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In 2012, Polewali Mandar district produced around 61,721 tons of cocoa beans 
on 56,733 hectares of productive land managed by 49,000 family farmers.

As in other regions in eastern Indonesia, the cocoa sector in Polewali Mandar 
faces various obstacles and challenges:

•	 Productivity below national and international standards because of the 
farmers’ lack of knowledge of modern farming practices and technologies for 
managing pests and diseases; elderly, unproductive trees; and declining soil 
fertility

•	 Poor supply of standard agricultural inputs that are suited to management 
technologies;

•	 Low value added: most products are sold unprocessed and do not meet 
market demand;

•	 Undeveloped infrastructure (roads, communication) and distance to major 
buyers;

•	 Lack of access to information.

Eight years ago, cocoa production in Polewali Mandar was decimated by a 
widespread infestation of cocoa stem borer. This pest is actually a symptom; the 
underlying problems were lack of knowledge of good cocoa agriculture practices, 
and elderly, unproductive trees.

Much has been done to eradicate cocoa pests and diseases in Indonesia, through 
both government and local and international NGO initiatives. These have 
increased cocoa productivity of in Polewali Mandar to an average of around 1.41 
kg per tree. However, although this increased productivity has translated as 
higher incomes for farmers, more could be done, because the quality of the cocoa 
they produce does not meet market demand. The poor quality of their cocoa 
results from the farmers having limited access to information about appropriate 
farming techniques and good post harvest processing, such as fermentation and 
drying techniques. 

1.1 Target group and activity location

SECTION 1

Introduction 
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Wahana Sukses Pertanian Terpandang - Wasiat is 
a non- governmental organisation (NGO) that was 
established in 2001 and has its head office at Jalan 
KH. Muh. Saleh No. 22, Wonomulyo, Polewali Mandar. It 
operates in the business of agribusiness development 
services, which involves providing services, technical 

assistance, information, research and technology information, and development 
of agribusiness systems services. Since 2005, along with Success Alliance (SA), it 
has been providing intensive support for cocoa farmers in West Sulawesi. 

1.2 Background to collective marketing
AMANAH Collective Marketing    1 
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 “A collective activity by a group of farmers with the 
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sustainable and mutually beneficial”  
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Figure 1: Map of the Work Area of the AMANAH Collective Marketing Program

For these reasons, VECO Indonesia in cooperation with its partners AMANAH 
cooperative and the NGO WASIAT is implementing a sustainable agriculture chain 
development (SACD) program for the comprehensive development of the cocoa 
sector, from cultivation through market access, for cocoa farmers in Polewali 
Mandar, which will enable these cocoa farmers to maximise their incomes. The 
program is being run in eight subdistricts, six of which are involved in collective 
marketing of cocoa that has been certified sustainable.

This report focuses on the lessons learned from collective marketing of certified 
cocoa.
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Vision: Creating successful and respected farming businesses and communities. 
Mission: Sustainable development of agribusiness systems and of fisher and 
farmer community resources by providing consulting services, and technical 
assistance, facilitating access to agriculture information, research and 
technology, and strengthening agribusiness networks and facilitating productive 
enterprises. To meet the growing demand from cocoa farmers for sustainable 
support, Wasiat is positioning itself as a service provider for the cocoa 
agriculture sector. As well as farmers, other stakeholders such as government can 
access Wasiat services.

Reasons for establishing collective marketing. In 2006, with the support of 
Wasiat (local NGO), AMANAH began negotiations with buyer Armajaro Indonesia, 
which is an exporter of cocoa beans. Armajaro agreed to work with Wasiat and 
AMANAH, with this private company buying cocoa from farmers and farmer 
groups that were supportWed by/members of the AMANAH cooperative. The 
reasons for establishing collective marketing were: 
•	 General 

•	 The geographical conditions make it inefficient for farmers to 
individually sell their cocoa beans; 

•	 Buyers tend to prefer to link up with farmers that are organised in 
a strong farmer organisation, because it is more efficient, quality is 
uniform because there are quality standards that apply, and they are 
able to supply sufficient volumes;

•	 For AMANAH, Wasiat and other organisations, it is easier to 
communicate and mobilise the farmers they support. In particular, 
VECO Indonesia, which is an international NGO, does not run programs 
for individual farmers;

•	 The long and inefficient marketing chain means that farmers get less 
for their cocoa;

•	 It helps to reduce farmer dependency on the ijon system. For day-to-
day expenses and to buy consumer goods, pay health care bills, etc., 
farmers tend to borrow money from local traders before the harvest. 
They have then to repay these loans from the low prices they get for 
their cocoa.

•	 Certification
•	 The market and consumers demand products of a specific quality, such 

as certified cocoa. In the long term, national and international buyers 
will only accept cocoa that is certified sustainable. This process needs 
to begin now so that farmers are ready to meet the demands of the 
market.

•	 Certification encourages/requires collective marketing or an 
organisation that will organise farmer and products;

•	 To enable traceability. The volume of certified products sold to buyers 
could be traced through records kept at the farmer group to buyer 
levels.
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•	 The products are guaranteed thanks to the Internal Control System, 
which guarantees products at the local level and provides official 
written documentation. 

Initially, the farmers were rather doubtful because the quality of the cocoa beans 
that the farmers produced did not meet the Armajaro standards and the farmer 
organisation was not very strong. Wasiat and AMANAH continued to support the 
farmers with the aim of getting the quality of their cocoa beans up to Armajaro 
standards. But this was not very successful.

In 2010, Wasiat and VECO Indonesia agreed to develop the collective marketing 
that Wasiat had initiated and to strengthen the AMANAH farmer cooperative 
organisation, including Wasiat. The aim of the partnership between Wasiat and 
VECO Indonesia is to make AMANAH an independent and sustainable farmer 
organisation.

After less than three years of VECO Indonesia and its partners (AMANAH, 
Wasiat, the farmer groups, the buyer Armajaro, and the certification agency) 
implementing collective marketing of certified sustainable cocoa in Polewali 
Mandar, the many experiences of and lessons learned by the stakeholders in 
this activity need to be documented as input for the future development of the 
program. This is important not only for VECO Indonesia, but for all those involved 
in cocoa development in Indonesia. The objectives for preparing this report are 
to:

•	 Document the collective marketing of cocoa in Polewali Mandar by the 
AMANAH cooperative.

•	 Provide AMANAH cooperative with a reference for developing its cocoa 
marketing and business, and other businesses, in the future.

•	 Provide lessons learned as a reference for those involved in developing 
collective marketing, organisational strengthening, and market access.

•	 As the basis for developing collective marketing training modules for 
farmers.

1.3 Objectives and Use of this Report  
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SECTION 2

Definition of
Collective Marketing  

The marketing organisation model developed is a model that is suitable for and 
is easily implemented by farmers and farmer groups and suits their capacities. 
Currently, 75 farmer groups and 2 cooperatives in Luyo subdistrict are buying 
centres for certified cocoa beans. The criteria that apply if a group wishes to 
become a buying centre are:
•	 Strong and active organisation
•	 Able to supply the product that Armajaro demands, i.e., certified cocoa (UTZ 

certification of quality)
•	 The farmer group has a transparent and reliable board
•	 Transparent marketing system and mechanism (flow of cash and goods)
•	 Able to carry out transparent administration
•	 Sufficient capital
•	 Able to process (sort and dry) cocoa beans if the product received from 

farmers is not up to par.
•	 Willing to take joint risks
•	 Able to be honest to farmer members and buyers.
•	 Willing to accept complaints and input from its members
•	 Profit sharing

2.1 What is collective marketing?

2.2 Collective Marketing Organisation Model

AMANAH Collective Marketing    1 
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The program approach is to implement a comprehensive program: 1) 
Strengthening farmer organisation, 2) Market access, 2) Access to finance, and 4) 
Building farmers’ post harvest management skills. The figure below illustrates the 
marketing model and actors involved:

Figure 3: Marketing model and actors involved 

Figure 2: Structure of AMANAH farmer cooperative’s marketing organisation
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Table 1: Actors’ roles and responsibilities

 
In the development of collective marketing, two groups of actors are involved:

•	 The eight actors that are directly involved in the collective marketing 
process, which have the following functions and tasks:
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1.  Armajaro  Buys certified sustainable cocoa 

 Provides price information 

 Makes unwritten contracts, which specify volume and price 

 Re-registers for sustainable cocoa certification 

 Offers premiums for certified cocoa 

 Provides training and information about cocoa quality standards 

2.  AMANAH  Guarantees product quality, from garden management to market 

access by implementing an internal control system (ICS) for 

sustainable cocoa 

 Gathers input from buyers about quality, etc. of the products 

delivered and feeds this back to the farmer groups 

 Provides services to farmers 

3.  Wasiat  Provides capacity building to bring product quality up to market 

standards 

 Builds market and price certainty through intensive communication 

and negotiation with buyers 

4.  Control Union  Regularly inspects gardens and groups 

 Makes recommendations to UTZ 

5.  Primary 

cooperative 

 As the internal ICS inspector, inspects and guarantees products 

 Buys and sells cocoa 

 As a multi-business cooperative, provides services to members to 

suit their work programs 

6.  Farmer group  Guarantees the quality of products sold by the group  

 Collects the product quality information required by the 

processor/market 

 Improves and maintains product quality through post harvest 

processing at the group level 

 Buys and sells cocoa 

7.  Farmer  Manages his/her garden and post harvest processing to UTZ 

sustainable standards  

8.  UTZ  Issues sustainable cocoa standards 

 Issues sustainable cocoa certificate to Armajaro 

 
 

 

 

 

 

 

 

•	 Supporting actors that are not directly involved in the collective 
marketing process but provide support to partners for the development 
and implementation of collective marketing. These actors include VECO 
Indonesia, government, etc.
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Table 2: Roles and responsibilities of supporting actors  

No. Actor Role 
1.  VECO Indonesia Builds the capacity of AMANAH and Wasiat 

2.  Government - cooperatives 
agency 

Strengthens farmer organisations and grants them legal status 
Provides assistance with cooperative management 
Monitors the development of AMANAH farmer cooperative 

3.  Subdistrict and village 
government 

Provide policy support, directly or indirectly promoting the 
development of businesses run by AMANAH cooperative 

 
 

  

Table 2: Roles and responsibilities of supporting actors

The distribution and payment flows are as follows: 

Figure 4: Distribution and payment flows

Each location has the authority to decide how the product distribution will be 
arranged:

•	 In Luyo and Mapili subdistricts, farmers can sell their products to the farmer 
groups, to the subdistrict cooperative, or directly to the buyer/Armajaro

•	 In Tutor subdistrict and four other subdistricts, farmers sell their products to 
the farmer group or directly to the buyer/Armajaro.
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•	 Benefits of collective marketing for farmers

Benefits of collective marketing for the 
stakeholders involved

3.1
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1.  Double profits from the sale of their 
products and at year end from the 
processing unit; 

2.  Creation of a mutually beneficial 
marketing chain 

3.  Easy market access facilitated by groups 
and support (Wasiat and AMANAH) 

4.  Increased value added for members. 
Price premium of IDR 700/kg on the 
sale of certified cocoa 

5.  Improved/shorter marketing chain 

6.  Support (on/off farm) 

7.  Eco friendly – production is more 
sustainable  
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•	 Benefits of collective marketing for cooperative/groups, supporting actors 
and buyers

SECTION 3

The Benefits and Costs of 
Collective Marketing 
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Collective marketing obviously has benefits for the farmers and other 
stakeholders involved, but very occasionally there are also risks that give rise to 
substantial costs for the farmers involved in the collective marketing, such as:

•	 The costs associated with attending meetings, including group meetings, 
meetings at the cooperative and other meetings organised by supporting 
actors. Often the farmers must bear all these costs;

•	 The farmers’ movement is restricted by the group’s rules about such matters 
are harvesting, selling, standards and buyers.

•	 Membership fees have to be paid 
•	 Meeting costs, etc. 

However, these risks can be minimised if the benefits gained outweigh the 
costs incurred. The local farmers not only get financial benefits, but also social 
benefits in the form getting together and doing reciprocal work. 

3.2 Costs and risks for the groups

3.3 The marketing chain
As mentioned above, one of the impacts of collective marketing is that it 
shortens the marketing chain. In the past, the farmers sold their cocoa to local 
traders, and now they can sell directly to large buyers (Armajaro).

Figure 5: Conventional cocoa supply chain
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This shortening of the marketing chain can frequently give rise to risk of conflict 
and unhealthy competition with local traders. However, employing the strategy 
of product differentiation, i.e. a certified product that it available only on certain 
markets can minimise the risks. Another strategies adopted by AMANAH and the 
collective marketing group is to try to involve local traders in their activities, 
and even in some of the groups that are involved in collective marketing as 
providers of capital and to chair the collective marketing.

Figure 6: Certified cocoa supply chain

3.4 Challenges and obstacles
•	 The certificate belongs to the buyer, so the farmers are not free sell their 

products to other buyers and focus only on one buyer;
•	 The cooperatives’ business know-how does not match growth in demand;
•	 The services provided by Wasiat are not much used by farmers and others 

(government, etc.);
•	 The farmer cooperatives prioritise business over social values;
•	 No eco funds (savings to pay for certification) to pay for the certificate if it 

were to belong to the farmers;
•	 Limited access to finance means the farmers are not paid until the farmer 

cooperatives have been paid by Armajaro.
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AMANAH Cooperative, which has its offices at Jalan Brawijaya No. 5, Wonomulyo, 
Polewali Mandar District, West Sulawesi, was established in 2006 by 27 people 

including farmers, senior farmers and FT, as a 
pre-cooperative. On 12 February 2007, AMANAH 
was officially registered as a multi-business 
cooperative under legal entity No. BH 109/BH/
IV/20.20, and was declared a farmer organisation 
called AMANAH Farmer Cooperative on 18 
December 2010. AMANAH is also the only cocoa 
farmer organisation that focuses on developing 
cocoa farmer organisations under a program 

launched by the West Sulawesi provincial government. The three main activities 
developed by AMANAH are 1) strengthening cooperative finances; 2) facilitating 
collective marketing by farmer groups; and 3) developing local kiosks, which 
support three farmer groups in three subdistricts (Tapango, Mapili and Luyo).
Its mission is to create prosperous and just farmer communities, and its vision 
is to build agribusiness systems, develop sustainable local resources, develop 
complex agribusiness networks, and create productive group enterprises.
The cooperative is a legal entity, which was chosen to do the collective 
marketing in Polewali Mandar because:

•	 It is familiar with the farmers
•	 The business belongs to the members
•	 The farmers would get value added in the form not only of premium prices 

for their products but also end of year profit shares.
•	 It has a member capacity building program
•	 The cooperative is a government program so it will get attention from local 

government
•	 Acquiring legal status would be easy

It was not easy for AMANAH when it had to decide whether or not it should 
become a legal entity. In the event, it took seven years for it to become a formal 

SECTION 4

Keys to The Success of 
Collective Marketing 

4.1 Organisation, Mission and  Vision
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organisation. Often, the reason for becoming a legal entity is to get assistance 
or support from government, but in AMANAH’s case, the priorities were the 
activities and services it provides its members and management reorganisation.

Becoming a formal organisation is essential to: a) gain access to formal financial 
institutions such as banks, b) build formal business relations, such as partnership 
contracts, and c) being a supplier of organic fertiliser and other products to 
farmers and its members.

4.1.1 Organisational Structure 
A farmer cooperative (PUSKOPTAN) has a simple organisational structure, 
comprising a marketing division and other division relevant to the provision 
of services to its members. The main functions of the marketing division 
are mobilisation, technical assistance, monitoring, collective marketing 
administrative management, and communication with buyers. AMANAH is not 
involved in the sale and purchase of products. 

Figure 7:  Organisational structure of the AMANAH farmer cooperative
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Table-3: The roles and responsibilities of AMANAH and the primary cooperatives and groups

Likewise the organisational structure at the subdistrict level is very simple, but 
provides obvious benefits to the farmers. The district cooperative is the umbrella 
organisation and the subdistrict cooperatives are the primary cooperatives. At 
the group level, there is no need for a formal group management structure. An 
example is as follows:
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group level, there is no need for a formal group management structure. An example 

is as follows: 

 

 

 

 

 

 

 

 

 

 

Figure 8: Example of the organisational structure of a subdistrict cooperative (Harapan Jaya Group) 

No. Organisation Roles and responsibilities 

1.  AMANAH to primary 

cooperatives 

 As the association of the primary cooperatives, AMANAH 

provides support for their management 

 Provides loans  

 Receives complaints from farmers about problems related to 

sales/purchases or problems in the village 

 Provides products/services to its members  

2.  AMANAH to the 

groups and the 

groups to their 

members 

 Provides support to farmer groups 

 Provides credit union 

 Provides services that can be accessed by farmer group 

members 

 Provides sales reports 

 Provides regular price information 

Figure 8: Example of the organisational structure of a 
subdistrict cooperative (Harapan Jaya Group)
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Figure 9: Example of the organisational structure of a farmer group

4.1.2   Cooperative and group staff
AMANAH and the primary cooperatives face many challenges in recruiting 
staff. Not many people have the necessary skills and want to work developing 
a flourishing cooperative business. Most young people prefer to work in the 
cities or overseas. For this reason, AMANAH and the primary cooperatives do 
not set the bar too high – the important things are willingness to work together 
and willingness to learn. The general requirements are the ability to read and 
write and to communicate well, perseverance, and to treat women and men 
equally. Interestingly, young people are motivated to get involved in cooperative 
activities to learn and to follow in their parent’s footsteps, and indeed, one of 
the aims is to create employment for young people. Candidates for management 
positions must a) be able to motivate the team, b) have seniority/be active in 
cooperative activities for a certain period of time, and c) be able to lead and 
communicate. 

Staff are recruited by the AMANAH manager on the approval of the board or 
decision of the meeting of members. The stages in the recruitment process 
are: a) semi-open announcement of the vacancy, that is, the vacancy is not 
advertised in the mass media, but made known to close partners, such as the 
primary cooperatives and members and announcements in public places, b) 
selection of applications, c) interviewing selected candidates, d) announcement, 
e) work contract.
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4.2 Business management 
4.2.1 Business plan

4.2.2 Board meetings 

Staff development involves continuous internal support and training, and 
external training. 

Cooperative staff are permanent staff in the sense that their contracts are 
open ended. AMANAH staff receive: a) a monthly salary that meets the regional 
minimum wage (currently an average of IDR 1,200,000/month), b) annual leave, 
c) an additional month’s salary each year, and d) operating expense allowance 
from income.

This is a written document prepared by someone who runs a business that 
provides an overall picture of the internal and external factors necessary to start 
a new business or to develop an existing business. 

As a growing cooperative the AMANAH cooperative and its board need good 
planning and external support, so a business plan is a must, because this 
document: a) provides a picture of the company and its development plans, 
b) provides a reference for planning its activities and development, c) is a 
supporting instrument for accessing finance and building partnerships with 
suppliers, etc.

The first business plan was developed in 2005 when the cooperative was first 
established, with support from ACDI VOCA.  In the process of its development, 
the main role of support (moderator) was to elicit information from AMANAH, 
while the AMANAH team provided the required information and data. There were 
long discussions at that time about future plans, because they had to be realistic 
and feasible. 

The business plan was reviewed in 2009, again with support. This joint process 
involved reviewing the plan to identify which parts of the plan had been 
achieved and which had not. Then a new business plan was drawn up

To run the day-to-day operating activities of the cooperative, the board 
has appointed a cooperative manager who has the authority to manage the 
cooperative, and whose tasks and responsibilities are defined in the cooperative’s 
articles of association and by laws. 

To evaluate the progress of the business, the manager holds monthly meetings 
with all cooperative staff, which are also attended by the board. The focus of 
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4.2.3 Timetable for Meetings of Members

the meetings is to review the past month’s activities, make short-term plans for 
the day-to-day operations of the cooperative, and solve any problems that need 
dealing with at the board meeting

4.2.4 Leadership: Decision making, conflict resolution

At the cooperative level As set forth in the cooperative’s articles of association 
and by-laws, there are three meetings of members in the cooperative: a) 
extraordinary meetings of members, b) special meetings of members, and c) 
annual meetings of members - the highest level of members meeting in the 
cooperative. The cooperative’s articles of association and by-laws say that: 
“Meetings of members are held at least once a year”. The procedure for the 
annual meeting of members is set forth in the articles of association and by-laws, 
as follows:

•	 Meetings of members must be attended by all members of the cooperative or 
at least one half of the members. 

•	 Invitations are sent 14 days prior to the meeting
•	 The meetings of members are chaired by the cooperative board or secretary 
•	 A notetaker takes the minutes of the meeting, which must be signed by all 

managers and the secretary
•	 The agenda is to discuss the cooperative’s accountability and operational 

reports.
•	 Annual balance sheet and profit and loss statement
•	 Use of profits and profit share
•	 Accountability report of the supervisory board

Meetings at the group level, routine meetings are held every month, to discuss 
the group’s activities and collective marketing. All members of the farmer group 
attend the meetings, which are chaired by the group leader with the assistance 
of the secretary as notetaker.

In general, the managers of the cooperative and the groups have broad networks, 
entrepreneurship, managerial expertise, and good planning skills. Because the 
members of this cooperative are cocoa farmers, the managers must have an 
understanding of cocoa farming, including of cocoa cultivation, harvest times 
and markets, be trusted by the members, be committed and always put the 
interest of the members first. 

As a leader, a manager also plays key role in building the vision of the group/
its members, identifying business opportunities, building external relations, 
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mobilising farmers, and ensuring the collective marketing runs smoothly. A 
manager must also be fair and judicious. 

In decision making, a manager should try to listen to input from members and 
base decisions on the deliberation and consensus of the board members. At 
each meeting, all members have the same voting rights. Decisions that typically 
require consensus include:

•	 Provision of loans to members
•	 If a member breaks the rules and a decision on this needs to be made
•	 The amount of the cooperative member fees. One of the functions of 

AMANAH as the centre for complaints from buyers, primary cooperatives and 
farmer groups, an AMANAH manager must be able to find the best solution 
in the event of conflict or a complaint. Disputes should be resolved based 
on deliberation and consensus. Examples of conflict management in Polewali 
Mandar:

•	 Conflict at the primary cooperative or group level. The chair of the primary 
cooperative or group leader will try to help to solve the problem, but if a 
resolution is not reached, he or she will ask for help from or consultation 
with AMANAH or Wasiat. If necessary, an AMANAH or Wasiat manager will 
visit the location and meet and sit down with the conflicting parties or 
summon them to the Wasiat office. 

•	 Conflict at the AMANAH level. The manager will try to resolve any conflicts, 
but if a resolution is not reached, will ask for assistance from the board, or if 
necessary for facilitation from Wasiat or from a more senior person. 

•	 As far as possible, in the mediation process, the meetings should be relaxed 
and friendly and unbiased, the problem should be heard and an attempt 
made to find a solution and provide guidance. More importantly, only the 
people involved should be invited to attend these meetings.

 
If the first mediation does not resolve the problem, the meeting can be 
postponed to give everyone time to think about the problem and meet again at a 
meeting. 

As the recipient of complaints, AMANAH will receive complaints about sales 
to Armajaro, conditions in the field, etc. Armajaro makes complaints about 
purchases, such as the quality and volume of the cocoa delivered by the farmer 
groups. 
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4.2.5   Profit sharing
Currently, only members of the cooperative get a profit share, which is 
distributed at the year end.  Farmers profit from all the services the cooperative 
provides, including interest from savings/loans and interest on members’ savings. 
As for profits from sales, the best system is still being explored, and the focus 
at the moment is on building the trust of all actors involved, and the profits 
collected for the group are not the priority. This means that at the moment, the 
groups/cooperatives do not have significant financial profits. The premium of IDR 
100/kg that groups get for their sustainable cocoa, as mentioned in point 4.7.5, 
is used to buy cocoa from the farmers.

4.2.6   Collective marketing SOPsAMANAH Collective Marketing    12 
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Anggota

STRUKTUR ORGANISASI
KELOMPOK 

There are 3 financial 
benefits from collective 
marketing through the 
cooperatives:  

1. Premium prices when selling cocoa to 
the groups. 50% (IDR 10,000) higher 
than the price offered by local traders. 
The average local price is IDR 5,000, 
while certified cocoa fetches between 
IDR 12,000 and IDR 16,000 

2. Incentive of IDR 400/kg for certified 
sustainable cocoa 

3. Annual profit share at the year end 

 

 

 

 

 

 

 

 

Figure 9: Example of the organisational structure of a farmer group 

4.1.1 Cooperative and group staff 

4.1.2 Board meetings  

4.1.3 Profit sharing 

  

 

 

 

 

 

 

  

In general, the collective marketing SOPs are set forth in the UTZ Certification 
Internal Standards (Appendix-1). The details are as follows:
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Opening hours for buying at the group and primary cooperative level. The 
opening hours for buying depend on the agreed harvest schedule. Each group 
decides when its harvest and sales will take place. Opening hours for buying are 
determined by the price that Armajaro and other 
buyers are paying for the cocoa. For example, 
Tapango cooperative is only open once a week, 
on Friday, from 10.00 to 15.00. However, if a 
group member/farmer needs money urgently, for 
example to pay school fees, for food, or because 
a family member is ill, they sometimes bring their 
cocoa to sell outside opening hours; sometimes 
even at night. To accommodate the farmers, the 
cooperatives/groups will often buy cocoa outside the scheduled hours 

Collective marketing administration and financial 
administration

4.3 

The standards for the administration of the cooperatives and groups are set 
forth in the UTZ   Certification Internal Standards (see Appendix-1, section E). 
Concerning farmer groups, point 6 on financial and administrative documents is 
as follows:
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No. Detail operasional AMANAH Primary cooperatives 

1.  Operating 
hours 

6 days a week, Monday to 
Saturday 

08.00 – 17.00 with a 1 
hour break (12.00 – 13.00) 

Open once a week, when farmers 
can make financial transactions 
(loans, savings and payment of 
instalments) 

Jam 08.00-14.00 

2.  Insurance Staff have government 
health insurance 

None 

3.  Salary Salary above the regional 
minimum wage 

Extra one month's salary 

No salary standards, paid 
depending on profits, only 1 or 2 
people get a minimum salary 

4.  Leave Staff have a right to leave  No leave 

5.  Conditions Clearly structured and 
based on labour law 

According to need 
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Table 5: List of Group Financial and Administrative Documents 

No. Financial or administrative document AMANAH Primary 
cooperative 

Farmers 

 Financial Administration 

1.  Cash in Cash out    

2.  Bank statements    

3.  Journals   - 

4.  Balance sheet   - 

5.  Profit and loss statement   - 

6.  Profit share plans    - 

     

 Sales and purchase ledger 

7.  Purchase receipts     

8.  Purchase book -   

9.  Sales receipts    

10.  Sales book -   

11.  Cocoa stock book -   

12.  Labels - ot - - - 

13.  Cocoa sales record book      

14.  Purchase contract - - - 

15.  Purchase orders – PO - - - 

16.  Statement of source of goods - - - 

17.  Delivery notes - - - 

18.  Invoices - - - 

     

 Cooperative and group activity book    

19.  Attendance lists    

20.  Book of minutes of meetings    

21.  Agendas    

22.  Guest book       

23.  Farmer registration list       

24.  Buyer registration list  - - 

     

 Farmers' books    

25.  Garden management record - -  

26.  Harvest record  - -  

27.  Sales record - -   

28.  Sales vouchers       

Table 5: List of Group Financial and Administrative Documents
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The capital requirement projection (assuming an average price of IDR 25,000/kg) 
for each subdistrict is shown in Table 6 below:

Mobilisation of Capital (Sources of capital and 
access to finance)

4.4 

At AMANAH, the financial administration makes use of MIFES software, which 
was developed by the Small Business Incubation Centre (Pusat Inkubasi Bisinis 
Usaha Kecil – PINBUK) especially for the financial management of multi-business 
cooperatives. At the primary cooperatives, the financial administration is manual 
and assisted by AMANAH. The financial reports comprise: a) the ledgers, b) 
monthly balance sheet and profit and loss statement, c) annual balance sheets 
and profit & loss statement, and d) profit share plan. The forms used for financial 
administration are presented in Appendix 2 - Cooperative Financial Report Forms. 

Purchase administration. The payment system is cash and carry, which means 
that payment is made only after the product has been sold. All purchases are 
recorded in the group’s collective marketing book, and the farmer sales receipt is 
shown in Appendix 3 - Collective Marketing Administration Forms. Sales receipts 
will be stamped ‘PAID’ when payment is made by the group or cooperative. 

Sales administration: The sales system is cash and carry (cash paid after the 
quality of the goods is checked by Armajaro), and the products are delivered 
directly by the cooperatives/groups/farmers. Because Armajaro is the certificate 
holder, there is no documentation such as invoices, delivery notes, purchase 
orders, contracts, product certificate of origin, or lot numbers on the sacks. All 
administration is done at the Armajaro warehouse. The cooperative/group/farmer 
will receive a sales receipt from Armajaro – see Appendix-3: Collective Marketing 
Administration Forms, point c, Group/Famer/Cooperative Sales Receipt. The 
original sales receipts filed by the group or primary cooperative, and one copy is 
sent to AMANAH. 

4.1 Mobilisation of Capital (Sources of capital and access to finance) 

  

The capital requirement projection (assuming an average price of IDR 25,000 per 

kg) for each subdistrict is shown in Table 6 below: 

 

Table 6: Production data and Capital Requirement per Group 

No.  Subdistrict Total Production Capital Requirement 

1.  Luyo 272,409 kg per year IDR 368,495,800  

2.  Mapili 186,533 kg per year IDR 194,305,200 

3.  Tapango 353,765 kg per year IDR 283,759,400 

4.  Tubbi Taramanu 251,798 kg per year IDR 262,289,600 

5.  Anreapi 62,445 kg per year IDR 65,047,000 

 
Note: Capital requirement is total amount per-week during harvest season of 6 month.  

 

Table 6: Production data and Capital Requirement per Group
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Figure 10: AMANAH Financing Model

Table 6 shows that there is a gap between total production and capital 
ownership, with actual capital owned of only around IDR 10 - 50 million.  So 
the group strategies to raise capital for collective marketing are: borrow from 
AMANAH, borrow from individual group members under the profit share system, 
secure donations from government and soft loans from the cooperatives agency, 
and even work in partnership with village traders. Below is an illustration of the 
collective marketing financing model in Polewali Mandar:

Because the management lacks expertise in large-scale financial management 
and because many of the groups are not yet legal entities, taking out bank loans 
is not an option. In addition, a bank loan would have to be for a minimum of 
one year, but the cocoa harvest is only twice a year, which would mean that 
there would be no cash flows during the off season, but the loan interest would 
still have to be paid. Groups and primary cooperatives prefer to access finance 
with flexible and easy terms from AMANAH. Individual cooperative members and 
primary cooperatives are eligible for loans, at an interest rate of 1.5% per month 
for a term of 10 months. 

The groups have tried various ways of initiating more rapid cash flow while 
stockpiling products: a) Farmers will be paid when the group sells the products 
and is paid by the buyer, b) an advance payment system, in which the farmer 
gets paid a portion up front and the remainder is paid when the group sells the 
products, and c) only storing cocoa for a week after which it is sold. 
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Standard equipment is used to run the collective marketing activities: 

4.5 Investment
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4.3 Investment 
 

 

  
Warehouse that meets ICS 

standards  
Sign that is easy for the farmers to read Purchase and sales record book 

 

 

 

Trolley Spreaders for use when drying the cocoa Shovel to shovel the dried cocoa 

   
 Plastic raffia to sew up the cocoa sacks 

that are ready for delivery 
Needle to sew up the sacks 

 

  

 
Plates for sample tests Drying, drying boxes covered with UV 

plastic  
Scales that are regularly checked and 

plastic sacks 

 

 
  

Calculator to calculate payments 
and volumes of cocoa beans 

Tarpaulin for drying Plastic scoop with a tapered end to 
avoid damage to the cocoa beans, 
used to scoop up the dried cocoa. 

 

Not all the collective marketing points are fully equipped, but groups are 
gradually getting the tools they need to produce and store their products 
to buyer standards or SOPs for sustainable cocoa. Other equipment required 
includes:
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4.6 Internal Control System
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Aquaboy KM-3 + Cup gauge to 
measure the water content of 
cocoa beans. 

 

Pallet for storing the dried cocoa 
beans that have been put into sacks 

1 kg digital scale (used for testing 
samples during the quality control 
process) 

4.4 Internal Control System 
 

 

 

 

 

 

 

 

 

 

 

 

 

How the ICS is implemented depends on who is holder of the certificate. Currently the 

certificate is held by the buyer (Armajaro) because: 1) sustainable cocoa certification for 

cocoa farmers in Indonesia, including in Polewali Mandar, is a new thing, so much still needs 

to be learned and understood about implementing systems, including the ICS, 2) The high 

cost that would have to be borne by the farmers, 3) the limited number of buyers who want 

certified cocoa, etc. 

Although the certificate is held by the buyer and the buyer manages the ICS, its 

implementation is delegated to local ICS teams. Currently there are 93 people in the local 

Benefits of ICS to 
collective marketing: 

• Certification encourages collective marketing or groups that 
organise farmers and products; 

• To facilitate traceability. The volume of certified product sold to 
buyers can be traced through the records kept at every level, from 
farmer groups to buyers.  

• Products are guaranteed because there is an ICS that guarantees 
the product at the local level, and there is a certificate or written 
documentation from an official certification agency. 

• Provides up to date farmer and production data because the ICS 
requires registration and regular inspection of farmers.  

The internal control system (ICS) is a tool used by producer farmer groups. ICS 
was developed by the International Federation Organic Agriculture Movement 
(IFOAM), which has its head office in Germany. ICS is universal, which means 
that it is recognised internationally. Farmer/produce groups across the world use 
ICS as a tool/technique to guarantee the quality of the products they produce. 

ICS is designed as a quality control system for producer groups, which means 
that producer farmers who adopt ICS must be organised in groups. Adoption 
of ICS for farmers in Indonesia is not a problem because farmers here are used 
to organising in groups and working together. However, the implementation of 
ICS is not easy; producer farmers have to understand the ICS principles, be able 
to complete the forms used in the ICS, be disciplined about being organising, 
and are required to monitor all activities in the production chain, from field to 
market. In short, the production activities have to be recorded in a transparent 
way that allows the products to be easily traced. 

Sustainable cocoa certification is a new system in the cocoa sector. In 2010, 
several buyers, including Mars, only wanted to buy certified sustainable cocoa. At 
that time, several cocoa buyers, including Armajaro, began buying certified cocoa 
in Indonesia. 

As explained in Section 1.3 (Background), the reason for collective marketing is 
certification, because the certification process requires that there is an ICS to 
control product quality. 
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How the ICS is implemented depends on who is holder of the certificate. 
Currently the certificate is held by the buyer (Armajaro) because: 1) sustainable 
cocoa certification for cocoa farmers in Indonesia, including in Polewali 
Mandar, is a new thing, so much still needs to be learned and understood about 
implementing systems, including the ICS, 2) The high cost that would have to be 
borne by the farmers, 3) the limited number of buyers who want certified cocoa, 
etc.

Although the certificate is held by the buyer and the buyer manages the ICS, its 
implementation is delegated to local ICS teams. Currently there are 93 people in 
the local ICS structure. The ICS team requires the farmers to focus on adopting 
GAP, post harvest quality control, and traceability. 
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Figure 11: Structure of the Cocoa ICS in Polewali Mandar
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Development of collective marketing and 
partnerships with private companies 

4.7.1  Developing collective marketing

4.7.2 

4.7 

The process of the development of collective marketing is as follows: 

•	 2005, establishment of AMANAH cooperative on the initiative of 27 people, 
comprising farmers, farmer cadres and field technicians. Activities with 
small groups led by one person, which fit the capacity of the cooperative. 
With Team 27, discussed an appropriate marketing model for farmers and 
geographical conditions in Polewali Mandar;

•	 2006, still a pre-cooperative, developed its activities: strengthening the 
cooperative’s capital, facilitating collective marketing for farmer groups, 
developing kiosks in three subdistricts (Luyo, Mapili and Tapango). First sale 
of 33 tons of national standard (SNI) dried cocoa beans to Armajaro;

•	 2007, became a legal entity as a cooperative. Sold 46 tons of national 
standard dried cocoa to Armajaro;

•	 2008-2012, implementation and strengthening of AMANAH management and 
mobilising farmers. In the four years, sold 3,171 tons of national standard 
dried cocoa to Armajaro;

•	 2012, development of AMANAH services and focused on collective marketing 
of certified sustainable cocoa. 

Building partnerships with private companies
The process of building partnerships with private companies can be summarised 
as follows:
•	 Phase-1, identifying existing potentials: production volumes and 

organisational capacity; 
•	 Phase-2, identifying buyer’s needs:  quality and volumes required by buyer, 

and payment system;
•	 Phase-3, make the deal: meetings and visits by Armajaro to the farmers’ 

gardens, and making agreements.
 
Key lessons learned during the negotiating process: listen, don’t make too many 
demands, 1 Wasiat staff representing the larger group is the entry point to 
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4.7.3  Price information and distribution

4.7.4  Setting Buying and Selling Prices

communication with buyers because the buyer is not interested in making 
deals with small groups or individual farmers. 

     

Figure 12: Flow of Price Information

How to get price information. Farmers can get regular price information from 
farmer groups, subdistrict cooperatives, and directly from Armajaro. The 
information can be obtained by phone/text message by visiting the cooperative 
or group office. The prices obtained are daily prices that are valid from 10.00 to 
15.00 on the day, Monday through Saturday. The figure below illustrates the price 
information flow. 

Cocoa prices follow New York prices. In Polewali Mandar, the price of certified 
cocoa is set by Armajaro.  To compare prices with other buyers, a) check local 
prices or prices offered by local traders, b) telephone the buying stations of other 
buyers, such as Mars. 

Buying prices are set by the individual cooperative/group based on the 
agreement between the cooperative/group and its members, using the following 
formula:
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The payment system employed by Armajaro is a cash and carry system. Armajaro 
will pay the daily price on the day, and when the products are received, the 
farmers/groups will receive payment.
The group pays the farmer cash and 
carry, depending on the capacity of 
the group, or makes payment within 
24 hours. 

Armajaro pays an incentive for 
certified sustainable cocoa of IDR 
700/kg, which is paid once every six 
months. 

How the incentive from the 
sustainable cocoa is shared is decided 
by discussion and agreement between 
the farmer group and the farmers involved in the collective marketing. 
AMANAH submits claims for incentives to Armajaro because AMANAH holds 
the records cocoa sold through collective marketing by the groups and primary 
cooperatives. 

4.7.5  Payment System
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Sharing of sustainable 
cocoa incentive 

 

For the farmer   IDR 400 (57%) 

For farmer group capital  IDR 100 (14%) 

ICS fee    IDR 100 (14%) 

Farmer group managers  IDR 100 (14%) 

Total   Rp. 700.- 
 

The support incentive of IDR 100/kg for cocoa sold to Armajaro is 

shared 50% for Wasiat and 50% for AMANAH 
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farmers/groups will receive payment. 
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or makes payment within 24 hours.  

Armajaro pays an incentive for 

certified sustainable cocoa of 

IDR 700/kg, which is paid once 

every six months.  

 

How the incentive from the 

sustainable cocoa is shared is 

decided by discussion and 

agreement between the farmer 

group and the farmers involved 

in the collective marketing.  

AMANAH submits claims for 

incentives to Armajaro because AMANAH holds the records cocoa sold through 

collective marketing by the groups and primary cooperatives.  

Farmer price = Buyer price – transport – 
(group cash + operating costs) 

Example: For cocoa that is marketed collectively in Luyu, there is a deduction of 
IDR 300/kg if the farmer sells to the group, calculated as follows: 

IDR 15,700 = IDR 16,000 – IDR 100 – (IDR 100 + IDR 100) 

AMANAH Collective Marketing    19 
 

Sharing of sustainable 
cocoa incentive 

 

For the farmer   IDR 400 (57%) 

For farmer group capital  IDR 100 (14%) 

ICS fee    IDR 100 (14%) 

Farmer group managers  IDR 100 (14%) 

Total   Rp. 700.- 
 

The support incentive of IDR 100/kg for cocoa sold to Armajaro is 

shared 50% for Wasiat and 50% for AMANAH 

 

 

 

 

 

 

 

 

 

 

 

4.5.2 Payment System 

The payment system employed by Armajaro is a cash and carry system. Armajaro will 

pay the daily price on the day, and when the products are received, the 

farmers/groups will receive payment. 

The group pays the farmer cash and carry, depending on the capacity of the group, 

or makes payment within 24 hours.  

Armajaro pays an incentive for 

certified sustainable cocoa of 

IDR 700/kg, which is paid once 

every six months.  

 

How the incentive from the 

sustainable cocoa is shared is 

decided by discussion and 

agreement between the farmer 

group and the farmers involved 

in the collective marketing.  

AMANAH submits claims for 

incentives to Armajaro because AMANAH holds the records cocoa sold through 

collective marketing by the groups and primary cooperatives.  

Farmer price = Buyer price – transport – 
(group cash + operating costs) 

Example: For cocoa that is marketed collectively in Luyu, there is a deduction of 
IDR 300/kg if the farmer sells to the group, calculated as follows: 

IDR 15,700 = IDR 16,000 – IDR 100 – (IDR 100 + IDR 100) 

Figure 13: Flow of Transactions and Payments
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Two methods are used to build communication with the buyer: 
1) routine monthly meetings between Armajaro, AMANAH, 
representatives of the primary cooperatives, farmer representatives, 
and VECO Indonesia, facilitated by Wasiat, 2) Visits by Armajaro to 
the Wasiat or AMANAH office,  or directly to the farmers’ gardens. 

At the meetings, quality, volumes, payments, and problems at the farmer or group 
level are discussed. 

The key to a successful meeting is proper preparation. Wasiat always prepares 
everything beforehand. The cycle of preparation for meeting is as follows:

Figure 14: Cycle of Preparations and Meetings at AMANAH

4.7.6 Managing communication with the buyer
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•	 Setting the meeting agenda. Wasiat communicated directly with Armajaro 
to set the meeting schedule and agenda and to decide how many people to 
invite; 

•	 Announcing the meeting. Wasiat sends invitations to AMANAH, the 
cooperatives, farmer groups and farmers by telephone at least three days 
before the meeting; 

•	 Preparations for the meeting made by those invited. While waiting for the 
date of the meeting, the people invited prepare the materials for discussion 
and find information and identify problems at the group and farmer level, 
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especially regarding harvests, the condition of gardens, and the marketing 
process;  

•	 Preparations for the meeting made by Wasiat. In the meantime, Wasiat, 
which is responsible for organising the meeting prepares the venue, tables 
and chairs for those attending, refreshments, attendance list, appoints 
notetaker and moderator, confirms attendance with participants, prepares 
equipment (such as whiteboard, board markers, LCD if required, and laptop 
to take minutes of the meeting). In case data is lost or the computer breaks 
down, preparations are also made for the minutes to be taken manually; 

•	 Holding the meeting. Wasiat Meetings are held at the Wasiat office and to 
create a comfortable environment particularly for the farmers to encourage 
them to be more active at the meetings, the meetings are relaxed and 
informal affairs chaired or moderated by the Wasiat chair. 

•	 During the meeting, the moderator plays a vital role in guiding the direction 
of the meeting so that nobody dominates the meeting and so that the 
meeting is not effective because the participants are not actively involved; 

•	 Dissemination of the outputs of the meeting. The minutes of the meeting are 
finalised by the notetaker within one week of the meeting. Because almost 
everyone has noted the decisions or conclusions from the meeting when it is 
in progress, the minutes of the meeting are rarely distributed to the groups 
or the farmers. The minutes are filed at the Wasiat and AMANAH offices for 
reference and monitoring purposes.  

•	 Implementation of the outputs of the meeting.  The participants share the 
outputs of the meeting with the other farmer members and follow up on 
their agreements; 

•	 Monitoring. Wasiat and AMANAH carry out joint monitoring of the follow up 
on the outputs of the meeting.  

4.7.7 Negotiating process
In accordance with its role and responsibilities (table 1, roles and responsibilities 
of actors, pp. 11-12), negotiating is done by Wasiat. Negotiations do not focus 
on purchase prices, but on support, the amount and payment of incentives for 
certified products, and the certification timetable. 
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Table 7 shows a significant growth in membership year on year, to 831 farmers at the end of 

2012. By comparison, there are 3,000 farmers who are not involved in collective marketing  

No. Rights and responsibilities Member Non Member 

1.  Good price for quality cocoa   

2.  Regular training and support, as established in 

the law on cooperatives 
  

3.  Additional benefits, in additional to premium 

prices, such as annual profit shares 
  

4.  Can borrow money and other things from the 

cooperative  
  

5.  Can save money at the cooperative   

6.  Pays subscriptions, compulsory and voluntary   

7.  Gets good services from the group   

8.  Sells cocoa to the group and Armajaro   

 
 Full rights and 

responsibilities 
  Some rights and 

responsibilities 
 No rights and 

responsibilities 

 

4.8 Membership
To mobilise farmers, AMANAH works actively with farmer groups and village 
government to keep farmers informed. The principles adopted in mobilising 
farmers are: 

•	 Socialisation is done in small groups;
•	 Start by explaining why collective marketing benefits farmers;
•	 Explain how prices are set and why there are deductions;
•	 Explain how they can organise;
•	 Explain the rules, and the rights and responsibilities of members; 

Mobilisation is not always completely successful. Sometimes there are farmers 
who respond immediately and decide to become members; others want to try 
it out first; and some immediately say that they are not interested. For the 
cooperatives and groups, this is not an obstacle but should motivate them to 
think of a way to convince the farmers. 

As established in the law on cooperatives, no one can be forced to become a 
member of a cooperative: farmers do not have to become members if they feel 
there is no need. So, although many farmers are not members, they can still sell 
their products to the collective marketing group and get support. This is one of 
the strategies developed by AMANAH for developing group businesses so that 
non-members still benefit. The hope is that gradually the farmers will decide 
to become members. Likewise, a farmer who is registered as a member of a 
cooperative and collective marketing group is free to leave at any time. 

Table 7: Annual Growth in Membership
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Table 7 shows a significant growth in membership year on year, to 831 farmers 
at the end of 2012. By comparison, there are 3,000 farmers who are not involved 
in collective marketing or certification, which means that only 28% of all the 
farmers are cooperative members. In other words, there are 2,169 farmers (72%) 
who are potential cooperative members. 

There are two ways of getting involved in cocoa development activities 
in Polewali Mandar: as a member and as a non-member. The rights and 
responsibilities of the two are different:

•	 Becoming a group member. Farmers are free to choose to become members 
of a cooperative, register as a member of AMANAH or register as a member 
of a subdistrict cooperative. To make things easier, and to avoid double 
membership and the possibility of a farmer taking out loans from both, it 
is recommended that farmers become members of the cooperative in their 
subdistrict. The majority of farmers are members of subdistrict cooperatives, 
and no more than 30 are also members of AMANAH. Membership of the 
cooperatives is open to cocoa farmers or other farmers, and even to non-
farmers.  

AMANAH Collective Marketing    21 
 

Table 7: Annual Growth in Membership 

 

Table 7 shows a significant growth in membership year on year, to 831 farmers at the end of 

2012. By comparison, there are 3,000 farmers who are not involved in collective marketing  

No. Rights and responsibilities Member Non Member 

1.  Good price for quality cocoa   

2.  Regular training and support, as established in 

the law on cooperatives 
  

3.  Additional benefits, in additional to premium 

prices, such as annual profit shares 
  

4.  Can borrow money and other things from the 

cooperative  
  

5.  Can save money at the cooperative   

6.  Pays subscriptions, compulsory and voluntary   

7.  Gets good services from the group   

8.  Sells cocoa to the group and Armajaro   

 
 Full rights and 

responsibilities 
  Some rights and 

responsibilities 
 No rights and 

responsibilities 

 



40 Collective Marketing- AMANAH

Figure 15: Procedure for Registering as a Cooperative Member

•	 What is the procedure for becoming a member of a collective marketing 
group at the farmer group level? There are no administrative requirements 
to become a member of a farmer group. In general, the members are cocoa 
farmers who are willing to abide by the rules, for example, about managing 
their gardens and doing post harvest processing to UTZ standards, and must 
be in the same location as the other members.
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Table 8: Conditions of Membership 
 

No Cooperative 
member 

Member of Collective 
Marketing Group 

Member of Cooperative and 
collective marketing group 

1.  Do not have to be a cocoa 
farmer; membership is open 

to other farmers or employees 

Must be a cocoa farmer Must be a cocoa farmer 

2.  If the member is a cocoa 
farmer, will receive 

information about managing 
gardens to UTZ standards 

UTZ certification internal 
standards apply 

 

UTZ certification internal standards 
apply 

 

3.  Men and women Men and women Men and women 

 Minimum age (must be an 
adult) 

Minimum age (must be an adult)  

4.  Pays membership fees - Pays membership fees 

5.  Pays membership fees, both 
voluntary and compulsory 

- Pays membership fees, both 
voluntary and compulsory 

6.  Completes form  Completes form 

7.  Provides photocopy of ID card - Provides photocopy of ID card 

8.  Completes documentation for 
registering with the 

cooperative 

Certified cocoa farmer 
registration form 

Completes documentation for 
registering with the cooperative and 
certified cocoa farmer registration 

form 

9.  - Completes garden data form and 
signs inspection form 

Completes garden data form and 
signs inspection form 

10.  - Completes harvest and cocoa 
farmer activity records 

Completes harvest and cocoa farmer 
activity records 

 

11.  -  If there is training, the cooperative 
members must participate 

12.  Profit share for cooperative 
members 

 Cooperative members must pay a 
portion of their profit share to the 

cooperative as agreed 
 

• Member records. Appendix 4 : Group administration forms, point a: member record. 

Each member records their garden activities and transactions with Amanah. For 

more details, see Appendix 5. 

• Membership SOPs, post harvest SOPs, and farmer sales SOPs, see Appendix 1: UTZ 

Certification Internal Standards – Cocoa farmer groups in Polewali Mandar district 

 

Table 8: Conditions of Membership

The conditions for becoming a member of a cooperative and collective marketing 
group are: 

•	 Member records. Appendix 4 : Group administration forms, point a: member 
record. Each member records their garden activities and transactions with 
Amanah. For more details, see Appendix 5. 

•	 Membership SOPs, post harvest SOPs, and farmer sales SOPs, see Appendix 
1: UTZ Certification Internal Standards – Cocoa farmer groups in Polewali 
Mandar district
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Building the capacity of farmers by strengthening 
local organisations as service providers

Strengthening local organisations as business 
development service providers

4.9 

4.9.1 

A business service development provider is a commercial provider of business 
development services to small and medium businesses to enable them become 
self financed within a specified period of time. 

Cocoa is an export commodity that is produced by small farmers, including in 
Indonesia. As market demand becomes more complex, they need to be able to 
compete and meet market demands. But farmers cannot do everything; they must 
focus on core competence and the capacities they do have, such as focusing on 
increasing production and organisational strengthening, which will build external 
confidence in their other functions.

This prompted VECO Indonesia to change its approach to one that is more 
business oriented. Two factors underlie the implementation of this approach:

•	 Sustainability. The services offered by donors/government/NGOs are usually 
limited by the project (by financial constraints). If the aim is to continue 
developing farmers, the service providers must continue to provide business 
development services. 

•	 Effectiveness. Local organisations must have sufficient knowledge about the 
needs and wants of farmers, and be able to develop more effective services 
to help them. 

4.9.2   Building the capacity of farmer groups 
VECO Indonesia no longer funds Wasiat as a partner, but encourages farmer 
cooperatives to use the business development services that Wasiat provides. The 
cooperative rather than the support organisation determines its own training 
needs. 

Given the growing needs of the farmers, Wasiat encourages AMANAH and the 
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Tabel-9: List of Services offered by the Service Providers
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providers 

4.6.1 Strengthening local organisations as business development service providers 

 
4.6.2 Building the capacity of farmer groups  

Tabel-9: List of Services offered by the Service Providers 

No Wasiat Cooperative 
1.  Access to markets Loans/finance 

2.  Internal Control System - 

3.  Production of organic fertiliser Organic fertiliser supplier 

4.  Bookkeeping training Provides basic necessities 

5.  Entrepreneurship training Agricultural inputs 

6.  Gender training Cocoa collective marketing 

7.  Collective marketing training - 

8.  - Chocolate production training 

 
If there is a service that the farmers need, but there is no facilitator with the capacity 

to do so, the BDSP will engage the services of an external facilitator.  

Provision of services takes the form of:  a) Training of groups of 20-25 participants, 

at least twice a year, b) consultation, available every day that the Wasiat and 

AMANAH offices.  

Payment methods. There are two payment methods:  

 Fee Based Service. The service user (farmer) pays cash after receiving the service 

from Wasiat or AMANAH 

o Example: Guaranteeing quality and sustainability of supply. The buyer 

(Armajaro) pays the BDSP a fee for its support services to the cocoa 

farmers of IDR 100 per kg of certified cocoa delivered to Armajaro. 

 Embedded Service  

o Example: Sale of organic fertiliser. Wasiat/AMANAH receives money from 

the sale of fertiliser. The farmer receives the fertiliser along with 

information about how to use it and the appropriate dosage.  

 

If there is a service that the farmers need, but there is no facilitator with the 
capacity to do so, the BDSP will engage the services of an external facilitator. 

Provision of services takes the form of:  a) Training of groups of 20-25 
participants, at least twice a year, b) consultation, available every day that the 
Wasiat and AMANAH offices. 

Payment methods. There are two payment methods: 
•	 Fee Based Service. The service user (farmer) pays cash after receiving the 

service from Wasiat or AMANAH
•	 Example: Guaranteeing quality and sustainability of supply. The 

buyer (Armajaro) pays the BDSP a fee for its support services to 
the cocoa farmers of IDR 100 per kg of certified cocoa delivered to 
Armajaro.

•	 Embedded Service 
•	 Example: Sale of organic fertiliser. Wasiat/AMANAH receives money 

from the sale of fertiliser. The farmer receives the fertiliser along 
with information about how to use it and the appropriate dosage. 

Given that the function of Wasiat and AMANAH as BDSP is new, and the lack of 
capacity and awareness of farmers about paying for training, some of the training 
courses are contributed by the support actors, including VECO Indonesia. 

primary cooperatives as service providers to provide more services to the farmers. 
Based on a training needs assessment, services focus on topics related to 
marketing and cocoa quality control, such as the ICS. The services provided by 
Wasiat and AMANAH are: 
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Gender refers to the socially constructed roles, behaviours, activities, and 
attributes that a given society considers appropriate for men and women. (What 
do we mean by “sex” and “gender”, WHO).

As well as not discriminating on grounds of religion, race, ethnicity, or sex 
for membership of collective marketing groups, gender is also a focus of this 
program. Table 11 shows that women make up 27% of the cooperative members, 
but in reality as many women as men participate, because in the cocoa sector, 
men and women have equal roles and rights, they help each other and most of 
the activities in the gardens are done together, although women tend to do the 
lighter work, such as weeding and post harvest activities, such as marketing. 

Although the AMANAH and subdistrict cooperative collective marketing 
organisations are led by men, women are involved in decision making and have 
the same rights as men, for example to hold office. Men and women receive the 
same wage for the same position, and have the same opportunities for training. 
The only exception is maternity leave, which is three months for women. 

4.10 Gender

Table 11: AMANAH membership by sex
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No Subdistrict Number of Members 
Men Women Total 

1.  Tubbi Taramanu 171 43 214 

2.  Luyo 189 58 217 

3.  Mapili 99 63 134 

4.  Tapango 134 22 156 

5.  Anreapi 58 17 73 

6.  Bulo 25 12 37 

 Total 696 243 909 

 Percent 77% 27%  

However, the condition is that there is a contribution from all those involved, 
including the farmers who benefit from the training. This contribution is in kind, 
such as providing their own transport, Wasiat providing the meeting venue, etc. 
Other sources of finance are the cooperative profit share allocated for building 
the capacity of its members. 
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In some groups, such as in Tapango, the leader is a woman, women are actively 
involved in group activities and have the chance to manage and make decisions 
about the sale and purchase of cocoa. 

AMANAH’s strategies for promoting women’s participation in cooperative and 
group organisations and activities:

•	 Vacancies for cooperative staff always state, “This position is open to women 
and men”. At the group level, women always put themselves forward for 
election as chair or board members;

•	 During training courses and meetings for members, the cooperative requires 
that women must attend too, although no numbers are specified. The 
meeting moderators always give women the opportunity to express their 
opinions;

•	 To encourage more women to attend meetings, they may be scheduled to 
suit women and be held at a venue close to where they live. 
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SECTION 5

Key Lessons Learned From 
AMANAH’S Collective 
Marketing 

Collective marketing by AMANAH provides evidence that organised farmers can 
do better cocoa business and make a sustainable business that benefits AMANAH 
members, the farmer groups, AMANAH, and AMANAH work partners. 

The process so far has shown building partnerships and contracts with buyers 
requires a firm understanding and commitment on the part of the members, 
organisational management that can adapt the dynamics of the development 
of the AMANAH members and organisation, and the ability to read fair trade 
business opportunities. The factors contributing to AMANAH’s successful 
development and management of collective marketing can be summarised as 
follows:

•	 Cocoa farmers who are AMANAH members can organise and are committed to 
running cocoa businesses under the AMANAH umbrella.

•	 The farmers realise that selling individually is not sustainable and makes it 
difficult to meet the quality and volume demands of the buyer.

•	 Farmers who are AMANAH members and the AMANAH board are open to 
learning and to learning about things that are new to small farmers about 
market demand for certified cocoa.

AMANAH believes that by aiming to develop self-reliant and prosperous cocoa 
business they will achieve their mission, because AMANAH is developing 
and learning continuously, which will help them to deal with some difficult 
challenges, which include:
•	 Unstable business capital.
•	 Dependency on support from Wasiat, especially in terms of negotiating with 

buyers
•	 Delays in payments to members, not yet cash and carry.






