers and consumers, and ~articular1y ensure reasonable 
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incentives for farmers. The above suggestions emphasIsed the impartIal role the 

government can play. This will also serve to encourage capital investment in under­

utilised natural resources. Such a policy will exploit the indigenous labour more 

profitably, and when citizens can see their graded agricultural products sold in the 

supermarkets this may be regarded as a turning POint in the Iraqi economy. 

The researcher concentrated on the cooperatives in the Middle governorates of Iraq, 

but profits achIeved by these organisations in the whole country may reflect the level .of 
" 

their fallure or success. A possible hypothesis for further study is to investigate the 

benefits that might accrue from giving favourable treatment In the granting of loans by 

the (ACB) to those cooperatives that have achieved some success measured by obj ective 

criteria. 

This study has been concerned with the role and the operational structure of 
'I' .. 

marketing in Iraq as a developing nation, concentrating on agricultural products 

intended for both local and foreign markets, and pinpOInting the main problems 

involved. 

The prodUction process clearly emerges as the main area in which improvements 

need to be made, whUe marketing obviously has a role to play in promoting economic 

growth in developing countries. The concepts of marketing and economic growth 

should therefore be dealt with together. Up to the present time, the marketing concept 

has remained largely neglected in Iraq and the system Is consequently inadequate. 

Industry rather than agriculture has become the predominant sector of the economy, 

but it is vItal that more attention should be paid to the problems involved in marketing 

fOod and some of the changes recommended might also apply to other developing 

Countries: 

Iraq is baSically an agricultural country. However, despite conSiderable progress 

haVIng been achieved in developing Iraqi agriculture, a great deal silll remains to be 

done. With a few exceptions, the developing nations of Asia, the Middle East, Africa and 
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Latin America, began the first stage of their programme of modernisation by 

concentrating their efforts in two areas, the production of manufactured goods to 

replace consumer goods imports and the creation of a basic infrastructure. Agriculture 

and the modernisation of rural life were systematically neglected, resulting now in a 

dange~ous decline in per capita food production in some major regions.2 The annual 

growth of food production in Iraq has decreased dUring the past decade and at present, it 

is only slightly' above the population growth rate. Agriculture in Iraq occupies, a 

predOminant pOSition in the development of the Iraqi economy and because of its 

importance, the government has given priority to this sector in its development 

strategy. In Iraq, about 70% of the population depends on agriculture for their 

livelihood, but although the country has witnessed a considerable improvement in the 

agricultural sector since the introduction of the five year plans, it is not yet suffiCient .. 
and remains below the desired level. For example, the data set out in Table 16, chapter 

I, relating to wheat prodUction, shows that rate of growth in agricultural production 
" 

has fallen in recent years ~d the area devoted to this crop has decreased. The same 

pattern applies in other types of agricultural production. Moreover, a comparison 

between Iraq and other developing countries demonstrates the remarkably low 

prodUCtion level in Iraqi agriculture (see Table 9, chapter 1). Under such circumstances, 

agriculture displays a number or distinctive characteristics. For example, only a small 

prOportion of c';1ltivable land is used and there is no fallow system so that yields are 

low, and agricultural costs are very high. Overall, therefore, the level of success in 

agriculture is low. Most developing countries inclUding Iraq. are undergoing a major 

transronnation in terms of food consumption, with a shift away from the tradItional 

diet of coarse crops towards diets that include wheat and rIce.S 

Attempts have been made by successive governments to encourage the industrial 

sector, but less attention has been paid to the agricultural sector. In fact, greater 

PriOrity has been given to the oU industry, since that sector Is the principal means of 
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eamtng the foreign exchange required to support Iraq's economic development. This 

has led to a marked decline in agricultural production and to the migration of farmers 

to the cities, seeking higher earnings in other sectors of the economy. This poUey has 

been recognised belatedly as being as harmful to the economy in general as the state of 

imbalance between the different sectors of the economy has minifested itself. 

The produ'ction and consumption of agricultural products have many 

characteristics, one of the more obviOUS being that the supply of agricultural produce ~ 

variable and inelastic. On account of the seasonality of the produce and Its 

perishability, farmers are unable to control the level of production, so that there Is a 

Variation in the quantity reaching the market and other consumption areas. Moreover, 

the ability of the farmers to respond to price changes is 11mited. When the prices are 

high, farmers are unable to obtain the expected benefits, because they cannot ~rease 

their supply immedlately as the growing period for production Is too long. When the 

situation is reversed, that Is, when the prices are low, farmers are unable to manipulate 

the quantity of the agricultu,ral produce in order to reduce the supply as they do not have 

facUities for stOring the product. Farmers, from an economic point of view, are price 

takers; their behaviour Is passive and they have to be content with their level of 

prodUction and accept whatever price they can get. 

Another characteristic Is that the market receives agricultural products from a 

large number of farmers scattered here and there, cultivating their small land area and 

prodUCing different agricultural produce. Such a situation Is far from lending itself to 

achieVing certain economies by -means of large scale production or rece1v1ng the 

benefits derived from a controlled production process. In such a situation, 

organisations involved in diStribution should pay particular attention to these speCial 

factors Which affect agriculture and derive methods to improve their performance 

aCcordingly. 
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The fact that price elasticity and income elasticity keeps demand for food low, 

represents another characteristic of the production and consumption of agricultural 

products. Population requirements for particular foods are to some extent static, and 

the demand for food shows little change in response to increases in the people's income 

or increases in food prices. 

These characteristic problems directly or indirectly affect both farmers and 

consumers. Indeed, they affect the production process as a whole. With an inelast,ic 

demand for food and variable inelasticity of supply, there Is greater fluctuation in 

farmer's income than In any other sector. This fluctuation In their income Is 

exacerbated by the large number of individual farmers, e~ch producing on his own. and 

by the fact that pOSSible changes in demand or supply cannot be estimated accurately. 

Price fluctuations are not desired by the consumer either. In this respec .. t, the 

actiVities of organisations engaged in distribution in their attempts to reduce price 

nuctuaUons in the market place, must also be regarded as contributing towards success 

in this area. 

With regard to prices, the study shows that there is a low correlation between the 

offiCial guaranteed prices fixed in advance and the level of production or the number of 

donums culUvated. At least this clearly applies to the three products in our case study, 

for a number of reasons. Due to the ineffiCiency of the marketing system, fanners found 

it dUl'icult to earn a reasonable income and began looking for jobs in other sectors of 

the economy, since they were unw1lling to stay in the agricultural industry. 

Accordingly, there was an increase in migration from the rural areas to the city centres. 

WhOlesaling and retailing are the most sensitive sectors in the marketing channel, and, 

they are linked directly with consumer demand for service outputs. Improvements at 

the wholesale level would be particularly helpful as the start of the marketing system, 

but wholesalers in general cannot easily be persuaded to change their behaviour 

patterns. 
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Most Iraqi fanners do not have the means to buy all the inputs required for 

successful agricultural production. This results in inefficiency and low output. 

Machinery. fertilisers. chemicals, etc., should be made easUy avaUable to the fanner, at 

reasonable prices. But these conditions have not been met in Iraq. Production Is 

limited, due to the employment of pr1m1t1ve agricultural techniques. There Is Uttle 

doubt, however, that agricultural cooperatives have had some success in terms of 

economic perfonnances. Members are provided with the facilities and services required 

to enable them to achieve higher levels of production and an improved standard of 

living, but poor organisation of the provision of these f~cilities has had an adverse 

effect and proposed targets have not been achieved:; .. The~~ . are not enough trained 

personnel to supervise the granting of loans and all forms of credit for agricultural 

purposes. The huge amount allocated by the govenunent to agriculture in the previous 

nve-year plan (1980-1985), could lead to lmprovements in agricultural outp~t and, 

make food more readUy avaUable to the population a~ a whole, if it Is administered 

properly. 

It is of the utmost importance, when discussing the possibility of modernising the 

market In Iraq, to distinguish between problems at a local level and those at national 

level. As we have seen in chapter two, marketing problems may be divided into direct 

and indirect problems. The direct problems for example, the traditional methods of 

harvesting, and the large number of small and scattered farm holdings can affect the 

practice of marketing to a great extent. The indirect marketing problems such as 

grading. transporting and so on--what is called the marketing infrastructure--or even 

pre-harvesting sales practices requires discussion of the role of middlemen and 
, 

organisational institutions. These practices are the result of farmer's finanCial . 
weakness, and they represent serious problems at the national level in Iraq, following 

the conSiderable Increase in agricultural production, especially in fruit and vegetables, 

so that these middlemen in Iraqi market have been able to increase their bUSiness and 
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their influence in the country. These weaknesses have resulted in a considerable 

strains. The present situation may be represented as an old tree with weak roots 

striving to cope with the strain exerted by its heavy branches. The weak trunk of this 

tree represents the various stages of marketing such as packaging. primitive 

harvesting. and the heavy branches are the overloaded market. These problems may be 

removed by 1mprov1ng the marketing system at national level. 

Our proposal for 1mprovlng the marketing system would require information abo,:,t 

the role of middlemen and government measures. and the overall mechanism of the 

present marketing system in order to identify problems and thereafter to suggest 

possible solutions. To support our opinion this would require an investigation. both of 

the effects of middlemen and government institutions. which would help to explain the 

complex Situation prevailing at the present time in the market. It is expect~ that .. 
suggestions for improvement arising from such research would be compatible with our 

present study. consequently making available further possible solutions on a realistic 

basis. 

The Five-year Plan strategy should be based on 1mprovtng the handling. storage and· 

distribution of farm products. This programme includes the dissemination of market 

information. product standardisation. quality control and the sale of surpluses to 

domestic or foreign markets. Lack of adequate storage facUities Is a major problem 

leading to the loss of probably a quarter of all agricultural production. which means 

that farmers are producing unprofitably. The inadequacy of the present marketing 

system is also reflected in regional differences in prIces and product avaUabUity. 

From the previous chapters we know that there are two serious wealalesses. The 

first. which is of the upmost 1mportance. is the weakness of farmer's rep~esentation in 

the market throughout the country. In this Situation. which is unfavourable to fanners. 

middlemen are active and benefit from the present wholesaling system. The second 

weakness is the physIcal structure of the city markets. their management. their size. 
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and even their location. It Is easy to suggest improvements, but may be difficult to 

lmplement them. The present marketing system Is anachronistic and ineffiCient, and 

must be replaced by a new one, but one should be realistic and recognise the risks and 

the possible hannful results which might follow the introduction of new methods to 

replace the present system. We have to recognise that about 80% of all agricultural 

produce is handled by middlemen and other agents, and they have the ability to do this 

due to their broad kD.owledge and personal experience developed over a long period ,of 

time. So there is no point in slmply stopping the present system without being able to 

introduce a better one. The role of the middlemen in lending credit to fanners and 

retailers should not be underestimated. We should bear in ,mind that ending their 

participation Without replaCing it with some practical alternative would lead to the 

collapse of the present system. The researcher does not favour the practices employed 

by middlemen in the market, but wishes to draw attention to the problems at present 

affecting agriculture in Iraq. In fact, the effect produced by creditors in the agrlcultural 

industry was neglected thol,lgh the Iraqi government has recently begun to pay attention 

to this sector in the economy. Nevertheless, it Is still too soon to say what lmpact their 

intervention has had. 

It is evldent, therefore, from what we have seen, that the problem of modernising 

and rebulldIng the new system is extremely complex and it is necessary to mow more 

about the role of the Cooperative Agricultural Bank in Iraq and the perfonnance of the 

State organisations. Therefore, to achieve these objectives a case study was undertaken 

to examtne the State's role in the present marketing system in order to shed light on 

POSSible solUtions. 

Certainly, marke~g that focuses on creating new needs and wants, which is very 

lrnportant in a developed, mass-consumption economy, is out of place in a poor 

develOPing country. But dynamIc. modern marketing is more than a search for new 

needs and wants. It is, fundamentally, a system of concepts, tools, and skills that 
'- -~ '--.- -._- --.~.-.-... --.-. 

enable managers to match th~ cap~bility ~i org~s~tl;~;'t;th~';e~d;"~f-~~~~tY~A;' 

Such, marketing SCience can be directed toward the needs of the less-developed country.4 
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Employing speCialised marketing functions has an effect on economic 

development. Farmers, by utilising their resources efficiently and using their 

entrepreneurial ability, will produce more than subsistence level results. and this will 

involve them in exchanging surpluses for other goods required in their dally life and 

made available by producers in other sectors. This simple example means that an 

exchange process is carried out between two people in different sectors, in this case, the 

industrial and agricultural sectors. This implies that efforts of two separate 

communities can be directed towards satisfying the needs and want of both groups. 

Those who specialise in food production will be in a position to buy consumer products, 

whereas those who speCialise in industrial products can aim at buying food. The 

exchange process between the two sectors of the economy may be implemented through 
, ~ 

the efforts of middlemen. The above process is examplified by a simplified il1ustr~tion. 

When economies are advanced in their structure, and the countries involved operate 

compUcated systems, with the distance between consumers and producers beCOming 

greater, the commodities ~eeded may also be more numerous and more complex. 

Production sources require to use middlemen to dispose of products to meet consumer 

needs, thus marketing becomes the process of moving goods, and ensuring that industry 

is able to maintain the necessary propduction level at low cost and attempting to keep 

demandat its current level or even higher, and balancing these requirements. Thus the 

importance of marketing increases. 

The percentage of income spent on food in a particular country reflects the stage of 

advancement achieved by that country. In the developed countries, a smaller 

percentage of income is spent on food, which in the developing countries more than 

50% of in~ividual income is spent on food items.5 

Changing the emphasis from the sale of products to the sale of an integrated offering 

of products and services may not be an easy task. The new role of marketing aims in 

fact at the ultimate achievement of the marketing concept of providing customer 

714 



satisfaCtion, within the constraints set by society. A new constraint is the extent to 

which supply is limited. Some scientists believe that the the root cause of the depletion 

of resources lies basically in the fact that there are too many people and not enough 

resources. Two problems can be attributed to the increase in population: one is 

pollution of the environment, and the other. which Is relevant to the present research, 

is the depletion of the country's natural resources. WhUe food shortages due to crop 

fallure are not a recent phenomenon, the problem in 1974 was much more serious than 

before. The World Food Conference held in Rome in November 1974. indicated that 

there would be grave consequences if nothtng was done to make food avaUable to the 

world's 500 mUlion hungry people.6 

The tradItional approach to the study of economic development in most developing 

countries was to examine only the productivity increases which agrlcultur~ and 

manufacturing contributed to economic growth. Other things being equal. through 

these increases in per capita output. marketing could provide an economy with 

increased capItal Investment, increased per capita Income, and a higher standard of 

livIng but these opportunities have been neglected. This was a production-oriented 

attitude to economic development. The contribution of marketing and marketing 

institutions to economic development were neglected. The traditional production­

Oriented approach was applied to the Iraqi economy, and the extent to which marketing 

development has taken place is not encouraging. 

In general, offiCial enterprises within the agricultural marketing system in Iraq, as 

In most developing countries, suffer seriously from managerial and economiC 

ineffiCiency which results in a low level of production on most fronts. EconomiC 

reforms alone cannot and will not improve the productivity of the system. so deep­

rooted is' the level of managerial efficiency. These problems should be taken Into 

account in any offiCial attempt to introduce a successful marketing system. What are 
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needed are Wide-ranging institutional measures to improve productivity and to produce 

a rational econOmic system. 

9.2 Marketing And The Planning Process In Iraq: 

Because of the high level of revenue from oUt the present Iraqi government has not had 

to face many of the financial problems which limit the process of growth in other 

developing countries. But this does not automatically ensure that all development 

problems are thereby solved. Moreover. the sharp decline in oU prices over the last six 

years has had an adverse effect on the development process. making it difficult to 

Implement certain projects. This has happened in most Middle East countries which 

depend mainly on oU revenue. Accordingly, funds must be allocated on a scientific 

baSis so that scarce resources are used to the best advantage. This in tum re~ires a 

high level of technical and managerial expertise. A priority in planning is the 

identification of bottlenecks within the infrastructure. The Iraqi economic planners 

have not carried out this function however. but have left the task of allocating resources 

to the impact of market forces. 

One of the main conclusions of this study is that the economic planner in Iraq have 

concentrated on the production process, while marketing tends to be regarded as a 

Il11nor. rather than a complementary activity. The marketing process has thus become 

time-consuming and costly and. associated risks have increased. As the govenunent 

increaSingly intervenes in the marketing system. it should rely more on market 

research when preparing its economic plans. Where accurate infonnation about the 

market is available. planning wUl be a more effective means of promoting the growth 

process as resources can then be allocated more efficiently. This is particularly vItal in 

an economy where capital is in short supply. Thus the value of market research Ues in 

its ability to influence the industria1tsa~lon process. enabling it to use the resources 
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abaUable to the manufacturer in order to produce goods on which consumers can 

depend.7 

Iraq. like many other countries in the Middle East. suffers from excessive 

bureaucracy and centralisation of government responsibUity. This tendency is 

historically deep-rooted. Increased government control of the economy has meant 

more arbitrary bureaucracy. so that efforts made by the organisational hierarchy. 

concerning a particular problem are unco-ordinated and the problems of the different 

sectors of the economy. including the agricultural sector. are intensified. Through the 

creation of cooperative SOCieties. the government has sought to increase its influence 

over the economic activities of farmers. thereby reducing the influence of individual 

entrepreneurs. But changes in agricultural poliCies have not been completely successful 

due. again. in part to the lack of skUled management but also due to a ~ck of 

COIllIIl1tment and certain infrastructural shortcomings. Wider government control in 

other areas has also led to a lack of initiative and freedom in executive management 

deCisIon making and this. has inhibited the development of managerIal expertise. 

Development plans are generally. therefore. drawn up by bodies which have l1ttle or no 

Interest in marketing. or which are Inadequately briefed because they have not 

foreseen any need to seek specialsit advice. If decision-making is to remain centralised. 

then it is important that there should be greater flexibility and autonomy in relation to 

the execution of these decisions by managers. thus Increasing both their responsibility 

and their prestige. which may result in organisational adequacy and diversification 

POliCies. 

The general strategy underlying planning should be based on the idea of 

maxtm1sing social benefits. The development of skilled manpower and the raising of 

Worker's aspirations are the baSis of economiC and social development because the 

relationshIp of man to socIety holds a prominent position in the policy of present Iraqi 

government. To gain the full benefit of manpower planning. the government needs to be 
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fully aware of the overall manpower situation in the economy. Therefore it must 

consider the quality of its education system, the level of skilled manpower available 

and the capacity of training centres. The number of training centres was 27 In 1986, 

With a total capacity of 12,198 persons, distributed between agriculture, the oil 

manufactUring Industry, transport and connnunications and food processing. Only one 

training centre is officially recognised. The centre's administrative performance has 

been CritiCised mainly on the grounds of the low quality of its training facilities and the 

fact that It appears to concentrate on impressing its political leaders. In 1984 as few as 

42 trainees receIved training in only seven successive seSSions, reflecting the low 

profile for SCientific training. 

Education and manpower must be considered together. Education 18 the key to the 

development of occupational skills. Boths are important In the development prpcess. 

EffiCient market research ensures that the information required to effect the optimal 

allocation of resources is made available. But until more atttention is paid to the 

Importance of marketing a~ part of the production process, development plans will not 

be fully effective because they will not be based on rational thinking, or related to 

sCient1fic facts. 

9.3 Recommendations: 

Some people believe that marketing has no role in developing countries where 

Particularly resources are scarce because there is no need for demand creation, but the 

oppostie is true. Where the resources are scarce. the role of marketIng is to determine 

consumer needs and wants and to perform the functions required to maximise 

consumer satisfaction. As a means of promoting. more efficient usage of goods and 

services. the marketing function can play a very important role in business and in 

SOciety. While executives, must mOnitor the market for consumer needs. they must also 

recognise the constraints of the supply Situation. This constitutes the marketing 

concept. 
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Industry should think about selllng seIVices rather than products and lntegration 

between production and consumer satisfaction should be achieved. The new role of 

marketing between production and consumer satisfacation should be achieved. The 

new role of marketing in developing countries should take the fonn of an integrated 

package of ideas, products and services to achieve maximum satisfacUoncombined 

With the mtnimum consumption of products. 

Executiv~s should recognise that marketing is not simply a mechanistic but. a 

process for improving the management of trade. Furthermore, this process is of great 

effect and use in developing economies of all sorts. IN addition it helps in maintaining 

comparative advantages for example that achieved in the export o~ dates in a fierce 

competitive environment, although resources are becoming scarce, income is 

increaSing along With people's standard of living and particularly in the larger ... urban 
~ 

certres consumer awareness is increasing. 

If marketing as a business function Is to survive as Kotler urges in "Take the age of 

scarcity", executives in bu~lness must accept the role as a means of promoting more 

effiCient use of scarce resources for greater consumer satisfaction. Thus, more research 

is required to obtain Infonnation about consumer attitudes on national and 

International level in order to utUise existing resources more effectively and enable a 

strategy to be pursued to achieve economic development in the long run. Actually the 

new role of marketing Is briefly to promote consumer saUsractin by producing better 

quality products from the resources available. 

The importance of marketing to developing county like Iraq lies in the area of 

communication or persuation. Marketers have long been noted for their skill In 

Stimulating or even creating demands for products. There are many products or items 

Whose use should be encouraged in a country like Iraq. Iraqis In the south of the 

country, for a religious reasons, do not eat preserved imported meat as the animals 

have not been slaughtered using the method required by IslamiC teaching even With 
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stamp of approval. So they are not accustomed to consume such meat in any sfgnJflcant 

quantity. A programme to persuade these Iraqis to consume it would be highly 

beneficial to their health. Marketers with skill in the advertising and promotion area 

clearly have a contribution to make in a programme of this kind. 

The hnportant role of marketing in the developing countries is to direct societal 

resources into organisations concerned with the creation and deUvery of products that 

best sexve people's needs. The condltlons of scarcity in developing countries make,it 

imperative that products designed for the markets of developed countries are 

automatically copies of models produced elsewhere. Basic marketing concepts can and 

should be applied to desIgn products appropriate to these countries' needs. and to 

educate the tastes and preferences of the people, Thus. marketing In the dynamiC sense 

can relate resources to avaUable opportunities and satisfy needs on the cons),lmer's .. 
tenns. 

ImprOving the present marketing system will not start from scratch. but from 
'" 

reorganisation of the ex1s~g bodies. The measures required need time to achieve the 

deSired objectives, and finanCial support in the fonn of backing from the government 

whose lntexvention Is a prerequisite for success. It would be useful make a start by 

increasing the role of cooperative organisations, giving them more responsibility and 

aSSigning to them specific tasks. It is obviously important to examine the present 

marketing system and provide the essential information which is at present 

inadequate. particularly infonnatIon about the level of production and consumption of 

agrIcultural produce at naUonallevel. Such information Is crucial for future planning 

relating of for example. cold storage facilities for perishable products which only the 

government Is capable of providing as the private sector and cooperative are not in a 

POSition to do so chiefly for financial reasons. InfonnaUon concerning expected 

shortages of fOOdstuffs would allow the government to take the measures required to 

aVoid such shortages for the benefit of both the food industry and the nation. 
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An increase in agricultural productivity does not present a problem due to the 

government's ability to support such a step. Other marketing infrastructure 

improvements are required however. There Is an urgent need to imporve and expand 

the railway system, the water ways, maritime transportation fac1lities, 

commUnications, and in particular, the dissemination of market information, in order 

to keep all participants in the marketing channel adequately and accurately informed 

about market conditions. . There Is evidence to show that even at omcial level, tl:te 

importance of an effective marketing infrastructure has been largely neglected. 

Accordingly, government services should be aimed at improving the marketing system 

in general to help people throughout the country. In order to allocate economIc. 

resources more effiCiently to make the economy more ,competitive and to achieve the 

deSired social goals, the government must provide appropriate guidance to both the 

Private and public sectors. 

The Cooperative movement in Iraq Is being used as a political instrument to 

promote Iraqi socla1slm an4 nationalism. The two basic alms of changes introduced in 

the marketing system are to decrease the volume of trade handled by the private sector 

and to increase government control over trade. To achieve these objectives, the 

government has established the General UnIon of Cooperative Peasants. But if the 

COOperative movement in Iraq is to succeed in both economic and polltical terms, more 

attention should be paid to the nature and level of market needs and competition, for 

example dates for export. 

It Would be advantageous if the cooperatives could improve the farmer's sItuation by 

prOViding them With the necessary credIt, in order to free them from the viciOUS ~1rcle 

of poverty and the unhelpful practices of the middlemen and so aboUsh their condition 

of near serfdom. Farmer's lack of cash and the absence of alternative sources of credit 

put them at the mercy and under the influence of mIddlemen, even forcing them to 

engage in pre harvesting selling. Easy access by farmers to the benefits an offiCial 
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credit system as soon as possible, even on a small scale should be widely introduced, 

otherwise, the present situation is likely to continue. More effective organisation of 

their activities is required in such areas as, packaging, grading, and the education of 

their members, and widespread supervision of the application of agricultural expertise 

in their activities. Above all, they must be helped to market their produce through. 

Improved methods of distribution. Therefore, the major obstacle is the educational 

one. What is required is infonnation about what to produce, market demand, wh~t 

marketing actually means, and how to Improve it. All these are necessary before 

practical measures for Improving the traditional system can be Implemented. 

The desired reorganisation maybe effected by conducting a study to detennine 

suitable assembly points for packaging or grading and the allocation of appropriate 

cold storage facilities in major producing and consuming areas for perishable progucts. 

Although these must be provided by the State, ideally they should be owned by 

cooperative fanners. When such facilities are owned by marketing cooperatives, the 

results Will encourage other farmers and !inns involved in the agricultural industry to 

use these facUities to maximise the benefits derived from economies of scale. Having 

secured the advantages of this type of organisation, the cooperatives involved in 

marketing wUl be able to consider the possibUity of organising the transportation of 

their produce by themselves, competing with private agencies and relieving their 

members of the high cost of transportation. thereby reducing the price for the ultimate 

consumer. By and large. this will lead to smoothing out the supply curve to the benefit 

of both farmers and consumers. 

A vertical marketing system channel Is needed. This should be designed to 

Coordinate and integrate managerial, technological and promotional functions to 

prOVide more efficient direction of the flow of products fonn the fann gate to the factory 

or other points of ultimate consumption. Although the business environment in 

developing Countries Is different from that which exists in developed countries due to 
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differences in the level of economic development, the former could benefit from the 

latter's experience and adjust their marketing systems according to the prevailing 

environment by introducing a modified form of the vertical marketing system 

employed in developed countries. In the developing countries the food marketing 

system depends upon a variety of different factors. These factors should be subject to 

change where necessary, to enable the marketing and distribution of food to become 

more effective in order to ensure greater prosperity or even ultimate survival. These 

proposed measures will require patience, the wholehearted support of members, 

managerial skills, and the technical skills, which Iraq lacks. Nonetheless, our 

recommendations constitute an esential first step for improving the total marketing 

system. Further steps, linked with the above proposals for modernising the whole 

system need further study. 
" " 

It has been clearly revealed through this study that production suffers due to the fact 

that firms lack skilled and competent management. They should be better trained in 

modem methods but th~s also applies to those eng~ged in research, product 

development and advertiSing. Each of these functions requires specific skills, although 

they are all clearly interrelated and should be developed accordingly. An important 

first step which the government could take would be to supervise the quality and 

quantity of food for processing. to ensure that the required standards are maintained. 

Modem prodUction processes however, must also include attention to packaging and if 

Iraq is to improve her export performance, there must be closer cooperation between 

growers, packers, exporters and buyers. A "Grower and Packers Asociation" could be 

estabUshed which could meet periodically to sidcuss questions relating to all aspects of 

their bUSiness. 

It has to be stressed that the food industry in particular suffers from a lack of 

skilled management, in terms of both experience and education. The government 

should use its universities to promote modem management programmes including 
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marketing. Marketing is understood only in the most restricted sense. ie how much can 

be produced rather than how much can be sold. With the predominance of this 

production-oriented attitude. consumer needs are not given priority. Such an attitude 

results in a waste of the counUy's resources, and so this reform must b made if Iraq is to 

increase its rate of economic growth. The government could provide more reliable 

information concerning income distribution, population distribution. the economic 

growth rate and so on. Improved feedback systems make more effective planning 

POSsible. 

Management must be so integrated and coordinated that it Is capable of handIng 

awkward situations and taking decisions. Management of this type Is required to 

achieve vertical coordination and integration within the marketing system so that it 

will Succeed in achieving national goals. The elimination of uncertainty Is crucJa,l and 

this can only be doen if there is adequate information to allow a systematic physical 

flow of material which will contribute to the eiT1cient implementation of the overall 

managerial function. The ~overnment's role here is to provide the necessary financial 

resources. Therefore. the coordination of all complementary functions Is required and, , 

the main consideration of the economic planners and executives in both private and 

public sectors must be to ensure a well organised flow of physical and financial 

resoruces. Without adequate financial support. all efforts wUl faU. 

Information about the market is very important for a successful marketing system. 

Without such knowledge farmers or even cooperatives will not be able to grasp the 

underlying supply and demand forces which operate. This Is clearly seen in the 

fluctuation of some agricultural product~ which glut the market one year. whUe there Is 

an accute shortage in another. The poverty of the farmers forces them to rely 

increaSingly on private sources of credit. a Situation that put farmers without the 

influence of the market forces, and the pattern of production is determined by the 

pressure from creditors not in response to the market mechanism. Such fluctuations 
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have affected the county and the agriculatural industry as a whole as we noted in 

preVious chapters which pOinted out that the food Industry relies heavily on local 

agricultural produce. So the cooperatives should take the initiative to operate in the 

market. as we have seen that their previous attempts to influence the level of prices 

have been futile. in terms of to achieving economic development. 

Incentives in the fonn of adequate price support are needed if agricultural 

production is to be improved quantiatively and qualitatively so that the food industry 

becomes more efficient and. the level of price instability is reduced. Price stability may 

not in itself constitute the basic for a sound market although unstable prices may act as 

a SIgnifIcant disincentive. Moreover. agricultural prices should be related to quality 

and differential grading. so that partIcular products are suited to different kinds of 

packaging. Payment of a unifonn price. irrespective of qualtiy. w1l1 disappOint.,those 

farmers who take care of the produce and lead to a decline in the level of quality 

control. Th.e government could play a crucIal role in solvlng the problem of 

fluctuations In fanner's I~come by considerIng the basic cost of the agricultural 

prodUction process against international world prIces. For example. in the dates 

industry. government inItiatives take the form of provIding subsIdIes. and seeking new 

consumption outlets. The latter may be found by encouraging an increased level of 

domestic prodUction through policIes. or Introducing date consumption into the school 

meals system. or distributing dates to military organisations. At international level. 

the government could remove trade barriers and make available the commerclal 

services of Iraqi Embassies. In addItion. the government could follow the practices 

pursued in advanced countries. for example the "Food From Britain" campaign with the 

Sole aim of promoting th~ country's own agricultural produce. By such means, Iraqi 

agricultural produce could begin to compete more successfully with other produce on 

offer in foreign markets. 
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When fanners are given incentives to produce more. there must be outlets to absorb 

the increased production. Thus the strategy recommended for improving agricultural 

production and the marketing system is the "pull and push" type of strategy. When 

fanners increase their productivity. an increase in the demand - the pull - should be 

achieved Simultaneously if the full economic benefit of this strategy Is to be obtained. 

The necessary coordination between production (food supply) and marketing (food 

distributionl should be achieved through appropriate management procedures and 

interorganisational coordination. 

The researcher believes that a proper study should be undertaken to establish the 

exact margin of profit. based on the cost of commedlties. using a proper cost accounting 

system. a method whIch would to help the central planners to determine the margin of 

profit. to motivate middlement activities. reduce black market activities and 1m,prove 

conditions for the consumer. When a basis for such studies has been established. the 

Pricing pOllcy should be revised and amended every five years-for example. at the 

beginnIng of each new five year plan-giving due consideration to changes in technology. 

prodUction levels. variation In demand. and any other relevant socio-economic factors. 

The Iraqi agricultural food industry should be regarded as one requiring the 

technoligies by means of which the economic and social development of the Iraqi 

people may be achieved. This concept requires changes in the role this industry plays in 

the Iraqi enviromnent. The need to accelerate such changes is obvious now that the 

Iraqi consumer has begun to appreCiate a high standard of preserved food. and cheap 

wholesome food products. 

The availability of agricultural produce as raw material for the food industry must 

be ensured through an effiCient marketing and distribution system. Cooperatives could 

be Used to achieve such integration because the ~ore successful agriculture is as a result 

of SOUnd planning. the more successful the food industry wUl becme. This objective 

could be achieved through coordinating agricultural pollcyand practices with the needs 
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of this industry. The industry is dependent on the supply of the variety of agricultural 

products required for processing. thus the seasonality of the provision of fruit and 

vegetables. for example. should be incorporated in the industry's schedules to meet its 

requirements. Through scheduling and planning the continuity of work and 

utUisation of capacity could be ensured. 

To Simplify wholesale and retaU methods of handling products. the government 

could also encourage the introduction of food trade systems which have proved popular 

and successful in the West. including "self service" facUlties and providng supplies of 

frozen foods. The multiplicity of middlemen opperatIng at different stages in the 

market. is another cause of the inadequacy of the marketing system. Their existence 

leads to lower prices for the farmer and hIgher costs for the consumer. Public policy 

should concentrate on reducing the gap between producers and consumers by proytding 

an adequate infrastructure whIch would drastically reduce the need for. and the number 

of m1ddlemen. But the governement. having realised that governemt policy has had 

IUtle impact on the marke~Ing structure. seeks instead to reorganise the function of 

wholesalers. m1ddlemen and, to some extent, retailers. It has doen this by establIshing 

organisations such as the DME and GEMG to provide infonnation probably possessed 

by m1ddlement. Iraqi political leaders have sought to improve the marketing system 

by allocating resources and d1stributing Income through a single channel. ie the state 

organisations. 01Ticials believe that the free enterprise system might result in a fonn of 

foreign domination. Accordingly the marketing function is to be controlled by the 

government so that the influence of middlemen in the trading system Is reduced. 

If the marketing concept had been fully applied to the food-processing industry in 

Iraq, this would have had a marked effect on the economy as a whole. Thus the food 

Industry should be conSidered as a mechanism for maximising long term profits. In 

this context, economic planners can create a favourable environment to encourage the 

public sector management the implementation of marketing-orientation poliCies. 

727 
----.-... _-.. __ . -----_ ....... _-- ... -_. _.-." ..... _-... -............. --.---.. ~-.----.... -. 



Increased levels of competition will promote awareness of the marketing concept 

and innovation will be the response to the need for an accelerated rate of change. the 

government can encourage competition directly not only by discouraging the of firms, 

but also by relaxing import controls. At present, the Iraqi market is characterised by a 

low level of competition as a result of strict measures aimed at protecting domestic 

products. Import-substitution industries experience no difficulty in selling their 

products but the economic resources employed could be used to greater economic 

advantage. The effect of low competition on the marketing function is clear. Where 

there Is excess demand, manufacturers have little incentive to improve the quality of 

their products and customer services and marketing research, packaging and 

advertiSing are regarded as being a waste of resources although they can be effective in 

terms of obtaining economic benefits. Iraqi industries in general and the food inQustry 

in part1cular, suffer from a lack of communication with consumers and a lack of 

infonnatIon regarding their attitudes and preferences. Firms could avoid producing 

unsuccessful products by l,mdertaking more penetrating research on the possibUity of 

adjusting product's physical characteristics and by undertaking product development 

based on local market conditions as introducing a new product In some cases was an 

outcome of a personal decision rather than a planned policy decision, and launching 

effective promotion campaigns. 

The marketing function must be given high priority In the process of planning the 

firm's future actiVities. To this end, more attention should be paid to marketing 

research wh1ch should form the basis for any future business activity and for 

establishing any new Industry. The researcher believes that if suffiCient attention Is 

paid to this type of research, more effective utilisation of resources w1l1 result, and 

awareness of consumer needs and watns will increase as well the level of internal 

competition between firms in each, and between firms in the private and pubUc sectors. 
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In Iraq a state owned agency Is responsible for advertising. The research findings 

reveal that thIs type of agency may be regardes as an Intermediary or link between a 

firm that wishes to advertise and the media. Yet even this agency lacks the required 

skills and the specialised manpower to carry out'its duties effectively. Moreover, 

management attitudes towards advertising are of a passive nature. What is needed here 

in the first place Is to establish advertising agencies with executives capable of dealing 

with every aspect of advertising. The attitude of the management of firms must be 

modified so that they believe In advertising. Such changes would help to develop a 

modern approach to advertISing and the use of appropriate techniques. Also when 

sufficient experience Is gained , it may be used at International level for advertisement 
. ' 

in any markets where produce is sold. A final point concerning advertIsIng Is that 

management should advertise In the most appropriate medIa Instead of choosing In a 

haphazard fashIon or Simply making arbitrary decisions which result In the wasteful 

allocation of flrUmc1al resources. For example, In the sense that It Is not strictly for the 

promotion of products or aiming for establishing a commercIal Image for the firm, but 

"--

, 
" 

it is rather devoted for achIeving wider goals such as political and social purposes (see 

chapter 8). - A more rational method of selecting advertisIng medIa would Imporve the 

image of products In the market and benefit the firm In the long run. Management 

should conSider advertising as a long term Investment. 

The exploitation of natural resources and transforming them Into usable products 

Is a problem which must be overcome. The government should concentrate on applying 

the appropriate technology and science, SCientific management techniques to Improve 

the function of planning in enterprise, providing a better marketing Infrastructure, 

introdUCing a better system for handling agricultural raw materials in order to reduce 
, . 

wastage, developing packaging and quality control,and making avaUable research and 

training facilities to match the needs of industry. By doing so, firm's marketing 

decisions are geared to fulm the given targets. Thus, the possibUlty of utUlslng the 

installed production capaCities and output could be developed In Iraq if conSiderable 

efforts were applied. 

A redefinition of re-orientation of the Iraqi food industry Is essential. Processed 

food should be available to all Iraqis. The present study has revealed that about 70% of 

th -
e Iraqi population live in rural areas and are engaged in agriculture, whereas the food 

----- 729 
-------------_ .. _-------------



1ndustry is mainly urban oriented. Thus. the new approach should be that the whole 

population should have access to such products rather than us1ng the Western style 

practice of provid1ng products which are considered by a m1nority of the population. 

More attention must be paid to ensure consumer's preferences. However, some firms 

have begun to realise the importance of the market1ng concept. so there are prospects 

that this bus1ness poUcies wUl eventually be adopted 1n Iraq. 

In conclusion. we would suggest that developing countries includ1ng Iraq. can 

benefit from adopting and implementing a marketing-oriented policy in the 

agrlculutural sector. If sufficient effort was exerted' by all parties concerned, the 

economy would succeed. Obta1n1ng accurate infonnation by means of an effective feed 

back system, identifying and anticipating the needs of the economy by careful market 

analysis, planning the production and investment programme, and controll1ng the 

movement of agricultural products before the farm gate to consumption po1nts in the 

most economic manner would all contribute to the most effiCient utiUsation of the 

resources available in the national economy so that the greatest benefits are achieved. 
II' 

Aga1n, the experience and knowledge that have proved useful in developed economies 

Could be adopted to suit the needs of develop1ng economies. Since the attractive flavour 

of Iraq's domestic agricultural products sustains a continuous demand for them from 

neighbOUring countries. the potential for the sale of processed food is high. 

There is potential for Iraq once more to become an exporter of certain agrluclutural 

products such as grain and fruit and vegetables. and in particular, dates because ofthelr 

comparative advantage. Further study is required so that the role of agriculture in 

Iraq's foreign trade can be evaluated. The relevent offiCial departments could achieve 

Such objectives by encouraging students to examine such matters when they are 

studying abroad. Attention could be paId to market imperfections such as price 

fluctuations, the grains and losses associated with price stabilisation of primary 

products and lack of progress in foreign trade, all of which are complementery to this 

study. 

9.4 Suggestions For Further Study: 

A - It is evident from what we have discussed and the proposals we have made that the 

problems associated with moderniSing and recognising the present system are 
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extremely complex. and thIs complexity stems from the organisation of the markets 

themselves. The desired changes will inevItably take place. Improving the marketing 

system should be started before the fann gate in planning what to produce continuing 

through to the consumption areas. The farmers need to make a profit to feed their 

families and contribute to cooperative efforts. This means a knowledge of costs of 

inputs for products output and prices of products. The way in which different activities 

crops (enterprises) combine to make use of "scarce resources" that are need in common 

by the different actlvitles, eg land labour, ploughs, cultivating equipment. Each farm or 

decIsion taking unit should be considered a profit centre which make more or less 

according to the choice of activities, all of which will ultimately depend on the markets 

and competition. Our proposals for improving the marketing system have left 

discussion of the wholeSaling system as a subject for further study. Such a study would 

require the discussion and assessment of the performance of governmental 

departments involved in marketing and distribution by means of a selected case study 

of a number of agricultural products. Such a study would provide suggestlons for 

improvIng the overall marketing system and these would complement the suggestions 

presented in the present study. 

B - A particular measure of the fallure of cooperative movements in Iraq, may be 

obtained by investigating their total debt~ over a period of time. Such an assumption is 

based on one of the cooperative objectives stated by executives in the present study. 

namely making profit. The, difference between money borrowed and total repayments 

Would allow an assessment to be made of their success or fallure. Thls suggestion would 

require a scrutiny of loans made by the Agricultural Cooperative Bank, whose 

perfonnance may would also have to be assessed. 

C - The role of the government in the marketing system as presented in the current 

study is a matter of its effectiveness and control of the quality and quantity of a 

product. It also provides the essential marketing infrastructures such as 

entrepreneurship regulating food prices and a role in the competition environment. 

The government's approach to the food price control problem is a rather pragmatlc one. 

Its Price controls are not based on accurate studies of marketing costs, as the base cost 

still depends on out-of-date data, therefore the present decisIons concerning prices are 

Primltlve. Thus, the need which stems form this study Is the need for a price formation 
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policy on essential consumer goods and partIcularly food products. A study of this kind 

whIch is left to others to undertake. wouldhIghl1ght defects in the officIal policy 

pursued at present. 

D - The government programmes introduced to bring farmers from other Arab 

countries failed to improve agricultural performance in general. The researcher 

believes that the preparation for implementing such a policy had no scientific basis. In 

fact. the fanners who were brought in became consumers rather than producers. Such a 

policy. including bringing refuges from other poor countries could only succeed if 

modem inputs were provided to allow the deSired benefits to be achieved more rapidly. 

E - During the last ten years. the goverrunent attempted to introduce the 

supennarket experiment throughout the country. But for such an attempt further study 

Is required. taking into conSideration the prevailing social values and structure of 

SOciety Within the community. As a result of migration to the city centres. the original 

urban population will be increased by the influx of those from rural areas. The latter 

Will in time change their behaviour as they become accustomed to the new types of 

merchandise available in the urban social environment. The majority of the City 

populations have Tv sets and Radios. women go out to work. and there are changes in 

buying behaViour and ecpnomic-social values. all of which factors tend to make 

Supennarkets suitable outlets for marketing agricultural food products. The extent to 

which they have been successfultn this sphere could fonn the subject of further study. 
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APPENDIX ,1 

The. Ideology of the Baath Party 

The ideals of the Socialist Arab Baath party have always been linked with the concept 

of a national and cultural Arab Identity. rejecting hidebound traditions and envisaging 

a radical ~oncept of the party as being fundamental to its struggle for economic 

freedom. It therefore sought alliance with liberation movements and progressive 

systems. 

For the Party's point of view. SOCialist planning provides the practical means by 

which all hu~an and material resources are scientifically appraised and effectively 

employed in order to achieve economiC and social development. It seeks to achieve the 

best conditions for the Arab indiVidual. whereby he is liberated from all fopns of 
., 

explOitation and domination. Furthermore. it seeks to provide the coordination of 

development projects among the regions of the Arab homeland. while keeping within 

the framework of the Party's nationalistic objectives . . 
,According to this idealogy. therefore. planning is of central importance to the 

development of Iraq's economy in accordance with local. national and pan-Arab needs. 

both at present and in the future. It is regarded as fundamental to SOCialist 

reconstruction. 

The political report of the 8th Congress of the Arab Baath Socialist Party defined 

the three main considerations underlying the revolution'S development strategy: 

(a) A Scientific 'study of the problems inherent within the economic 

structure. 

, (b) The full liberation of the economy and its resources from all types of 

foreign domination. 

(c) The building of a strong economy in order to achieve a large and 

continuous increase in the national income. 
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These measures would raise the general standard of living and reduce the disparity 

In Incomes between various social groups and between rural and urban areas. 

DUring the 1970's, two comprehensive development plans were drawn up within the 

framework of a national Arab perspective. These resulted in comprehensive and speedy 

development, confirming the role of planning as a tool for directing economic and 

social activity. 

The government summarises the most important guide lines for socIalist 

reconstruction as follows: 

(1) The pursuit of socIalist planning and the provisIon of cadres endowed 

With an Ideological faith in both aims and means. 

(2) The transfer to public ownershIp of all major sectors of proquction ., 

(large-scale land holdings, foreign trade). 

(3) The socialist transformation of the countrysIde, with collective farming 

as the framework of land utilisation. 

The decISive battle for Iraq's economic Independence which would consolidate her 

pOlitical independence, was therefore to focus on the struggle to wrest her oil wealth 

from the domination of 1mperialist monopolies. The political and economiC 

preparations necessary for successful nationalisatlon, conformed to the prinCIples and 

objectives of the revolution's strategy, thus ensuring that its progress would be 

SUccessful. 

The nationalisation of oil was one of the strategiC objectives of the government 

Which COined the slogan "Arab Oil for the Nation's Benefit" throughout the Arab 

homeland. The nationalisation decisions was the real beglnnlng of a new 

international economIc order: opening the way for radical changes in the balance of 

POWer in the world to the advantage of popular liberation movements. In the light of 
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these considerations. the government undertook to develop productive forces. by 

increasing the productivity of labour and utilising the potential of modern technology 

in order to achieve rapid and balanced development. 

Iraq's short-term aim, as part of the new national development plan for 1982-1986, 

is to achieve a balance' in the development of the various sectors. In the long term, as 

part of a plan covering the period until 2000, it aims at a Joint Arab economic effort 

based on the unity of its national and cultural heritage and the similarity of its 

economic and political Interests. 

In sum, the present government achieved economic independence firstly, by 

consolidating sovereignty over its pIimary sources of wealth, namely 011: secondly, by 

organising foreign trade so as to ensure diversification regarding the import of basic 

COmmodities or the export of pt;1mary products. Import and export requirement~. must 

not be ~l1owed to curb the national determination to achieve economic independence. 

To this end, it is necessary to curb consumption, which may Interfere with the norms 
.. 

that have been fixed to s~rengthen economic independence. Finally, but of equal 

importance, a sound borrowing policy is necessary. Credit from foreign countries must 

be restricted to meeting the essential requirements of the National Development Plan. 

The amount and the terms of foreign credit must not be such as to limit either economiC 

independence or the ability to deal freely with countries within the framework of Iraq's 

national interests. 
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Appendix 2 

Agricultural Loans in 1983 according to their kinds, (ID Mlllion) 

Branch Cooperatfve Loans Private Sector Loans Institutions loans Thtal 
No of Amount No of Amount Noq{ Amount No of Total 
Trans of loans Trans of Loans Trans of loans Trans Amount 

Duhok 11 0.358 104 0.368 - 115 0.726 

Zakho . 
6 0.78 51 0.163 - 57 0.241 

Sarsank 1 0.003 5 0.022 - 6 0.025 

Mosul 2 0.48 89 0.831 - 91 0.879 

Talafar - - 77 0.361 - 77 0.361" 

Slngar - - 150 0.612 - 150 0.612 

Shlrkat 1 0.060 15 0.155 - 16 0.215 

Akra - - 45 0.108 - 45 0.lp8 

Arbil 2 0.004 144 0.617 - 146 0.621 

Shaklawa - - 29 0.116 - 29 0.116 

Makhmoor - - 67 0.123 - 67 0.123 . 
Sulaymanla 10 0.038 120 0.302 - 130 0.340 

Jamjamal 2 0.004 26 0.080 - 28 0.084 

Halabga 7 0.218 41 0.122 - 48 0.340 

Kirkuk 7 0.162 86 0.330 1 0.040 94 0.532 

Haweja 30 0.439 58 0.174 - 88 0.613 

Hadltha 33 0.485 1 0.003 - 34 0.488 

Ramadi 16 1.193 72 0.257 - 88 1.450 

Tlkreet 9 0.121 42 0.217 - 51 0.338 

Tooz - - 9 0.040 - 9 0.040 
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Branch 

Balad 11 0.345 37 0.136 - - 48 0.481 

Khalis 16 0.252 149 0.497 - - 165 0.749 

Deyala 6 0.023 255 0.863 1 0.010 262 0.896 

Khanaqeen 8 0.043 28 0.132 - - 36 0.175 

Mand1l1 - - 10 0.034 - - 10 0.034 

Baghdad 181 1.242 - - 2 0.110 183 1.352 

Mahmodla 358 0.774 - - - - 358 0.774 

H1lla 173 0.553 - - - - 173 0.553 

Hashlmla 44 0.216 - - 1 0.030 45 0.246 

Musayab - - 130 0.376 - - 130 0.376 

Kerbala - - 51 0.102 2 0.030 53 0.132 

Hlndla 1 0.004 18 0.084 - - 19 0.088 .. 
Najar 18 0.148 263 0.558 - - 281 0.706 

Abusukhalr 39 0.437 98 0.163 - - 137 0.600 

Shamla 77 0.477 164 0.312 - - 241 0.789 

Diwania . 
1.997 101 1.281 160 0.716 - - 261 

Thiqar 3 0.009 30 0.135 - - 33 0.144 

Rifaee 1 0.008 20 0.059 - - 21 0.067 

Azizia 1 0.015 105 0.437 - - 106 0.452 

Numania 10 0.319 23 0.174 - - 33 0.493 

Kut - - 37 0.172 - - 37 0.172 

:era!l~ 

Suwara - 0 280 0.693 - - 280 0.693 

Imara 11 0.026 27 0.415 - - 38 0.441 

Samawa 3 0.024 30 0.103 - - 33 0.127 
Kuma - - 1 0.009 - - 1 0.009 
Basrah 3 1.095 48 0.141 - - 51 1.236 
Total 450 7.915 4147 15.2'18 7 0.221 4604 23.354 

SOurce: 
Ministry of Agriculture & Agrarian Refonn. 1983. 
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Variety 

Lemons 
Oranges 
Apples 
Peaches 
Apricots 
Pomegranates 
Figs 
Grapes 

Appendix 3 

Quantity of Fruits at National Level 
1979-1984 (OOO/Tons) 

YEAR 
1979 1980 1981 1982 

5.2 5.3 1.6 5.2 
27.8 28.3 15.3 18.0 
18.2 19.0 11.5 13.7 
2.5 2.4 4.1 5.9 
4.9 5.4 3.2 4.1 

25.3 20.5 25.1 23.0 
1.4 1.3 1.4 2.0 

58.5 30.8 32.5 20.9 

Source: Ministry oj Agriculture & Agrarian ReJonn. 1985. 

Appendix, 4 

Quantity of Vegetables at 'NatlonaIL~vel 
1979.1984 (OOO/Tons) , 

Variety 1979 1980 1981 1982 
YEAR 

Tomatoes 273.6 161.7 181.7 134.9 
Okra 26.2 16.2 12.6 19.0 
Eggplant 48.7 46.0 30.7 27.7 
Kosha 18.8 17.0 18.6 15.7 
Mixed Beans 44.8 37.5 36.0 33.7 Pepper 9.2 11.6 7.8 9.3 
Onion - Mixed 83.0 73.7 56.7 48.3 
Garlic 3.0 2.4 - 0.8 
Spinach 3.0 2.8 2.0 2.4 
Caulieflower 11.5 9.0 8.2 11.5 
Carrot 10.4 11.2 8.3 7.0 
Potatoes 45.4 46.8 64.0 36.8 
Cucumber 107.6 89.7 84.1 74.2 
Water Melon (Mix) 313.0 189.2 418.8 308.8 

Source: Ministry oj Agriculture & Agrarian ReJonn. 1985. 

739 

1983 1984 

8.7 13.0 
34.7 53.3 
21.3 30.0 
13.8 6.0 
3.6 4.0 

44.0 44.0 
3.6 0.9 

46.2 . 50.8 

., 
1983 ., 1984 

223.0 257.2 
16.0 15.6 
49.3 52.0 
21.3 19.0 
26.0 24.4 
12.0 18.0 
55.5 128.0 

0.7 3.0 
6.0 3.4 

15.0 112.2 
11.2 18.2 
24.6 27.4 
98.8 85.6 

257.8 324.8 



APPENDIX 5 

'-', - Quantlty and Value of Dates Export by Various Countries. 
-'.----.--------~-- "'-_._-- ... _.1975-1985 (OOOID/Tons) 

~&: Morocco 
l~I'\,&: Sudan 
~a 
,'tman 
Ytman 

~ 
'l.! .. ?ountrieS 
L~ Arabia 

n~n 
~tan 
!pruJ 

~eaJadesh 
~f: t;;1. States 
~Il 
~th Afi1ca 
~Ia 

~~~ 
.l~land 

~e 
~,~~!~ 
~ 
!ethoslovakla 

~ 'lrIgary Y 
~ana 
3 d 
c;.~.R. 
.",,:::- &: H.K. 
~tralla 
.JOtial~d 
Ilkey 

1975 
Quantity 

11.9 
1.7 

11.7 
B.5 
4.2 
3.5 
1.7 
5.0 

11.8 
36.2 

8.7 
2.6 
1.2 

2.3 

0.5 
3.6 
0.1 

0.2 
0.1 

0.2 
0.6 
2.1 
0.3 
6.0 
0.1 
0.2 

0.2 
0.4 
0.7 
0.6 

30.0 
70.0 

2.2 
0.7 

Value 

391.4 
105.9 
365.2 
250.4 

1475.5 
146.0 
66.5 

147.8 
400.5 

1662.2 
264.8 

77.4 
64.7 

92.4 

521.6 
310.0 

1.5 

13.6 
7.4 

13.7 
71.7 

290.0 
36.3 

594.4 
15.7 
27.6 

21.7 
56.0 
55.8 
74.3 

1905.0 
2135.0 

233.0 
87.2 

Quantity 

21.1 
1.6 
4.2 
7.7 
7.7 
6.6 
3.6 
4.4 
7.0 

31.4 
9.6 
0.6 
0.1 
0.5 

3.9 

B.O 
3.5 

0.1 
0.3 
1.4 
0.6 

0.1 
0.4 
2.4 
0.2 
4.8 
0.1 
0.3 

0.2 
0.6 
0.5 
0.8 

30.0 
11B.O 

2.5 
O.B 

1976 
Value 

666.3 
37.5 

140.0 
219.8 
261.2 

41.2 
128.8 
127.0 
245.3 

1260.4 
229.0 

16.0 
16.0 

6.3 

147.0 

1016.0 
254.7 

12.0 
IB.5 
50.0 
22.4 

0.8 
37.6 

300.0 
12.9 

332.5 
10.4 
23.0 

21.3 
81.8 
47.7 

104.6 
1700.3 
3571.4 

244.2 
72.8 

• - ~ __ • ____ " ._. __ ,"_ ••• __ ~. __ • ______ ~_._. 0- ._. 

Quantity 

5.7 
1.5 

12.0 
3.5 
5.8 
0.1 
1.2 
0.8 
3.6 

19.8 
4.0 
0.4 
0.1 

0.3 
4.5 

5.9 
3.4 

0.1 

1.4 
2.00 

0.2 
1.1 
3.0 
0.3 
3.4 
1.1 
0.5 
0.2 
0.2 
0.6 
0.6 
1.3 

19.2 
70.0 

2.0 

740 

1977 
Value 

260.4 
76.8 

536.0 
134.7 
254.3 

13.2 
16.0 
77.7 

171.7 
1188.8 

169.2 
19.0 
21.0 

1.4 
212.0 

826.0 
390.4 

20.0 

63.0 
90.0 
10.9 

139.2 
447.0 

46.4 
580.2 

25.8 
71.3 
25.3 
28.0 
87.4 
83.0 

188.0 
1123.0 
2132.0 

313.4 

1978 
Quantity Value 

2.6 
1.5 
7.4 
4.0 
3.8 
0.9 
1.8 
0.5 
2.2 

37.0 
5.1 

0.1 
0.1 
2.4 
3.0 
3.0 
6.7 
3.3 

0.01 

0.4 

0.01 
0.5 
3.0 

0.01 
6.9 

0.01 
0.4 
0.8 
0.2 
0.8 
0.2 
1.4 

. 30.0 
98.0 

3.6 

132.0 
75.0 

375.0 
187.0 
221.0 
101.8 
132.5 
63.7 

114.5 
234.3 
217.0 . 
21.4 
23.3 

125.6 
167.6 
155.0 

1115.0 
495.8 

2.1 

22.2 

3.5 
60.6 

493.2 
19.8 

".,1338.0 
30.9 
63.8 

106.7 
33.2 

137.8 
30.0 

197.0 
2213.0 
3364.0 

609.3 



1979 1984 1 
Quantity Value Quantity Value Quantity Value 

I~ 
2 180.4 0.2 29.8 

'1IIal1a 1 54.8 0.1 33.7 
·reman 1 97.8 1.8 207.4 
feman 4 223.3 1.0 118.0 

2.8 170.0 n 0.7 102.3 -
~Countrles 0.3 36.0 0.01 19.0 1.0 168.3 

0.4 40.0 0.05 25.0 101.0 202.9 
~ Arabia 0.3 16.2 0.6 85.0 0.7 117.0 

34.7 2244.0 2.0 291.0 6.1 805.0 
1.5 74.4 1.2 31.0 - - - -0.1 19.0 3.0 85.7 5.0 666.0 

3 164.7 
2 157.0 1.0 111.3 1.5 200.0 
4 209.0 

4.9 976.3 0.2 43.0 
2 353.9 

0.04 8.1 
0.06 10.5 

0.3 51.0 0.08 2.0 0.1 24.7 
4.7 93.4 0.03 11.2 0.1 38.4 

2 496.3 0.7 188.7 , 
0.03 61.0 0.05 17.6 

~ 

8.9 129.0 - 0.1 27.1 
0.09 187.0 0.1 47.6 

0.4 104.0 -30.0 2471.0 
68.2 2151.0 - 3.5 551.1 

1.3 256.2 0.7 232.2 
0.5 110.3 

0.1 43.4 
0.4 311.4 0.1 23.6 
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Month 

January 
February 
March 
April 
May 
June 
July 
August 
September 
October 
November 
December 

Total: 

Month 

January 
February 
March 
April 
May 
June 
July 
August 
September 
October 
November 
December 

Total: 

Appendix 6. Table 1 

Monthly Allocations of Wheat in Basrah 
According to Transport in 1979 (Tons) 

True k/ 
Ship Boat Railway Rood 

44.451 22.210 54.168 15.642 
44.985 17.229 57.030 20.643 
51,271 29.554 62.073 26,479 
49.468 19.278 54.764 24.179 
54,733 24.677 40,625 16.889 
47,304 10,737 24.143 15.542 
51,217 25,970 47.543 8.043 
41,832 24.010 59,381 18,099 
48,668 20,466 63,126 11,784 
50.693 28,927 73,470 12,279 
39,157 26,243 47.123 18.440 
52.075 21.927 60,079 9.579 

575,854 271,135 643,525 197.598 

Appendix 6. Table 2 

Monthly Allocations of Rice in Basrah 
According to Transport in 1979 (Tons) 

Ship .. Boat 

20.625 
16.981 11,589 
13,621 24,890 
24.041 6,203 
21,186 20,809 

22,685 
5,918 15,211 

10,827 
8,562 

12,422 13,488 
3,174 14,215 

12,136 16,754 

130.104 165,233 
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Total 

136.381 
139.887 
169.377 
147,689 
136,924 
97,723 

132,773 
143,322 
144,044 
165,369 
130.963 
143,660 

1,688,112 

, .. 

Total 

20.625 
28.570 
38,511 
30,244 
41.995 
22,685 
21,129 
10,827 
8,562 

25.910 
17,389 
28.890 

295,337 



Month 

January 
February 
March 
AprIl 
May 
June 
July 
August 
September 
October 
November 
December 

Total: 

Appendix 6. Table 3 

Monthly Allocations of Barley in Basrah 
According to Transport in 1979 (Tons) 

Ship Boat RaUway Truck 

- - 160 -
- 7.713 2.683 -
- 385 3,033 -

126 14,739 2,994 -- 4,467 3,917 -
314 11.474 1,502 -- 206 8,656 -- 2.436 9,096 -

- 11,655 8.825 -
- 4.750 9.926 -- 6.660 1,961 11,053 
- 10.674 7.002 -

440 74,619 59,755 .. 11.053 

Total 

160 
9,856 
3.418 

17,859 
8,384 

13,290 
8,862 

11.532 
20.480 
14676 

19,656 
17.676 

145,849 -
, .. 
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Appendix 7 

Livestock - Numbers by Kind and Governorates - 1985 (000) 

Governorate Camels Horses Buffaloes Qws Goats Sheep 

Nineveh 5.0 2.0 6.0 108.0 244.3 2027.8 
Salah Aldeen 0.5 0.6 2.0 62.0 127.6 632.2 
Tame em - 0.4 2.0 48.4 114.6 473.5 
Diala - 2.0 6.0 115.0 187.8 712.4 
Baghdad - 2.0 42.0 160.0 68.9 204.7 
Anbar 2.0 2.0 1.0 64.4 36.3 489.3 
Babylon 3.0 4.5 7.0 160.0 124.7 505.6 
Kerb ala 0.3 0.2 3.0 26.6 10.0 92.0 
Najar 3.0 0.7 8.0 62.5 5.4 124.8 
Qadisin 11.0 6.0 11.0 130.0 111.0 571.1 
Muthana 11.0 3.0 2.0 53.2 32.7 753.8 
Thiqar 3.0 11.0 21.0 178.8 54.3 899.4 
Wasit 16.0 5.0 8.4 169.6 348.1 857.6 
Maysan 0.7 6.0 26.1 146.9 46.5 517.0 
Basrah 14.0 1.0 22.6 80.2 14.8 111.8 
Dohak - 2.0. 0.2 13.7 158.8 128.6 
Arb 11 - 3.0 0.5 35.4 183.1 330.3 
Sulaymania - 1.5 1.2 82.9 189.6 ".291.4 

Total 69.5 52.9 170.0 1697.6 2059.5 9723.3 
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APPENDIX 8 

Questionnaire for Cooperative Societies: 

1. How would you define marketing? 

2. How often do you have meetings between management and members? 

Every month ...... Every 3 months •..... Every 6 months ....... Once a year .... .. 

3. Do you have any formal management training schemes? If Yes, specify the 
Particular agricultural content of such schemes. 

4. Indicate the degree of 1mportance to attach to each of the following weaknesses of 
cooperatives by inserting (1) against the most important; (2) against the next in 
importance and so on: 

(a) inadequate infrastructure, i.e. operational environment ( ) 
(b) Lack of knowledge concerning qualIty ( ) 
(c) Lack of control over delivery ( ) 
(d) FinancIal constraints ( ) 
(e) Poor information about the market ( ) 
(0 Low level of consumer satisfaction ( ) 
(g) Lack of Managerial skills ( ) 
(h) Lack of training and education for farmers ( ~ 
(1) Lack of cooperation between members ( )' 

5. IndIcate the 1mportance you attach to each of the following as a means of 
assesSing the progress of cooperatives by inserting (1) against the most 1mportant; 
(2) against the next in 1mportance and so on. 

(a) Comparing results achIeved by similar cooperatives in the same area ( ) 
(b) Growth of membershIp ( ) 
(c) Turnover ( ) 
(d) Dividends ( ) 
(e) Providing the quality the market required ( ) 
(0 Prices relating to cooperatives' prices ( ) 
(g) SeIVices provided ( ) 

6. Do you hire transport, or do you have your own transport facilities? Give detaUs 
of the number and type of vehicles used. 

'7. Which of the following factors are considered by cooperatives in decIding prices? 
Write "Yes" or "No" against each, as appropriate. If "Yes", add (1), (2) and so on, to 
show the order of importance attached to each factor. 

(a) Local market prices ( ) 
(b) General market prices ( ) 
(c) Quality of goods on offer ( ) 
(d) Influence of the goverrunent ( ) 
(el Influence of middlemen ( ) 

8. DeSCribe the effects of middlemen buying the produce in the marketing system? 

9. To whom do farmers prefer to sell their produce? 
(a) In a free market ...... (b) To agents ...... (c) To the Marketing Board ...... 
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10. How do cooperatives fonnulate their annual production policy? 

11. A - Which of the follwtng credit sources do you regard as the more important? 
(al Official credit (b) Unofficial credit 

B - (a) Which of the above sources of credit do you use? 
(b) Ifboth, indicate in percentage from the extent to which each is used. 
(c) Assuming both were equally available, which would you prefer to use? 

12. A - In your opinion, which of the follwing are the most factors contributing to 
the success of cooperatives? Insert(l) against the most important, (2) against the 
next in importance and so on. 

a - Offering a wide choice of goods ( ) 
b - placing a premium on quality ( ) 
c - Offering branded goods ( ) 
d - Offering attractive prices () 

B - If other factors should be included in A above, give details below, indicating 
their degree of importance. 

13. To what extent do fanners observe the cooperative rules of conduct with 
reference to : 

(a) Generally loyalty to their cooperative. 
(b) Not selling to non-members oftheir cooperative? 

14. Please state the extent to which the Marketing Board advises farmers wJth 
particular reference to market information, including prices in the market, 
technical assistance and credit facUities, giving details of the areas in which 
advlces Is available. 

15. What marketing facilities are provided by the government? 

16. You may have usefulinfonnation which is not covered by the above questions. 
If so, please give details below. 
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Appendix 9 

Questionnaire - Marketing In The Iraqi Agricultural Food Industry. 

1. In the context of your job, how would you define the marketing concept? 

2 . Within your finn is there any organizational structure? If yes. is the marketing 
function included? 

3. Does your finn issue clear a job descriptions and, define a Une of management? 

4. Put the following factors in order of its importance for the success of your firms 
products. 

a - Quality of the product. 
b - Price of the product. . 
c - Distribution 
d - Advertising And Promotion. 

5. State the manager's educational background of your firm - Please tick one of the 
following: 

a - Secondary school. 
b - Intennediate school. 
c - Commercial College. 
d - Law College. 
e - Engineering College. 
f - MUitary officer. 

., ., 

6. State which of the following functions are performed by your firm? Who carries 
out the functions indicated? 

a - Product planning 
b - Sales forecasting 
c - MarketIng Research 
d - Pricing 
e - Advertising 
f - Sales promotion 
g - Transportation. 
h - Distribution 
i-Warehousing 
j - Salesmen Training 
k - Packaging. 

7. Does your firm undertake any kind of Marketing Research? a· Yes b - No 

8. If the answer to question seven is yes, which of the following activities has your 
firm perfonned? Which department performs it /them? . 

Kind oJResearch 
lh1e 

By Marketing Dept 

a - Product Research. 
b - Market AnalysIs. 

By Marketing Research Dept 

c - Distribution Research. 
d - Consumer Survey. 
e - AdvertISing Research. 
f - Other Research. 
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9. State the amount spent by your firm on marketing research In each of the last six 
years. 
1981........ 1982........ 1983 ........ 1984 ........ 1985........ 1986 ....... . 

10. Which of the following are your main reasons for not doing marketing research 
In full? 

a - Lack of Secondary data. 
b - Lack of expertise. 
c - Competition Is low. 
d - Lack of facilities. 
e - Other reasons. 

11. State whIch of the following functions are perfomred by your firm, and the 
department which performs them. 

a - Marketing research. 
b - Introduction of New products. 
c - Development of existing products. 
d - Pricing Policy. 
e - Sales forecasting~ 
f - Advertising. 
g - Sales promotion. 
h - Credit Contro1. 
1 - Distribution - physical. 
j - Packaging. 
k - Sales training. 
1 - Transportation. 

12. Define'the basis for segmenting the market for your finn's products. 

13. Is your product for: 
a - Urban areas? 
b - Rural areas? 
c - Both rural and urban areas? 
d - Export? 

14. State the date of launching your last new products? 
a - Last year, 
b - During the last 3 years, 
c - During the last 6 years, 
d - Other answers. 

, .. 

15. After launching a new product, does your firm evaluate its success? If the 
answer is yes, by what means? 

a - Pre-test market. 
b - The firm's employees. 
c - Other means. 

16. State the major problems involved in launching new products on the market. 
From the following list, tick the one which your finn regards as the most 
important. 

a - Strong competition. 
b - No problems 
c - Expensive of Introduction. 
d - Lack of information. 
e - Price mechanism. 
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f - Other problems. 

17. Who makes the decision regarding the introduction of a new product or the 
deletion of a particular line of product? 

18. How many product lines does your firm offer, and how many items are offered 
Within each product line? 

Pt-c::x:1J.Jct lirle ••••••••••••••• Noq/"tterns .•..........• 

19 . Do you undertake a test market for your product? If the answer is yes, state if It 
Is carried out before, or during the launching process? 

20. Does your finn by to ensure that consumers are satisfied? By what means? 

21. Is your promotion strategy on a "push" or "pun" basis? 

22. Does the firm advertIse its products? If the answer is yes, does your finn 
advertise 

a - Frequently 
b - Occasionally 

23 . State reasons for not advertising. 

24 • How much did your finn spent in each of the last six years on advertising? 
1981........ 1982........ 1983 ........ 1984 ........ 1985........ 1986 ........ 

25. If your answer for Q22 Is yes, which of the following media are used tor 
advertising? 
Advertising Media ........ Usually ........ Occasionally........ Not Used. ..... .. 

a - Television 
b- Cinema 
c - Magazine 
d - Newspapers 
e - Radio 
f - Transportation advertiSing 
g - Our door methods. 
h - Other medIa. 

26. Which of the following is the main purpose of your advertIsIng? 
a - Image improvement. 
b - PubliCity. 
c - Introducing, new product. 
d - Increasing sales. 
e - Other reasons. 

27. On which of the following bases does your firms fix the amount of advertIsing 
expenditure? 

a - Percentage of Sales. 
b - Rule of thumb. 
c - Last year's expenditure. 
d - What the firm can affore. 
e - Achieving the finn's objectives. 
f - Other means. 

28 . Is your finn satisfied With the selVices of the advertising agency? 
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a - Very satisfied. 
b - Reasonably satisfied. 
c - Dissatisfied. 

29. Are there any problems that prevent your firm from advertising? If the answer 
is yes, what are these problems? 

30. State your firm's attitude towards advertising? 
Very Important........ OJ some importance........ Not important. ....... 

a - illiteracy And Scattered distribution of population. 
b - No problem. 
c - Lack of expertise. 
d - Lack of adequate media. 
e - Lack of commercial facUities. 
f - Methods of measuring the effectiveness of advertising. 
g - Other problems. 

32. Does your firm partiCipate in local or foreign fairs and exhibitions? 
a - Frequently 
b - OccaSionally 
c - Never. 

33. If the answer to Q32 is positive, state how important you conSider such 
participation to be, 

a - very Important 
b - Of some important. 
c - Not important. 

, 
" 

34. Have you received any orders as a result of your participation? If the answer is 
no, state why you think this is the case. 

35 . State which of the following sales promotion methods your firm uses. 
a - Posters. 
b - Free samples. 
C - Calendars. 
d - Leaflets. 
e - Displays. 
f- Others. 

36. In your firm who is responsible for deciding the context and design of 
advertising? 

37. To which of the following buyers does your firm sell? 
llst .. .-.. yes. ..... " 

a - Wholesalers 
b - RetaUers. 
c - Public bodies. 
d - cooperatives. 
e - Ultimate consumers. 
f - Others (specify). 

No. ....... 

38. Do you deCide a forward plan for the following marketing aobjecUves, and 1fthe 
answer Is yes, state for how long a period. 

Area........ Up to 3 years ........ Up to 6 years........ More than 6 years ........ 
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a - Profit. 
b - Sales volume. 
c - Product decisions. 
d - Financial resources. 
e - Market share. 

39. Have your considered changing your finn's channel of distribution? 
a-Yes .. 
b-No. 
In each case, give a reason for your answer. 

40. Is your finn engaged in selling activities outside the country? 

41. Does your firm undertake any kind of distribution activity? 
. a-Yes 

b-No. 
42. If the answer for Q41 is yes, does your finn evaluate its performance in relation 

to such activity? 

43 . By which of the following means do your products reach their final destination? 
a - By the firm's own transport. 
b - By private agents' transport. 
c - The buyer's responsibility. 
d - Other means. 

44. Is the cost of transport included in the selling price? 

45. WhiCh of the following is regarded by your finn as the most important means of 
transport? 

a- Railways. 
b - Lorries. . 
c - Inland water transport. 
d - Other means. 

46. List in order of importance the following problems affecting the conduct of your 
bUSiness? 

a - High costs. 
b - InsuffiCient Roads. 
c - Inadequate services. 
d - TechnIcal problems. 
e - Other problems. 

47. Do you have any problem related to warehousing? 
a- Often. 
b - Occasionally. 
c - Never. 

48. Do you have a fixed schedule for deliever1ng your products to your customers? 
lfyes, tick the appropriate one from the following: 

a - Always 
b - Often. 
c - Never. 
d - Other answers. 
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49 . List the following in order of importance in relation to your finn's planning 
a - Distribution policy. 
b - Product policy. 
c - Selling policy. 
d - Pricing policy. 
e - Advertising policy. 
f - Other answers. 

50. State if there is any tax on profit? If yes, what percentage? 

51. Is achieving profit one of your flnns objectives? 

52. Put in order of importance the major problems faced by your firm in priclng 
products. 

a - Level of competition. 
b - Government control and Intexvention. 
c - No problems. 
d - Rising costs. 
e - Cost accounting system. 
f - Others. 

53. Which of the following three methods of government control do you prefer? 
them in order of importance., 

a - Price fixed. 
b - By finn with Government approval. 
c - Price fix with fixed margin level. 

List 

.. 
" 

54. Who in your opinion, benefits most from Government intexvention and control 
of pricing. 

a - The consumers. 
b - The producers. 
c - Both consumers and producers equally . . 

55. Who deCides the prices for your finn's products? 
a - The finn's Board. 
b - Government AuthOrities. 
c - Compromise between the finn and the Government. 

56. Is there any specific information you think 1s worth reporting? 
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