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 ABSTRACT 
 

              This note examines fresh marine fish marketing system in Bangladesh with a view to assessing marketing 
performance by analysing marketing margins derived by various intermediaries, seasonal price variations and availability 
of physical marketing facilities. Data from two major marine fish markets, Chittagog and Gaox’s Bazar, have been 
used. 
 
 

 
I. INTRODUCTION 

 

         Because of the limited supply of livestock, poultry and fresh water fish in 
Bangladesh, the marine fish is considered to be an important source of animal protein. 
It can help significantly in tackling the problem of malnutrition by providing cheap 
protein food to the people. Bangladesh earns a considerable amount of foreign 
exchange every year by exporting marine fisheries products. Due to the phenomenal 
rise in the demand and price of marine fishes, especially shrimp, in the world market, 
Bangladesh has great potentiality to earn huge foreign exchange by exporting marine 
fishes. Moreover, fishery being a labour oriented sector can extend productive 
employment to an appreciable portion of the labour force. In Bangladesh, there are 
about 8 lakh fishermen engaged in marine fishery (Ishaq 1977). Allied activities like 
processing and marketing, if properly developed, are likely to absorb large labour 
forces. 

  Presently the government has been giving increasing attention to augment the 
production of marine fish in Bangladesh. But mere increased production of fish is not 
enough. It must reach the consumers to satisfy their wants. To make the marine fish 
available to the ultimate consumers at the right time, at the right place and at the 
right price, however, requires an efficient and elaborate marketing system. 
         Marine fish marketing in Bangladesh seems to face a number of problems as 
rough handling, improper cleaning and packaging, exploitation of fishermen by 
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