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ABSTRACT 
 

          Two basic factors-paddy production and rice consumption-determining marketed surplus of paddy 
were analysed in terms of their causal variables using data collected from three categories of farmers randomly 
selected from different parts of Bangladesh. The causal variables considered were paddy area and yield as 
determinants of paddy production; farm size and intensity of paddy cultivation as determinants of paddy area; 
resource endowment, tenurial status and HYV technology as determinants of paddy yield; family size measured in 
adult male equivalent unit as determinant of rice consumption. Land being limited in the country, yield expansion 
measures are particularly suggested for increasing production and marketed surplus of paddy. Family planning 
measures are also expected to contribute to the increase in marketed surplus. 
 

 
1. INTRODUCTION 

 
       Bangladesh is trying desperately to augment paddy production in the face of 
rapid population growth. But increased production to be meaningful must be 
accompanied by an increase in marketed surplus which ensures food supply to the 
non-agricultural sector and relieves pressure on hard earned foreign exchange 
reserves. Since a variety of factors seem to affect directly or indirectly the volume of 
production and consumption and thereby the volume of marketed surplus, the 
identification on these factors may have important policy implications regarding the 
marketed surplus of paddy at the farm levels. 
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