ORGANIC RETAIL
SMALL IS BEAUTIFUL......



Foreword

This small booket, preserting a few sucessful and insping cases of dect
marketing by famers, retail maiketing for organic produce and an
emerging Community Supported Agriculture model is meamto showcase
the possibilities tha exist with such eterprises The possibilities ae
related to both production-end issues as &ll as onsumption-end. The
objective hawever is b ensue that agri-producers have a beter deal when
they negotiade with maikets and tha consumers hae acess b sag,
diverse and nutitious food, in addition © making informed choies
regarding their buying behaviour (choies tha determine sustainabiliy
and saéty aound food consumption).

The idea obr this booKet emeged from inspiring case studies @serted in
a workshop called“Markets That Empowver Farmers & ©nsumers
organized in Bhubaneswar by Xavier Institute of Managemern-
Bhubanesvar and ASHAA(liance for Sustainable & Holisticgkiculture) in
2012.

We often cme acoss people who want to do something © support the
cause of oganic faming and famers livelihoods We had onceived this
book as a sdrof a manual — not a sict, step-by-step presciiptive manual
but something tha would leave behind a set of ideas dm real life
experiences of some etrepreneurs who tied out mary things. The
narration is by the ertrepreneurs themseles shaing their siories. We hope
that the principles and alues & work here will be adoped, with the full
understanding and ajppreciaion that each situgion requires its avn local
models © be adoped.

This booKet is also 0 presert possibilities with alernative perspetives of
markets. Mainstream makets fundion with certain core belief — tha scale
matters; tha measuing the sucess of an eterprise is ly looking at profits
eamed; tha competition is ne@ssay and good tha bottom line is all tha
matters - b name a éw. They also claim thathe ‘customer is the kng’ That
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price determination is done ty demand and suply forces However, hee
are examples of hw this paadigm has been tuned on its headWhile
some migh write these off as isoted expeiments and expeirences and
therefore not scaleable we believe that a multitude of such small scale
initiatives is indeed possibleto improve the livelihoods situdgion of many
farmers ewen as they povide healthy food to ‘empowered’ consumers
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Small Organic Retalil
Is Beautiful

An often-head refrain from organic producers in paticular (who do not
want to sell their bxin-free poduce in the same suply chain as the
chemical-laden one ater the efbrt they have put in o clean up their
production system of unsustainable pactices), and poducers in geneal is
that markets ae unemunerative for them; mary organic producers also
find that existing makets cannot acommodate their ertire organic
produce. Roducers in geneal point out that the price that they receive in
the markets does not egn cver their mst of cultivation. Further, price
fluctuations have been paticularly problematic for vegetable pioducers
with their perishable poduce.

For the cultivators, matkets ae not in their ontrol and it is not clear ha

prices ae determined (the famer in the village is haly aware of the

domestic plicing and pilocurement policies or expot-import policy

decisions). Aditionally, famers ae caugh in the local cedit trap and ae

forced to sell o the local taders & prices deermined by them. Moreover,

for millions of small famers, the olumes ae so lav that it is not worth the

effort of marketing in a moe systemeatic fashion (sine maiketing for fair

price involves losing vages incuring transportation costs and haing to

contend with an opaque and unequal &ding system elsewhee). Lack of
integrity with regard to weights and measues or b timely payment of

price is also a @ammon expeiience faed by small poducers in their
encounters with the maket.

Apart from price is the issue of gmopriate cop choice that a famer is able
to make or not, depending on the gowing conditions. Very often, famers
end up gowing crops tha may not be appropriate for their paticular
agro-ecological and socieeconomic conditions, lured by the maiket.
However, ciop choices can end up being iietional in the medium and long
term.

Other than piice and cop choices is the issue dfrust” (or lack of it) elated
to production practices and qualiy of produce, often adualized in the
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form of‘certification’ in organic suply chainsTo saisfy cmonsumersneed D
rely on some ageng that will lend that ‘trust fador’, organic famers spend
a onsiderable amourt on certification, which sometimes wrks out © be
tedious and quie expensie, especially if they hee to adher to
international standads.

On the other hand cnsumers also end up with a bad deal on mafronts.
Sakty of the bod that they consume is the first casuaitin addition b the
fact that no real choies seem ¢ exist br them either When it omes D
prices mnsumers also lose out dueotfluctuations and oten resert the
high prices tha they have to pay for their food.

SOLWUTIONS EXIST!

It is in this geneal situdion that we bring to you some initidives which ae
inspiring and seem ¢ be ceating a winwin situaion for both producers
and onsumers The sucess of these initidves hinges amongst other
things, on:

e consumer educdion

e transpaency about producer, production practices, price
determination etc.

e cooperation and mllectivization

e localizzd supply chains fom production to consumption

“THE MODELS

Expeiences of diferent kinds exist — boadly, these can be classified
as notfor-profit retail outlets, which have mainly irvested on
consumers @the urban end while soucing from numerous famers
(reSore in Chennai is an example); of dat marketing efforts
whereby a plaform for building producer-consumer elationship is
created (Thanals Oganic Bazaar irmrivandrum is an example); of
entrepreneurs ting up with one famers collective a the
production end and a goup of chosen onsumers & the retail end



to enourage @mmunity Supported Agriculture (Har Bhar Thokri
in Mumbai is an example); of farers ®llectivizing themseles,
taking up caeful production planning, processing and walue
addition at their end, in addition b tying up with utban consumers
and omanic outlets Organic Food Club of Blgaum is an example)
and of famers ollectivizing themsehes and managqg the sumply
chain including the etail outlet (Vish Mukt Dulaan inWardha is an
example).

In all these modelsincreasing pofits for the retail ertrepreneur is
not the bottomline; efbrt is mostly b break ewen and be viable
(diversify irto other rlated businesses if need bhdike Vish Mukt
Dukaaris restauant business) but ensw that the lamgest possible
margins acrue o producers

CONSUMER EDUATION: The sucess of these efirts hinges upon
consumers irernalizing fair tade piinciples and oming forward to

support organic producers, even as they themsels benefit though sagé

food. The adivities on this font take \arious orms in diferent initiatives

around the @untry — takng consumers b the famers fields br exposue

and interaction with producers; oganizing melas in the Wan entres;

organizing ledures and film sagenings b initiate deeper dialogues on
issues petaining to food and faming; manddory orientation session ¢ all

consumers bebdre they ae enmwlled in an initidive; diawing in celebrities

to drive home the message; personaltgractions with consumers & the

retail end

It is © be noted that most of these inititives have been aound urban
middle class onsumers To some exent, appealing to their good sense
around issues of saffood or fair teade or sugort to fam livelihoods is not
a difficult mater given their elatively high inomes

These case studies do nobwer rural-rural makets, which pose a gater
challenge I is not clear hav poor producers can benefit iy caering to the
sak food needs of poor onsumers (sine they cannot affrd to spend



more on bod than wha they are aleady doing) apar from getting the

state to support the producers in pocuring their omganic produce and in
turn using it in existingdod schemes meanfor poor mnsumers However,

there ale mary initiatives aound popularizing traditional foods amongst
rural mnsumers alspmainly ty way of‘melas and‘jatharas (festivities folk

media, songs exhibitions et., thrown in). $me initiatives like the [@ccan

Development Society’s ‘market of the walk-outs’ (not featured in this
booklet) relies on such populdration of traditional foods amongst rual

communities themseles though jatharasl. Hovever, the pidure of

economic supluses thd can be mwed to producers fom poor cnsumers
is not \ery clear in such a rat producer-rural cmnsumer maket model

There is a possibilif of some saings both as a pwducer and as a
consumer, however, if ollectivized to leverage the adwantages a both

ends

SCALE & IOCATION: Where the initigives have begun d the farmer end
the scale has usuallyanged flom ten famers © aound 75 famers in one
initiative. Where the erterprise began & the retail end famers ae not
drawn from one locdion nor oollectivized; they ae dispersed and
sometimes products are souced from distant farmers groups. h that
sense a wider ange of famers ae overed. Howvever, retailers end up
procuring a \ery tiny proportion of what an omganic cultivator produces
Unless a goup of retail outlets piocure from a goup of famers — as the
example of the inbrmal Nelamangala Sayawa Kushikara Sangha, outside
Bangaloe, demonstates, the oganic producers will el dejeded a lack of
markets br all their poduce.

In terms of locaion, the direct marketing efforts have chosen o either
deliver a the doorstep of the @nsumers (especially bigesidertial
complexes or offies) or b a @ntral locaion where sugply/sales is fom
the mobile van itself Sme of these efrts have chosen ¢ have different
locations on desigated days to make themseles moe acessible b the
consumers

1 http://w ww.ddsindia.@om/www/default.asp



The retail initiatives have kept themseles lov-key, as in the case oéBbre
in Chennai which opeaites out of a gaage The locdion of sales and
spending on makng the retail expeience a luxufous or een a highly
comfortable one has not been a jurity in these efbrts. hterestingly, that
does not seema impad the sales defying another moden day maiketing
notion.

PRICEMost of the initigives shavcased in this boolet have looked a&

price not as a funtion of demand and suply or even pegged it against
the regular maket prices (which themselgs ae ‘rigged’, so b speak with

a high \olatility that benefits neither famers nor onsumers). Hce is

allowed to be deermined by producers with some magins added or the

actual costs incured postproduction. It is obsewed that producers aply

their own logic, mostly based on @st of cultivation when they seek a
particular price.

Price is also managedyanother mechanism in these initisves — fixing a
band-width of prices br patticular kinds of pioducts and not fixing it
product-wise (especially in the case oegetables and fruits). A band of
price is used though a seady pefod of time (not fluduating on almost a
daily basis as is the case with thegular makets) so tha it is easier dr
both consumers and poducers © plan their poduction and @nsumption
activities better. Such stable pce suport is welcomed by famers who do
not want to face wlatility in the maket and also apreciaed by the
consumers

INFRASTRJCTURE:If an erterprise has begun tthe retail end the most
that has been ivested upon is an outlet spae (a egular spae in the case
of reSore andThanal Oganic Bazaar and défent locations in the case of
others, but hired in all cases) — ¢arprises need not it to obtain a
permanent spae for themsehes in these modelshhere there is a egular
outlet in a gven locdion, there is some imestmert on sheles sbrage,
baskets and ates et. Additionally, some emerprises hae invested in a
vehicle br supply amund the city or to procure from the famers and bing
it to the city. h the case of Blgaum Oganic Food Cluh the ollective of



farmers has additionally imested on a sugatane pocessing faciliy in
addition to storage spae for themseles.

TRUST & CERTIFATION ISSUESNterestingly, most of these eterprises
have shunned the idea of @nventional organic certification for various

reasons Instead, they themseles stand guaantee © their consumers
about the quality and standads of poduction of the cultivators and the
produce. They ae able b do sq with the erirepreneurs personally visiting
each fam as ofen as possible or by maintaining transpaency of the

sources so thaindependent verification is possible aany point of time, or

by creating a direct contact with farmer-suppliers, or by procuring from a
known fammers oollective which in tun has some ageng facilitaing the

organic production process locally In the case of Blgaum Oganic Bod

Club, they have opted for formal certification by a thid party because they
also caer to distart, expoit markets br some poducts. Whatever the

model, it is impotant to set up someeliable mechanismdr ensuing the

quality and standads.

CROPPING DECISIONS & CHOICES — NEED FOR DIVEERSHe case of
enterprises thd have begun d the retail end (like in the case okBore),
any crop or oommodity that a famer aleady produces is pocured.
Similaty, in the case of @8gaum OFC or HaBhai Tokri, mnsumers agee
to take whdever mix of \egetables thd are sold @ any given point of time
by the erterprise. Havever, in the case of eerprises tha have begun a
the farmers end, it becomes impeastive to do ciop planning ollectively by
the famers They need b produce a diverse set of pducts if they hope b
get a maket. They also need @ stagger the poduction so tha a seady
and varied supply is available over a perod of time. h the case of Blgaum
Omanic Food Cluh they hare managed © create production plans joirtly
with the help of expets within the goup.

COLLEQIVISATION OF PRDUCERSA \ery important asped of these
efforts to improve famers livelihoods thiough organic sugply chains is of
collectivizing fammers This is impotant especially if the efirt is initiated a
the farmers end. This is neessay both for famer-to-farmer exension
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support during production processes as ®ll as pe-production planning
to diversify optimally within the goup, in addition © achieving scaletathe
post-production stage. Retail outlets do not always work on such
collectivization given that they deal with dispersed gup(s) of famers but
even he, it is impotant to create a loose nework between the famers

CASH FIOWS: If you are a etail ertrepreneur, it is impotant to keep
sufficiert cash flav to pay the famers upfiont, without any time lags for
the produce they suply. The various erterprises éatured here have dealt
with it in different ways h the case of Qyanic Food Club in Blgaum or
Haii Bhar Thokri, they ollect advance payment from the consumers and
get the cash flavs going A least 8 veeks payment is ®llected initially by
OFC so thiathe same can be wested for operations a the farmers end. A
similar mechanism exists in MORCh that sense it is truly a meement
towards ommmunity-supported agiculture CSA.

OWNERSHIP & MANBEMENT MODELS3n the case of faners initiatives
related to direct marketing bordering on Gmmunity-Supported
Agriculture (CSA, the ererprise is managed andwned by the famers
collectively. Expets for different roles would have joined hands or
emerged from amongst the goup, as witnessed in the case otlBaum
OFC.nterestingly enough, the famers groups hare shunned érmal legal
entities in cases lika/ish Mukt Dulaan. On the other handit is mostly
voluntary efforts by urbanites with a notfor-profit motive tha has been
sustaining initigives like HarBhar Thokri or reSore. Thanal which began
as a non-pofit has moved to a poducer-consumer @operative model, run
by members of a wmens SHG.aSore as vell as Jean in Baoda (not
featured in this boolet) have ewlved towards a model whee employees
take over the erierprise over a peiod of time, with livelihood support for
one or wo families dawn from the erterprise d the retail end

READ ONJO UNDER&ND MORE ABOUT @&A INITIAIVE SHOWASED
HERE.
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reStory
(the story of reStore in Chennai)

[. MOTIVATION & IAUNCH

During 2007 thee were lots of discussions amongst aaup of fiends in
Chennai — people who wanted to create a @ntral ‘go-to’ place for
sustainable poducts, ideas and pactices b sewve Chennai citiens like
themseles In their imagnation, it is a plae where not only would a shop
be run but a ommunity built. Rrople would listen to talks watch films try
out their hand d different things (like spinning weaving, gadening,
cooking) etc.

As time went on, ood became the entral theme of these discussions and
during late 2007 one of the members froduced millets ®nsumption as a
core theme she wuld like to focus on. Miny of these millets &re
previously unknown to most of the members and they stéed
experimenting with thinai (foxtail millet), saamai (little millet) and so on,
including them into regular diets The group decided b have a launch of
an omganizdion with a milletbased banquet and sale of theseans There
was an @erwhelming response & this launch fundtion, held on Ebruary
16th 2008, with about 300-350 people enjong the 7-course milletbased
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dinner. A shot time later, the goup was irvited to conduct weeky bazaars
in the galage d the home of a managemenprofessor who also had an
organic egetable fam on the outskrts of Chennai. Bthis time the goup
of volunteers had gown to amound 10 @re members

II. EMOLUTION OF BSIC PRINCIPLES OF RERE
Volunteer-run

The group launched a veeky bazaar of ggetables greens and a limied

range of povisions — millets rices et. The remarkable thing about these
bazaars vas tha they were run @mpletely by wolunteers Duing the

weekdays they would spend time with eldely residerts of a Home dr

Aged - women who helped winnav and clean the gains. Gareful plastic

free packets wre made in wo layers of paper On Staurdays the goup got

busy fom ealy in the moming, receiving, soting and cleaning the
vegetables fom organic producers. Bazaars ware lively affairs with lots of
people wlunteering and sportaneous fiendships brming.

After a Ew morths, they ecruited the first paid emplgee, but for & least
three years moe the twice-weeky bazaars wre dependert on volunteers
taking turns o speak b cusbmers, do weighing, billing etc. And of ourse
behind the senes dewloping relationships with producers orering,
accounts, sbck-managemeri and so on vas also done § wolunteers
though day-to-day physical work was transitioned b staff duing this
period, to bring about mntinuity and ®nsistency.

Today, more of the ecord-keeping, ordering and interacting with
producers & onsumers is done ¥ paid staff Hovever the vision, seldton
of products & souces managemet of finances and syle of fundioning is
shaped ly volunteers bgether with staff A wider paticipation of
community members is still elusev and most onsumers teat the store
almost like a pivate sewice-oriented shop Howvever mary essetial
activities such as amunts, auditing and legal wrk, ae being done
regulady by wlunteers h a sensethe initidive is tansitioning fom fully-
volunteer-run to volunteer-directed.
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Not-for profit

When a brmal ertity was established @uistered as a ompany) as eSore,
there was no question in the minds of theote team tha it would run
without personal piofit to those who stated or invested money in it.This
was with a view ¢ enmuraging participation from community members as
volunteers — whether they auld give ideas time, donaions of sofware,
equipment or work a the bazaarsThis not-for profit and wlunteer-driven
model helped b keep pices acessible b more people breaking the
perception that organic is an expensi fad only or the iich and elie.

A no-frills model (eused and dong&ed fumiture, cmmputers, and shelving
a quick Egel sewing as a hilling sdfvare and so on) shop @as set upThis
more or less ontinues though a éw essetials required for retail work such
as — poin of sale sgtem, weigh scales and so on ka been puchased first
hand.

Principles of production

reSore had initially put davn certain ciiteria based on which it wuld
source products — sustainable / emogical production, local mderial, by
marginalized producers like small faners, atisans SHGsless mechanid
means of poduction, “by the massesrather than“mass poduction”, and so
on.

Today the principles the sbre adhees b for food products ae:

V 100% oganic. k does not buy poducts from partly organic fams
or from non-pesticidal managemet Value-added bods like snacks
and pickes ae also made with etirely omganic ingedients (not
just the main ingedient).

V  Geographically, soucing is done as closetChennai as possiblet
reduce “food miles' i.e distan@ traveled by food before it reaches
the shop

VV Preference for traditional varieties of seeds
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V  Weightage gven to the emlogical and sustainable @ctices of the
farm — eg. on-fam cow-based inputs biomass seed-self gliance
etc.

V Preference to small famers h most casesaSbre is able ¢ source
from small and maginal famers especially those who ar
marketing their produce via oganizaions and producer-
companies

Fair price to producers mostly deermined by the producer.
Transpaency of souces and pices

Connecting producers and onsumers and minimizing banded
organic pioducts. k was Eelt that as a goup of cnsumers thee
should be a elationship dewloped with local poducers and
understand their poduction closely than depend on banded (and
more expensie) products which ae not neessaily local

Livelihood and working environment

As eSbre transitions b a liwelihood opportunity rather than volunteer
organizaion (with employees slavly taking over the erterprise), an
important recent focus has beenaSbore's ple as a health place to work
— socially financially and othewise. We ale engaged with segral aspets
of reSore as a wrkplace. For instanc,

V having non-English speakg staff and their posped for better
incomes, personal gowth and sdisfaction than a typical utban job
would provide;

V adecent living wage in an uban context for a small family and he
to enable the sameA potion of (the small) pofits is shaed out to
the staff of eSore. Despite this their inmmes ae not sufficier for
their needs more so b meet mary common urban aspigtions
such as English-medium edutian for their childen.

V democratic open working style between the initiging “core
members’ and the staff rather than hiemarchical powver strudures.

15



V Access of staff and suporting people (who ae not direct
employees) b the omanic bods tha they transpott, clean, pack
and sell t is toubling that those doing the had work are unable
to afford the foods. Hene a model is being wrked out whee &
least some of thedods, especially nutient-rich nuts dred fruits
etc., ae acessible b their families and gowing children. Ptluck
lunches @ reSore on working days, to expeiiment with millets and
engage with healtly cooking and eding practices hare been
started.

Certific ation

When the sbre was stated, omanic certification was mainly done Iy

foreign agencies and s expensie for individual famers. The goal

however was not b create a model of oganic rtail but just © connect

urban citizzns with souces of their bod — of @urse with a écus on

organic, local et. Hene the approach was one of ensung personal
rapport with producers established via a visitypa ®re member Sme

members of the ore group were aleady avare of the pioneeing work

done in speading omganic faming and maketing sewices br smaller
farmers, by groups such aslimbaktu, Tribal Health hitiative and CIKS.
Henae, members stared by visiting them and sowing foods maketed by

these and similar goups as vell as individual famers based on their
adherence to the principles of poduction.

Ower the last bur to five years reSiore has persistd with the above
approach, irespedive of whether the poducer has thid party
certification. For staple gains and povisions it escheved branded
organics preferring to buy from farmers and takng care of cleaning and
packing. A limied number of poducts such as da, ©ffee, soaps and
cleaners noodles snacks et awre branded by the producers — usually
individuals or small aganizaions who hase done an amounh of value
addition, adheing to the principles the sbore values

16



Price-setting

Pricing of omganic poducts & reSobre can be divided ito two caegories,
viz., dy groceries and fesh poduce.

» Inthe case of dy groceries, the open maket price does not apear
to be highly fluduating though there is infldgion over the peiod of
a year or moe. The prices eSbre pays famers is abund 10% moe
than non-organic maket price (for equivalent quality, graded,
cleaned seed ariety), and the pices ae set ly the famers
themselwes. Being a notfor profit, reSore’s selling pices ae
among the lovest in oganic retail.

e When it omes b Fesh pioduce, as thee is no established
distribution network for organic fresh pooduce mary producers sell
in the open maket. Hene their fortunes ae dependert on
pegging their prices © market rates, with a pemium tagged on or
being organic. eSore has &empted to work with producers b
remove the fluduations due b market mechanismsinstead it asks
farmers D set a fair pice acioss seeral varieties of \egetables thd
will remain unchanged ér a season. @netimes depending on the
nature of produce (for example products that are more
challengng to grow in local onditions) two or more suchislabs are
created. The produce is then gouped into slabs areSore and the
price is fixed acoss \arieties and or a long perod of time. As such
the traditional vegetables gowing in Tamil Nadu such as gods,
brinjal, tomatoes etc. which ae the“Local \eggies’ were fixed & Rs
25 initially, then Rs 30, 35 and & now at Rs 38 /kg “Hill veggies’
grown in higher altitudes such as cants, cauliflover, cabbage
beans and so on wre stated a Rs 40 /kg and subsequedty Rs 45
and nowv Rs 48 a Ko.

Consumer involvement

reSore has institued a“pre-order” system for fruits and \egetables by
which we mllect order forms/indent for every week's bazaarin adwance of
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the stait of the month. The form gives a list of ppduce expeded in the
coming month, and the onsumer fills in their equirement for each veekly
bazaar About 50-60 onsumer families cuently procure their fresh
produce via this sgtem. B/ oollating the order quartities, the sbre is able
to give a beter idea of its equirements to famers suplying to reSbore.
The pre-order (‘pop” in reSore slang) sgtem ertails a deposit of Rs500
paid as a ommitment towards the oders which helps famers plan their
growing.

lll. CHALLENGES

Sourcing from small and maginal famers: Not much fesh poduce is
marketed through NGOs and futhermore the distibution network of
organic fresh poduce is still not establishedHene small oganic famers
isolated geogaphically find it easierd sell their ppduce through existing
distribution networks in the open maket and their ppoduce gets mixd
with chemical-based poduce.

Open and non-hiearchical fundioning has mary challenges Running a
grocery store is in mary ways an iriense and stssful ativity. Dynamics
within colleagues and iteractions with others need agative and dtentive
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engagemert to overcome mnditioning and power equdions based on
gender, age and elitism, dr example Almost daily a lack ofesped and
regard is obseved, towards non-English speakg people by mary of the
elite omnsumers who valk into reSwore. While this is not a uniersal
phenomenon it is ommon enough © be troubling.

reSbre's expefence proves tha an involved and @mmitted consumer
group can souce organic bods eliably fom producers with or without
third panty certification. However involvement and commitment should be
emphasised Neither should goups ad as inbrmal ‘certifying agencies
even as famers migh scale up the wlumes by reselling a neighbols
produce; similaly, creating distribution channels without egular and
systematic visits can beome problematic. Cther groups or shops wanting
to use this aproach should make their wn efforts to dewelop personal
relationships with pioducers and onnect consumers with them.

Hat pricing for fresh pioduce has an obious adwantage to producers in
that they get a deent and fair pice even when thee is a glut in the maeet
for a @rtain item.

However the challenges &

a) reSbre is unable ¢ off-take the eiire produce of a famer, hene they
cannot use this model if a p&rof the produce is going b the open
market;

b) in times of high maket price the poducer is empted to sell & the
more favourable maket rate.

Though reSbre’s piicing is fair and pedictable, scaling it up as a model has
been difficult. Rrhaps the‘boutique model of a small shop which can
logistically only caer to a limited number of onsumers cannot adequigly
address the issueForming an alliane among Chennai etailers is being
worked on, pimarily to address this

POP sgtem: The tendency among onsumers is® assume thathe system
is a“sewice for a £€’ and tha they pay the deposit as a guantee of
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privileged sewice. Havever reStore mnstartly emphasises thathe system
is intended as a suport to famers. It is hoped thd this group of
consumers will get irnolved in moe meetings and fam visits Alsq tha
they would lend a hand ¢ seled, weigh and set aside these prorders on
bazaar dgs, as wlunteers themseles

Emlogical paclaging: One of the stongest onvictions of eSbre was
around avoidance of plastic packging, and seondly to make a seous
case br a sustainable modelof retail. Had work went into deweloping
different kinds of eo-friendly paper packetsdr neaty six morths. The
two-layer packets made ¥ studerts a& a school 6r disabled were
expensie though well-made However, a season of néh-east monsoon in
Chennai poved very expensie in terms of poduct loss b fungus as the
extent of humidity was \ery high. Hene, the sbre reluctantly switched
HDPE overs, which hare been the mainstg of grain paclaging.

Oils ae newer packed in plastic /PE bottles as such bottles arless
recyclable (oil is difficult & clean) and the plastic maalso leach ito the
oil. In the initial days, the sbre cleaned diied and used Hdicks jars dr oil-
sales It was a lot of haat work for volunteers and ery soon it vas decided
that consumers should bing reusable stainless sl @ntainers The
quality and apma of mld-pressed oganic oils has been sufficign
motivation for people © take D this pracice! Recently reSbre has also
started selling liquid soaps and shampodslirect from the carf into a
reused bottle bought by the mnsumer.

reSore also enourages“from the bin’ salesso people can take rpcery
items in their avn bag or ontainer. The lack of gain sbrage faciliy and
know-how in modem homes impedes this ikd of buying, however. The
reality of most sales being in plasticogers neessitded reseach into
biodegradable plastic

V. NON-RHAIL WORK

Urban gadening: There is a ery positive response d non-retail initiatives
such as eSbre gadens which is a elunteer goup promoting urban
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edible gadening in both pivate (oof-tops, balmnies back/ards) and
public (sidewalks cmmon aras balwadis hospitals paks) spaes
sewral cases gups of people fom the local neighbohood are coming
together regulady to create such gadens Workshops seed and sapling
shaiing, and a vebsite to bring together peoplg techniques and egnts ae
developed by a ©re group of wlunteers diving this initiative. The Gancer
Institute, a \ery old hospital in the ciy of Chennai haseguested reSore to
help dewlop an oganic gaden on their pemises with pmciples of
permaculture and @mmunity / volunteer paticipation in its mairtenance.

Activism and paticipation in larger organic movement: The campaiq
against Btbrinjal came close on the heels of the launch eSbre. Hene
right from the begnning at least some eSbre wlunteers were closely
involved in the campaig. Sangeetha and subsequéy Anarthoo took
lead oles in the ceation of the Saé Food Alliane in TN. Erthermore,
Ananthoo’s engagemen with a variety of NGOs in the sta, such as Exnar
and travel to many fams deepened eSbre’s rlationships with other
organizaions and with individual ativists inTamil Nadu Lder, Anarthoo’s
participation in the Ksan Svaraj Yara/core mle in ASHA and drnsive
travel throughout the muntry has sealedaSore's special stas in the
minds of mary a poducer group, and those fighing ‘in the trenches
against orporate-controlled, chemical or GMbased agiculture.
Omanizaionally reSore has taken parin petition drives led avareness
events a educdional and orporate venues and used its mailing list and
facebook page b generate public opinion.

A more sustained efrt to recruit wlunteers b focus on campaig work on
behalf of eSbre, SR, Tharchaabu lyakam, ASHA will beequired to take
reSore’s oiganizaional role much beynd retail.

V. WHAT NEX

e reSore looks brward to including other setions in retail, such as
sustainably poduced dailyuse poducts, ats and cafts, bamboo
furniture, omanic otton clothing and so on.
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reSore retail is on the erge of bemming an enerprise ovned and
operated by staff members with an advisoy boad from the oliginal
“restore” not-for profit volunteers

reSore looks brward to fostering other utban erterprises based on
city-farming initiatives - br instane uran beekeeping, terrace-
gardening, mntainer makng, value additions and so on.

reSore is also eagerot explore other avenues b reach oganics b a
wider audiene, via existing etail avenues such as push davendors
small neighbohood provision shops and so on.

—as pesened by Rudhika Rammohan and Aanthoo.

reSore (health * lielihoods * ndure)
No. 27/ 10, 8cond Main Poad, Kastuba Nagay Adyar, Chennai 20
Ph: 044-24430093
http://r estore.org.in
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Organic Bazaar, Thiruvananthapuram
— An initiative of Thanal

Thanal, a publicinterest adwcacy and eseach organisdaion based in
Kerala, opened the doors d its “Organic Bazadr in 2003, in
Thiruvanathapuram, the capital ciy of Keala, with ivo women's’self-help
groups and a ouple of pat time famers; the opening bazaar held in the
city had 10 onsumers in #endance. A the point when the Oganic Bazaar
began, thee were very few organic outlets in Keala and none in
Thiruvananthapuram. Oganic Bazaar (adttionately referred to as OB or
Bazaar | famers and onsumers) began as a maemly affair held eery
semnd Sdurday. h 2007, it maed to a biweeky/semiweekly cycle and
in late 2011, 6 the curent six da/s-aweek gscle. Sine the last éw years
the special Bazaar on sewd Sdurday is lised in the ciy events by major
newspapers and #racts a faily lage crowd.

The four guiding principles of Oganic Bazaar & ernvironmental
stewardship, alternatives acountability and tanspaency. The aims of
Omanic Bazaar include: pviding high quality organic bod to consumers

23



enabling producers of oganic bod to ean a deent livelihood and ean

resped, dewloping a link betveen producers & onsumers and a
relationship of mutual trust, pomoting biodiversity-based oganic faming

and raising onsumer avareness about éod free of toxins and
contamination.

How it all began

Active thinking about omanic bod maiketing began within Thanal in
parallel to its ray into organic faming in a panchgat called Venganoor,
where it enmuraged small famers © go omganic. Thanal eseachers dund
that the farmers who were willing to go organic had no outlets @ sell their
produce and had b sell it & un-remunerative prices in the local maeet,
thereby disouraging them from moving to organic faming. At the same
time, a visit b Qalifornia by a Thanal eseacher exposed him @ the
dynamic and beautiful oganic makets thee and seeded the idea of
credting a similar spae & Thanal This desie, mmbined with the mncept
of ‘Organic Bazadrproposed as a maeting system by the hstitute of
Integrated Rual Development (IIRD in Aurangabad culminged in the
Thanal Oganic BazaafThanal was one of the dur groups in the ountry
which took up the initidgive. This small initidive, begun entatively, grew
and ewlved mostly in esponse o the inceasing avareness among mam
people in Keala about pesticides indod and an acu felt-need br sag,
organic od.

Quality Assurance & Sandards

OB elies on cedting a localizd plaform for consumers and faners D get
to know each otherThe principles of Riticipatory Guaantee §stem (PGS)
are followed to ensue the autheriicity of the oganic/natural produce that
the bazaar sellsthough the Bazaar does noely on PGSattification either.
Omganic producers who suply to Thanal ae mostly not ertified by third
party agencies eitherexcept a £w laige producers (who also suply to
numerous such outlets) because most of thenwa very small piees of
land, some ae kitchen gadeners and some others far on leased land
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This is ery typical in the Keaila ®ntext where most famers avn very small
patches of land and aguiring organic certification is mary times an
unaffordable option. h this s@naio, erities like OB thawork on the PG
system based on diect interaction between the famers and onsumers
are essetial to grow the omanic bod segnent in Keala.

Omanic Bazaar has also deleped its avn local standads for organic
farming that can assist the famers © understand and implemen the
organic piinciples on their evn fams. This takes iho account the local ago
climatic situation, the siz2 of land ownership, cultural aspets eftc. The
standads include stict guidelines like ban on buming plastic and
excluding fams next to workshops and plaes whee there is possibiliy of
chemical exposue, in addition b routine standads.

Sourcing

The famers flom Venganoor (with whom the whole though process
began) and adw neaby panchgaths namely Balaamapuram, Vizhinjam,
Katakada, Karakulam, Neyatinkara, Aruvilkara andThiruvananthapuram
Corporation area ontinue to be the main soute of local egetable sugply
to the bazaarThe dry provisions ®me from all pats of Keala and in some
cases fom Tamilnadu and kmataka also Many times OB runs out of
vegetables and fruits the most oveted items, which ould lead b some
disappointment and misunderstandings if not for the efficiert but
bureaucratic token sywtem introduced to follow the firstcome, firstsewe
principle. OB also méets interesting value-added products from various
small pioducers groups. Diferent types of honey pickes, ol drinks,
preseives without chemicals chutney pavders \vattal, wld pressed oils
rice puttu powder and \arious \alue-added lice products ae a big daw
with the consumers

In response 6 consumer demand the Bazaar began pcuring popular
produce from other staes mainly \egetables thda do not grow in the hot,
wet climate of Keala (cauliflaver, carots, broccoli, zuachini and such).
Popularly called asOoty vegetables, they ae a big dtraction with many
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families whq as is the uan nom today, have transitioned b these

vegetables fom the traditional gourds and geens However, OB is also
making a @ncerted effort to enmurage famers b grow and ®nsumers o

buy and use mawg forgotten, nutiitious and delicious taditional

vegetables most of them not een visible in egular uban makets and

vegetable shops aypmore.

Sine 2010, OB is evking in cnjunction with the Save Our Rce campaig?
to introduce and familiaise the public b traditional rice varieties their
properties and b dewelop a clieriele for these \arieties. Interesting
varieties fom Wayanad like @Gndhakasala, Mullankzhama, the ahays-
popular Jeeakasala, the famous medicinaljiara and theThavalakannan
from Palakkad have all gained fans among the bazaar costers A ice
mela, which vas oganized in June 2012, tgracted thousands of peoplg
resulted in sales of numews traditional rice varieties, brought in new
customers irto OB and a list ofegular traditional rice buyers 36 ice
varieties have been sold in the bazaar in the last six ntba as pat of this
collaboration, which revived rice diversity both in production and
consumption.

Zero-waste and small footprin t

Avoiding plastics and non-biodegadable paclaging is something tha the
Bazaar wrks assiduously dwards; sugported by Thanals unswerving
commitment to Zero Waste and its pioneeing work in this spae. OB does
not provide plastic bags enmurages cusbmers © bring their ovn bags
supplies cloth bags aa piice, packs most #éms in paper overs (poduced
and sumlied by a small wmen's goup) and ties © get oil, honey and
pickles in bottles (doesi suaceed 100% in this effrt, admittedly).

As regards the biodegadable waste geneiated by the Bazagra good pat
is mmposted in theThanal offie@ compound and then used as manerfor
the office kitchen gaden and nov Thanal also hosts a biogas plaio deal

2 The campaig works in 5 stées and vorks © conserve and pomote indigenous and taditional
rice varieties, protect rice e® systems and pomote rice famers and seed s&rs The aim is ©
promote rice as an ealogically biodiverse sgtem.
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with some of this vaste. $ the efbrt is o keep the bod miles lov and the
footprint small

One of the delighful sights on a elatively free aternoon a OB is of the
staff chdting, making paper ®vers (using Mida pase and ecycled paper)
while keeping an eg on the povisions put out in the sund dry.

Organization and administr ation

OB began as aery informal initiative and initially the famers bok tumns
to come to sell their ppduce and irteract with the consumers assistd by
volunteers Gmadually, as the wlumes and the number of cusimers and
farmers gew, OB became mer strudured so asd manage its gowth and
volumes Today, OB isegistered as a Sciety with organic poducers and
consumers as membersin 2006, a struwire was put in plae with a
Manager — who is eerall in chage of the Bazagran Oganic Rrming
Coordinator to manage the elationship with famers, a Roducer
Coordinator who takes cag of all poducers and a persona manage
accounts. These ples were all fungble andThanal staff jumped ind help
— wiiting accounts on a busy dg unloading \egetables another dg or
talking to cusbmers- as and whenequired.

Currently, OB is @gmarily managed ly a sixmember am including thee
women who began as pdrtime famer-suppliers o the bazaar and then
went on beame the fulcrum of the bazaarSaji, Lena, and LailaThey have
confidently grown into the le of facilitaors, managng thrice-a-week
collection of produce, inspedion of fams & regular irtervals idertifying
new famers and also hand-holding small farers (mary of them ktchen
gardeners) including onverting some onsumers o producers Balychan
and Asokan ably manage the may other mwles including soucing
provisions fom different parts of Keala, managng relationships with
suppliers and cusbmers and tanspolitation logistics Deepak is the
technical person who helps and visits fas poviding technical inputs and
support for organic faming, pest managemenhpractices and futher fam
improvements.
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Recently OB has emayed into a pioducer-consumer operative. It is
putting in place new pocesses administative and legal mechanisms and
slowly trying to stand on its evn feet as an eftity apat from Thanal but
very much pat of Thanal culture and ethos The members of the
cooperative meet egulady and stategic and opeational issues a&
discussed; so is the ewpresert topic of futher expansion!

Dilemmas and challenges

At any point in time, one of the écus aeas of OB has beerm tkeep pices
reasonable ® make good qualiy, organic od affordable o all. Hovever,
on the flip side this has ledd years ofThanal haszing to subsidise OB and
now with increased wlumes it is abled manage on its wn. Howvever, it is
clear tha enterprises like this will need syport for some of the capital
investmen, events and some managemenexpenses &least initially

Another challenge ér OB has been its lotan. As in ary city in hdia,
commercial spae is pohibitively expensie in Thiruvananthapuram as
well. Therefore OB is lociaed in Thanal pemises within a esidertial area,
thereby not as visible as it @auld have been if a ommercial spae muld
have been ented in a shopping street of the ciy. Efbrts are being made
for visibility and binging in new cusbmers thiough ewents, oganic melas
and through media sories; havever, mandom walk-ins ae few and far
between.

The growth of OB has been s and oganic, due b a ®mbination of
reasons - some self-imposed and others due éxernal compulsions
Ambitious business planscot expand OB & suggesed by cusbmers,
friends and vell-wishers who loe the ambiene, quality of produce and
the whole @ncept. Hovever, a major onstraint that puts paid © these
ambitions has been the ery slov growth in famer members Keala is a
land-scace stae andThiruvananthapuram sitting & the peninsular tip and
highly urbanised hasdw faming pockets aound, therefore efbrts to lease
land to grow vegetables hae come to naught.

Finding new small famers is an equally challengg task with yung
people exiting faming in lage numbers and famers being vary of
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changing to organic cultivation. Therefore it is a onstant debate between
whether to expand ater procuring from further awvay-which would
increase ost, ®mplicate logistics and incease enegy footprint or, wait
patiently for more supplies locally

OB today

Today OB can boast of 250 faers and 350 custmers and a mothly
turnover of o and a half lak rupees (Rs2.5 laks).The populaity of OB
among its egular cusbmers is such thaMondays, Wednesda/s and
Sdurdays (the dgs when fesh \egetables arive), thee is a small awd of
waiting cusbmers in the moning, mary of who hae also begun ¢ treat
trips to the bazaar as a social outingnteracting with staff & Thanal,
bringing their children and slavly getting more involved in OB ativities.
Recently on World Food Day on Cct 16th, 2012, an eant was oganized to
honour famers Many regular cusbmers of OB dively paticipated in
organising the eent and also ontributed towards the cash wards and
certificates b famers

OB has also been the sar of inspiation for marny groups and individuals
Many groups tha have visied OB ha&e been inspied to stat organic
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outlets in their bwns/organizaions. One of the major learings fom OB is
that to promote organic faming one requires © promote alternative
markets as érvently as onverting farmers irto organic poducers Many
prominent personalities inThiruvananthapuram including stde ministers
bureauciats, and film atists buy their povisions and poduce from the OB
giving visibility to the initiative.

As Oganic Bazaar gproaches its énth year of exisénce what is required
is mary more such small initiives with vibiant interactions and personal
involvement where trade is eniched by trust and ooperation!

— as pesened by Seedevi Lakshmiuity

Organic BazagrOD3 Javahar nagar Kavdiar( PO)
Thiruvananthapuram-695003
Mob: 09447343520
Contact person-T.J Balychan
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MOFCA'’s Hari Bhari Tokri 3

Philosophy and Baclground

It is geneally ageed tha eaming a piofit as oposed b eaming a living
is not mmpatible with farming and bod supply that is caried out in the
spirit of ahimsa (nonviolence). Bespite food being a basic esryday need
or perhaps pecisely because it is onehe proportion of income spert on
food decrases as immme increases Farmers and their fam lands fae
increasing exploitdion because 6od has been tuned into a‘cheap
commaodity.

Mumbai Oganic FRarmers and ©nsumers Asocidion (MOF@) began in
2009 as an imrmal ollaboration between famers in the Uper Konlkan

region and @nsumers in Mumbai.té main thrust was b reclaim bod from

the clutches of ommodification and promote food that is sustainably and
ethically gown and mnsumed within our egion. After discussing the
possibilities and challenges of sexal different initiatives, Har Bhar Tokri

(HBN) was stated as a Gmmunity Sugported Agriculture* or‘Farm Shaing’

project.

How Hari Bhari Tokri works
Pre-harvest

Each season, MOPRGestimaes the yield per wek based on the number of
participating farmers and the mailable aceage For example in the curent
winter season (2012- 2013) treerale 35 small/maginal famers, 4 uban
farmers and ajproximately 8 aces of land aailable br vegetable faming.
From past expeience it is estimé&ed that a yield of 500 600 klos will be

8 Haii Bhai Tokri, in hindi, lierally translaes o Geen Fill Basket.

4 Communit y-supported agriculture (CSA is an akmative food network - a socieeconomic
model of agiculture and bod_distribution wherein individuals pledge suport to a faming
operation and where the gowers and onsumers shag the iisks and benefits ofdod production.
CSA usually onsist of a sgtem of weely delivery or pickup of vegetables and fruit, in a
vegetable bk scheme and sometimes include dajr products and mea.
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harvested each veek br about 16 weeks Knowing this, MOF@ has oféred
250 fam shakes or weely tokris for consumers This estimdion is based on
an assumption tha a small family (2 adults and 2 chikelr) might on an
average onsume d least 2-2.5 Kos of egetables (and #least 4-6
varieties) in a veek while ontinuing to supplement this with vegetables
from the local maket.

In order to register as a shaholder or patner, individuals must #end an
orientation meeting & the start of the season and paan investmert cost
of 3800/°. This is a onetime cost to the @nsumers tha covers the ost of
the vegetables the logstics of suplying them (eg. transport and
packaging etc) and additional atvities of recipe-shaiting etc which
facilitate their transition to eding local, seasonal omanic ©ood. The st
also epreserts their investment into the work done © support the
farmers

Harvest

Once hawvest begns, each veek an SMS is seto consumers ashg if they
will pick up their bkris tha week On@ mnsumers eply, a list is ampiled
with the totals and those individuals pigkg up, grouped by pickup point.
(To prevent wastage tokris ae packed ér only those who eply).This list
is taken out b the mllection centre on hawest day.

On hawest day, a empo wmllects all the egetables fom each village A
preliminary quality check of each famer's \egetables is done and the
quantities noted when picked up Ramers ae paid br the previous week
(or weeks) hawest. The tempo brings the \egetables b the soting point
(a paticipating farm) wher a women's self-help goup (SHG) has been
hired to weigh, sot and pack the okris and a wlunteer supewises the
process

At the sotting point, all the \egetables ae soted into caegories one
again checkeddr quality, and the btal harvest divided equally among the
tokris. Sine@ consumers cannot choose theiregetables nor cusimise

5 Winter 2012-2013 akri cost.
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their mix, an &empt is made b vary the mmposition of the bkris fom
week D week D prevent too much epetition and boredom. Averaging
across the season, eaclokri has a otal weight of 2- 2.5 Kos, with & least
4 to 6 \arieties, each weighing between 250 b 500 gams Each seasts
harvest typically stats slav, with less ariety and quariity & the begnning
and a peak ¢wards the middle of the seasorfhe tokris ae packed in lage
brown paper bags and fuher into stackable ciates These ae transpoited
back © Mumbai and deliered the nex day to each of segral paticipating
pick-up points® in the city and b the dabbavalas’ for home deliery.
Individuals pick up their dkris the same dg from their desighated pickup
point, within the hours specified

Journey so far
Tokri beginnings: Winter 2010-2011

HBT stated its first season with 7 farers; 3 ciy famers and 4 rual,
marginal famers working on a btal of 1.5 aces of land 150 onsumer
families were drawn in, mostly frends, family and some aguaintances ©
support the core team of HB. The typical CSA model as modified b suit
Mumbaikars What was equestd from the consumer families vas:
1. Rs500/- efundable deposit b register and 2. pgment for each okri at
the time of pickup.

Ewvery Sundg, for 14 weeks vegetables vere wllected from the fams and
delivered to a wlunteers house in the cit. On Monday momings four or
more wlunteers soted, weighed, distibuted and packed thedkris which
were then delivered to pickup points aound the city, seeral of them also
volunteers homes nsumers vould then pick up their okris flom their
respedive pickup points.

Production in the first season ws much belov what was expeted and
planned fr. A the height of the season, a maximum of 80kris could be

6 Pick up poirts ae typically shops offices and esidenes of people mostly those onnected to the

HBT poject or the sustainable agculture- food movement and those willing b support this work.
A small nominal inonvenience fee is gven to them & the end of each season.

7 At an extra mst, the Mumbai dabbavalas delier the tokri home to those who ae unable b pick
up.
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filled. The consumers vere therefore divided irto two groups and suply
was alemated between the two. Receiving tokri vegetables & such lage
intervals mean that in the interim, mnsumers vere compelled to go to the
regular \egetable souce and ©®nsequertly, were less ommitted to pick
up their tokris ewen when aailable. With no penalty on registered
consumers or not picking up their tokris, the HE tam was lef with
considerable wastage and financial lossfom some who mg have had an
insufficient understanding of the lager pumpose of the poject, who
thought of the wlunteers as bhajialas or deliery persons the HE team
was also lgfwith many complaints about the \ariety, quartity and qualily
of vegetables as wll as the inonvenience of the model

The first season as theefore a mided bag of esults br MOF@. The model
was not eonomically viable nor struturally stable but the wlunteers vere
highly motivated and enouraged to beliewe that what they were
attempting was possible and wrth the risk They beliewved that they wuld
make the neessay changes ¢ create a working model.

Tokri settling in: Monsoon 2011, Winter 2011 - 2012, Monsoon 2012

After an indepth evaluation, seweral significant changes vere made
starting in the seond season. ifstly, the HBE ttam began 6 emphasise
the mission b promote sustainable faning rather than allov consumers
to think of the initigdive as another‘vegetable vendor”. To do this
orientation meetings were stated for consumers something thd was not
done before. Only if they paticipated in one of these ould they register
or partner for the season. HBalso everted back b the original CSA model
where suport is pledged and ommitted to & the stait of the season.

In the seond season (monsoon 2011), 17 additional alrfamers
requestid to join the initigive and ty winter there were a btal of 32
farmers increasing © 50 in monsoon 2012 .nl spite of problems on the
consumer end & the farmer end because they obsged the inomme
generated by the initial bur rural famers involved in gowing for HBT,
neighbouring famers came drward, ready © make similar efirts. 200
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farm shaes were offered in each season till monsoon 2012 when 250nfar
shaies were offered.

With the quantities tripling, weekly logistics were systematized and moe
precise planning and amunting for the work began. 8rting and packng
was moved out of the ciy and hied help became neessay. The soting
and packng continues to be done lagely by the women's SHG with a
volunteer supewising the piocess simultaneously @ining famers and the
SHG ¢ adopt quality standads tha will ensure mntinued consumer
support.

As happened with soting and packng, when the wlumes inceased the
pickup points were also inceased moving out of homes b shops and
office spaes tha were willing to support the movement. For those who
found pick-up impossible the poject sought the sewices of the Mumbai
Dabbawallag. While these“scaling ug changes mg have resulted in
additional distane between each link of the chain, they geared
necessay given the cicumstanes tha existed.

After the first season, argat improvement was £lt in terms of \ariety and
quality of vegetables There was a onsistent supply of all the bkris ewery
week, with an arerage monsoon bkri of 2kgs 6r 14 weeks and an eerage
winter tokri of 2.5 kgsdr 17 weeks Unbrtunately because of the eatic
monsoon, the most ecent monsoon season lasid only br 10 weeks
although the quartities supplied were mnsiderably more than the
previous years. A biweekly pick up of egetables vas stated in monsoon
despite its geater logistical ®st to the project, because it allwed for
delivery of fresher \egetables dung a season when wer mauration of
vegetables ould occur in a ouple of days. On \arious occasions fruit and
other produce from famers tha form part of MOF@ or its exended
network were also made waailable (& an additional ©st),

To help sustain the demandadir local seasonal oganic \egetables HB
also inroduced a £w consumerfocused initigives. Gnsumers had

8 Consumers who chose this seice pay a sepaate amourt that is then gven to the dabbavalas
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expressed difficuly with the transition to a local seasonal diet
unfamilianity of ertain vegetables or boedom from repetition. The HBT
team began b send out ecipes fom time to time, either in pimt with the
tokri or via email Members were also enouraged t connect more to their
food and its poduction by visiting the fams and helping with soting and
packing. Those who did ofen returned with a geater mmmitment to the
project. Sme members also helped in stang a website and a blogWhile
some people still equest extic varieties which they hae acess b in
other markets, HBI is enouraged by the increasing poportion of
continuing loyal mnsumers each season.

Support to the famers bedns with plot and seed selgion and ontinues
with sharing practices of soil building naural pest managemety water
harvesting, plarting schedules et. @nsidering the inexpeience of the
farmers in gowing vegetables this aspefc of the HBI project was
sucacessful because of theatlaboration between MOF®@ and ML Dheale
Trust (MLDOT). Two members of the trust hee been pat of MOF@ sin@
inception and they along with their suport staff ae cmmpletely dedicdaed
to their work with the agiculture and liwelihood depatment. As pat of
their efforts, they also nework with other organic faming groups t shae
resources and leaning with the famers Additionally, a Ew of MOF®’s city
farmer members also shartheir experence and expetise to strengthen
the rural famers skills and onfidence in oiganic and sustainable faning
practices Their interactions with the ruial famers ofer the goup a much
richer perspetive of the ealities of faming as a pofession.

Along with some onsumers city famers make sesral trips duiing the
season b interact with the rural famers thus establishing and
strengthening a trust based modé&lthat MOFQ@\ prefers over third party
certification of fams/ famers/ produce.

9 MOFQ has been wrking on its avn version of the Rrticipatory Guaantee §stems (PGS) with
participating farmers, mnsumers and MOF& members 6r quality monitoring.
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Looking forward: Winter 2012-2013 and atter

This season, HBhas akady experenced a fesh ound of challenges in the
pre hawest processesTo stat with, the saving and plarting has been
delayed. This is patly due to climétic reasons - the e monsoon shavers
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delayed the rice hawesting which in tun delayed the plarting of
vegetables

The seond challenge is somewhamore complicated but also elated to
the delay. In the past thee had been difficulties and inefficiencies botlt a
the times of lavest yields as wll as & the peak of the season.afmers
generally plart as much as they cantahe begnning of the season d
compensde for potential losses along the ay and ae less likely d be
worried about brecasting and pecisely planning ér consistent yields h
the initial years when otal yields vere lov, MOF@ made a ommitment to
buy all the famers produce. But naw that the number of famers has
increased the ®sts of this as wll as the impacticality of gving overly
large tokris to consumers led HB o re-evaluate this stategy. For the first
time sine Har Bhai Tokri was stated, seeds and saplingseve distibuted
in a legulated way. This unfortunately let the famers £eling cheded and
unhappy and theefore dragging their feet about saving. More time and
energy was sper this season explaining theationale behind these
seemingly estrictive measues, repairing the relationship with the famers
and in geneasl, trying to communicate more cleaty with each other the
different perspedives and gound realities

Many of the challenges of the past seasonsveashaped the knd of
“‘community” that MOF@\ is and is beoming. Sine the ommunity is
made up of so man different stakeholders with different situations, needs
and perspetives ary solutions ae likely b be impeifect and temporary -
till one can do beter. MOF@ as a ommunity is messy and iranveniert.
And real. nsumers seek @nvenience and choie, rural famers ae
attracted more by the money than the philosopk and the uban famers
are limited in their numbers and their willingess b simply“produce” for a
market. And \et, the @mmunity is not able ® exclude ary one wice®°.
Perhaps they hae somehav stumbled upon one of Naure’s lessons about
community — tha it is diverse and inclusie. Not simply about people and
ideas we agee with but also those w dont.

1 After their first season, MORCwas tumed down for institutional sugport (financial and non —
financial) because theifprimary beneficiaies’ and citeria for choosing which famers b help
were not clealy outlined. That further strengthened their esole to rely on“community” rather
than institutional support.
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The experences of the pastwo years as wll as the curent situation are
teaching \aluable lessons about the imptance and the poential of limits
to scale and stging local On the one handthere ae pressues D scale up
(from would-be funders or ollaborating institutions, for example) and @
take on moe famers and onsumers or both. On the other handhere is
the challenge of building a truly inclus&¥ community among dierse
stakeholders and with limiéd resources There are pressues D suwive in
the competitive maket paradigm where oiganic is newly fashionable and
lucrative (even as oganic means diffrent things to different people).
These ontradictions offer tremendous possibilities dr creating local
solutions.

Staying local has thown up all knds of irteresting perspetives and
opportunities. In becoming a @mmunity, MOF@’s aproach o “fair”

pricing has beome more complex, subtle and nuaned. Rir to whom?
Farmer or @onsumer? Simildy, in working with the unpredictable and
hugely variable ngure of agiculture the challenge isd include as mag
practical options as is possiblealways emembeling that the smallness
and interconnectedness of the ommunity will offer almost instat

feedback in erms of esults Like it or not, as @urred with the regulation

of seed swing this winter, MOF@ beliewes tha it will know sooner ather

than later if its ations ar failures or sucesses © far, this @mmunity

seems b be epeaedly leaning the lessons of Nare. To resped diversity.

To stay local And b ewlve. Thus far MOF@ finds itself sufficietly

challenged b suwive the presert, to dewelop resiliene. And in equal
measue, sufficierily blessed b work towards wha it hopes b be.

—as pesened by Neesha Nonha.

Additional information is available @ http://mof ca.in/
Tokri expeliences shaed on theTokri Talk blog & http://blog .mofca.in/

To contact, email hari.bhar.tokri@gnail.com
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Belgaum Organic Food Club

This is the sbry of a small goup of famer-entrepreneurs who not only
changed their avn fatms and poduction practices, but also dew in
dozens of other famers irto the initiative, which is called the &gaum
Omganic od Cluh

This initiative consists of oganic and biedynamic famers onsidered
pioneers in their field — like AbhaMutalik Desai, Baszaraj Siddapa Kapsi,
Suresh Desai and Ahok Tubachi. The “epicenter” of the efbrt is
Yamkanmardi village near Blgaum, Kamataka.

The legal ettity is egistered as a 8ciety. OFC idetifies and pomotes the
produce of member oganic famers mostly deawn from Belgaum distict,
who are growing vegetables fruits pulses sugacane and other aops
without the use of chemicalstaany stage of cultiation. Today, the efbrt
extends b 82 famers and 410 a@s (in a adius of 25 kns), including 27
vegetable-cultivating farmers who ae NPOFPcertified. Most of the famers
are however ones who avn more than 3 aces of landWhile the initigive
began with aound 24 famers in the boder aras of Mihamshra and
Kamataka shiting to organic faming, it was only in 2002 theaOFC vas
registered as a 8ciety. The main objedive of OFC isdt establish a fair
marketing system for their memberfarmers by direct marketing without
intermediaries, and ceating a direct relationship between the famers and
around 500 uban households in Blgaum city. Through these 500 families
of dedicaed consumers OFC managesot market neaty 45% of its
members agicultural produce. The rest is disp&ched to Bangaloe and
Mumbai to various olganic outlets According to Mr AshokTubachi of OFC,
no produce is sold in the egular maket, and all the poduce from their
farmers mainains its oganic idertity till the consumption point.

The interventions of OFC & very systematic stating from the fam; key
members of OFC hee specific expdise, and theefore roles tha they play.
For instane, while some of them dcus on capacig building of other
farmers and ensuing quality control and addessing poduction related
problems, others ae into innovation — both in pioduction and processing
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of output; some members dcus on maketing and tying up with
government agencies All the member famers benefit in the pocess A
unique feature is thd most interventions have happened with the
voluntary contributions and efbrts of the famers themseles without
much exernal sugport including from the government.

In 2002, when asund 25 famers joined hands @ set up the OFC, they
brought in a capital of €n thousand rupees each (2.5 lakupees in all).
Marketing to Belgaum @nsumers began in 2003, with just about 84
families dawn in initially, mostly fom Fotary Cluh Liors Club et., in the
city. Today, the OFC emplgs two full-time staff members @ take cae of
production-related issues certification support and for marketing
adivities. Hanning of ciop combinations to grow is gven by OFC ¢ all its
members based on the esources of individual members as &l as the
overall maketing plans of the oganizaion.

Ower the years ewn as assocted members inceased in numbersthe

organizaion built 3 godowns with investmerts coming from members

Similally, it also evns a jaggey-processing unit which vas set up with a
cost of 18.60 lak rupees — one again, put in ly the membersWhile the

government supported group certification costs initially br three years in

the recent past, OFC bears theetification costs of its members
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Regular engagemen with both farmer-members and the lage base of
dedicated consumers is one of the key stregies adoped by OFC.
Meetings ae held inYamkanmadi village on@ in three morths with the

consumers who ae enmuraged o come with the whole families on a
specific seond Sundg. Similaly, monthly meetings ae held with

member-farmers

The OFC calculas tha it can notth up 40% magins just by direct

marketing and elimindion of intermediaries; futher, on non-peishable

items it makes 25% mer on the ©nventional maiket prices Stable pice

bands ae applied for the \egetables irespedive of the pices in the
regular maket, with the main citerion being st of production.

Consumers ae asked © pay advance money br 8 weeks and famer

members ae paid within 15 dgs of pocurement from them. The

consumers get a wekly vegetable basket of 12 ikos, covering 4

vegetables 2 salad @ms, 2 leafy egetables in addition © onion, pot&o,

chilli, gatic, gnger and @riander. Rurther, dry items like whe# dals jowar

etc., ae also suplied. Bestween the famers more than 13 egetables ae

cultivated. The standad price fixed for the weelly vegetable basket is Rs
200/12 Klos. Brery week, about 30 M of \egetables (about 4.8 laks of

business), in additiond 3-4 M of dy items ae sold b the Belgaum

consumers by deploying around 6 hired vehicles b go on fixed routes D

cover the @mnsumers OFCeports \ery rare lossesad its members — only in
case of hesy rains or heay pest inkestdion etc. It is upto individual

members whether they wuld get their cop insured or not, while cop

planning and echnical advie is povided by OFC expds.

Around 52 famers ae into sugarcane cultiation and jaggel production
by improved methods taugh by OFC (sustainable sugame initigive was
started with 25 of these faners with NABARD sygort). The organic
jaggery production from OFC has been ineasing & an impressie rate
over the years — fom aound 15 MI of sugacane piocessed bedre 2008 b
around 60 M in 2011-12 (wherthey had b hire a ertified processing unit
eallier, they nav have their avn unit). Members ae en®muraged © go in
for just 5 kuntas (40 Kintas = 1 ace) of sugacane cultiation, which when
converted into powder-jaggery gives enomous price differential
(Rs 45/klo of jaggerly lump and Rs60/klo of jaggery powder), @mpared
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to selling it as sugarane D local sugar faries (Rs 2200 per ¢on of
sugarcane). h this manner OFC seeksottake up \alue addition br
improving the net eturns of the famers This jaggew is sold 6 neaty 200
retailers aound the country.

OFC beliegs tha quality control and ensuing genuineness of psduce
cannot be thiough legal means but must be gunded in a moal basis A
high degree of social egulation seems 6 be in pla@ within its member
farmers. Rurther, third party certification in the form of Gntrol Union
(formerly SKAL), & Rs 86,000/gar br group certification is also in plae.
OFC gyes tminings b its members on IC®the adoped. Members ae also
encouraged 1 prepare fam inputs & their own level, without resotting to
externally-procured inputs.

OFGs under Members emain pemanently on the Bard, in addition ©
7 members seleed from amongst the membeifamers each gar. The
organizaion takes up tanspaent accounting and minuting of all its
decision-makng processes and duvities. Ashok Tubachi of OFC belieas
that the government coming forward to provide free outlet spae, in
addition to processing and @lue addition equipmen and spae would go
a long way in gving a boost b organic famers marketing enterprises He
also eels tha the govemment should mme forward to purchase non-
perishable goods fom the famers

—Written by Kavitha Kruganti & Aanthoo, based onanversations with
Ashok Tbachi and signed offybAbhay Mutalik 8sai

BEIGAUM ORGANIC D CUB
203, Shukawar Reth, Tilakwadi, BRelgaum — 590 006, dnataka.
Phone: 0831 2465027

Contact details of some members of the @anic Food Club (all oganic

farmers)t:

1. Shi A.BTubachi, Yamakanmamdi - Gll: 09448126953 Chairan of the
club

2. Shi Abhay Mutalik Desai of Sutagti (Belgaum) -Tel: 0831-2465027
Cell: 09900775633

3. Shi Suesh Desai,Tel: 08338-261052 &ll: 09480448256

1 THIS RRT ONVWARDS OFHIS NOE IS ERRACTED FROM ORGANKRMING SOURCE ®K) OTHER
INDIA PRESS, &0
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Gandhi Jilla Vish Mukt Shet Maal
Utpadak Ghat
(Vish Mukt Dukaan)

This is an initiive of a éw famers some of whom a not full-time
farmers to create maiketing avenues or organic famers, initiated in
Wardha in 2003.

The key person in this initidve is Dlyanestwar Dhage who shied to

organic faming around 1995.While there were indeed challenges in the
initial years duing the transition, afer a w years other famers also
started adopting olganic practices “lI was one of the psminent citizens of

the village and when | staed obtaining net eturns, others stared

following”, he sgs. He shifed to organic because he anted to be as self-
reliant as possibleThis was on five aces of land of Goli Dhage village

Others stated emulaing him around 2000 and called themsebs Gam

Raksha Rriwar.
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It was in 2003 thathe idea of diect marketing first emepged. 5 famers
from 4 villages who wre growing vegetables though organic practices
decided o statt direct sales inVardha and thd was an initidive that set up
Vidarbha's \ery first poison-fee \egetable sales poit Initially, using the
small spae provided in front of an NG®& offiee, they stated selling
different kinds of \egetables thice a week The inaugumtion of this small
sales poih was done with much media publicit and word spread amongst
Wardha's citizns and thee was much demanddr these \egetables

However, there were problems a the production end — thee was no
planning amongst the famers and thee was also @er-production
(including of paticular vegetables) & times, without proportionate
increase in salesAound 2 quirtals of \egetables vere sold eery day in
the initial days, of apund 8-10 \arieties, with loyal nsumers who vere
willing to pay more queuing up On the opening da itself this small
initiative had five thousand rupeesworth of sales

For three years this erierprise, which nov covers moe famers ontinued
marketing organic vegetables (with wlumes buching 4-5 quirtals each
day). Ezen though they were not makng the kind of profits and magins
they initially experenced, this inbrmal ernterprise was ensuing that
farmers got moe here than in ©nventional market.

However, when Dlyanestwar ji and others mweed their atention to
opening a eketail outlet in the Gam $wa Mandals premises and staed
thinking about managng costs and the business dm this outlet, the
vegetable business staed floundering. This was the time when the
farmers shifed to maiketing of grains (whea, different kinds of pulses
spices et.), by taking on rent a faily large plae nex to Magan
Sangahalaya (one of the most psminent places inWardha). Br beaiing
the overheads ten famers came drward to put in ten thousand rupees
each. This efbrt did not require famers © be paid as and when their
produce was pocured — all famers were willing to wait out until the adual
sales poceeds acrued. The morthly overheads were aound Rs 5000/- &
that time. In the first year, neaty 400 quirtals of whed was suplied by
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organic famers of the distict and a lage pat of it did not find cusbmers
Nealy 100 quirtals emained unsold and hadd be sert to an oganic
enterprise inYavamal.

However, in 2007-08, when Btotton entered the s@&ne in a big vay, it
swept away the work of famers acording to Dhyaneswar. Most famers
including ones who vere shiting to organic along withVish Mukt Dulaans
help shited to Bt otton. The number of famers gowing organic ood
grains and suplying to this erterprise €ll drastically

Today, aound 50 famers suply whea and pulses and this is not sold in
small etails packs Most of the poduce is maved in bulk with @nsumers
placing oders tha cannot be less than 25ilos per oder. Aound 200
quintals of whed was sold last season thisay.

The retail efort of Vish Mukt Dulaan is pging its overhead wsts by
diversificdion into sugacane jui@ business gramodyog products and a
restaurant, to the point that farmers get the full etail price paid by
Wardha's mnsumers without any magins being cut dr running csts by
the enterprise (in the initial gars a fixed amourt of hundred rupees per
quintal of grain was kept back @ the erterprise br its @sts out of the
retail price paid by consumers).

From the omanic sugacane jui@ sales in just 6 mahs, the enerprise
made nealy one lalh rupees goss inome and fom this, running osts
were met.This goes b show the importance of value additions

Further, 32 famers in the goup make their avn processed poducts
(papads medicines juices ambadi-based prducts etc.) — while these ar
not 100% oganic, the main ingedients aie omganic and this aspecof the
business statied in 2007-08The sales of these pducts mnstitute aound
1.5 lakh rupees worth of sales per moth on an average in the enerprise
today.

The restauiant, which has taditional cooking and simple éod of Jhunia-
Bhalar as its USPvas stated 3 years ago and is n@ the most popular
asped of this erterprise. Nealy 200 people etin the restauant every day
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(lunch and dinner)With around 5000 b 6000 rupeesturnover each dg,
this restauant makes aound 20% pofits, ater 80% goes ito running
costs

In the past twvo years the main pomoters of this emerprise also got
involved in adwcacy work under a drum called Ksan Alhikar Abhiyan,
which took avay enegies flom the erterprise The wvegetable maket is
limited to just wo famers d this point of time.

The promoters ofVish Mukt Dulaan ae now planning to once again plan
out their marketing efforts for organic produce in a moe systematic
fashion, sine they see thathe retail outlet has been stabild for now.

This goes b show that there is a faourable oiganic maket even in small
towns. This model though not 100% aanic is shav cased b espouse the
opportunity in small bwn and how efficiertly small goups of famers can
collectivise and ceate fundional and profitable maikets br themseles.

— Witten ky Kavitha Kruganti & Aanthoo based onanversations on July
27" 2012 with Byanesvar Chage Anantrao Thalare and Vhod Ryjgude

Vish Mukt Dulaan,
Near Magan Sangahalay, Magarwadi, Wardha
Dhyaneswar Dhage: 099-601-93831
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To Sum Up.....

IFYOU ARE STILIOOKING FOR SIMPLIFIED SBYEPTEP INSTRUIONS
ON HOWYOU AN INITIAE ORGANIC REL OPERTIONS OR SUPPDR
FARMERSVITH DIRECMARKHEING, READ ON!

1. Decide if yu can enture into beginning at the famers end,
especially if a goup of pradicing organic famers ae alieady pesert
in one locdion and ae looking for marketing avenues F you cannot
work & the famers end — which is a mer challengng task gven that
extension support is required for production operations and
organizaional support is required for oollectivizing fatrmers and migh
also equire investmernts in some pocessing and strage-related
infrastrudure — stick o the retail end of opeations. You can of ourse
initiate @mmunity-Supported Agriculture (CSA by working at both
ends, as MOF& has shan.

2. If it is the etail end ensue tha you create awvareness amongst
consumers other than publiciy amound the initiative. Why should
consumers opt b buy & this outlet or procure directly from
consumers should be cledy enunciged.

3. Locate your suppliers. Ensue that you personally get ® know each
farmer and her/his fam and can stand guantee for the quality and
standads o be mairtained. Fgure out mechanismsdr maintaining a
live contact with the producers

4. Create price bands or the products that are determined by the
producers explained tanspaently to consumers based mainly on
cost of cultivation and other a¢ual costs

5. If cash flav is a poblem, ensue tha consumers pg up in adwance
and the same is usedotpay famers br delivery of produce.

6. For vegetables ceating a weeky or biweeky schedule helps

7. If you ar facilitaing direct marketing by farmers, having a \ehicle br
door delivery or & a entral pick up poirt might be required.

48



10.

Keep yur own costs b the minimal by having a nofrills approach
the business I there ale employees running the etail end efbrt, it is
best to move slovly towards managemem and ownership being
handed over to the employees so thd the model can be eplicated by
you elsewhee.

If you have begun d the famers end, huge wlumes would be a
challenge b begin with. Diwersificdion into various commodities,
some amourt of processing and alue addition and finding enough
number of mnsumers o deal with the full quanities of produce
would be essetial.

Creating as mary avenues as possiblect allow a diect consumer
farmer interaction is important for various reasons

ANDTELL US NFOU HA/E INITIRED SOMEHING INSPIREL BHE @GSE
STUDIESAPTURED IRHIS BOKLH!!
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Annexure

Pest control and grain storage:

Omanic gains and poduce ak &tractive for pests bo. I is important for
customers and othersa realiz tha such dtraction to pests is in itself a
proof of autherticity. More importantly these pests & not dangeous like
the chemicals tha are sprayed to avoid them and can be easily managed
(both before and ater inciden@). Simple cleaning with ater or sun dying
can in most cases help

In storage one needsd adher to more discipline Ideally elders aund in
the town will have know-how on ingenious local pactices © presewe
grains, oil and seeds One should make effts to collect them and
implement accordingly. Even record them for posterity! Sme geneic
practices ae given below:

V  Fumigation of store moms with leaves like NeemAzadirachta indica/
neem), Nochi {itex Negundo /Nrgundi ), \asambu Acorus calamus /
Vasala), lemon grass Cymbopogon citratus / Bhustina) et. one a
week is advisable

V  Grains like ice to be sbred in jute sacks and should be opened oac
a day and shakenThe shakng is © disturb any egg brmation or
hatching. (Most grains @me with eggs maniésted. nducive
atmosphere leads o proliferation)

V  Castrol oil in small gy is taken in hands and rubbed all thugh the
rice in sacksThat is an old ommon pradctice that is efective .

V  Vasambu Acoorus calamus) aot is used as a good pesepellant.
Either as a pader or the pot pieces ae mixed with the gain in the
containers Gare should be taken while mixing peder; k should be in
very small quartities.

V  Pacing the legs of shels in @ps with water will help against ats

V Inverted pet (water) bottles with holes picked on bp half. The bottom
conical pat should be closed itact with the lid. The inseds come to
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the holes (on op of the inverted bottle) for air and ae trapped as they
will be cauglt in the lower (®nical) pat and cart escape

Lemon grass oi] citonella, tumeric efc. ae laid on gound amund
shelves or ontainers © avoid/repel inseds.

Some grains have to be sbred in air tight containers

Qil can be died in sun one a week © avoid it becoming rancid; b be
stored in air tigh containers

Grains like ice, millets if inésted need b be Shadedried and then
repacked

Dried chillies vasambu Acorus calamus Nasalka) or neem leges
when mixed with grains help epel inseds.

It is better to make gains in b flour on a veeky basis- thaway they
remain fresh and ae not prone to pest atack

Keeping tiack of Shelf |#§ and ocurrence of pest is imporant

Cleaning all spills immedigly as vell as egular cleaning and
mopping is a must.

Regulary check 6r small holes thahelp mice/rat entry and seal them
immediately.
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