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      Research Note  

MARKETING OF FLOWERS IN DHAKA CITY 
 

S. K. Raha 
Nasrin Sultana 

ABSTRACT  
The study is based on primary data collected from randomly selected 30 flower shops (64 percent) 

out of 47 permanent shops in Dhaka city to examine the marketing system, cost, margin, existing traders' 
problems and suggestions for their development/improvement. The marketing system is not well organized. 
Various marketing functions are poorly done. The average marketing cost accounted for 18.67 percent 
followed by damage (14.68 percent) and shop rent (13.62 percent). Marketing margins constitute about 54 
percent of consumers' price of which 27.04 percent is incurred as marketing cost and 36.96 percent 
retained as traders' profit. Problems faced by traders in Dhaka city are identified along with their suggested 
measures for solutions. Government assistance both at the production and marketing levels is felt for 
the proper development of this new enterprise.  

I. INTRODUCTION 
 

Commercial floriculture has emerged as one of the most profitable, important and 
innovative ventures in Bangladesh. Agro-climatic conditions of the country are suitable 
for growing a variety of flowers all the year round. The country has gained exper ience 
in commercial flower production for about 15 years. Production pattern of flowers could 
be grouped into two : some are cultivated for sale as cut flowers while others are mainly 
for display purpose. Different varieties of cut flowers are sold in Dhaka city of which the 
most common are rose, tuberose, gladiolus, marigold and Beli. Success of commercial 
floriculture depends largely on well developed marketing system as flowers are perishable 
products which require careful handling and quick marketing. In the international flower 
market, the largest supplier (59 percent) of flowers is Netherlands whose supremacy in 
market depends on its sophisticated distribution system (Griffin, 1995). 

 
But in Bangladesh both the production and marketing of flowers are developing by 

the private initiative without any planned way. A modest attempt has been made to study 
the marketing of flowers in Dhaka city. The specific objectives of the study are as follows : 

To examine the flower marketing system. 

To estimate the marketing cost and margin of the flower traders. 
 
 
 
 
 
 
 
*Associate Professor and Ex - graduate student, Dept. of Cooperation & Marketing, B. A U, Mymensingh. 
The paper is derived from the second author's M. S. Thesis submitted to the Dept. of Cooperation and 
Marketing in 1995. 
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Farmers : Generally flower growers sell flowers to the Beparis at the field. 
Sometimes they sell to flower shops in Dhaka city. A small portion of total production is 
sold to local users. 

Beparis : Beparis are professional traders who purchase flowers from farmers and use to 
sell to the flower traders in Dhaka city. 

Sarder : Labour Sarder acts as distributor who receives the consignment of flowers at 
the college gate of Dhaka college which is sent by the farmers and farmer cum Bepari from 
Jessore area. Sarder s responsibility is to distribute the flower bundles according to 
direction of the senders. 

Retailer cum Wholesaler : The}, are also professional traders who own permanent 
establishment in Dhaka city. A few of these traders do the job of wholesaling along with 
retailing. 

Farmer cum Bepari : Some of the flower growers purchase flowers from the other 
farmers as Bepari and use to sell all the flowers directly to the flower shops at Dhaka. 

Retailer : Retailers are relatively small but have also permanent shops in the city. 
They purchase flowers both from the retailer cum wholesaler and farmers. They are the 
last link with the flower users. 
 
Marketing functions 

The functions performed by the traders are discussed below. 
Buying and selling : The traders in Dhaka city are found passive in buying flower 

but very active in selling it. They purchase flowers at their shops which are either supplied 
or brought to the shops by the Beparis or flowers growers. 

Pricing : Pricing of flowers in Dhaka city is done independently by individual 
flower traders. Flower traders dominate the market. Factors like demand, supply and also 
quality of the flowers are duly considered by them to set price. About 80 percent of the 
sellers reported that they did not follow any fixed price policy (Husain and Rahman 1994). 

Processing : The traders sort the flowers and arrange them in various forms such as 
flower basket, garlands, bouquet and also in according to buyer's order. 

Grading : There is no evidence of scientific grading of flowers. But traders use to grade 
flowers on the basis of own business experience and according to buyer's preference. 
 

      Storage : Flowers need specialized storage facilities which are not available in 
Dhaka market. Usually the flowers with long stem are kept in a bucket of water. The 
water is changed after every twenty four hours. Water is also sprinkled upon some 
flowers such as rose, Beli, marigold etc. Flowers ate kept in cool place and never exposed 
to the sun. 
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Transportation : The selected traders do not use transport in buying flowers as the 
suppliers deliver flowers at the shop premises. But rickshaw van is used to bring flowers 
from college gate which come from Jessore. However, transport is used in time of home 
delivery of flowers and to furnish orders. The common modes of transportation are rental car, 
baby taxi and rickshaw. 

Market information : There is no system of dissemination of market information 
either among the flower traders in Dhaka market or between traders and flower growers in 
the country. More details on marketing functions can be seen in Sultana's (1995) study. 

Marketing cost and marketing margin 

Marketing cost refers to those costs which are incurred to perform various marketing 
activities involved in the shipment of goods from producers to consumers. But here, 
marketing cost denotes only that part of total marketing costs which are incurred by the 
sample flower traders in Dhaka market. Table 1 shows marketing cost of flowers for different 
groups of traders. 

Total marketing cost for 100 flowers was highest (TK. 88.48) for small traders followed by 
large traders (Tk. 49.68) and medium traders (Tk. 48.81). Although there were variations in 
cost items among the different groups of traders, the cost of labour accounted for the 
highest amount (about 19 per cent) of total marketing costs followed by damage (14.68 
percent), shop rent (13.62 percent), managerial cost (9.70 percent) and basket (8.11 percent). 
 

Marketing margin here denotes the difference between sales price and purchase price per 
unit of flowers. It includes both cost and profit. The average margin for 100 flowers is Tk. 
107.05 (Table 2) which is higher than that of large traders (Tk. 104.88) and medium traders 
(Tk. 105.71) but less than that of the small traders (Tk.122.88). The average marketing cost 
and profit are almost same but the cost component of large and medium traders is lower than 
the corresponding profit component but small trader's marketing cost (Tk.88.48) is more than 
2.5 times higher than the profit (Tk. 34.40). Diseconomies of size for the small traders might be 
responsible for higher cost of marketing. 

IV. MARKETING PROBLEMS AND SUGGESTIONS 
The marketing problems have been changing over the years with the expansion of flower 

trading. In 1991 the problems faced by the flower traders in Dhaka city were uncertainty about 
demand for and supply of flowers, political unrest, demand for unauthorised subscription and 
lack of government policy (Husain 1993). However, the current marketing problems faced by 
traders are presented in Table 3. All the flower traders mentioned non-availability of sufficient 

 
 

 
 
 
 
 
 



 



 



 



 


