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MUKTA PADDY MARKETING PROJECT: AN EVALUATION

M.L. RAHMAN, S.M.M. MURSHED AND A.F.M.F. HUQ

ABSTRACT

This paper attempts to analyse various aspects of Mukta paddy marketing project as a pioneering cooperative
marketing venture and evaluate its performance. Inspite of much potentiality the project seems to have
failed to provide benefits to the farmers as expected. The farmers' participation also has not been encouraging.
To improve the performance of the project a number of measures have been recommended.

I. INTRODUCTION

Owing to the pressing need for cash money most of the Bangladeshi farmers are
compelled to sell their paddy during or immediately after harvest at a low price. The
farmers with their small marketable surplus are widely scattered and disorganized and
are often exploited by unscrupulous middlemen who wield greater bargaining power.
They also receive low prices for their paddy due to lack of knowledge about proper
method of market preparation and quality control. As an attempt to overcome these -
problems and to give the farmers a better deal, a paddy marketing project, popularly
known as Mukta project, started functioning at Muktagacha Upazila Central
Cooperative Association under the auspices of Bangladesh Rural Development Board
(BRDB), Food Department and the World Bank.

The Upazila Central Coperative Association (UCCA) at Muktagacha which
was established in 1973 had 435 societies (Krishak Samabaya Samities and other
societies) under its jurisdiction covering 212 villages and 18, 105 farm families in 198'4
(UCCA 19%4). The
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programmes of the UCCA include saving, credit, distribution of itrigation equipment,
insecticide and ferilizer, irrigation management, training and extension services. The
paddy matketing programme has been added to the list since November 1978.

Under the Mukta marketing project the farmer-members sell their paddy to the
UCCA through the Krishak Samabaya Samiti (KSS) during or immediately after harvest
at the prevailing market prices. The UCCA with its greater bargaining powet and better
storage facilities hold the paddy and sell the entite amount to the traders and millets when
the prices offered in the market scem to bave reached the peak level. The benefits of the
higher prices are distributed among the prticipating farmer-members in the form of a
bonus. Encouraged by the apparent success of the Mukta project as a ploneeting coope-
rative marketing ventute, the BRDB is trying to replicate the programme to othet areas
of the country. However, it is imperative that the project must be properly evaluated
before it is extended elsewhere. The idea of Mukta project and its objectives have attrac-
ted the attention of policy makets. Thercfore, it will be helpful for them to get an insight
into what is happening there in pratice. This paper attempts to do that by analyzing vati-
ous aspects of the Mukta project.

In section 11, the sources of data ate discussed. Sectin III mentions the organization
and management of Mukta project. The marketing practices at UCCA and KSS levels are
described in section IV. Section V analyses matketing performance of the project and
farmers’ participation, Recommendations are given in the concluding section.

1. SOURCES OF DATA

Fot collection of relevant data a survey was conducted in the month of April 1985.
Three separate scts of questionnaires were used for three levels of the Mukta matketing—
UCCA, KSS and fatmer. The UCCA  level information was obtained from BRDB offi-
cials attached with the project. For collection of information at KSS level, Mukta mana-
gers of 20 KSS were selected randomly for interview from the list of KSS which partici-
pated in 1983-84 and 1984-85 Mukta marketing ptogrammes. Eleven out of 20 managers
attended the interview session and filled up the questionnaire schedules. The farmers
from five participating KSS out of these eleven KSS were selected for eliciting informa-
tion on matketing practices and facilities. The farmers interviewed were grouped into 3
categoties : (i) farmer-managers, (i) farmer-members selling to Mukta'project and (iif)
farmer members not selling to Mukta project. All the 11 Mukta managets who attended
the interview session also filled up the questionnaite schedules as farmers. A sample of 100
farmer-members, 50 in each group, was drawn randomly for interview. Some fatmer-
members wete not able to answer all the questions asked and therefore, the number of

respondents varied from one question to another.
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Besides using the questionnaires petsonal visits were made to the project office at
1 Muktagacha for discussions with the concerned persons. Secondary information publi-
‘ shed in reports and bulletins has also been used.

1. ORGANIZATION AND MANAGEMENT OF MUKTA PROJECT

Since its inception in 1978, the BRDB has been responsible for overall supervision
and management of the Mukta paddy marketing project effected through the Muktagacha
] UCCA and participating KSS. From 1978 to 1983 the Food Department provided tech-
nical help mostly through the setvices of the Food Inspector deputed to the programme.
During the same period the World Bank supplied advisoty, financial and technical help.
Another collaborating agency was British Council which provided technical assistance
particularly in developing the marketing training programme.

The KSS acts as a liaison between the UCCA and farmers and plays an important
tole in the implementation of the Mukta project. To be eligible to participate in the
project, a KSS must at least belong to B category on the basis of its performance with re-
gatd to shate, savings, loan recovery and regulaity of meetings. The managers of the
participating KSS are requited to undergo the Mukta training programme.

Although the Mukta project does not have any permanent staff of its own, a num-
ber of officials like Rural Development Officer and Assistant Rural Development officer
from the BRDB and Accountant, Inspector, Store Keeper and Guard from the UCCA at
Muktagacha are attached with the project. They are required to devote a patt of their
\ office time in running the administration and supervision of the Mukta project. It may
be noted here that there is a proposal to rectuit one chief inspector (marketing), one store
keeper and one night guard exclusively for the Mukta project—all on full-time basis.

The physical facilities like office and training rooms ate also provided to the Mukta
project by the BRDB or UCCA, Muktagacha. The project owns a pucca godown which
was commissioned in 1984 and has a storage capacity of 400 tons. It also owns a pro-
jector for training, one weighing scale for buying and selling of paddy and one moisture
‘meter for testing the quality of paddy.

Mukta matketing project places special emphasis on a short training programme
which covers topics like objectives of Mukta project, quality assessment, calculation of
Batta (penalty) and maintenance of accounts. A total number of 167 managers, 402 far-
mer-members and 89 officials went through the Mukta marketing training programme
between 1978-79 and 1983-84 (UCCA 1984). After receiving training the managers and
farmers ate required to go  ack to their villages and disseminate the gained knowledge to
fellow farmer-members through training sessions and demonstrations, ,

\
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The BRDB officials at Muktagacha, through the UCCA Managing Committee, per-
form the overall responsibility of managing the Mukta project and determining the policy
issues. The Project Director, BRDB, Mymensingh, is also concerned with the decision
making process. For immediate implementation and supervision of the marketing pro-
grammes there is 2 Mukta Sub-Committee which consists of chairman and director repres-
enting the UCCA managing committee, three members tepresenting participating KSS,
one Inspector and the Assistant Rural Development Officer (member-secretary). The
UCCA managing committee decides on the recommendation of the Mukta sub-committee
the time of purchase and sale, quality, quantity and price of paddy, etc. At the KSS
level there is a six-member Executive Committee normally consisting of one chairman,
one vice-chariman, one model farmer, one manager and two members, The executive
committee meetings are periodically held, while the general meetings ate supposed to be
beld every week, The participating farmet-members either elect or select 2 Mukta mana-
ger who normally happens to be the KSS manager.

The development expenses of the Mukta project wete financed from external sout-
ces. Till 1983 the Mukta marketing training costs were botne by the World Bank. 'The
operational expenses which include purchase of paddy, payment of primay bonus, pur-
chase of ginny bags, handling charges, etc. ate met from funds botrowed from the UCCA
and the Sonali Bank. The officials who ate involved with the Mukta matketing project
also receive their salaies from the BRDB or UCCA, Muktagacha,

For maintenance of accounts and recotds at the UCCA level, a purchase register, a
tally register and a stock register are maintained. The weight, quality and stock cetticfi-
cates (WQSC) also serve as a useful document for Mukta project. At the KSS level there
are purchase and sale registets in which all information regatding purchase of paddy from
farmer-members and sale of paddy to Mukta project is recorded by the manager. Each
farmer-seller is supplied with a pass book for keeping record of transactions with the KSS.

IV, MARKETING PRACTICES UNDER MUKTA PROJECT

During the initial yeats only Pajam vatiety of paddy was bought under Mukta pro-
ject. However, in recent yeats, other varieties of paddy such as Chinese in Boro season
and Nazirshail, Banshitaj (Bitoi) and IR-8 in Aman season have also been included in
the programme, Till now, none of the varieties of paddy in Aus season has been bought
under Mukta project. Once the period duting which paddy will be purchased in Aman
and Boro seasons is fixed by the UCCA managing committee and Project Director, BRDB,
Mymensingh, a notification specifying a purchase date for each KSS is served. Each
Mukta manager is supplied with gunny bags and a lot number before the purchase date,

" " "When the paddy is brought to the UCCA," the Inspector (marketing) verifies its
quality for acceptance and determination of Batta, The quality of paddy is assessed on the



Mukta Paddy Marketing Project : Rahman, Mushed and Hug 61

basis of moisture content, foreign materials, immature paddy and admixtuze, The Jevel
of acceptability and rates of Batta are shown in Table 1,

At UCCA the weighing is made at the Jocal market rate (i.e. 84 Tolas a seer), although
the farmers are paid at the standard weight (ie. 80 Tolas per scer). The remaining 4
Tolas per seer or 2 scers per maund ate valued at the purchase price and paid as weight
bonus at some later date, When the paddy is finally accepted, the WQSC is issued to the
KsS,

b TABLE 1. QUALITY OF PADDY AND BATTA DETERMINATION IN
MUKTA MARKETING PROJECT

Acceptable | Acceptable | Rate Not acéep~

Determinant without | with Batta | of table
Batta Batta
Moisture Uptol4  Uptol5  Taka 100 Abovels
percent petcent per maund percent
Poreign materials Upto2 Upto 4 Taka2.00 Above 4
(sand, dust, etc.) petcent petcent permaund  percent
Immature paddy Upto 1 Upto 3 Taka 1.00  Above 3
R percent percent permaund  percent
Admizture Upto 5 Upto 7 Taka 0.50 Above 7
petcent percent per maund percent

Source :  Office of the Rutal Development Officer, Bangladesh Rural Development
Board, Muktagacha, Mymensingh,

After purchase, the paddy is stored for a petiod of two to three months, The in-
storage loss of paddy comes to about ene-fourth of a seer per maund. Although no charge
is made for using the storage space, expenses are incurred for buying chemicals and paying
imsugance.

Between 197879 and 1980-81 » portion of the paddy was processed into Atap rice,
popularly known as Mukta rice. The Mukea project made contracts with local mills for
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processing and received 24 seers of rice per maund of paddy—a rate of conversion which
is rather low. Bran and broken rice were appropriated by the mills. Before despatching
the Mukta rice was packaged into 5-pound polyethylene bags at the UCCA centre,

Contrary to one of the stated objectives, the Mukta project statted selling paddy in
open market rathet than to the government ptocurement centre from the very first year
of its inception. Before 1981 a certain portion of the paddy was sold at Muktagacha
market and the remaining portion was converted into Mukta rice and sold to consumers
mostly through Dhaka COSCOR  and Bangladesh Matketing Society whose commission
was fixed at Taka 1 per 5-pound Mukta tice packet. The Mukta rice martketing pro-
gramme which rather looked promising (Ali e# 4/, 1980) has been discontinued since 1981
reportedly due to 2 hitch over higher rate of commission demanded by the departmental
stores. Since then the entire amount of paddy putchased under Mukta project is being
sold to traders and millers through tenders.

Payment for paddy purchased under Mukta project is made at three different times.
After purchase of paddy and issuance of WQSC, the money is immediately paid to the
Mukta manager concerned so that he can make payments to the farmier-members within
24 hours. ‘This amount includes the value of paddy at the standard weight and the actual
transport cost (not exceeding the transport bonus of Taka § per maund). Within 2 month
or so after the issuance of WQSC, the ptimary ot KSS bonus which includes the weight
bonus and the balance of transport bonus is paid to the farmer-members. The profitior
UCCA bonus is given to the farmer-membets after final disposal of paddy. A servce
charge of 15 percent is deducted from the profit and the rest is disttibuted at differential
rates to the farmer-members through a ceremony atranged at the UCCA centte.

At the K88 level, the Mukta manager of the participating KSS collects paddy from
farmer-members on a specified date and at specified ptice. He usually announces the
price, date and place of collection at the weekly gencral meeting. The present study finds

that about 83 percent of the KSS made the announcement within 7 days and the rest within
8 to 15 days. As regards the place of collection, it was observed that about 83, percent
KSS procured paddy at farmer’s home while 8 percent at manager’s home/KSS office and
9 petcent at other places.

Befote purchase of paddy the manager verifies its quality. For any deviation from
specified qualities, he determines the Batta at rates prescribed by the Mukta project
(Table I). The methods of quality assessment at KSS level include chewing a few grains
for determination of moistute content and' counting o eye estimation for determination
of admixture, immaturity and foreign materials,

Weighing of paddy at KSS level is usually done by the farmers themselves at the
rate of 84 Tolas per seer. During weighing 3 Chataks of paddy are collected from each
bag and kept aside in a sample box; which later constitute the sample bonus for the far-
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mers concerned, After the puchase, entries about quantity, Batta and price of paddy
are made by the Mukta manager in farmer’s pass book and KSS’s purchase register,

After purchase of paddy from farmet-members, the Mukta managers deliver it to
the UCCA godown on the same day ot next day, The study obsetves that about 50 per-
cent of the KSS surveyed were situated within 5 miles of the UCCA while about 33 percent

] wete between 5.01 to 10 miles.  About 17 percent of the KSS had to cover an average dis-
é tance of 12 miles to bring their procured paddy to UCCA. The modes of transport for
shipment of paddy from KSS to UCCA included bullock catt (25 percent), rickshaw (25
percent) and both (50 percent), and they respectively covered an average distance of about
5, 8 and 6 miles.

The price of paddy the Mukta managers receive from UCCA in cash is usually paid
back to the farmer-members on the same day. A study conducted in 1980 showed that
out of 28 farmers 23 received payment within 24 hours of selling paddy to Mukta mana-
gers, 3 farmers within 2 days and only 1 farmer within 7 days (Ali ¢# o/. 1980).

V. MARKETING PERFORMANCE OF MUKTA PROJECT
AND FARMERS’ PARTICIPATION

The amount of paddy transacted under the Mukta matketing programme shows
yeat to year fluctuations rathet than a growing trend. Table 2 indicates that the volume
of paddy handled over the years at various levels—UCCA, KSS and farmer—remained low.
The maximum amount of paddy transacted in a year, i.e. about 883 maunds of Boro in
\ 1983-84 and 3,738 maunds of Aman in 1984-85, is not high enough for a cooperative mar-
keting organization which aspires to become viable and self-sustaining. At the time of
selling paddy the management also fails to exert its bargaining strength often succumbing
to the ptessure of collusive traders to depress the prices.

The ultimate test of a cooperative marketing organization lies in whether it can
secute for its members a price substantially higher than what they themselves can get.
The Mukta project cxhibits the farmers® benefits by highlighting the bonuses paid to
them, namely transpost bonus, weight bonus, sample bonus and profit bonus. The sam-
ple bonus could not be ascettained in this stady due to lack of data. However, the amount
of such borus per maund would be very insignificant, any way. Since the calculation of
farmers’ benefits in terms of gross benefit (ic. sale price and bonuses) may be misleading,
it should be measutd, as it has been done in this study, in terms of net benefit which is
gross benefit received minus marketing costs incurred by the farmets.

Table 3 shows that in 1984 Boto season the gross benefit teceived by the farmers
from the Mukta marketing project compared favoutably with the average price they tecei-
ved from the total sale at hom and market. But the net benefit received from the sale
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TABLE 2. VOLUME OF PADDY TRANSACTED UNDER MUKTA MARKE-
TING PROJECT, 1978-79 TO 1984-85.

(maunds)

Year Putchase of Aman paddy Purchase of Boto paddy

Total 1 Per KSS Per farmer | Total Per KSS | Per farmer

1978-79 111.74 21.94 4.47 60.00 15.00 2.00
197980  922.62 40.11 8.16 323.81 64.76  12.95
1980-81 1410.12 141.0 16.21 412.38 103.10  17.93
1981-82 712.86 41.93 9.50 438.10 33.70 15.11
1982-83 1848.74 56.02 14.0 616.19 63.47 17.12
1983.84 1047.62 52.38 1278 888.38 98.71 3.88

1984.85  3737.52 13348 17.80 N.A. N.A, N.A

Average  1398.75 70.41 11.85 456.48 6396 1233

Source :  Office of the Rural Development Officer, Bangladesh Rural Development
Board, Muktagacha, Mymensingh, '

N.A.=Not applicable.
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TABLE 3. BENIFITS RECEIVED BY PARTICIPANT FARMER-MEMBERS
FROM SELLING PADDY TO MUKTA MARKETING PROJECT
DURING BORO SEASON, 1984

(Taka per maund)
Particular Mukta Outside Mukta project
Project : |
Matket ) Home Total
| !
Gross benefit 207.09 201.50 206.10 20334
Price 185.00 201.50 206.10 203.34
Transport bonus 5.00 _ = =
Weight bonus 11.88 - — —
Sample bonus N.E. — — -
Profit bonus 5.21 — — —
Marketing cost 585 8.45 0.75 537
K Cleaning, dtying, etc. 1.50 0.75 0.75 0.75
o Transportation’ ' 3.80 1.40 - 0.84
Matket tolls - kN[ — 227
Sweepet charge — 2.52 - 13
l Batta 0.55 - - -
Net benefit 201.24 193.05 205.35 197.97
Source : Survey data. B
* N. E.=Not estimated.
9
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at Mukta project was found to be only marginally higher than the net henefit received
from total sale outside the ptoject. Even this matginal edge is mainly due to the extra
cost the farmer has to incur in the market for payment of market tolls and sweeper char-
ges. Table 3 also shows that the farmers received relatively higher net benefits while
selling at home.

These findings ate particularly surprising since the patticipating farmers sell their
best quality paddy to the UCCA and the UCCA is supposed to sell the entite amount of
paddy duting the period when highest prices ate offeted in the market. It has been found
that the fatmers sold about 8 percent of their paddy outside the project at prices above
Taka 225 per maund (Table 4) whereas they received Taa 206.54 by selling to the Mukta
project (Table 3). All these are indicative of weakness in sales negotiation and mismana-
gement on the part of the Mukta project authorities.

Mukta project inspite of its considerable potentiality has largely failed to create a
linkage between production credit and marketing. The XSS involved in Mukta pro-
ject did not get any extta preference from the UCCA for obtaining credit. Only 58 pet-
cent of the participating KSS borrowed  total amount of Taka 52000 from the UCCA in

TABLE 4. AMOUNT OF PADDY SOLD OUTSIDE THE MUKTA PRO-
JECT AT VARIOUS PRICES BY PARTICIPANT FARMER-
MEMBERS DURING BORO SEASON 1984.

(Amount in percent)

Price level Market i Home

Upto Taka 180 12.23 20.89

Taka 181 to 200 552 29.64

Taka 201 to 225 2479 40.94

Above Taka 225 177 8.53

Soutce : Survey data.
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1984 apparently for agricultural production. No distinction is also made between the
production of Mukta and non-Mukta varieties of paddy while issuing loans by the UCCA
As the credit was not linked with marketing, the repayment was poor—only 29 percent ,

Bureaucratic procedures greatly hinder the performance of Mukta marketing pro-
ject. The UCCA managing committee seems to play a more dominant role in decision
making than the Mukta sub-committee. Majot decisions like time of purchase and sale,
fixation of prices at which to buy and sell, amount of loan to be taken from the Sonali
Baak, etc. usually need approval of the Project Director or higher officials of the BRDB,
Farmers’ participation in decision making is minimal.

The selected Mukta managers and participant farmet-membets wete asked to ex-
press their opinions about the weakness of the Mukta project. The opinions are sum-
marized and ranked in Table 5. According to the officials involved in Mukta project, the
main impediments to the efficiency of paddy marketing were uncertainty of bank loan,
underdeveloped roads and lack of transport facilities, lack of conveyance for Inspector
(marketing), limited fund for Mukta training, low transport bonus and lack of full-time

personnel,

There is apparent lack of enthusiasm among KSS as well as farmers to join the Mukta
project. During the last seven years the number of KSS participating in Aman season
increased from 4 in 1978-79 to the maximum of 33 in 1982-83 while the corresponding
numbets for Boto paddy wete 4 in 1978-79 and 13 in 1981-82 (Table 6). In 1983-84 out
of a total of 354 KSS only 20 and 9 participated in Aman and Boto seasons, respectively.
Table 6 also shows that the number of total farmers selling to Mukta project remained low
in both Aman and Boto seasons. According to the present sutvey, the average number
of farmers per KSS stood at 57 while the numbers of participating farmers wete only 11
and 8 in 1983-84 Boro and 1984-85 Aman seasons, tespectively.

The low level participation by the KSS is evident in terms of joining date, availing
opportunities and continuity of participation. According to Table 7, most of the partici-
pating KSS (about 82 percent in Aman and 64 percent in Boro seasons) did not join the
Mukta project at their first opportunity. None of the participating KSS availed more
than 50 percent of the total number of opportunities to sell paddy to Mukta project after
joining (Table 8). As regards continuity of sale, thete was no participating KSS which
sold Aman ot Boro paddy to Mukta project for more than three years at a stretch (Table 9)

The level of farmers’ participation was also poot in tetms of the availability and sale
}  of paddy to the Mukta marketing project. Table 10 shows that a small proportion of the
total marketable surplus of Mukta pady was sold to Mukta project by the participant
farmet-members—about 27 percent for Aman and 36 percent for Boto. The managers
E‘ on an average sold 61'and 31 percent respectively of the available Aman and Boro paddy
to the Mukta project.
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TABLE 6, PARTICIPATION BY THE FARMERS AND KRISHAK SAMABAYA
SAMITI IN MUKTA MARKETING PROJECT-1978-79 TO 1984-85

(Number)

Year Aman season Boro season Farmer per  KSS
KSS | Farmer KSS | Farmet | Aman season | Boto season
| |

1978-79 4 25 4 30 6 8
197980 23 113 5 25 5 5
1980-81 10 87 4 23 9 6
1981-82 17 5 13 29 4 2
1982-83 33 132 9 36 4 4
1983-34 20 2 9 100 4 11
1984-85 28 210 - —_ 8 -_

Source :  Office of the Rutal Development Officer, Bangladesh Rural Development
Board, Muktagacha, Mymensingh.

TABLE 7. JOINING OF PARTICIPATING KRISHAK SAMABAYA SAMITI
IN MUKTA MARKETING PROJECT

| 5
! Number of KSS (percent)

Joining date

Aman season Boto season
Within 1 year of establishment 18.18 36.36
Within 2 to 3 years of establishment 54.54 9.09
Within 4 to 6 years of establishment 18.18 2121
Yet to join 9.09 2121

Source :  Survey data,

Note i Year of establishment of either KSS or Mukta matketing project whichever is later, About 50
percent of the selected KSS were established before the inception of Mukes projoet.
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TABLE- 8, AVAILING THE CHANCES TO SELL PADDY TO MUKTA

MARKETING PROJECT BY THE PARTICIPATING KRISHAK
SAMABAYA SAMITI

Availing of chances Number of KSS
(petcent)

Upto 20.00 percent ) 36.36
20.01 to 35.00 percent 36.36.
35.01 to 50.00 percent 2127
Above 50.00 percent —_

AlLKSS 100.00

Source : Sutvey data.

TABLE9. CONTINUITY OF SALE TO MUKTA MARKETING PROJECT
BY THE PARTICIPATING KRISHAK SAMABAYA SAMITI

Continuity of sale Number of KSS (petcent)
Aman season | Boro season

More than 3 yeats
3 years —_ 9.09
2 years 9.09 21.21
Discontinuation
Joined in 1984/yet to join

All KSS§

Source : Sutvey data,
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TABLE 10. AVAILABILITY AND SALE OF PADDY TO MUKTA PROJECT
BY THE PARTICIPANT FARMERS OF KRISHAK SAMABAYA

SAMITI
Volume of sale (petcent)

Availability of Mukta paddy Aman season | - . Boro season

Manager } Member l Manager J Member
Upto 30.00 maunds 62.62 3846 — 4745
30.01 to 50.00 maunds — 30.85 29.82 29.87
Above 50.00 maunds 59.33 18.02 237 37.50
All 61.20 2125 3109 36.10

GLI4) (568 (409) a6

Figutes in patenthescs indicate the amount available for sell to My

kta marketing
project in maunds. c

Source : Sutvey data,

One of the important objectives of the Mukta marketing project is to eicourage
participation of small farmers. Small farmers may be defined in tetms of area and produc-
tion. By any definition, however, it appeats that the small farmers’ participation in Mukta
broject temains poor. Table 11 shows that about 71 petcent of non-participant farmer-
members owned an average farm area of 162 actes while about 55 and 49 percent of par-
ticipant farmer-managers and farmer-members were either medium or large farmers,
The volume of paddy production was also lowest for non-participant farmers, Never-
theless, the non-patticipant farmers were found to produce and have a surplus of Mukta
paddy which they did not sell to the Mukta marketing project at all (Table 12).

Why did a substantial number of famer-members not participate in the Mukta po-
ject although they had a marketable suplus of Mukta paddy at their disposal ? In reply
to this question most of the non-participants who sold paddy elsewhere said that it was °
difficult to improve the quality of paddy upto the Mukta standard. Other reasons for
not participating in the Mukta project were sale on specific date, difficult rules, low trans-
pott bonws, less profitability, etc. Tt may be mentioned hete that about 22 percent of the
non-participant farmer-members did not have any surplus to sellatall, ~
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TABLE 11. AREA OF LAND OWNED BY THE PARTICIPANT AND
NON-PARTICIPANT FARMERS OF KRISHAK SAMABAYA SAMITI
UNDER MUKTA PROJECT

(petcent)
Area owned Participant farmer | Non-partici-
Manager ‘ Member | pant farmer
¥ i
Upto 2.50 acres 45.46 51.35 70.5%
(1.79) (1.64) (1.62)
2.51 to 5.00 actes 4545 2973 29.41
(4.60) (3.52) (3.45)
Above 5.00 actes 9.09 1892 —
G0 0 @
All 100.00 100.00 100.00

(.63) (3.36) 216)

Figutes in patenthesis indicate the average atea owned in actes.

Soutce : Sutvey data.

TABLE 12. MUKTA PADDY PRODUCTION BY THE PARTICIPANT
AND NON-PARTICIPANT FARMERS AND ITS AVAILABI-
LITY TO MUKTA MARKETING PROJECT
(maunds)

Particular Patticipant fatmer Non-pattici-
Manager ‘ Member | pant farmer
1 )
Boto paddy production 98.68 66.08 44.03
Mukta vatieties 71.05 36.65 2131

Other vatieties 21.63 2943 2.72

Aman pady production 81.46 7157 4791
Mukta varieties 46.00 44.22 3263
Other varieties 35.46 2135 15.28

Amount available fot sell to Mukta project 91.23 59.35 28.83
Boro paddy 54.09 23.67 10.88
Aman paddy 37.14 35.68 17.95

Sougce : Sfvey disa,




Mukta Paddy Marketing Projeét : Rahman, Musshed and Hug
VI. RECOMMENDATIONS ‘ AND CONCLUSIONS

The Mukta marketing project inspite of immense potentiality seems to have failed
to materialise into a success story. However, in order to improve the performance of the
project and make it an economically viable and self sustaining organization the following
measures ate tecommended :

1. With a view to checking intetference and minimizing buteaucracy, the Mukta
sub-committee should be re-vitalized by increasing its powers and functions and be re-
designated as Mukta Committee. The committee will formulate all policies under general
duidance of the UCCA managing committee and BRDB and perform all decision making
functions. A KSS manager from not more than 15 adjacent KSS should be included in
the Mukta committee for greater ventilation of farmers’ point of view. The Mukta pro-

ject must have a full-time Marketing Officer who will be responsible for ovetall adminis-
tration and supetvision of the project. He will act as a member-secretaty of Mukta com-
mittee and execute its policy decisions. The project will have other permanent staffs once
the volume of transaction starts expanding.

2. In otder to increase the volume of purchase, the Mukta programme should be
expanded to include other varieties of paddy. The project should not only buy paddy
from the KSS but also from any farmer-member who wishes to sell directly to the pro-
ject at his convenience within the specified purchase period. An incentive bonus in the
form of higher prices than those prevailing in the market may be introduced in place of
weight bonus. The incentive bonus will be high when the market price is low at the
begining (i.c. dring hatvest period) and low when the market price is high towardsat the
end ofpurchase period. The transport bonus should be paid at the time of sale to Muktthe

project on the basis of distance rather than at a flat rate. For Mukta managers therca
should be incentive in the form of rewards for handling larget volume of paddy during 2

3. Advertising campaigns through effective media will be necessaty for highligh-
ting the qualitative supetiority of Mukta paddy to attract the attention of non-local tradets
and millers. ‘This will increase competition and enhance the bargaining strength of the
project. 'The committee should be more vigilant and judicious about fixing the time to
sell the paddy at its disposal.

4. Women folks in rural Bangladesh play a predominant role in post-hatvest ope-
rations which have considerable impact on the quality of paddy and its matketing. A
training progtamme for women may therefore be undertaken. At the initial stage this
training may be linked with the women development programmes of the BRDB. The
training programme for women should specially be designed so that it may be imparted
mostly through demonstrations and discussions. 'The present training facilities on post-
hatvest techniques and quality improvement at the KSS level should be expanded to acco-
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mmodate small farmets and daily labourets who also play an important trole in post-har-
vest operations.

5. A mechanism should be developed for the much needed linkage between credit,
production and marketing. The farmer-members, particularly the small farmers who
will grow Mukta paddy and take part in Mukta marketing should get preference for obtai- §
ning loans from the UCCA. They should also get preference for fertilizer and irriga-
tion facilities provided under the UCCA programmes. The farmers who will take loans
may have the options to pay back by selling paddy to the Mukta project. The existing
training on marketing should be integrated with the training on improved production
practices of Mukta paddy.

6. The dependence on bank loans to meet the operational expenses of the ptoject
should gradually be reduced. For this purpose, a fund may be genetated by setting aside
a part of profit and by accumulating the Batta money and the service charges.

7. Once the Mukta project has necessary man-power and capital of its own, the
marketing programme of Mukta rice may be revived. An ancillary programme may also
be undertaken on expetimental basis to include the marketing of another impottant crop
between Aman and Boro seasons which will increase storage capacity and man-power
utilization and enhance profitability of participating farmers.

On the whole, it may be concluded that Mukta marketing project has considerable
potentiality to grow into an econdmically viable and self sustaining organization, As its
prospect for economic viability increascs, the subsidy to the Mukta paddy marketing pro-
ject should gradually be withdrawn,
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