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ABSTRACT 

 
     The present study attempts to examine the marketing efficiency for different potato marketing channels by using 
six performance indicators. The study revealed that local marketing channel-II (Farmer - Bepari - Consumer) was 
efficient while the channel which supply potato to the major consuming area i.e. channel-VI (Farmer - 
Aratdhar - Paiker - Retailer - Consumer) was more efficient. The channel-VI by which farmers sell potato 
through local Aratdhar need to be encouraged. By the indication of producers' share to consumers' price (62 to 85 
per cent) and other performance indicators, potato market can be considered as efficient. 
 
 

I. INTRODUCTION 
 
     An efficient marketing system is a prerequisite for stable and remunerative prices to 
producers, which alone can provide the necessary incentive to increase production. To maintain the 
tempo and pace of increased production through technological development, an assurance of 
remunerative prices to the farmer is a prerequisite, and this assurance can be given to the farmer 
by developing an efficient marketing system. 
 
     One of the important features of agricultural marketing especially in underdeveloped countries is 
the existence of a number of intermediaries (Faria, Bepari, Aratdhar, Paiker and retailer) between 
the producer and consumer. The nature of these intermediaries is often exploitative. They charge a 
high price from the consumer, but share only a small part of it with the producer. However, their 
role in marketing the produce cannot be undermined (De and Bhukta, 1994 p. 36). 
 
     By channel of marketing we mean the way in which the produce moves from the producers to 
the ultimate consumer. In a particular geographical area different channels of marketing are seen 
for any particular product. Apparently, it may seem that a channel in which the number of 
intermediaries is minimum is the best one for the healthy development of the 
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market. But it may not be true at all time, for the channel in which the number of intermediaries is the 
least may not necessarily be the best remunerative to the producer. Thus, it is important to know 
what should be the reasonable rates of the services of these intermediaries and also to know the appropriate 
channel of marketing of a particular product. For this, a study of marketing costs and margin of various 
channels and the level of net income of the producer at these channels is essential. Therefore, the present 
study is an attempt to examine the marketing efficiency of different marketing channels for potato. 
 

II. METHODOLOGY 
 

Selection of the Study Area, Sources of Data and Sampling Technique 
 

     Potato farming is done in all areas of Bangladesh either in large quantity or smaller proportion. In 
terms of output production, three areas, namely - Munshigonj, Comilla and Bogra are at the top of the list. 
The collective contribution of the three areas towards national output is 47% and at the same time these three 
areas represent about 36% of the total area under cultivation (BBS, 2004 pp.110-111). 
 
     Cultivators of potato were selected from the above selected areas through simple random sampling 
technique. The list of potato growers was prepared through a preliminary short survey, after which they 
were selected by using random table. Intermediaries were selected from different points of the marketing 
channel. A large number of intermediaries were involved in potato marketing. After growers, intermediaries 
involved in potato marketing channel were: the Farial, Bepari2, Aratdlaar3, Paiker° and retailers. 
 
     Marketing related data were collected from selected 108 (36 for each selected area) potato growers. For 
intermediaries, 9 Farias, 30 Beparis, 9 Aratdhars, 6 Paikers, 3 stockist and 25 retailers were selected 
from the above selected areas including major consuming area Dhaka and Gazipur. The reference period 
for the survey was a full calendar year of 2001. 
 
Marketing Efficiency 
 

     Marketing efficiency is usually segmented into two forms, 'technical efficiency' and 'economic 
efficiency' and since these concepts are frequently confused, it seems necessary to clarify the difference 
between them. Technical efficiency concerns the effectiveness or competence with which the physical 
aspects of marketing are performed. Economic efficiency requires the realisation of maximum output in money 
terms or of a given output with minimum resources. In other words, to be technically efficient, a marketing 
system would have to utilise with maximum effectiveness the best technology available for every 
marketing job, regardless of cost. On the other hand, to be economically efficient a marketing system would 
have to employ the methods of performing marketing jobs that were most profitable. 
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III. RESULTS AND DISCUSSIONS 
 

Marketing Channel 
 

      In the context of the country, different intermediaries had some extent overlapping works. For example 
wholesaler (Bepari/Paiker) sometimes performed retail business. When they sold to the retailer was 
considered as one channel, and when sold to the consumer was considered as other channel. 
 
     In the present study, average total sell of the farmers was considered 100 per cent. Then for an 
intermediary, portion of that 100 per cent he purchased from different source (farmers or other 
intermediaries) was calculated. After that the intermediaries sold to different buyers. The above 
procedure was followed to estimate the percent of product run through different channel. 
 
      In the marketing of potato twenty five marketing channels were identified'(Appendix 1). Fig.1 showed 
a picture of marketing channel of potato. Out of these twenty five channels, six channels were 
important, by which 66 percent potato flow out from producer to consumer (Table 1). In channel-IV, 
Aratdhars presence was found in the producing area. 
 
     It was evident from Fig.1 that farmers mainly used to dispose of their potato through Bepari. 
Based on quantities of potato marketed through different channels, it was noticed that the highest quantities 
were routed through channel-Ill, there by indicating prominence of channel-Ill in the study area. 
 
Table 1. Major Marketing Channel in the Study Area 
 

No. Channel Percent of 
product run 

Rank 
(I,) 

I Farmer-Retailer-Consumer 5.89 5 

II Farmer-Bepari-Consumer 5.75 6 

III Farmer-Bepari-Paiker-Retailer-Consumer 17.48 1 

IV Farmer-Bepari-Aratdhar-Retailer-Consumer 14.19 3 

V Farmer-Bepari-Aratdhar-Paiker-Retailer-Consumer 16.09 2 

VI Farmer-Aratdhar-Paiker-Retailer-Consumer 6.15 4 

 Total 65.55  
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Channel-wise marketing cost was given in Table 2. Channel-V (Farmer-Bepari-Aratdhar-Paiker-
Retailer-Consumer) obtained the highest marketing cost Tk 1395/tonne followed by channel-IV 
(Farmer-Bepari-Aratdhar-Retailer-Consumer) Tk 1207/tonne, whereas channel-II (Farmer-Bepari-
Consumer) obtained the lowest marketing cost Tk 83/tonne. Commission paid to Aratdhar and high cost 
of transportation was the main reason for higher marketing cost. Channel to channel variation of cost was 
mainly due to number of intermediaries involved in the channel and transportation cost. 
 
Table 2. Cost of Marketing for Different channel (Tk/tonne) 
 

Channel  

I II III IV V VI 

 
Loading/Unloading/Coolie 

24 24 132 84 132 96 

'Transportation 36 36 397 368 397 288 
Assorting/Grading 6 6 78 30 78 48 
Packing(Sacks) 4 4 113 113 113 113 
Market tools 3 3 78 32 78 54 
Commission  - - 500 500 400 
Damage/Wastage - - 14 9 14 14 
Personal expenses 2 2 37 27 37 12 
Rent of the shop 14 7 39 40 39 39 
Other (electricity, Ph. etc,) 1 1 7 4 7 4 
T'otal  cost 
 

90 83 895 1207 1395 1068  
Rank (I2.) 2 1 3 5 6 4 

 
Marketing Margin 
 

     Generally marketing margin is the difference between the price paid by consumer and price 
received by the producer. Besides, in a particular stage of marketing, the difference between 
purchase price and selling price is called marketing margin at that stage. Having no purchase or selling 
price at Aratdhar stage, commission received per tonne of potato is considered as marketing margin 
of Aratdhar. Marketing margin has two components, marketing cost and net margin or profit. 
 
      The costs and margin for different traders and price spread in different channels were worked out and 
presented in Appendix 2 to Appendix 7. To calculate price of potato for whole year, quantity of potato 
sold by sample farmers in different months were taken into account as the same lot at different stage of 
marketing. 
 
     Producers sold their entire potato from the field or from farm household and in the local market. 
For the above reason, the price received by the producer did not differ much for each channel. They 
got Tk 4020/tonne to Tk 4240/tonne from different channels (Table 3). Sometimes Beparis also 
performed retail business along with their wholesale business, they Purchased small quantity of potato 
from the local market and sold direct to the consumer. For this reason producers' price in channel - 11 
and I were same. In channel -- III Bepari purchased 
 
 
 
 
 
 



 



 



 



 



 



 



 


