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Motivation of the presentation • Consumer demand: share of the budget spent on FFV is more than 25%; demand for quality; preference for traditional street markets (pazar, with a large range of varieties, less segmentation via safety -organic)

• Regulation: the wholesale market law (1995)

Centralisation of transactions on wholesale markets (establishment controlled by public authorities); produce is handled by commissioners remunerated according to total sales (5-8%) 

  

Data

• Fresh tomato for the domestic market Industrial tomato: structure and strategies are not comparable with fresh; and doesn't fit to the RM question No specific data on exports • Two data sets : Producers: 212 fresh tomato producers -dec 06-jan 07 (random sampling, stratification: size) (see Map) 205 wholesale market agents (exhaustive collection) feb 07 Matched data (no direct sales reported) Investigate their behaviour

Producer level

• RM methodology, comparative view Participation stage: is the producer engaged in a modern marketing channel or not? Definition of modern: indirectly probably selling to a supermarket (commissioners procure produce in bulk, no tracability of lots)

If yes, does it affect the gross income from tomato production Antalya region (180), 30% of them are selling to supermarkets, not dedicated, price is higher/requirements too Either large or small (niche), not speciliazed in tomato, exposed to other requiring marketing channel (hotels)

• Exogenous variables

• Does this relationship imply specific practices?