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FOREWORD

¢ first introduced by Goldberg and Davis in 1957, agribusiness which is generally
ined as the summation of all process involved in the manufacture and distribution of
mnputs; production operations on farm produce; including the storage, processing and
ibution of farm commodities and the items made from them; has been growing as a
of knowledge which gradually evolves in both theory and practice.

s 2 part of the agribusiness system, marketing of food and agricultural products is
=cognized an important process dealing with handling and distributing the products from
s to forks. Various activities are involved in doing this, such as production planning,
ing and harvesting, grading, packing, transport, storage, agro- and food processing,
abution, and sale. These activities are dynamic; they are competitive and involve
inuous change and improvement.

keting activities cannot take place unless there are information exchanges. The success
marketing is also often heavily dependent upon the economies of scale and availability
suitable finance. Not surprisingly, small holders often face difficulties to get ‘right

mee” in marketing their products as they do not have a proper access to bring their product
o the ‘right place’ or their prospective customers.

zcially nowadays when the structure and governance of agri-food markets are changing
dly, the smallholders are often left behind and marginalized. Trade liberalization

slicies in domestic and international markets are key drivers of these changes that lead to
izing food chains. Stricter standards in term of product quality and market

srements such as supply reliability and scale of delivery bring about new challenges

¢ agri-food producers, particularly for small farmers in developing countries. These

ing challenges have inspired us set up this event.

International Conference on Agribusiness Marketing (ICAM) aims to explore and map
mous opportunities for agri-food industry especially in emerging markets within the
smationally-integrated and globalized economic environment while identify challenges
to be faced.

papers in this proceedings were presented in the ICAM which was held in Jember
sversity, Jember, East Java, Indonesia from 25 to 26 June 2012. It consists of papers
the keynote speakers and more than 70 contributed papers from the conference
=ndances. Finally, it is expected that all papers and outcomes produced in this

erence can contribute, both theoretically and practically, to the future of agribusiness
ad marketing of agricultural products especially in the developing world.

vita Soliha Hani
ICAM Chairperson
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