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Appendix C: Counterpart Trainings in Japan 
 

As a part o f the technical transfer to the C/P, two times of the counterpart training were conducted in 

Japan; 1st training was in October 2010 and 2nd training was in May 2012. 

 

1. Purpose of the Training 

To deepen knowledge and understanding regarding agricultural marketing systems (its functions, 

technologies, ideas, government support systems and so on) and share the experience of Japanese 

agricultural marketing system for its own better development. 

 

2. Time and Period of the Training 

Training period were 14 days, include travel time from/to Ethiopia.  1st and 2nd training were 

implemented with following schedule. 

1st Training  : 02 – 15 October, 2010 (14 days) 

2nd Training  : 12 – 25 May, 2012 (14 days) 

 

Same contents (lectures and field visits) were applied in the both training.  In the 10 days period, 

under mentioned lectures and field visits (observations) were conducted.  Detail day-by-day schedule 

were shown in Annex in the end of this chapter.   

 

(1) Lecture Lecturer 

1. Marketing system of agricultural products in Japan; 
including the system of wholesale markets 

OMIC 

2. Role and function of agricultural cooperatives in agricultural 
marketing system in Japan 

IDACA 

(2) Field visit Location 

1. Union Farm PLC [ Organic vegetable producer ] Omitama City, Ibaraki 

2. JA Yasato (Agricultural Cooperatives) Ishioka City, Ibaraki 

3 ZEN-NOH Ibaraki  
(Japanese Agricultural Cooperative Federation)  

Higashi-Ibaraki County, 

Ibaraki  

4. Mito City Wholesale Market Mito City, Ibaraki 

5. Shimotsuma, Roadside Station, Beerspark Shimotsuma City, Ibaraki

6. Tokyo Metropolitan Wholesale Market,  
Ota Wholesale Market - Fruits & Vegetables section 

Ota Ward in Tokyo 

 

7. Kagoshima Yurakukan 
[ Antenna Shop operated by Kagoshima Prefectural Government ]

Yurakucho in Tokyo 
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3. Participants of the Training 

Total number of the participants was six (6) in the two trainings.  Those participants were selected 

from C/Ps of the Study in the discussions with the Bureau Head.  

(1) Participants of the 1st Training 

Name Organization, Position 

Mr. Belayneh Bancha Bashano 
Process Owner 
Agricultural Marketing Process, SNNPR Bureau of Agriculture 
and Rural Development (BoARD) 

Mr. Teshome Menjour Shewa 
Marketing Promotion & Linkage Expert 
Agricultural Marketing Process, SNNPR Bureau of Agriculture 
and Rural Development (BoARD) 

Mr. Simachew Chekol Alene 
Crop Production Expert 
Agricultural Extension Service Sub Process, SNNPR Bureau of 
Agriculture and Rural Development (BoARD) 

At first, Mr. Sani Redi Ahmed, the Bureau Head of BoARD had been nominated as a participant for 

the 1st Counterpart Training in Japan.  However, he had to call off the participation due to sudden 

official duty just before leaving for Japan.  

(2) Participants of the 2nd Training 

Name Organization, Position 

Mr. Siraj Usman Surur 
Deputy Bureau Head & Cooperative Process Owner 
Cooperative Core Work Process, 
SNNPR Marketing and Cooperative Bureau (BoMC) 

Mr. Redwan Kedir Kemal 
Agricultural Products Quality Control Senior Expert 
Agricultural Product Marketing Work Process, 
SNNPR Marketing and Cooperative Bureau (BoMC) 

Mr. Abrham Astatike Abitew 
Agricultural Products Quality Control Senior Expert 
Agricultural Product Marketing Work Process, 
SNNPR Marketing and Cooperative Bureau (BoMC) 

Mr. Nuredin Mohammed Kemal, the Bureau Head of BoMC had been nominated as a participant for 

the 2nd Counterpart Training in Japan.  However, he called off the participation for certain reasons 

just before leaving for Japan. 

 

4. Contents of the Training 

Same contents and process were applied in the 1st and 2nd training.   

In order to fulfill the entire purpose of the training, the program consists of next four items:  

(1) Lecture 

(2) Field Visit (Observation) 

(3) Feedback Session  

(4) Preparation of the Action Plan 
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The lectures were aimed to prepare for the purpose of providing a basic knowledge of Japanese 

Agricultural Marketing System to the participants before going to the actual observation trainings.  

Also, purposes and points of the each observation were given to the participants in advance together 

with reference materials for their better understandings.  Participants were expected to clearly their 

own aims of each visit and to be able to focus on the point of view ahead of the actual visit.  

 

(1) Lecture 

Program Point of the Training 

(1) Marketing System of 
agricultural products in Japan; 
including the system of wholesale 
markets 

① To know the historical background and transition of 
Japanese marketing systems. 

② To know the outline of Japanese agricultural systems. 
③ To know its role and function of Japanese agricultural 

marketing systems. 

(2) Role and function of 
agricultural cooperatives in 
agricultural marketing system 

① To know the historical background and transition of 
Japanese agricultural cooperatives. 

② To know the outline of Japanese agricultural cooperatives. 
③ To know its role and function of Japanese agricultural 

cooperatives. 

 

(2) Field visit (Observation) 

Visiting Place Purpose of the Visit Point to See 
(1) Union Farm PLC To know and learn various 

marketing activities by 
producers. 

① To see and learn how they grasp 
business opportunities and consumers’ 
needs. 

② To see and learn how they manage 
agricultural business activities. 

③ To see and learn their decision 
making processes. 

④ To see and learn how they cope with 
any other official support systems (if 
it exist). 

(2) JA Yasato (Yasato 
Agricultural 
Cooperatives) 

To know and learn 
Japanese Agricultural 
Cooperative’s various 
activities and challenges. 

① To see and learn how they promote a 
better understanding of 
post-harvesting. 

- Materials and Facilities 
- Quality control 
- Consolidating activities 
- Business operation 
- Decision making process 

② To know the quality standards and 
control of agricultural products in 
Japan. 
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Visiting Place Purpose of the Visit Point to See 
(3) ZEN-NOH Ibaraki 

(Japanese 
Agricultural 
Cooperative 
Federation) 
 

③ To see and learn how they make 
efforts and challenges to increase their 
sales performances. 

④ To see and learn what is 
commercialization of fruit production.

⑤ To understand the situation of sales 
standards of Japanese vegetables and 
fruits. 

⑥ To see and learn various business 
challenges by producers. 

- How to grasp business opportunities 
and consumers’ needs. 

- What is constrains and how they try to 
cope with? 

(4) Mito City 
Wholesale Market 

To know and understand 
the roles, situations and 
challenges of local 
wholesale markets. 

① How they do the effort to establish a 
fair and efficient market mechanism 
and systems? 

② What is the role of wholesalers and 
wholesale market?  

③ What is the importance of existence 
of wholesale market in the situation of 
decreasing transaction volumes of the 
wholesale markets?   

(5) Beerspark 
Shimotsuma, 
Roadside Station 

To observe one of active 
roadside stations for 
agricultural products where 
has established as a good 
contact place for City and 
Farming Village by 
government initiative.  

① To see and learn what is “roadside 
station” in Japan. 

② To see and learn their challenges and 
efforts for sales promotion of local 
products and facilities. 

(6) Tokyo 
Metropolitan 
Central Wholesale 
Market (Ota 
Wholesale Market- 
Fruits and 
Vegetables) 

To know how to be 
operated one of the leading 
Japanese big markets. 

① To see and learn how they operate 
such a huge wholesale market. 

② To see and learn the function of public 
wholesale market. 

③ To see and learn the various 
challenges and efforts for effective 
and fairness operation of public 
market. 

(7) Kagoshima 
Yurakukan 

To know and learn local 
government’s initiatives for 
sales promotion activities 
of local products. 

① To see and learn how they support 
local products sales by the direct sales 
shop. 

② To see and learn their challenges and 
efforts for sales promotion of local 
products. 

(3) Feedback Session 

To get a better grasp of the trainings, each participant is expected to prepare a practical action plan 

for implementing at home. 

(4) Creation of the Action Plan 

Practical action plan is prepared and presented. 
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5. Output of the Training 

(1) 1st Training 

1) The Feedback results and Participants’ comments 

The major achievements of the training in Japan the participants had pointed out were, 1) How strong 

Japanese management systems are, 2) How Japanese institutions have strong commitments and sense 

of responsibility toward their own mission and daily activities, and 3) How Japanese people do 

ingenious attempts and efforts for responding to a huge variety of consumers’ demand and needs.  

In particular, the following items were also noted as giving them new perspectives. 

- Strict management system from production to sales by agricultural production cooperation.  

 (In order to comply with sales contracts, precise marketing plans (includes soil management and 

pest control) are strictly implemented.) 

- Japanese agricultural cooperatives, JA exists as total life coordinator in rural areas.  

 (Surprisingly, JA has various activities not only input sales and delivery service which is common 

in Ethiopia but also running direct sales shops, restaurants, banks, insurances, gas stations and 

even hospitals to support rural communities that includes non-members at large.)  

- Japanese prefectural government’s various activities on sales promotion of their local products and 

public relations. 

 (How a local government provides their official supports to their local community by inviting local 

shops or restaurants to Tokyo, do feedback consumers’ needs and demand to local industry to assist 

to develop new products.) 

- The role and function of wholesale markets in order to sustain fair and effective marketing systems 

in Japan. 

 

Moreover, they also stated that knowing and learning of various efforts and challenges which have 

been made from different actors to improve and activate Japanese agricultural marketing systems was 

so much useful and effective. Therefore, they promised that they would continue their efforts to apply 

even a part of the lessons to improve their local marketing situation. 

 

Through the entire training, the participants had actively participated in all the programs by 

questioning vigorously and studying hard before and after the programs. These positive attitudes of the 

participants were well received by all Japanese lecturers and recipient agencies to extract their more 

supports.  That factor also contributed to make this training fruitful.   

 

2) Action Plan prepared by the Participants 

The participants had summarized their ideas and gains from the training into the action plans as 

follows.  For doing this, they had been instructed to create as much as specific, clear, measurable, 

simple and practical programs by clarifying the plan for what, by who with specific time schedule.  

However, the outcomes of the plans still lie on the “strategic” level with lack of concrete points of 

views.   



The Development Study on the Strengthening Agricultural Marketing System in SNNPR 

C - 6 

The only thing that can be seen as specific plan is the briefing of the knowledge and experiences 

gained from the training to their colleagues and officials by calling seminars.  Regarding this plan, 

the participants had insisted that it must be shared with not only high officials but also rural 

administrators or even cooperatives and producers as much as possible in order to tackle with the 

issues of the agricultural marketing system improvement in their region together.  

The reason why more concrete plans had not been able to come out would be the time constraint of the 

training period. In the first visiting country like Japan, the participants had gained huge volume of 

inputs and impacts day by day.  It was perhaps a bit difficult for them to construct their ideas to fulfill 

the requirement of the plan simultaneously with processing their gains within such limited time.  

Therefore, it would be necessary for them to allocate more time to review and feedback of the program 

to settle those inputs and gains in their mind for the next time. 

 

Action Plan prepared by the Participants 

Short Term
(2010-2011)

Long Term
(2012-2015)

1 Briefing the knowledge and experience gained from counterpart training in Japan
to colleagues and officials by calling seminars. ○

2 Implementing existing marketing rules and regulations by making public
awareness through training and disseminating information by brochures and
leaflets.

○

3 Strengthening quality control mechanisms for high economic value products by
providing certifications and accreditations. ○

4 Disseminating marketing information for sellers and buyers to strengthen market
linkage. ○

5 Strengthening linkage between government and non-government organization by
making regular and review meeting to create common understanding of both
parties.

○

6 Implementing good agricultural practice (GAP) through organic farming such as
IPM (soil amendment and water conservation systems). ○

7 Linkage and certifying high economic value agricultural products marketing
suppliers by establishing standards and norms to keep the quality of the products. ○

8 Improving the cooperatives' existing business management and initiating
cooperatives to diversify their business like saving and credit, insurance guidance
service, social service, marketing and so on) by step by step building their
management and financial capacities.

○

9 Encouraging cooperatives to engage in antenna shop, direct sales shop, and
wholesale collection and delivery centers establishment by increasing the support
of government and non-government organization by sharing model experience,
technical and financial supports.

○

10 Strengthening public and private collaboration by creating linkage through Unions
and Federation by workshop and seminars. ○

11 Promoting post harvest handling through valued market dynamics (food
processing) step by step establishing model and latest agro processing systems. ○ ○

12 Creating market linkage between rural and urban communities through direct
sales shops, roadside stations like Zennoh's Doki-Doki Farm in Ocholante, Hadaro
Tunito, Sodo and Balila in SNNPR.

○ ○

No. Strategies
Action Plan 

Date of Preparation and Submission: October 13, 2010   * This is a list of plans in order of priority. 
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(2) 2nd Training 

1) The Feedback results and Participants’ comments 

In general, the participants commented that, “The training this time was very useful for us. We were 

amazed at lots of things we experienced. We were strongly impressed by 1) How strong Japanese 

management systems are and 2) How Japanese people have strong commitments toward their jobs, 

which we witnessed at each site we visited. These are the very things that we should learn or take a 

cue from.” 

 

The participants pointed out the following as the most impressive during the visits: 

- Quality is important: In Japan, quality is considered to be a very important factor, and low-quality 

agricultural commodities are not selling. All parties related to production as well as distribution, 

including farmers, understand very well the importance of quality. 

- JA deals with a huge variety of agricultural products and provides various services: JA provides 

both their members and non-member rural residents with a variety of services including not only 

collective sales of agricultural products and the purchase of farming materials but also the 

management of supermarkets and direct sales shops, banking and insurance businesses, and gas 

stations, etc. They also deal with a variety of agricultural commodities. 

- At the JA Yasato direct sales shops, the farmers decide on the retail sales prices of vegetables by 

themselves. 

- Disclosure of information is important: Farmers have trust in JA (i.e., the officials of JA). 

- The project of supporting new farmers by JA (JA Yasato) is interesting. 

- Michinoeki (Roadside stations) is an interesting example: On the route leading to Jinka, a 

sightseeing spot in SNNPR, there are sections where no facility exists for over several hundred 

kilometers.  At such areas, it may be possible to operate service stations to provide travelers with 

fuel oil and beverages, and the local people sell their agricultural products at such service stations. 

- Modern market facilities and equipment (facilities and equipment (motor carts) that we have never 

seen before). 

- The wholesale market is planned and developed with long-term perspectives: We were amazed by 

the fact that market facilities have been planned and developed with long-term perspectives, and 

they are operated in an efficient manner. 

 

2) Action Plan prepared by the Participants 

At the briefing of the training program on the first day of training, participants were instructed to 

always bear in mind that they should discover any ideas (mechanisms, systems, and technology) that 

they may be able to adopt at SNNPR, as an action plan is to be drawn up during the latter half of the 

training program. Following three ideas for action planning were raised by the participants in the 

review session.  

1. Farmers cooperatives in Ethiopia is mono-commodity base and provides limited services, but 

we would like to introduce JA-style agricultural cooperatives - ones that deal with a variety of 

agricultural commodities and that provide a variety of services. 
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2. A wholesale market construction project is going on in Hawassa city but the facility is not 

“planned with long-term perspectives” like in Japan, thus it is necessary to expand the site area 

as well as to change its location. It is necessary to review the project. 

3. On the route leading to Jinka, a sightseeing spot in SNNPR, there are sections where no facility 

exists for over several hundred kilometers.  It may possible to operate service stations 

(Michinoeki) to provide travelers with fuel oil and beverages, and the local people sell their 

agricultural products. 

 

Under time pressure, out of the above three ideas, it was decided to prepare draft action plan for idea-1 

and idea-2, resulting in the “Pilot Project for Introduction of multi-commodity service based Primary 

Cooperative in SNNPR” and “Establishment of Hawassa Agri. Wholesale Market Center.” Thus, the 

prepared draft action plan is shown below. 

 

Unlike in the 1st training, the considerably-concrete action plan was drawn up based on the ideas that 

were gained during training. As for idea-3 “Service station (Michinoeki),” of which no action plan was 

drawn up this time, it was decided that the participants (BoMC) would introduce the idea to the 

administrators (ZoMC/WoMC) of prospective sites. 

 

At the debriefing session held at JICA headquarter, there was a comment that, “I have never seen a 

multi-purpose agricultural cooperative in Africa. It is difficult even in Asia. You had better to be 

realistic …..”  Then, the participant replied that “I am considering a just a trial at first, not full-scale 

introduction”. 
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Action Plans prepared by the Participants 

 

Plan 1. Action Plan for “Pilot project for Introduction of multi-commodity service based 

Primary cooperative in SNNPR” 

Background (Reasons for making the Plan) 

In Ethiopia, primary cooperatives (PC) are formed mono-commodity service base.  Since the 
government has been targeting to increase the number of PCs, there are so many small PCs (about 
8700 PCs) in SNNPR; also there are kebeles (villages) having 2 to 3 PCs for different service.  

However, the survey which was carried out by the BOMC in 2012 revealed that 63% of PCs are 
under the minimum requirements; i.e. many PCs are not functioning.  Possible reasons for the 
poor performance are assumed that; 1) Too small scale of PCs, 2) Poor (lack) ability of leaders 

(farmers) to operate/manage the business/service. 

We visited and observed YASATO PC in Ibaraki, and found that the YASATO PC provides wide 
range of services not only marketing of agricultural products and supply of agri. materials but also 

banking and insurance service, operation of supermarket and gas station, etc. to the members and 
to non-members in their service area. 

We consider that multi-commodity service base PC which provide various services according to the 
people’s needs like YASATO PC is worth to try in SNNPR, since multi-commodity service base PC 

is considered as a solution for the poor performance mentioned in above 1) and 2).  
 

Small scale ==> 
Larger scale of 

PC (business) 
==> 

Possible to hire a professional 

staff for operation 

 

Based on this idea, we plan an action plan for “Pilot project for Introduction of multi-commodity 
service based Primary cooperative in SNNPR”. 
 

Target of the Plan 

Establish two multi-commodity service base Primary cooperative in two kebele 

 

Period of the Plan 

June 2012 – January 2015 
  

Activities 

 Activities Time 

1 
Discuss the idea in BoMC: 
- Discuss with Cooperative Development Core Process (CDCP) staff 

- BoMC meeting 

30 June 2012 

2 Discuss with Regional President Office 31 July 

3 Discuss with ZoMC and WoMC concerned Mid. August 

4 Review areas to be introduced new multi-commodity service based PC 31 Aug. 2012 

5 
Select zone-woreda-kebele (ZWK) to introduce new multi-commodity 
service based PC (sites for the Pilot project) 

Mid. September 

6 Detail discussion with selected ZWK 31 Oct. 2012 

7 Conduct training for coop. experts of ZWK Mid. November 

8 Discuss with farmers / town dwellers in the selected kebele 30 Nov. 2012 



The Development Study on the Strengthening Agricultural Marketing System in SNNPR 

C - 10 

9 Register voluntary members based on rules & regulation 31 Dec. 2012 

10 Establish new multi-commodity service based PC Mid. Jan. 2013 

11 Train executive board members of PC 31 Jan. 2013 

12 Follow-up & supportive supervision 
Continuous/ 
Periodical  

13 Evaluation & collection of best practices 31 Jan. 2014 

14 Scale-up best practices 31 Jan. 2015 

    
 

Plan 2. Action Plan for “Establishment of Hawassa Agri. Wholesale Market Center” 

Background of the Plan (Reasons for making the Plan) 

SNNPR government has allocated the land for building a new market (not an ordinary open-air 
market, but a market with building and other facilities to be built by AGP budget1) for agricultural 
commodities in Hawassa city.  However, the allocated land is only 2,300 m2; it is too small even 

compared to the current open-air market place (about 30,000 m2 (3 ha)). 

In the Training in Japan, we observed the Prefectural wholesale market in Mito-city, Ibaraki.  This 
wholesale market was properly designed and built with long-term standpoint.  It equips all 

necessary facility, utility and management systems for efficient commodity transaction and 
handling.  Observing the well-planned market facility in the training has come as a reminder that 
we, BoMC, should straighten the situation of improper market facility development in Hawassa out. 

 

Goal (long-term objective) of the Plan  

5 ha of wholesale market with proper infrastructure is constructed in Hawassa city; and properly 
operated. 

Immediate objective of the Plan 

To persuade the decision makers to change the construction site for a new market to the proposed 
alternative site; at CLC with 5 ha of land size.2 

Stakeholders of Market construction in Hawassa and Job demarcation 

a) Decision makers of the market construction in Hawassa : 
Regional President Office 

Head, Bureau of Industry, Trade and Urban development (BoITUD) 
b) Financial issues : 

AGP (World Bank project) 

Focal person of SNNPR (BoA) 
c) Coordination and follow-up among the stakeholders until completion of land handover to 

Hawassa city municipality; including negotiation with AGP to secure the budget : 

BoMC 
d) Designing of the market facility : 

BoMC 

Hawassa city municipality 
Hired architect 
Design and construction agency, BoITUD (comments, approval of the construction plan) 

                                                      
1 8 million ETB has been allocated for year 2004 (EC) for Hawassa market construction by AGP. 
2 In Ethiopia, any request should be larger than the actual needs.  Request 5ha, then 3ha can be approved. 
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e) Implement a tender and determination of contractor : 
Hawassa city municipality 
Design and construction agency, BoITUD 

BoMC (follow-up only) 
f) Construction of the market facility : 

Private contractor to be determined by tender 

g) Supervision of construction works : 
Design and construction agency, BoITUD 
Hawassa city municipality 

BoMC (follow-up only) 
h) Planning of management systems : 

Hawassa city municipality 

BoMC (support/guidance) 
i) Operation of the market : 

Hawassa city municipality 

BoMC (support/guidance) 
 

Activities and Time frame 

The job demarcation among the stakeholders is as shown in above. Only the activities which BoMC 
is responsible to do it are shown.   

BoMC’s work shall be end when the constructed market is handover to the Hawassa municipality. 
 

 Core activity Time Expected output 

1 Prepare the Proposal paper June - July 
Proposal paper with 

under-listed contents 

2 
Explain the Proposal paper to the 

SNNPR high official 
Before end of July Proposal is accepted 

3 Facilitate the land handover procedures  

4 
Follow-up the designing of the market 
facility 

 

5 
Follow-up the tender procedures and 
construction works for 1st phase  

 

6 
Provide guidance/support in planning of 
management systems to be done by the 
municipality 

 

7 
Facilitate the market handover 
procedures 

To be determined 

after the acceptance 
of proposal 

 

 

------------------------------------------------------------------------------------------------------------ 

Contents of the Proposal paper 

Background 
- Importance of wholesale market; 

* For smooth and stable food supply to growing population in Hawassa city; also 
* For support farmers’ sales by smoothen the commodity flows to Hawassa; and by 

providing chances to meet more buyers in Hawassa.  

- International experiences (examples of other countries – example of market facility, market 
construction by the government) 
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- What SNNPR are lacking: problems of market users (traders, farmers, city-dwellers) 
- Future prospect of population growth and commodity volume to be handled in the market 

Proposal 
- 2,300m2 is too small.  Current open-air marketplace for agri. commodities is about 3 ha. 

- Market development should be planned with long-term view; with future prospects. 
- Good location for truck transportation is absolutely necessary. 
- BoMC proposes to change the site to CLC and 5ha of land size. 

- Step-by-step facility construction: 1st phase (0-5 years) for perishable commodities and 2nd 
phase (5-10 years) for next important commodities. 

 

Layout plans (for 1st phase, and for 2nd phase) 
Rough sketches of market facility 
Rough construction costs estimation (Total, 1st phase and 2nd phase) 

Commodity list for 1st phase and 2nd phase 
 

* Utilize the photos and information of Mito prefectural wholesale market to give clear image 

of market facility to the high officials. 
 

------------------------------------------------------------------------------------------------------------ 

 

Breakdown of Activity-1: Prepare the Proposal paper 

1-1 Build the consensus on the Plan in the BoMC 
1-2 Decide the experts who work on the proposal making 
1-3 Review the former proposal paper prepared and submitted by BoMC 

1-4 Collect information about the Wholesale market built by Oromiya regional government 
 (facility layout, facility design, management systems, construction costs, etc.) 
1-5 Collect information of modern agri. wholesale market in other countries 

1-6 Review / collect information about current Hawassa open-air marketplace  
 (area size, number of traders, existing facility, commodity volume handled in the market, 

number of donkey carts, size of permanent stall, etc.) 

1-7 Collect information about the proposed site 
 (road construction plan around the site, existing land use plan, land ownership, 

sewage/drainage, power and water supply, etc.) 

1-8 Make 1st draft 
1-9 Discuss 1st draft in the BoMC 
1-10 Finalize the proposal 

 
------------------------------------------------------------------------------------------------------------ 

 

Precondition 

Consensus in the BoMC can be made. (Bureau head agrees the Plan.) 
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Annex 1 : Schedule of the 1st Training (Result) 

 

Period : October 2 - October 15, 2010 (14 days) 
 Date Time Training Contents Lecture / persons 

in charge 
Venue 

1 Oct 02 Sat  Addis Ababa to Dubai   

2 Oct 03 Sun   Arrival in Tokyo     

3 Oct 04 Mon 9:00-12:00 
14:00-16:00 

JICA Briefing Session 
Course Orientation by OMIC 

Briefing officer 
Ms. Ogawa, OMIC 

JICA Tokyo 

4 9:30-12:00 Lecture 1： 
・Japanese Marketing System of Fresh 
Agricultural Products 
・Historical Transition and Outline of 
Rice Marketing System (brief) 

Mr. Takamoto, 
OMIC 

JICA Tokyo 

 

Oct 05 Tue 

14:00-16:00 Lecture 2： 
・The Role and Function of JA in 
Japanese Agricultural Marketing 
Systems 
・Government support for JA 
marketing 

Mr. Terunuma, 
IDACA 

-ditto- 

5 Oct 06 Wed 9:40-12:30 
 
14:00-16:00 

Move to Ibaraki Prefecture 
 
Visit 1： 
Union Farm LLC 
(Organic vegetable producer) 

 
 
 
Mr. Du Jiaming, 
Union Farm 

 
 
 
Omitama 
City, Ibaraki 

6 Oct 07 Thu 10:00-16:00 Visit 2： 
JA Yasato 
・Lecture on JA Yasato activities 
・Visit to organic direct sales shop of 
JA Yasato, fruit packing facility, 
vegetable packing facility 

・Visit to member farmers 

 
Mr. Suzuki,  
JA Yasato 

 
Ishioka City, 
Ibaraki  

7 Oct 08 Fri 9:00-17:00 Visit 3：  
ZEN-NOH Ibaraki 
・Lecture on JA activities (its role, 
functions etc.) in Ibaraki prefecture 

・Visit to VF (Vegetable & Fruit) 
Station, " Doki-Doki Farm (direct 
sales shop, restaurant), Rice milling 
center 

 
Visit 4： 
Mito City Wholesale Market 
Mito Chuo Seika (Wholesaler) 

 
Mr. Ebisawa, 
ZEN-NOH Ibaraki 

 
Higashi-Ibara
ki County, 
Ibaraki  
 
 
 
 
 
 
Mito City, 
Ibaraki 

8 Oct 09 Sat 10:00-11:00 Visit 5： 
Roadside Station Shimotsuma 
Beerspark Shimotsuma 
・ Visit to direct sales shop 
 
Move back to Tokyo 

 
Ms. Ogawa, OMIC 

 
Shimotsuma 
City, Ibaraki 
 

9 Oct 10 Sun      
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 Date Time Training Contents Lecture / persons 
in charge 

Venue 

10 Oct 11 Mon   Course review Ms. Ogawa, OMIC Tokyo 

11 6:30-9:30 
 
 
 

Visit 6： 
Tokyo Metropolitan Central 
Wholesale Market (Ota Wholesale 
Market) 

 
Mr. Murano,  
Ota Wholesale 
Market 

 
Ota Ward in 
Tokyo 
 

 11:00-12:00 
 
 
 

Visit 7： 
Kagoshima Yurakuen  
(Antenna Shop operated by 
Kagoshima Prefectural Government) 

 
Mr. Mitsumura, 
Kagoshima 
Yurakuen 

 
Yurakucho in 
Tokyo 

 

Oct 12 Tue 

14:00-16:00 Review session Mr. Akutsu & Ms. 
Ogawa, OMIC 

JICA Tokyo 

12 Oct 13 Wed 9:30-12:00 
 
15:00-16:30 
 
 
17:30- 

Preparation of Action Plan 
 
Evaluation Meeting and Closing 
Ceremony at JICA HQ 
 
Courtesy visit to OMIC HQ 

Ms. Ogawa, OMIC JICA Tokyo 
 
JICA HQ  

13 Oct 14 Thu   Departure from Tokyo to Dubai     

14 Oct 15 Fri  Arrival in Addis Ababa   

 

 

Annex 2 : Schedule of the 2nd Training (Result) 

 

Period : May 12 – May 25, 2012 (14 days) 
 Date Time Training Contents Lecture / persons 

in charge 
Venue 

1 May 12 Sat  Addis Ababa to Dubai   

2 May 13 Sun  Arrival in Tokyo   

3 May 14 Mon 9:00-12:00 
14:00-16:00 

JICA Briefing Session 
Course Orientation by OMIC 

Briefing officer 
Akutsu, Ban, OMIC 

JICA Tokyo 

4 9:30-12:00 Lecture 1： 
・Marketing System of Agricultural 
Products in Japan 

Mr. Takamoto, 
OMIC 

JICA Tokyo 

 

May 15 Tue 

14:00-16:00 Lecture 2： 
・The Role and Function of JA in 
Agricultural Marketing Systems 
・Government support for JA 
marketing 

Mr. Terunuma, 
IDACA 

-ditto- 

5 May 16 Wed 9:40- 
 
14:00-16:00 

Move to Ibaraki Prefecture 
 
Visit 1： 
Union Farm LLC 
(Organic vegetable producer) 

 
 
 
Mr. Du Jiaming, 
Union Farm 

 
 
 
Omitama 
City, Ibaraki 
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 Date Time Training Contents Lecture / persons 
in charge 

Venue 

6 May 17 Thu 10:00-15:00 
 
 
 
 
 
 
 
 
16:00-17:00 

Visit 2： 
JA Yasato 
・Lecture on JA Yasato activities 
・Visit to supermarket of JA, Direct 
sales shop of JA, Vegetable packing 
facility, Rice mill, Agri-material 
center 

・Visit to member farmers 
 
Supermarket around Tukuba station 

 
Mr. Suzuki,  
JA Yasato 

 
Ishioka City, 
Ibaraki  

7 May 18 Fri 9:00-13:00 
 
 
 
 
 
 
 
14:00-15:30 

Visit 3： 
ZEN-NOH Ibaraki 
・Lecture on JA activities (its role, 
functions etc.) in Ibaraki prefecture 

・Visit to VF (Vegetable & Fruit) 
Station, " Doki-Doki Farm (Direct 
sales shop & restaurant) 
 

Visit 4： 
Mito City Wholesale Market 
Mito Chuo Seika (Wholesaler) 

 
Mr. Kawazu,  
Mr. Amagai, 
Mr. Suzuki,  
ZEN-NOH Ibaraki 
 
 
 
 
Mr. Sakai, 
Mr. Nakazaki 
Mito Chuo Seika 

 
Higashi-Ibar
aki County, 
Ibaraki  
 
 
 
 
 
Mito City, 
Ibaraki 

8 May 19 Sat 10:00-12:00 Visit 5： 
Roadside Station Shimotsuma 
・ Visit to direct sales shop 
 
Move back to Tokyo 

 
Mr. Furusawa, 
Roadside Station 
Shimotsuma 

 
Shimotsuma 
City, Ibaraki
 

9 May 20 Sun      

10 May 21 Mon 14:00-16:00 Review session 
Mr. Akutsu & Mr. 
Ban, OMIC 

JICA Tokyo

11 6:30-10:00 
 
 
 

Visit 6： 
Tokyo Metropolitan Central 
Wholesale Market (Ota Wholesale 
Market) 

 
Mr. Murano, 
Ota Wholesale 
Market 

 
Ota Ward in 
Tokyo 
 

 11:00-12:00 
 
 
 

Visit 7： 
Kagoshima Yurakuen 
(Antenna Shop operated by 
Kagoshima Prefectural Government) 

 
Mr. Shinohara, 
Kagoshima 
Yurakuen 

 
Yurakucho 
in Tokyo 

 

May 22 Tue 

14:00-16:00 Review session & 
Preparation of Action Plan 

Mr. Ajika & Mr. 
Ban, OMIC 

JICA Tokyo 

12 May 23 Wed 9:30-14:00 
 
14:30-16:00 
 
 
17:00- 

Preparation of Action Plan 
 
Evaluation Meeting and Closing 
Ceremony at JICA HQ 
 
Courtesy visit to OMIC HQ 

Mr. Akutsu & Mr. 
Ban, OMIC 

JICA Tokyo 
 
JICA HQ  

13 May 24 Thu   Departure from Tokyo to Dubai     

14 May 25 Fri  Arrival in Addis Ababa   
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