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ABSTRACT

The tomato crop is one of the most important daily consumer food
crops that enters the consumer basket and its importance called for necessity
Study it through a random sample consisting of (145) questionnaires, of which
(75) are intended for farmers and (35) are designated for each of the wholesalers
and (35) for retailers in the governorate Salah al-Din, and it is necessary to
refer to the average number of dunams planted with the crop for the research
sample (5.2) dunams, as the production of one dunam amounted to an average
of (4.8) tons / dunam, and the average prices of the crop for the producer,
wholesaler and retailer amounted to (382-504.4-701.7) dinars/ kg, respectively,
the average absolute marketing margin between wholesaler - producer, retailer -
wholesaler, retailer - producer amounted to (81.86 - 197.3 - 319) dina / kg,
respectively, while the relative marketing margin between wholesaler - farms,
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wholesaler The retailer, the retailer-farmer (producer) amounted to (19.50%,
26.11%, 42.37%) respectively, and the profits of the retailer from the absolute
marketing margin ranked first, while the profits of the wholesaler ranked
second, and the marketing efficiency was measured, amounting to The average
marketing efficiency according to the three laws of scale (1) amounted to
(59.93%), For scale (2) it reached (65.41 %, 43.95%, 32.66%), and for scale (3)
it reached (63.16%), it was concluded that it is low when compared with the
marketing systems of the rest of the world. (319) dinars, while the profits of the
wholesaler from the marketing margin averaged (197.3) dinars. The reason for
this is attributed to the ability of the retailer to bargain without providing
marketing services. There is scarcity and shortage in wholesale markets, and
this in turn leads to many wholesalers monopolizing the crop and selling it at
prices that suit them, as well as the necessity for the owners of wholesale offices
to perform the necessary marketing functions (sorting, grading, classifying and
packing) This study recommended opening new outlets for wholesale sales and
expanding wholesale offices, as the study showed that there is a scarcity and
shortage in wholesale markets, and this in turn leads to many wholesalers
monopolizing the crop and selling it at prices that suit them
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INTRODUCTION

The tomato is one of the important and necessary crops, and it is a good source of income
for farmers from the various groups of society for this crop and the importance of this crop in terms
of food and marketing and its connection to the family’s daily basket and because it is one of the
crops that generates a rewarding income for the farmer and because there are many marketing
problems that prevent the crop from reaching the consumer in the form and price that it Satisfies his
desires, as the high marketing margin due to the high marketing costs, called for the necessity to
study the most important marketing episodes that the crop passes through from the stage of
harvesting to the final consumer. A specific market and its end by a marketing facility or agency, or
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it is the difference between the price at which the product is sold (the farm gate price) and the price
at which the consumer buys (Al-Shammari, 2002, 58), and thus consumers face two types of prices:
the price of the farm and the price of marketing margins and these prices It reflects the production
costs of agricultural products and the costs of marketing services, and also reflects consumers'
desires for these products (Al-Hadithi, 1993, 267.)

research importance:

The importance of the research lies in the importance of the studied crop and the importance
of the study to find out the low marketing margins and the marketing efficiency to know the
services added to the farm gate price or not.

Research problem:

The research problem lies in the high marketing costs of the crop, the low marketing margin
and the marketing efficiency of the studied crop due to weak government support, which makes the
crop production cycle high due to the high prices of labor, fertilizers, pesticides, seeds and plastic
covers, which makes the cost prices high, which makes the price of the farm door high compared to
the prices of imported crops.

Research goal:

1- Studying the marketing margins and the share of the producer, wholesaler and retailer
from the distribution of consumer dinars to judge the efficiency of marketing performance.

2- Calculating the marketing efficiency and knowing the level of efficiency for each of the
producers, intermediaries, singular and wholesale traders and retailers.

Research Hypothesis:

1. Low marketing efficiency The reason is due to low marketing costs compared to
productivity costs. 2. Low marketing margins added to farm products so that no operations are
conducted on the farm door crop.

Estimating the marketing margins between the different marketing stages of the studied
tomato crop in Salah EI-Din Governorate. The marketing margin is defined as the difference
between the price paid by the consumer and the price charged by the farmer (the producer).
(Thamer, 2013, 45), expresses the marketing margins either in an absolute value, which represents
the difference between the buying and selling prices in two different stages known as monetary
units, or in relative value (Percentile) It is the difference between the absolute margin divided by the
selling price and multiplied by

*100. (Al-Tarwana, 2010, 76).

1- The marketing margin between the stages of the wholesaler and the farmer (producer): as
shown in Table (1), the absolute marketing margin between the stages of the wholesaler and the
producer, the average amounted to (81.8) dinars / kg during the study period, while the marketing
margin in percentage at this stage of the crop was: The average was (19.50%) during the study
period. It was calculated using the following mathematical formula:

Absolute marketing margin between wholesale and product prices (1) = wholesale price -
product price. Absolute marketing margin between wholesale and product prices for the month of
May =504.4 - 382 =112.4

Absolute marketing margin between wholesale and product prices for the month of June

=310 - 250 = 60.

The absolute marketing margin between the wholesale and product prices for the month of
July =433.2 - 360 =73.2

Wholesale price - product price. Relative marketing margin between wholesale price and

product
_wholesale price—product

* 100

wholesale price

112.4 100 = 22.28%
= E3 = .
770 0

The relative marketing margin between the wholesale price and the product for the month of May
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wholesale price — product
= *

wholesale price 100

0
= — 0,
310 * 100 = 19.35%

The relative marketing margin between the wholesale price and the product for the month of June
wholesale price — product 100
= *

wholesale price

73.2 100 = 16.89%
= * = .
4332 0

Marketing margins are low, and the reason is due to the lack of services on the farm's gate
production. 2- Marketing margin between the retailer and wholesaler stages:

With regard to the absolute marketing margin between the stages of the retailer and the
wholesaler, the average amounted to (197.2) dinars / kg, as for the marketing margin in percentage
at this stage for the tomato crop, the average amounted to about (26.10%) and it was calculated
through the following mathematical formula:

The absolute marketing margin between the retail and wholesale prices (3) = the retail price
- the wholesale price

The absolute marketing margin between the retail and wholesale prices for the month of

May

=1105- 770 =335

The absolute marketing margin between the retail and wholesale prices for the month of
June

=375-310=65

The absolute marketing margin between Retail and wholesale prices for the month of July

=625-433.2=191.8

The relative marketing margin between the retail and wholesale price (4)

the retail price — the wholesale price 100
= *
wholesale price

X the retail price The relative marketing margin between the retail and wholesale price for
the month of May( Al-Tarwana, 2010,37).
T 100 = 30.32%
The relative marketing margin between the retail and wholesale price for the month of June
= 2 +100=17.33 %

The relative marketing margin between the trial and wholesale price for the month of July =

= 18, 100=30.69%
625

Low relative marketing margin for lack of added services to the wholesaler on the farm door

crop

3- Marketing margin between the retailer and producer stages:

With regard to the absolute marketing margin for three months (May, June, July) between
the retailer and producer stages, it averaged

It has (319.3) dinars / kg. As for the marketing margin in percentage at this stage for the
tomato crop, the average has reached the retail price - the price of the product. The relative
marketing margin between the retail price and the product (6) = - 100 x retail price

(42.37%)

. Table (1) shows the marketing margin, and it was calculated using the following
mathematical formula:
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The absolute marketing margin between the retail and product prices (5) = the retail price -
the product price The absolute marketing margin between the retail and product prices for the
month of May = 1105 - 537 = 568

The absolute marketing margin between the retail and product prices for the month of June

=375-250=125

The absolute marketing margin between Retail and product prices for the month of July

=625 — 360 = 265

The relative marketing margin between the retail price and the product for the month of May

_568 _

The relative marketing margin between the retail price and the product for the month of June

=22° 4100 = 33.33%

375
The relative marketing margin between the retail price and the product for the month of July

=25 L 100 = 42.4%

T 625
Low relative marketing margin for lack of added services for the retailer on the farm door

crop
Table (1): Marketing margins between the different marketing stages of the tomato crop in
Salah EI-Din Governorate for the agricultural season

Tomato marketing margin

crop for sentence - Product fragmentation - sentence segmentation - product

months | apsolute relative% Absolute relative% absolute | relative%
May 112.4 22.28 335 30.32 568 51.4
June 60 19.35 65 17.33 125 33.33
July 73.2 16.89 191.8 30.69 265 42.4

Average 81.86 19.50 197.3 26.11 319 42.37

Source: Prepared by the researcher based on the questionnaire.

Wholesaler and Retailer Profits:

We can now obtain the profits of each of the farmer (the producer), the wholesaler and the retailer
through the following mathematical formulas:

1. Product profits = product price (total production and marketing costs of the farmer (product)) 2.
Wholesaler profits Wholesale price - (product price + Total costs of marketing operations for the
wholesaler).

3. Retailer's Profit = Retail Price - (Wholesale Price + Total Marketing Operations Costs of the
Retailer). The following table shows the results that were reached, as follows: Table (2) the costs of
marketing operations and the profits of the wholesaler and retailer for the tomato crop in Salah al-
Din governorate for the season agricultural 2020

Low relative marketing margin for lack of added services for the retailer on the farm door crop

Table (2) Marketing margins between the different marketing stages of the tomato crop in
Salah EI-Din Governorate for the agricultural season 2020

The Wholesal | Selling | total Costs of | The costs The Total Produc | Profitsof | The
price erprice | priceto | producti | marketi of costs of | costs of er the profit
that the | dinars/kg the on ng marketin | marketi | marketi | profits | wholesal | s of
farmer consum operatio g ng ng erdinar/ | the
receive erin ns for | operation | operatio | operatio kg retail
S dinars/k farms s for the ns for ns for er
(produc g dinars/k | wholesal the farms, dinar
t) g er, dinars | retailer | wholesa / kg
dinars / / kg dinars / le and
kg kg retail
382 504.4 701.7 | 154.73 51.2 6 46.25 103.45 330.8 116.4 151.0
3
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Marketing Efficiency Measurement:

Marketing efficiency is one of the most important economic criteria used in measuring
market performance, and improving the measurement of marketing efficiency is the most important
goal for each of service providers (marketers), producers, consumers and society in general (Al-
Faraji, 2014, 50) First: Measuring the marketing efficiency of the tomato crop in the governorate
Salah al-Din through the formula that reflects the ratio between the total marketing costs and the
total costs (production and marketing) as follows:

Marketing efficiency (1) =100-

total marketing costs

* 100

total costs (production and marketing) as follows

=100 — 2% . 100
258.18
= 59.93%

Using this scale, the results of the marketing efficiency of the tomato crop (59.93%) This
clear discrepancy in the results of the marketing efficiency shows low production costs and high
marketing costs, but without marketing services on the farm door price resulting from a discrepancy
in production costs and marketing costs of the crop.

Second: Measuring the marketing efficiency of measures (2) as in Table (4) through the
following scale:

Marketing Efficiency (2) = 100 — {

Absolute Marketing Margins

* 100} Type equation here.

Marketing margins + production costs

81.86
5Tae- 15973~ 100} = 65.41%

1973 100} — 43.95Y%
197.3+154.73

Product and wholesale = 100 — {
Retail and wholesale = 100 — {

Retail and Product = 100 — {——>=_—« 100} = 32.66
. .. _ _ ' Total production and marketing costs
Marke“ng EfflCIEﬂC)/ (3) = 100 {(the value of the marketed commodity (consumer price) *
100}Total
_ 258.45 _
=100 — {2222 100} = 63.16%

Through this formula, the marketing efficiency was calculated and it was found that it was
about (63.160) for the tomato crop, and from this we conclude that there is a difference in
marketing efficiency in the three relationships, and these three relationships are used according to
the availability of data for the researcher.

Table (3): Measuring marketing efficiency according to the first and third formulas for the
tomato crop in Salah Al-Din Governorate for the 2020 production season

The price Consumer | Production | Marketing Marketing Marketing | Marketing
received by | price per kg | costs per costs of the costs + efficiency efficiency
the farmer is | dinars/ kg ton product, production through the | through the
dinars / kg thousand wholesale costs, first third
dinars / kg and retail, thousand relationship | relationship
thousand dinars / ton
dinars / kg
382 701.7 154.73 103.45 258.18 %59.93 %63.16

Source: Calculated by the researcher based on Table (2).
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Table (4): Marketing Margin and Marketing Efficiency According to Formula (2) for
Marketing Stages Wholesaler, farms, retailer, wholesaler, farms and retailer

Marketing marketing optimum | Marketing
sequence stages margin production | Efficiency
costs %
1 Wholesaler 81.86 154.73 65.41
and farmer
stage
2 Retailer and 197.3 154.73 43.95
wholesaler
stage
3 stage farmer 319 154.73 32.66
and retailer

The source was calculated by the researcher based on the data in Table (3).
CONCLUSIONS
1. The research concluded that the average marketing costs for the producer, wholesaler and
retailer are (51200 - 6000 - 46250) dinars / ton, respectively. The total marketing costs
amounted to (103450) dinars / ton, which indicates the high marketing costs of the crop
from the consumer dinar
2. 2.1 concluded that there is an increase in the absolute importance of the marketing margin
between the price of the product - the consumer. The reason is due to the fact that Allawi
wholesale (offices) did not conduct any actual and facilitating marketing functions
(collecting, sorting, grading, packaging, cold storage) as for what is related to The absolute
importance of the marketing margins for retailers has been very high due to the difference in
prices between the wholesale market and the retailer’s price without performing any
marketing functions. As for the importance of the relative marketing margin between the
price of the product and the consumer, it also represents a high percentage of what the
consumer pays, reaching as an average (42.37). %), which means that (42.37) of a dinar of
the price paid by the consumer to obtain a kilogram of the tomato crop, his profits go to
intermediaries (wholesaler and retailer).
RECOMMENDATIONS
1. This study recommended opening new outlets for wholesale sales and expanding
wholesale offices, as the study showed that there is a scarcity and shortage in wholesale
markets, and this in turn leads to many wholesalers monopolizing the crop and selling it at
prices that suit them.
2. Also, the necessity for the owners of wholesale offices to carry out the necessary
marketing functions (sorting, grading, classifying and packing.
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