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Challenges of Marketing Seeds in India

S.R. Asokan and S.N. Chokshi*

Seed is an important input in enhancing agricultural production. The Government of

India recognising the need for a vibrant seed industry initiated various policy measures from

time to time. It is. not only important to produce quality seeds but also crucial to deliver

them to the farmers in adequate quantities in time. The task becomes all the more daunting

because of the nature of the product. Seed is marketed through a network of dealers and

distributors by private companies as well as public sector corporations. Depending.upon the

market and also the potential market the company decides on the number of distributors and

dealers. Seed demand is seasonal in nature. Therefore, seed forms only a part of the overall

business for the dealers and distributors. Seed company pays a commission on sales to the

distributors and dealers. The distributor/dealer indents seed with the companies well in

advance. The companies insist on full payment on delivery of stocks. However, depending

upon the track record of the distributor or dealer, credit is allowed. The State Seed Corpo-

rations, besides creating a network of dealers and distributors, also marketed seed through

co-operaiive marketing federation and agro-industries corporation. Some multinational seed

companies which are operating their wholly owned subsidiaries in India instead of devel-

oping their own marketing network has given marketing franchise to 'well established

pesticide companies which have their network to market pesticides. This may be a conscious

strategy till such time their brand is established. Likewise small companies mostly owned

by seed technocrats who specialise in a seed or two and cannot afford a marketing department

have given marketing rights to bigger companies. Apart from domestic market, there is a

huge export market which is hardly exploited by the Indian companies.

Ideally, seed companies must develop their own distinct lines but many are not capable

of that and contend multiplying public bred lines where there is hardly any scope for the

product differentiation. Demand forecasting is essential to know what to produce and how

much to produce. Forecasting demand is extremely difficult. An efficient Marketing

Information System must be developed by the seed companies to ensure easy and effective

flow of information from the marketing centres to the marketing departments. Seed is

multiplied in a decentralised manner at the farmers' fields. This results in, at times of

shortage, poaching by the rival companies. Therefore, the farmers' loyalty should be ensured

by more imaginative pricing. Wherever storage is in shortage especially in transit, it needs

to be improved. Distributors'/dealers' working capital requirement which peak at the season

needs to be appreciated by the banks 'and their additional requirement should be met. Instead

of creating artificial scarcity and hence raise the price, the distributors and dealers should

be advised to stick to the commission. The export, market should be exploited by the seed

companies and whatever are the constraints they should be removed.

* Centre for Management in Agriculture, Indian Institute of Management, Vastrapur, Ahmedabad-380 015.
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Economics of Production, Marketing and Storage of
Potato in Indore District of Madhya Pradesh

A.R. Verma and A.M. Rajputi

An attempt has been made to estimate the economics of production, marketing and storage
of potato in Indore district of Madhya Pradesh. The findings are based on an analysis of
data from an intensive enquiry of 60 potato growers, selected randomly from six villages
in Mhow block of the district and the data on marketing charges and cost of storage, etc.,
are collected from different market functionaries involved in the marketing of potato at
Indore vegetable matidi in 1997-98. Both assembling and distribution of agricultural
commodities take place in this mandi. The data regarding cost of storage in the district were
obtained from six cold storages selected randomly.

The findings of the study revealed that the average input-output ratio in potato production
varied from 1:1.86 on Cost C2 basis to 1:2.06 on Cost A1 basis. The producer's share in the
consumer's price in the marketing of the produce in the mandi came to 65 per cent. The low
share of the producer was mainly due to higher marketing and transport charges and higher
middlemen's charges. The analysis indicates that adequate input facilities and timely supply
of cheaper credit by the financing agencies to the producers, processors and traders would
help in increasing the productivity as well as efficiency in the marketing of the produce. To
reduce the-price spread, the potato growers should be encouraged to sell their produce through
co-operative marketing societies. The processing unit based on potato can play a significant
role in fetching reasonable prices if fast foods like chips and papad are prepared rather than
selling the potato as such in the market. It is, therefore, very essential to establish processing
units in rural areas. To improve the marketing system for potato it has been suggested that
the facility of cold storage should be extended at the farmer's level at cheaper rates. The
Goverment should establish adequate cold storages and processing units at the village level
for the purpose of orderly marketing of potato to benefit both consumers and producers.

Study of Organisation, Structure and Performance of
Doharighat Regulated Market in Mau District of Uttar Pradesh

S.K.Singh,* B.B. Singh** and R.P. Singh

The paper examines the organisation, structure, function and performance of one of the
primary agricultural regulated markets, Krishi Utpadan Mandi Samiti, Doharighat of Mau

t Assistant Professor (Senior Grade), Department of Agricultural Economics and Farm Management, J.N. Krishi
Vishwa Vidyalaya, College of Veterinary Science and Animal Husbandry, Mhow-543 441 (M.P.) and Associate Pro-
fessor, Department of Agricultural Economics and Farm Management, J.N. Krishi Vishwa Vidyalaya, College of
Agriculture, Indore-452 001 (M.P.), respectively.

* Senior Lecturer, Department of Agricultural Economics, Udai Pratap College, Varanasi-221 002. ** Principal.
U.P. College, Varanasi and 4.- Professor in Agricultural Economics, Birsa Agricultural University, Ranchi.-834 006
(Bihaa
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district in Uttar Pradesh, which is actively involved in the marketing of foodgrains. The

primary data were collected from the various market functionaries and producer sellers with

the help of pre-tested schedule and questionnaire through personal interviews. The secondary

information was obtained from the office of the selected Mandi Samiti.

The study revealed that the objectives of regulated market were not practised in the

sample market. Grading and standardisation of produce are not done as accepted by the

officials of the Mandi Samiti. The farmers' representation is ignored due to absence of

elected Mandi Sarniti Board. Auction method is not adopted and sometimes conventional

method of sale is used in determining the price of the produce in the sample market, which

does not safeguard the interest of the farmers. All these shortcomings and malpractices in

the functioning of the requested market need to be removed with a view to improving its

efficiency. Provision should be made at a higher level to review the act, rules and bye-laws

of the market committee to meet the need-based emerging requirements.

Performance Evaluation of Selected Regulated
Markets in Saurashtra Region

R.L. Shiyani and H.R. Pandyat

The paper attempts to empirically examine the performance of two regulated markets in

Saurashtra region, i.e., Rajkot Regulated Market from the North Saurashtra zone and

Junagadh Regulated Market from the South Saurashtra zone. The data pertaining to the

performance of regulated markets were collected and compiled from the various annual

reports of both the markets for the period from 1981-82 to 1996-97. The principal com-

ponents analysis was used to assess the magnitude of all the 30 selected indicators which

are closely associated with the performance of regulated markets. The composite indices

were computed for measuring the yearwise performance of regulated markets.

The results of the principal components analysis indicated that there existed four main

underlying dimensions in the performance of reiulated markets, namely, income indicators,

development indicators, sundry indicators and market intelligence indicators. These four

dimensions explained 74 per cent of the total variation in the configuration. The total

weightage assigned to the income indicators significantly increased during the period of

sixteen years, whereas the weighting of sundry indicators declined drastically in the same

period. Wide fluctuations in the relative perforrriance indices of Junagadh and Rajkot reg-

ulated markets were noted, which suggest that if the vertical and horizontal integration of

the markets are made, the interests of both the producers and consumers could be protected.

t Department of Agricultural Economics. Gujarat Agricultural University. Junagadh-362 001.
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Production and Marketing of Milk in Orissa

Dibakar Naik and Ashok Dalwai*

The objectives of the study are to examine the milk yield and its variability in different
districts of Orissa with varied types of cattle, to examine the structure as well as the factors
involved and their relative contribution to milk yield among different categories•of dairy
farms, to identify the marketing channels and to estimate the marketing costs and margins
in the milk trade for selected market channels, to examine price fluctuation of milk, if any,
over the years and to study the remunerativeness of the milk price that exists in Orissa
markets. The Bhubaneswar block in Khurda district of Orissa was purposively selected for
the study. A total sample of 50 households, classified into three groups according to the
number of cows owned, was selecied using probability proportionate sampling technique.
Using production function technique as an analytical tool, the relationship of milk yield with
cash inputs in respect of concentrate, green feed, dry feed, medicine, labour, etc., was
examined. The response of yield to various inputs was estimated using linear production
function.

The returns per litre of milk over variable costs are high in size-class III (households
owning more than 10 cows) (Rs.3.75 per litre), followed by size-class I (those owning less
than 5 cows) (Rs.3.12 per litre). The implications are that larger size of operation as in class
III and higher yields as in class I (who maintain more number of high-yielding exotic breeds)
cover the variable costs and generate higher returns. The returns over variable costs in the
case of size-class II (those owning 6 to 9 cows) are marginal (Rs. 1.79 per litre) and these
dairy farmers fail to recover cost C and cost B per litre at.prevailing farmgate price. This
suggests the need for improving the market structure.

The study revealed that the milk producer's share in the consumer's rupee gets reduced
in proportion to the increase in the number of market intermediaries. By improving the
market structure, the number of intermediaries can be reduced and those who 'will remain
should be able to add to the services like collection, storage, transportation and processing.
Appropriate interventions including loan facilities are needed to build up this infrastructure.

The fluctuations in prices are high to the extent of 12 per cent per annum in the study
area. Intervention through minimum/support price system is essential. The State Milk
Federation (OMFED) can fix the price of milk for dry and wet seasons of the year. The
pricing has to, of course, keep the interests of both the producers and consumers in mind to
sustain high growth rate of production. The productivity of milk in Orissa at 0.47 kg per
animal per day is abysmal. High levels of productivity achieved elsewhere both In India and
abroad indicate the yet untapped potential in Orissa. The production curve can be shifted
upwards with improved production and market management practices as well as by
undertaking feed supply and veterinary services.

* Director, Planning Monitoring and Evaluation, Orissa University of Agriculture and Technology.
Bhubaneswar-751 003 and Deputy Commissioner, Raichur, At/Po: Raichur, Karnataka, respectively.
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A Study on Costs of Production and Price Differentials between
Domestic and Export Markets for Rose Cut Flowers Produced
under High-Tech Agriculture

S.N. Tilekart

The paper attempts to examine the improved methods of grading, packaging, transpor-
tation and estimate the costs involved in the production and marketing of cut flowers.
Besides, it also evaluates whether there are differences in the prices realised in Pune and
Mumbai market vis-a-vis the export market. The relevant data on polyhouse cultivation and
marketing were obtained from ten owner entrepreneurs for the year 1997-98. Information
on open cultivation were obtained from the studies conducted by the Department of Agri-
cultural Economics, Mahatma Phule Krishi Vidyapeeth, Rahuri and reported in Researc-h
Review Committee meetings of 1997-98.

The findings of the study revealed that of the total per hectare cost of cultivation in
polyhouse, 36 per cent was fixed costs while 64 per cent was variable (operating) cost. The
average cost of production per flower in polyhouse was estimated to be Rs. 6.85. It was
observed that the marketing of the flowers produced in polyhouses was systematic, orderly
and similar in pattern for all producers in respect of grading, *packing, transportation and
export. As against this, the flowers produced in open cultivation were entirely sold in the
domestic markets. The absolute prices realised for sale of rose cut flowers in Mumbai market
were comparatively higher than in Pune market. However, after considering and accounting
for the costs on transportation and other services rendered, the difference in the per dozen
net prices realised in Pune and Mumbai market was (Is. 6.50 in Mumbai minus Rs. 6.12 in
Pune) only Re. 0.38 which is very negligible. In other words, prices received for cut flowers
in Pune and Mumbai markets are similar.

The entire rose cut fldwers 'produced in polyhouses were sold to European countries
(U.K., the Netherlands) and also Japan. The average net prices realised in these markets
were Rs. 87.36/dozen which were 14 to 15 times greater than in Pune and Mumbai markets.
Examining the reasons for such huge differences in prices, it is found that the cut flowers
produced in polyhouses have stalk lengths greater than 45 cm, while those sold in Pune and
Mumbai markets have shorter stalk lengths. Further, the buyers in Pune and Mumbai markets
cannot afford the rose cut flowers produced in polyhouses because of their high prices. It
is noted that the prices for rose cut flowers in different markets within the country did not
differ while between domestic and export markets this relationship could not be established.

t Associate Professor of Agricultural Economics, Zonal Agricultural Research Station, National Agricultural
Research Project (M.P.K.V., Rahuri), Ganeshkhind, Pune-411 007.
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Price Spread in the Marketing of Chewing Tobacco,
Dindigul District, Tamil Nadu

A. Gunamalai* and G. Subramaniyan**

The paper attempts to identify the different marketing channels of tobacco and to study
the marketing costs, margins of intermediaries and the price spread in various channels of
marketing of sun-cured chewing tobacco in Dindigul district of Tamil Nadu in the year
1997-98. To study the price spread in the marketing of tobacco, census method was used to
collect data from all the 54 tobacco traders in Dindigul, Vedasandur, Erictodu, Oddan-
chattram and Thoppupatti. Maketing costs, margins and price spread were examined in the
following three channels through which tobacco marketing is carried out in Dindigul district,
viz., Channel I: Farmers-Traders-Consumers; Channel II: Farmers-Traders-Retailers-
Consumers and Channel III: Farmers-Wholesale Traders-Local Traders-Retailers-
Consumers. Out of the three channels observed in processing and selling of chewing tobacco,
the sale of the product through the traders who in turn had direct contact with the ultimate
consumers was found to be the most profitable to the growers. Further, the price paid by
the consumers for the product was also noticed to be low in this channel. This may be partly
due to the lower profit margin of the intermediary and partly due to the absence of expenses
such as cutting tobacco into pieces, packing the product in polythene covers, payment of
excise to the Government, etc., when the processed tobacco is sold to the ultimate consumers.
As far as the marketing cost is concerned, it was the highest in channel I. This was attributed
to the relatively longer period of time and consequently more labourers required by the
traders to sell one quintal of tobacco to the consumers in the weekly market.

The study also shows that the profit margin of the intermediaries was even higher than
that of grower's share in the consumer's price in channels, II and III. Further, the tobacco
producers are realising less than 50 per cent of the consumer's price in these channels, which
appears to be unreasonable. Therefore, to ensure high price for the farmers by helping them
to avoid distress sale immediately after the harvest, the following measures are suggested:
construction of rural godowns in the tobacco growing tracks which should be made available
to the farmers on hire basis, provision of marketing finance to the farmers at reasonable rate
of interest by the commercial banks against the stocks held by them in the godowns, and
imparting adequate training to the.growers with regard to curing, processing, grading, etc.,
to enable the tobacco growers to realise better price for their produce.

* Lecturer (SS) in Economics, The American College, Madurai and ** Co-ordinator, Reader in Economics and
Head of the Department of Agricultural Economics, School of Economics, Madurai Kamaraj University, Madurai-625
021 (Tamil Nadu).
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Evaluation of Structure of a Primary Regulated
Market in Rajasthan

D.C. Pant and M.L. Bajroliat

The paper attempts to analyse the existing components of market structure such as the
market committee, the market functionaries, association of functionaries, integration,
backward and forward linkages, control over functionaries and concentration of market
power in a selected primary regulated market in Nagaur district of Rajasthan. Kuchaman
city primary regulated market was purposively selected as it has sound position in respect
of arrivals of commodities brought by producer-sellers among all the primary regulated
markets of the district. In this market some traders are working only in new market yard
(wholly shifted traders) and some are working in both new as well as old market (partially
shifted traders). Fifteen per cent of the traders of each type were randomly selected. Thus
15 partially shifted and 10 wholly shifted traders were selected. The market committee
issued licences to only three categories of market functionaries, i.e., traders, A class brokers
and retailers. An association of traders exists in the old mandi and new market yard sepa-
rately, to protect the interest of their members. Such type of association did not exist in both
the mandis to safeguard the interest of the producer-sellers. Sixty and 70 per cent of the
marketing firms were integrated vertically in new and old mandis respectively. The selected
market had little horizontal integration, as 80 and 85 per cent of the firms in new yard and
old mandi respectively owned only one establishment.

On the basis of the arrivals from and despatches of the commodities to other markets,
the selected market acquired forward and backward linkages in many of the markets within
and outside the state. The degree of concentration of market poyver was found to be relatively
low in the new mandi compared to the old mandi, which indicates that the business in the
new market yard is concentrated among more firms as compared to the old mandi.

Marketing of Crossbred Cows in Krishna Valley
of Maharashtra State

P.V. Kale, V.A. Pujari and D.L.Sale*

An attempt has been made to study the marketing of crossbred cows in Krishna Valley
of Maharashtra State, based on data collected by survey method from 100 sellers, 100 buyers
and 25 brokers from Karad and Phaltan regulated cattle markets in Satara district and
Islampur regulated cattle market in Sangli district, pertaining to the year 1994-95. The total
marketing cost paid by the trader was 7.22 per cent in the total receipt of crossbred cow,
while in thd final price of the farmer buyer, the share in the total marketing cost for the
farmer-seller and buyer was 2.9 and 3.7 per cent respectively. Dalali and transportation

t Associate Professor-and Ex-Post-Graduafe Student; respectively, Department of Agricultural Economics,
Rajasthah College of Agriculture, Udaipur-313 001.
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charges were the major items of costs for the trader as well as the farmers in the marketing
of crossbred cows. Price agreement in the purchase/sale of crossbred cows takes place by
negotiation through undercover method and mostly through brokers. The brokers are the
middlemen who negotiated prices with undercover method of sale on behalf of the seller or
buyer or both. The price of crossbred cow in the market was not determined by current and
lagged arrivals significantly. But there was positive influence of arrival on the price of
crossbred cow, 95 per cent of the variation in prices of crossbred cows was explained by
milk yield, age, order of lactation and stage of lactation together. An increase in milk yield
by one litre, the price of crossbred cow would increase by Rs. 323. Age and order of lactation
were the major factors determining the price of crossbred cows.
The constraints faced by the farmers in the marketing of crossbred cows were variation in
brokerage charges, deceipt practised in the undercover system of sale and prevalence of the
practices of sale on credit. The traders faced problems of inadequate capital for business.
expensive transportation cost of animals and blocking of captial due to withholding of part
payment by the purchasers. The study suggests that measures need to be taken to avoid
malpractices in the sale/purchase activities through under cover system in the marketing of
crossbred cows and to minimise the role of brokers as middlemen so as to reduce marketing
cost in the sale/purchase activities of crossbred cows.

Emerging Issues in Marketing Goats in Uttar Pradesh

R.K. Singh, G.N. Singh and A. Patel'

The paper is based on a study conducted in three livestock markets, viz., Achalganj,
Kalpi and Uttaripura in Kanpur district of Uttar Pradesh and tries to examine the marketing
of goat in Uttar Pradesh. The goat market structure in Uttar Pradesh is fully dependent on
region-specific production of respective breeds (Barbari, Jamunapari and Black Bengal).
The goats are generally grown on mixed non-commercial farms and by landless agricultural
labourers. The marketing of goat involves all activities from the moment the animals are
sold by the producer to an intermediary to the stage when meat and other by-products reach
the consumers through marketing channels. The study indicates that there is no price fixing
agency and trading is done without weighing machine. The assessment of body weight is
arbitrary and subjective based on lifting animals. The price of goat meat was maintained
uniformly throughout the year. It is also found from the study that the producer's share in
the consumer rupee ranged from 49 to 53 per cent. This wide price variation between the
producer and middlemen is due to major weaknesses in the existing marketing system. This

Associate Professor, Professor and Head and Senior Research Fellow (Agricultural Economics), respectively,
Department of Agricultural Economics and Statistics, C.S. Azad University of Agriculture and Technology, Kanpur-208
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calls for evolvement of intensified system of goat meat production and marketing systems

that integrate transport, slaughter and destination facilities for live animals or meat of the

required quality.
Despite the availability of modern technology for goat meat production. marketing and

processing, there have been limited benefits to goat farmers in the state. It is suggested that

farmer co-operatives can play an important role in collecting goats for marketing on a

continuous basis and integrating the process of marketing activities including abattoirs,

storage and meat transport.

Marketing of Pandharpuri Buffaloes hi
Solapur District of Maharashtra State

H.R. Shinde, B.V. P,agire and V.A. Shinde*

An attempt is made to study the marketing of Pandharpuri buffaloes in Solapur district

of Maharashtra with respect to trends in arrivals and disposals, factors influencing price,

marketing cost and market margins and problems in marketing of Pandharpuri buffaloes.

The regulated cattle markets in Solapur district are Sangola, Solapur and Akluj and these

three markets were selected purposively. The study is based on the quantitative information

obtained by contacting 100 sellers; 100 buyers, 25 traders and 25 brokers from these markets

. on market days in the year 1994-95.
The study revealed that the arrivals and disposals of the Pandharpuri buffaloes were

higher in the winter season. Milk yield, age, order of lactation and stage of lactation together

explained about 93 per cent of the variation in the prices of Pandharpuri buffalo. The total

marketing cpst paid by trader was 7 per cent in the total receipt,of Pandharpuri buffalo.

while in the final price of the farm buyer, the share in the total marketing cost for the

farmer-seller and buyer was 3 and 3.7 per cent respectively. Non-fixed brokerage charges,

undercover method of sale and inadequate market facilities are the major problems faced

by the farmer-sellers and buyers in the marketing of Pandharpuri buffaloes in the state.

Paddy and Rice Market Price Integration at
State and at All-India Level

A.A. Rane'

The paper attempts to study the paddy and rice market price integration in selected

paddy/rice markets within and outside Maharashtra State. The study is based on data col-

lected by survey method from a random sample of 184 farmers and from 64 traders from

three paddy regulated market areas, viz., Panvel and Karjat in Raigad district and Kalyan

in Thane district of Maharashtra. Similarly, 6 paddy and 9 rice markets were also selected

from the state and from outside the state for examining market price integration. The study

* Department of Agricultural Economics, Mahatma Phule Krishi Vidyapeeth, Rahuri-413 722.
 Dist. Ahmednagar
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pertained to the agricultural year 1989-90. Correlation coefficients between two markets
were worked out to know the degree of integration. About 24 observations (1987 and 1988)
were taken into account while working out correlation coefficients.

Most of the selected paddy regulated markets within the state and from outside the state
are well integrated except Pen market. Correlation coefficients between paddy prices of the
selected markets were quite high except Pen paddy market of Raigad district. Pen paddy
market is not well integrated with other paddy markets due to its location as it is not well
connected by railways to other paddy markets.

For examining rice market price integration nine markets were selected from four states.
Correlation coefficients among these markets were worked out. The values of correlation
coefficients were low, significanfat 1,5 and 10 per cent level. This indicated that as compared
to nearby markets, distantly located markets are integrated but with lesser degree. Bombay
rice market and Pen rice market are not well integrated. Increase in price of Zini Kolam in
Bombay market may not result in a rise in the price of coarse rice at Pen market significantly.
Thus, by and large, paddy and rice markets are well integrated and this enhances marketing
efficiency. Few markets are not well integrated and the degree of integration can be increased
by linking these markets by rail, road and by other means of communication.

Marketable Surplus and Price Spread of Paddy
for Large Farmers in Orissa

Ravikesh Srivastava and Ranjen Sahoo*

Rice marketing in Orissa provides cash and better income for most of the cultivators, a
livelihood for traders, wholesalers, retailers and rice mill owners and provides income and
employment for nearly the entire population of the state. The present study is undertaken
with the objective to study the marketable surplus of paddy and to examine the coefficient
of correlation between dependent variables and marketable surplus of paddy in the case of
large farmers and to measure the cost of marketing, price spread and marketing efficiency
of rice for large farmers in Cuttack district. A multi-stage random sampling method was
adopted at various levels, district, block, village and cultivators. A total number of sixty
large (more than 4.0 hectares) cultivators from five sample villages were selected randomly
for the study along with ten wholesalers and five retailers in different marketing channels.

The coefficient of correlation between marketable surplus and area under crop and
production of paddy were found to be positive and highly significant. The cost of marketing
of paddy/rice is highest in channel IV, followed by channels II and III. The marketing
efficiency of paddy/rice is worked out with the help of Shepherd's index method, which
shows that it was the highest for channel III, followed by channels II and IV. The price
spread was the highest in channel IV followed by channels II and III, due to more number
of marketing agencies involved in the same.

* Lecturer and Post-Graduate Student, respectively, Department of Agricultural Economics, Mahatma Gandhi
• Gramoday Vishwavidyalay, Chitrakoot, Satna-485 331 (M.P.).
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It has been concluded that the consumer's price is relatively more sensitive to margins
of intermediaries and processing costs of paddy. These two factors are relatively more
important than transport cost. Remunerative price of paddy/rice may encoruage farmers to
make extra efforts to increase the area under the crop and its productivity.

Comparative Efficiency of Buffalo Marketing Systems
in Organised and Unorganised Sectors of Punjab

G.S.Gill, S.S.Chahal and Satpal Singh*

The paper attempts to examine the market structure and marketing efficiency of the
organised and unorganised bufflo marketing sectors, based on analysis of data collected
from 120 buyers and sellers, selected randomly from three selected markets, one each from
three milk producing zones in the organised sector of Punjab and 30 buyers and sellers from
six villages in the unorganised marketing sector, falling within a radius of 10 km from the
periphery of the three selected markets. The reference year of the study was 1992-93. The
price spread was estimated by using aggregate method. The results of the study revealed
that' the buffalo marketing system both in the organised and unorganised sectors is still
dominated by various middlemen. The price spread analysis showed that in absolute terms
channel II provided the highest net price per buffalo (Rs. 10,673) to the producer-seller,
which was closely followed by channel I (with Rs. 9,895) in the organised marketing sector.
Among channels III to V the net price to the producer-seller declined due to increase in the
length of the marketing channel.

In the unorganised sector the producer got the highest price per buffalo (Rs. 11,922) in
channel y, which was followed by channel III (Rs. 11,025) and channel I (Rs. 9,972). This
shows that the middlemen charges are set off by the prices they negotiate for the
producer-seller. However, from the consumer's point of view channel I is the most efficient
compared to the other channels in the unorganised sector. A comparison of the organised
and unorganised sector shows that the latter one is more efficient than the former. This is
evident from the price spreads which were higher in the organised buffalo marketing sectors
than those in the unorganised sector. However, there are many demerits in the unorganised
buffalo marketing sector. Many a time the ultimate buyers; village agents or local traders
offer higher prices but do not make full cash payment on the spot and later on indulge in
piece-meal and delayed payments to the producer-sellers. Sometimes these buyers exercised
'might is right' by way of finding fault (defects) in the purchased buffalo and later on returned
it to the producer-seller. Because of malpractices in the unorganised marketing sector, about
82 per cent of the producer-sellers in the present study preferred to sell their buffaloes in
the organised marketing sector.

t Department of Economics and Sociology, Punjab Agricultural University, Ludhiana-141 004.
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Trading Costs and Margins - A Case of Wheat Crop

M.S. Jairath and Bob Baulch*

An attempt has been made in the paper to (a) examine the pattern of trade flows, (b)
know the extent of actual difference in prices during farm harvesting season in producing
market and consuming market, (c) document trading cost and margin in trading of foodgrains
transaction in the region and (d) suggest possible ways to reduce these transaction costs in
Rajasthan. Since wheat is the most important staple cerearof the people the state, this crop
was purposively selected to examine the trading practices. Seven principal markets in the
state were purposively selected according to three criteria: (a) overall market size (as
reflected by their gross income category); (b) geographical spread; and (c) importance of
the market with respect to wheat trade. The selected markets included Bharatpur, Bikaner,
Jaipur, Jodhpur, Kota, Ganganagar and Udaipur.

Total arrivals of wheat in the regulated markets in the state in 1995-96(99.97 lakh tonnes)
were 43 per cent higher than the level of wheat arrivals in 1991-92. Average annual arrivals
of wheat varied significantly between the selected markets. Wheat is also exported outside
the state to Gujarat, Maharashtra, Karnataka and West Bengal. Wheat is traded in all the
selected markets throughout the year. The main wheat trading season starts in early April
and lasts until mid-June. About 53 per cent of the total annual arrivals were accounted by
these selected markets during these three months. The extent of price difference varied from
5 to 17 per cent in Jaipur to Udaipur and Jaipur to Jodhpur. During 1995-96, the price
difference reduced and ranged from I to 12 per cent between Jaipur to Jodhpur and Jaipur
to Sriganganager. In some markets, the price difference was much above the transaction-
/transfer costs due to transportation bottlenecks.

The study suggests that to reduce the regional price difference, efforts must be made by
the state to improve the competitiveness of the the transport industry and reduce the power
of truck unions. Wheat being a staple crop of the people in the region, sales tax may be
reduced initially. The possibility of giving mandi fee holiday be examined to further enhance
the regional flow of wheat. The relative cost and margin analysis particularly of commission
agents and traders reveals that there is ample scope to create competitive conditions in the
wheat trade. Since packaging alone accounted tor more than 80 per cent of the absolute
costs, this calls for immediate attention for research and development efforts. To reduce
these costs, efforts should be made to explore the possibilities for substituting cheaper
packaging material for wheat. Market intelligence services should be improved and
strengthened particularly in the light of information revolution. As the Market Intelligence
Services of the Directorate of Agricultural Marketing does not cover information on all
aspects of agricultural marketing, it is suggested that in the age of market liberalisation,
entry should be opened for the private sector.

* Senior Faculty Member, National Institute of Agricultural Marketing, Jaipur-303 906 and Fellow. Institute of
Development Studies, Sussex, U.K., respectively.
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Economics of Production and Marketing of Khillar

Bullocks in Sangola Market of Solapur District

P.N. Shendage, B.B. Gawade and V.S. Babart

The paper attempts to study the cost of maintenance and mark
eting cost of Khillar

bullocks in Sangola market in Solapur district of Maharashtra. In al
l, thirty cultivator sellers

who maintained the Khillar animals and sold in the market were
 randomly selected. The

data pertained to the year 1997-98. A few retailers operating at the
 market places were also

interviewed.
The analysis showed that at the overall level, per animal mainte

nance cost of Khillar

bullocks amounted to Rs. 24,216. The maintenance cost incre
ased with the increase in the

age group of the animals. The overall cost-of marketing at the s
eller's level worked out to

Rs. 319. The market price realised showed positive relationship w
ith the age group of animals

upto 3 years and thereafter showed negative relationship. The
refore, the farmers are advised

to sell their bullocks at the age of 3 years so that they can reap 
maximum benefit out of this

economic activity.

Production and Marketing.Pattefn of Horticultural Crops:

An Empirical Analysis based on Maharashtra

Deepak Shah and A. Narayanamoorthy*

The paper seeks to evaluate the various aspects of production and
 marketing of grapes

and onions in the state of Maharashtra. Broadly, it attempts to co
mprehensively analyse the

various components of production and marketing costs, marketing
 channels adopted by the

farmers, producer's share in the consumer rupee in the domestic a
nd export markets, price

spread, etc., in respect of these two valued commodities produc
ed in the state. The study

was conducted during 1995-96 in Nasik district of Maharashtra.

Although both onion and grape turned out to be profitable drops in t
he state, the element

of profit involved in the cultivation of grape is 3 to 4 times higher
 than that accruing from

onion cultivation. Therefore, a large number of farmers are swi
tching over to grape culti-

vation. The grape orchards in the study area witnessed three differe
nt stages of production

such as increasing, constant and decreasing stage. The per acre a
nnual gross maintenance

cost and returns of grape orchardists increased sharply during the ph
ase when the production

rose before levelling off to a constant stage and, thereafter, the
se were seen to decline. It

was seen that about 67 per cent of the gross maintenance cost of grape produc
tion was spent

on various production related operations and the remaining 33 per cent
 was accounted by

various marketing functions. On the other hand, in the case of onion
, the production cost as

a proportion of total cost varied from 80 to 85 per cent across vari
ous categories of producers

and the remaining 15-20 per cent was marketing cost.
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The grape orchardists marketed their produce either through forwarding agents in
wholesale markets or through commission agents or directly to the wholesaler. The per box
(4 kg). total marketing cost was estimated to be the highest when the produce was sold

through forwarding agents in the wholesale markets compared to the produce sold through

other marketing channels. Of the total marketing cost, nearly 40 per cent was accounted by
the preparation of fruit, 6 per cent by local transportation cost and the remaining 54 per cent

by various marketing charges. In the case of onion, all the sample producers marketed their

produce through forwarding agents. In general, various marketing charges accounted for 73

per cent of the total cost of marketing and the remaining 27 per cent was owing to expenditure

on preparation of vegetables. While the share of the grape orchardist formed 59 per cent in

the consumer rupee in the domestic market, his share in the export market was found to be

only 34 per cent. As for onion, the producer's share in the domestic market was estimated

at 45 per cent and it was 25 per cent in the export market.
The study showed the practice of pre-harvest contracting adopted by a majority of the

grape orchardists. Although it facilitated risk-free finance for the orchardists, this practice

definitely reduced the actual profits accruing to orchardists and discouraged them from

producing the crop on a large scale. The findings of the study also indicated that the onion

producers were more exploited by the middlemen and other market functionaries as com-

pared to grape growers. The study has suggested the need for improvement in the efficiency

of marketing systems for grapes and onions.

Economic Effects of Storage in Marketing of Potato
in District Farrukhabad (Central U.P.)

Babu Singh, V. Prasad, B.K. Gupta and Birendra Kumar'

The paper attempts to work out the economic effects of storage in the marketing of potato

in Farrukhabad district of Central Uttar Pradesh. It examines the marketing aspects during

the pre- and post-storage periods, storage cost, marketing cost, marketing margins and

producer's share in the consumer's rupee in potato marketing. The storage cost of potato

includes fixed and variable costs. Of the total storage cost, fixed cost accounted for 26 per

cent while variable cost came to 74 per cent. The average storage cost of potato worked out

to about Rs. 50 per quintal. The total cost in the marketing of potato came to Rs. 82 per

quintal, of which the cost incurred by the producer was the highest, being 49 per cent,

followed by the wholesaler (36 per cent) and the retailer (15 per cent). The producer's share

in the consumer's rupee was the highest being 71.6 percent, when the potato growers sold

it at higher prices in the offseason after storing it in cold storage. Against this, during the

pre-storage period, the producer's share in the consumer's rupee came to 61.8 per cent only

t Department of Agricultural Economics and Statistics, C.S. Azad University of Agriculture and Technology.
Kanpur-208 002.
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due to low harvest prices. The study concludes that storage plays an important role in
providing higher prices to the potato growers. The need is emphasised to provide better and
efficient storage facilities to the potato growers in the potato growing areas.

Marketing Efficiency and Price Spread in Marketing of
Gram (Chickpea): A Study of Hamirpur District, U.P.

Rakesh Kumar and Nasir Husain*

The paper presents the results of a study undertaken in Hamirpur district of Uttar Pradesh
during the agricultural year 1996-97 to examine the price spread and marketing efficiency
of different marketing channels for gram in providing better prices to the producers. It also
tries to identify the problems in marketing and suggests various policy measures. Using
multi-stage stratified random sampling technique, the data were collected from 60 farmers.
classified under three size-groups, from six villages in two blocks of the district. Besides,
5$ intermediaries were also selected for the study.

The analysis of the data indicates that the farmers faced many problems in the marketing
9f gram like negligible storage facilities, poor transport structure, absence of strict imple-
mentation of market regulation act and involvement of a large number of intermediaries.
The producers received a smaller percentage of consumer price for gram and a higher
proportion of consumer price was absorbed in marketing cost. The marketing cost was high
in channel III because of the higher transport cost due to poor infrastructure facilities. The
net price per quintal of gram received by the producers in channel I was significantly lower
than in channels II and III. The producer's share in the price paid by the consumer was
observed to be appreciably higher in channel I (93.92 per cent) as compared to channel II
(81 per cent) and channel 111 (81.44 per cent). The analysis of price spread in gram indicated
a lower producer's share in the consumers price due to heavy margin taken by the inter-
mediaries. It is suggested that to improve the share of the producer the marketing cost
involved in gram must be reduced. This is possible only when the infrastructure is developed.
Further, the market regulation in the case of pulses has gone largely unimplemented in the
backward area of Hamirpur district. To check the malpractices followed by the middlemen
like underweighing, absence of open auction sale and unregulated collection of taxes from
farmers by the d.alal, market regulation should be strictly implemented and better information
technology be created.

Study of Marketing of Gur (Jaggery) in District Sitapur (U.P.)

Raj Kishor,* Govind Babu,* Satish Ch.Vermat and S.R. Yadav

Based on data collected from a random sample of gur producers selected from five
villages in a block in Sitapur district of Uttar Pradesh, an attempt is made in the paper to
study the marketing system of gur in the study area, to work out the marketing cost, margin
and producer's share under different systems of marketing of gur and to analyse the causes

* Research Scholar and Associate Professor, respectively, Department-of Agricultural Economics and Statistics,
C.S. Azad University of Agriculture and Technology, Kanpur- 208 002.
t Research Scholars, and Associate Professor, Department of Agricultural Economics and Statistics, C.S. Azad

University of Agriculture and Technology, Kanpur-208 002 (U.P.).
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of difference in retail, price of gur under different marketing channels. The reference year
of the study was 1997-98. Among the three channels of marketing, channel. III -accounted
for 45 per cent of the total quantity of gur marketed, followed by channels 11 (30 per cent)
and I (25 per cent). In the total marketing margin, the shares of marketing cost and margin
of profit formed 46 per cent and 54 per cent in channel I, 65 per cent and 35 per cent in
channel II and 56 per cent and 44 per cent in channel III respectively. In channel III, the
marketing cost and margin of profit were the highest as compared to the other two channels
due to the presence of middlemen like exporter, wholesalers and retailers. The producer's
share in the consumer price was found to be the highest in channel I at 85.6 per cent, followed
by channels II and III (83 per cent and 72 per cent respectively).

The study concludes that marketing efficiency could be improved by the provision of
cheaper and efficient transport and storage facilities, extension services, credit facilities,
provision of grading and standardisation and means of communication in the study area as
well as in the distant markets.

Co-operative Venture of Horticultural Marketing:
A Success Story to Replicate

P.P. Pawar and D.B. Yadav

The paper attempts to examine how and to what extent the fruits and vegetable growers
have succeeded in enhancing the production of and in obtaining returns from horticultural
crops through a case study of Shri Shaneshwar Fruits and Vegetable Co-operative Marketing
Society, Sonai, in Newasa taluk of Ahmednagar district of Maharashtra. The assured and
regular marketing and transport facility, better prices and guarantee of payment, instigated
the farming community to grow more and more fruits and vegetables. The increase in the
acreage under fruits and vegetables was 10.46 per cent and 11.90 per cent respectively during
1990-91 to 1995-96. The interaction mechanism of the co-operative marketing sobiety
between the producer and University technologist, and merchants meet was of special
importance. The higher yields obtained by the farmers and marketing services provided by
the co-operative society through better, rates resulted in increased returns amounting to Rs.
45,000 to Rs. 1,20,000 per acre for different crops.

The society plans direct producer-consumer linking in horticultural marketing for which
it has purchased a shop in New Mumbai Market and also intends to establish sale counters
at nearby district places (Ahmednagar; Pune). This is a good example to replicate.

* Junior Research Assistant and Assistant Professor, respectively, Department of Agricultural Economics, Mahatma
Phule Krishi Vidyapeeth, Rahuri-413 722, Dist. Ahmednagar (Maharashtra).
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Institutional and Non-Institutional Fish Marketing:
A Case Study in Himachal Pradesh -

Pradeep K. Katill,* Y.S. Negit and S.C. TewariI

The fish marketing institutions in inland fisheries are very few, and their performance

has rarely been appraised and compared with the other marketing agencies. The p. resent

study concentrates on one such institution in the state of Himachal Pradesh, namely, 'The

Gobind Sagar Fisheries Co-operative Marketing and Supply Federation Ltd., Bilaspur',

constituted in 1976 under the revised reservoir fishery policy to procure and market the fish

catch from Gobind Sagar or Bhakra Dam to different fish markets in the country. The major

objectives of the paper are to study fish marketing channels; evaluate the price spread for

various marketing channels at different markets and seasons; compare the performance of

marketing institution (co-operative marketing federation) with other non-institutional

market functionaries (contractors); and appraise their marketing efficiency.

Out of the fish catch of Gobind Sagar procured only by the institution under study, 65

per cent was disposed off by the federation itself, and the remaining 35 per cent was handed

over to the contractors. Most of the catch was sold either at Bilaspur and Una fish markets

in Himachal Pradesh or at Delhi market outside the state. For local disposal, two marketing

channels observed were Fishermen-Federation-Consumer, and Fishermen-Federation-

Contractor-Consumer. For Delhi market, both the functionaries disposed off catch to the

wholesaler-cum-commission agent. Further, it reached the consumers through retailers.

Since the fish procurement prices have been fixed in advance for summer and winter by the

government, the fluctuations in consumer prices had no direct bearing on the price received

by the fishermen. It indirectly influenced fixation of future prices. As an exception, the

prices received by the federation were much lower in all markets for both seasons than those

by the non-institutional market functionaries (contractors), due to the much better condition

of the disposed fish catch of the latter. The contractors earned higher margins incurring

lower cost than the co-operative federation for the same marketing operations, indicating

much better operational efficiency and performance for them. The marketing efficiency

indicated higher values for the channel involving more market intermediaries (including

contractors). For co- operative federation, inefficient resource management resulted in lower

returns at higher costs, thereby diminishing its net returns and marketing efficiency. Based

on the appraisal of working and organisational set-up of the federation, measures have been

suggested to improve upon the functioning and efficiency of this fish marketing institution.

t Central Inland Capture Fisheries Research Institute, Barrackpore-743 101 (West Bengal) and :i: Department of
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Marketing of Vegetables in Raipur District of
Chhattisgarh State: An Economic Analysis

S.P. Gupta and N.S. Rathore*

The paper attempts to assess the share of different categories of farmers in vegetable

marketing, the disposal pattern of vegetables, marketing Cost and to identify the various

constraints in the production and marketing of vegetables. The study is based on data col-

lected from 60 vegetable growers spread over six villages in Dharsiwa block of Raipur

district in Madhya Pradesh, pertaining to the agricultural year 1995-96. All the farmers are

classified into marginal, small, medium and large based on their total holdings.

The findings of the study reveal that the area under vegetable production varied from

about 72 per cent for marginal farms to 85 per cent on large farms with more than 92 per

cent of the area under irrigation. The market share of farmers is observed to have increased

with increase in the size of holding. It is estimated at about 4 per cent, 13 per cent, 24 per

cent and 59 per cent on marginal, small, medium and large farms respectively in total

vegetable marketing. The following two channels are identified in vegetable marketing: ( )

producer - commission agent/wholesaler - retailer - consumer and (ii) producer - consumer.

Whereas marginal farmers sold their whole quantity of chillies and cauliflower in channel

II, large producers transacted through channel I for their total quantity of all crops. Similarly,

the quantity of brinjal and tomato sold through channel II decreased as the size of holding

increased. Small and medium farmers have received higher prices for all crops in both

channels than other farmers due to sale of their produce after grading. Prices in channel II

are higher than those in channel I for all crops. The maximum difference between these two

prices is found in the case of tomato where the producers received 46 to 59 per cent higher

prices in channel II, followed by brinjal where this difference varied from 24 to 35 per cent.

The price per quintal was the highest for cauliflower, followed by chillies, tomato and

bringal.
The per quintal marketing cost varied from Rs. 71.67 on large farms to Rs. 94.69 on

medium farms. Commission and transportation are two most costly operation's in vegetable

marketing which together constitute about 85 to 88 per cent of total marketing cost. Lack

of resources, technical know-how, irregular and short supply of canal water and power and

non-availability of good quality seed are some important problems during production of

vegetables. Lack of vegetable based processing industries, regulated and co-operative

marketing, cold storage and grading facilities, quick and efficient means of transportation.

adequate system to disseminate the market information and high market margins are major

constraints in vegetable marketing. The study suggests the need to set up Vegetable Pro-

duction and Marketing Co-operative Societies and enforce regulation in the vegetable trade.

This step will not only reduce the problems faced by producers but also improve the

infrastructure in vegetable marketing.

Assistant Professor and P.G. Student, Department of Agricultural and Natural Resource Economics, I
ndira Gandhi

Agricultural University, Raipur-492 012 (M.P.). 
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Export Marketing of Horticultural Produce in Maharashtra

V.B. Jugale'

The paper highlights the different channels of export marketing and reviews the trend
of exports from Maharashtra and the various problems and constraints facing horticultural
exports in the state. The major items of export of horticultural products from Maharashtra
State include banana, grapes, mango, onion, orange, etc., and vegetables and processed
products. Export marketing of horticultural products comprises organised and unorganised
structures. The role of co-operatives is significant in motivating the producers to cultivate
exportable quality products. .Export business is normally handled by private traders, co-
operatives and government organisations. There are nine channels of marketing in the export
of horticultural products.

The export business faces a number of problems in regard to productivity, quality,
post-harvest operations, infrastructure, market intelligence and marketing finance, etc. The
study suggests the need to formulate a strategy to promote market oriented/export oriented
production techniques, post-harvest handling and integration of policies and institutional
help to promote exports.

Price Spread and Marketing Margins for Nagpur Mandarins -
A Case Study

L.S. Gangwar and Shyam Singh*

The paper aims to examine the marketing pattern, marketing margins of various
middlemen, identify the distribution channel and work out the producer's share in the
marketing of mandarins in Nagpur district of Maharashtra. The study is based on primary
and secondary data collected from different sources.

For this study four regulated mandarin markets from Nagpur district and five consumer
markets in Nagpur, Delhi, Bangalore, Bombay and Calcutta were selected. The data were
collected from agricultural produce market committee (APMC), 20 growers, 12 commission
agents, 12 retailers and truck transporters for the year 1996-97. The concurrent method
(following specific lots of consignment through marketing system) was used to estimate
marketing margin and price spread. The results indicated that the producer's share in the
consumer's rupee varied from about 30 to 53 per cent in different markets. The truck freight
and cost of packaging material took a lion's share in the market expenditure incurred by
the traders. It was observed that the benefits of price rise has not been availed by the mandarin
growers. These price gains are reaped by the mandarin traders reflecting the inefficiency
in the existing marketing system. Hence, there is need for rationalisation of middlemen's
profit by the government. To increase the producer's share in retail price, cheap trans-
portation and adequate supply of packing material should be ensured. The cold storage

t Reader. Department of Economics, Shivaji University, Kolhapur-416 004 (Maharashtra State).
* Scientist (Agricultural Economics), Indian Institute of Sugarcane Research, Lucknow-226 (X)2 and Director.

National Research Centre for Citrus, Nagpur-4. respectively.



AGRICULTURAL MARKETING: ISSUES AND CHALLENGES 395

facility should be developed in markets for the benefits of small growers. Mandarin pro-
cessing has been started by Government of Maharashtra. Emphasis should be given on
processing of sub-standard fruits. Organised marketing of fruits through formation ofco-operative societies of small growers like `Maha Orange' should be promoted. The
post-harvest handling and packing should be improved to minimise fruits losses.

Agricultural Input-Output Delivery System
in Madhya Pradesh

S.K. Sharma and A.K. Gaurahat

An attempt is made in the paper to examine the agricultural input-output delivery system
in Madhya Pradesh State. Durg and Surguja districts were selected purposively representing
respectively non-tribal and tribal districts in Chhattisgarh region of Madhya Pradesh. The
secondary data on different inputs used in agriculture were collected from the respective
departments of the districts and the state. The changes in input use are studied during the
periods 1983-85 and 1993-95. The findings of the study revealed that the tribal district has
minimum infrastructure as compared to non-tribal district. Seed is marketed through a
network of distributors and dealers by the private seed companies, public sector corpo-
rations, State Agricultural Universities, primary agricultural credit societies (PACS) as well
as by big farmers on exchange basis. To control and improve the quality and availability
of seed through private seed dealers, there should be registration system so that government
can enforce quality control in all types of seeds.

In Madhya Pradesh water resource department has big, medium and minor irrigation
projects, supplying water through a network of canal system. The participatory management
system, the best way for efficient utilisation of water in the region as has been proven in
tank irrigation system since generations, needs to be developed for all irrigation systems.
In the case of fertiliser distribution in the state, Apex Co-operative Marketing Federation
acts as wholesalers, marketing societies at district level act as sub-wholesalers, while the
village level co-operative societies at the grassroot level act as retailers. Other institutional
agencies dealing with fertilisers distribution are state agro-industries development corpo-
ration, and Krishi Upaj Mandi. Private agencies also handle fertilisers. Some fertiliser
co-operative manufacturers have their own retail sale centres. The study suggests that the
number of sale points should be increased to ensure timely supply and easy availability of
fertilisers. The delivery system in case of plant protection materials is through co-operatives
and private dealers. In the state maximum percentage of plant protection chemical is used
for seed treatment and in the selected districts for the crop treatment. Co-operative societies
should be encouraged to enter the pesticides market in a big way to offer competition to
their counter part traders. Non-availability of desired ploughing equipment and small etTi-
cient machineries is a big constraint in the state. Loan distribution through institutional
finance particularly through the co-operatives has shown a decreasing trend in the decade.

Associate Professor and Assistant Professor, respectively, Department of Agricultural and Natural ResourceEconomics, Indira Gandhi Agricultural University, Raipur-492 012 (M.P.).
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ending 1990-91. Looking to the demand for credit there is need to provide easy and adequate

finance with timely sanction. The infrastructure facilities for the maketing of agricultural

produce needs to be developed in most of the Krishi Upaj mandis.

Export Marketing of Grapes: Issues and Challenges

Smita S. Diwase*

One of the objectives of the policy of economic liberalisation pursued by the Government

of India was a realisation that India cannot continue to remain isolated from the international

markets and agriculture in particular needs to be taken up on a commercial basis as India

has been identified to have a distinct competitive advantage in agriculture. Indian grapes

have sufficient international market potential as they have been identified to be of premium

quality. However, infrastructural constraints such as transportation facilities and lack of cold

storage chains have prevented the producers and exporters of grapes to exploit the potential

in international markets. The handling period froth harvest to pre-cooling is also extremely

lengthy and sufficient qualified personnel in post-harvest management is unavailable.

Quality parameters as required by the international markets are given less importance with

the emphasis bei9g on quantity.
There has to be a definite emphasis on market orientation with effective market surveys

and a sensitive market information system. A nodal agency. for quality control of agricultural

commodities is called for to generate goodwill in international markets. Government will

have to act as a facilitating body in order to make Indian grapes more competitive abroad

through subsidising import duty and concessions in sales tax. Concerted efforts need to be

made by all concerned to view the agricultural sector from a global perspective in order

to translate the competitive advantage into reality.

Production and Marketing of Fluid Milk in
a Drought Prone Village

G.R. Path, S.T. Bagalkoti and M.H. Tahashildart

Based on a study of 40 sample households conducted in April-May 1998 in a drought

prove village of Sulikeri in Bagalkot district of Karnataka, the paper examines the production

and marketing of milk. It is found that the total number of animals as well as female animal
s

owned by the farmers is quite high. However, the proportion of animals in milk was quit
e

low. The density of animals per acre revealed that it declined with increase in the size o
f

the holding which is indicative of the critical dependence of small and marginal farm

• households on livestock. As far as production of milk is concerned, the medium and 
large

farm households produced more milk, on an average, than small and marginal farm

households. However, the milk sold as a proportion of total production is very high in

* Research Officer, Department of Marketing Management, Vaikunth Mehta Nationa
l Institute of Co-operative
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general, and still higher (80 percent) in respect of marginal farm households. This reinforces

the fact that in a dry village in dry season, all categories of farmers depend on livestock

for their cash requirements. Although the milk is marketed through three channels, viz.,

local sales by the households, sales to the milk vendors and to the milk producers' co-

operative society (MPCS), milk vendors and MPCS accounted for a major proportion of

milk collected. Out of the total sales of 165 litres per day, two-thirds is sold to MPCS.

However, among small farmer households, milk sold to milk vendor is higher than that sold

to MPCS due to the reason that many small farmers took hand loans from the vendors with

an agreement to sell the milk to the vendor and secondly, due to the personal relationship

existing between the vendor and the households. However, by and large, the sale to MPCS

is higher. The price and non-price benefits of selling io MPCS are found to be varied: the

price differential paid by the vendor and MPCS is more than a rupee, availability of graded

price, prompt payment, use of correct weights and measures, arranging facilities for credit

to purchase animals, veterinary facilities, free artificial insemination, sale of feed and grant

of yearly bonus to the members. Despite these advantages, 35 per cent of the sample

households sold milk to the vendors and an inter-locking of credit and milk markets is

observed in this village. The study suggests the need for providing incentives and for

strengthening extension activities for increasing milk production as well as for improving

the returns to the disadvantaged sections of the society.

Price Spread in the Marketing of Eggs in Goa

B.C. Nair and M.K. Ghadoliya*

An attempt has been made to analyse the egg marketing structure in the state of Goa and

to estimate the distributive margins of different functionaries at variious levels to determine

the producer's share in the consumer's rupee. The data are collected by survey method

during the agricultural year 1997-98. There are 35 layer poultry farms in Goa including one

Government farm. A stratified random sample of 10 poultry farms, classified according to

the number of birds kept was selected for the detailed study. The price spread is worked out

using mode method. Model values of egg prices are collected for both peak (January) and

lean (June) period.
The study revealed that out of the two channels of marketing, channel 2 (producer-

consumer) is found to be more useful to both the producer and the consumer and hence is

to be encouraged. The producer's share in the consumer's rupee ,is about 80 per cent in

channel 2 and about 60 per cent in channel 1 (producer-wholesaler-retailer-consumer). In

order to give maximum returns to the producer it is proposed to have a central egg marketing

scheme initiated by the State Government with the help and guidelines of National Egg -

* Lecturer in Statistics, St. Xaviers College, Mapusa, Goa and Associate Professor, Department of Economies, Kota

Open University, Kota, Rajasthan, respectively.
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Co-ordination Committee. The layer poultry farmers in the state also should come forward

to start co-operative egg marketing societies at least one in each taluka so that they can

ensure free and fair marketing of their products irrespective of price variations and seasonal

fluctuations.

Marketing of Strawberry in Maharashtra

S.B. Dangat, V.R. Shete, N.M. Inamke and S.K. Nawalet

The present study was carried out to examine the process of marketing of strawberry in

the domestic market in Maharashtra State. The data were collected from a random sample

of 80 strawberry growers from Mahabaleshwar tehsil in Satara district pertaining to the ye
ar

1994-95. The strawberry growers sold their produce in Mahabaleshwar and Mumbai marke
ts

and to the processing units located in Mahabaleshwar. It was observed that Mumbai w
as

the important market for strawberry which accounted for 48 per cent of the total produ
ce

of strawberry marketed by the sample farmers, followed by Mahabaleshwar (abou
t 36 per

cent). The remaining quantity was sold to the processing units located in Mahabalesh
war.

The grading of strawberry was carried out on the basis of size and weight of frui
ts of the

total produce, 82 per cent was of grade [quality and the remaining 18 per cent was
 of grade

II. The grade I fruits were marketed in Mumbai and Mahabaleshwar markets and t
he grade

II fruits were sold to the processing units and Mahabaleshwar market.

The cost of marketing of strawberry per kg. was the highest in Mumbai market due t
o

more cost involved in packing, transportation and commission charges paid. The produc
er's

share in the consumer's rupee was the highest (71.80 per cent) in the case of Mahaba
leshwar

market as no intermediary was involved. It was 34 per cent in the case of Mumbai
 market

whereas the share in the case of processing unit was only 13.40 per cent.

Multiple regression analysis indicated that the proportion of produce sold in Mum
bai

market was a significant factor influencing the price of strawberry in Mumbai. The re
gression

coefficient was - 0.7364 indicating that if the proportion of produce sold in Mumbai 
market

decreased by 1 per cent, the per kg net price of strawberry will increase by Re. 0.7
4. It can

be concluded that the efforts should be made to establish processing units on co
-operative

basis. Similarly, the co-operative marketing association need to be strengthened t
o expand

its activities for selling the produce.

Some Issues in Marketing of Milk in Twenty First Century

Harish Chandra*

The livestock sector contributes about one-fourth output of agriculture sector. The
refore,

the issues regarding marketing of milk and milk products which are likely to e
merge in the

next century have been discussed in this paper. The role of co-operatives in mil
k marketing

has been analysed vis-a-vis other co-operative Marketing societies. It was fo
und that the

membership of milk supply societies (73 lakhs) is more than the combined memb
ership of
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All Marketing Societies (54 lakhs). Even the business operations of the milk supply co-
operative societies are about 80 per cent of the all marketing societies taken together. The
likely production and nutritional requirement for the years 2001,2006, 2011 and 2016 have
been worked out. It emerges that the country will have surplus milk in the year 2011. The
utilisation pattern of fresh milk by the producer households has also been analysed for few
states. A few aspects of Operation Flood Programme and post-operation flood programme
have also b.xn studied. It was suggested that the co-operatives have to face the challenge
with the multinational dairies in the Coming years and need to develop brand names to face
this challenge and also make the product competitive by rationalising their cost structure.

Marketing Risks: Justification for Pre-Harvest
Contracting of Mangoes

M.N. Malliswarit

A study was conducted in Rayalaseema district of Andhra Pradesh covering 150 farmers,
of whom 100 marketed mangoes directly (self-marketing) and 50 contracted out their crops,
to examine whether there is any justification in the continued use of the leasing method by
the farmers. The results of the study highlighted the fact that contracting which is the most
common mode of marketing of fruits is viewed with disfavour by many as it gives the lowest
share in the consumer rupee to the farmer. The investment needed and the associated risks
involved in independent marketing are so high which place the marginal farmers of these
crops at a particular disadvantage in the absence of crop insurance and marketing credit
facilities.

Self-marketing channels are themselves not free from defects such as unauthorised
deductions and charging of higher commission rate than the official rates. Besides, tied sales
to traders who have given advances to farmers result in lower sales prices to farmers due to
disguised interest. Though the processing channel is considered to be efficient because of
higher returns to the farmer, still the benefit of this is mostly available to large farmers who
grow large quantities of fruits. Similarly, exports of mangoes have also not picked up due
to lack of infrastructure for transporting economically and lengthening shelf life. Exporters
too prefer to purchase from large farms which contain exportable varieties such as Alphonso
or Beneshan. Pre-harvest channel is preferred because it shifts the burden of production and
marketing risk from the farmer to the pre-harvest contractor and provides the farmer
advances and time to cultivate other crops. The farmer is therefore the best person to decide
the best channel based upon his own requirment - whether it is maximising return or
minimising risk. Mango being an alternate bearer, the farmer benefits from the two-year
lease which helps him cover the uncertainity of returns in alternate years. The PHC similarly
prefers a minimum lease period of two years for the same reasons. Until horticultural
marketing loans become available from formal sources, mango farmers may continue to
depend on advances given by pre-harvest contractors and contribute to the continued pop-
ularity of this channel.

St. Francis College, Umanagar, Begumpet, Hyderabad-500 016.
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Production and Disposal Pattern of Fluid
Milk by Members and Non-Members of Milk
Producing Co-operative Societies

A.K. Koshta and M.R. Chandrakar*

The present study has been undertaken in Raipur district of Madhya Pradesh to examine

the difference in the price of milk sold by private dairy entrepreneurs and co-operative sector
`Mahasangh', the disposal pattern of fluid milk of different locations of dairy entrepreneurs.
the difference in the productivity of milk between members and non-members of Milk
Producing Co-operative Societies (MPCSs), the operational cost and returns of milk among
members and non-members of MPCSs and the value of inputs saved and extra milk output
obtained by the members in comparison to non-members of MPCSs. The study is based on

primary data collected from 30 members of MPCSs from three blocks of Raipur district and

70 non-members (private dairy entrepreneurs) selected from five villages in the jurisdiction

of each MPCS area, grouped under small, medium and large according to the number of

milch animals owned by them. The disposal of fluid milk through members to MPCS

increased and there is an inverse relationship between distance from the city and price of

milk received through hotels/motels and direct household consumers. It shows that dairies

located far off from the city faced the problems in the marketing of milk. Members of MPCSs

have disposed of about 81 per cent of the total milk production to MPCSs while it is about

18 per cent for the non-members of MPCSs. The non-members also sold 1 .per cent of their

milk production to the middlemen. It is directly related to the quantity of milk supplied by

The dairy entrepreneurs according to distance but price of milk is inversely related to the

distance of dairy entrepreneurs. Members of MPCSs possessed more cows, particularly

crossbred Jersey cows. than buffaloes. Cows are more productiye than buffaloes and

crossbred Jersey cow produces more milk as compared to other cOw breeds. Operational

cost on concentrates formed more than 50 per cent of the total among members and non-

members of MPCSs. The study .has suggested that non-members of MPCSs should join the

society to get assured market for their produce and to avail of inputs like feed, fodder, seeds

and medical facilities.

Market Structure and Performance of Regulated Market

Bhag Chandra Jain'

The paper discusses the structure and market functions performed in the Raipur regulated

market in Madhya Pradesh. The study has emphasised on the following points in order to

• provide better price to the producers and to promote the interest of the other functionaries:

(a) structure of the regulated market, (b) physical marketing facilities, and (c) position of

* Assistant Professor and Technical Assistant, respectively, Department of Agricultural and Natural Resource
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market functionaries. In the regulated market committee, the farmers constituted 56 per cent
of the total representation and the representatives of farmers always had the interest of the
producers. Most of the farmers are not aware of the functioning of regulated market due to
lack of proper propaganda. Adequate storage facilities are not available in the selected
market. Marketing efficiency measured in terms of better prices to the producers, lower
marketing charges and adequate availability of market amenities/facilities, is found to be
relatively better in the regulated market. The study suggests the need for imparting training
in grading and standardisation to the staff of the regulated market for efficiently integrating
the market functions and functionaries.

Economics and Marketing of Milk Production
in Central Part of Madhya Pradesh

B.B. Beohar*

An attempt has been made to study the economics and marketing of milk production.
based on data collected from 60 milk producing farmers selected randomly from three
villages of.Sihora tehsil in Jabalpur district-of Madhya Pradesh. The data pertained to the
year 1996-97. Two main channels were identified in the study area, viz., ( I ) milk
Producer-consumer and (2) milk producer-village trader/halwai-consumer. The study
revealed that in cattle rearing as the size of land holding increased the number of mulch
animals also increased. The operational cost of milk production was more in all the cases
as compared.to fixed cost. The operational cost included cost of green fodder, dry fodder.
concentrates, manual labour, veterinary charges and other miscellaneous expenses. In milk
production;on an average, more than 80 per cent cost of the total cost was accounted by
operational cost. The large size farmers obtained higher price for milk production than the
medium and small size-groups. It also revealed that on an average 59 per cent of the total
quantity of milk produced was sold and the remaining was consumed either directly or by
conversion into ghee, curd, butter and lassi, etc. In the study area, the milk producers by
selling milk directly to the consumers in the village itself received 95 per cent of the price
paid by the consumer while in the second (milkman-village trader/halwai-consumer) the
milk producers mostly belonging to the large size-group received 85.7 per cent of the price
paid by the consumer.

* Associate Professor, Department of Agricultural Economics and Farm Management, J.N. Krishi Vishwa Vidyalayu,Jabalpur-482 004 (M.P.).
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Order and Performance of Indian Agricultural Produce
Markets in the Context of Liberalisation

T. Satyanarayana, S.S. Burark and Y.J. Peter*

Keeping in view the price benefit to both the farmers and traders dealing with the

agricultural commodities, a vast network of agricultural produce market have been estab-

lished in the country. Several policy reforms have been introduced to reduce the trade

restrictions in marketing of agricultural produce in the recent years. Parallel to the reforms

and the increased network of government controlled markets, the processing industry was
also given an excellent support in the country. As a result, the agriculture has gradually

started diversifying to suit to the changing demands of the consumers. Though the path has

been set for the desired growth in agriculture, several shortfalls are noticed in the areas like

trade policy of cer-eals, pulses, cotton, edible oils, price support operations, market inte-

gration, co-operative marketing, etc. In the context of liberalisation, the analysis related to

the anticipated export levels of some of the important commodities like wheat, rice, soyameal

and oilmeal indicates that a systematic development of agricultural marketing in the country

would help in exploiting the export potential of several agricultural commodities of the

country.

Trends in Market Arrivals and Prices of Gram and
Soybean in Two Mandis of Madhya Pradesh

A.M. Mishra and Ashutosh Shrivastava*

The paper attempts to examine the extent of variation in the arrivals and relative prices

of gram and soybean in diffel-ent seasons in two mandis of Madhya Pradesh and the extent

of variation in them. As gram is traditionally grown in Narsinghpur district, Narsinghpur

mandi was selected. Similarly, as soybean was localised in Indore district Indore mandi was

selected for soybean. Monthwise data on arrivals and prices of gram and soybean were

studied for ten-year period from 1981-82 to 1990-91 from mandi records.

Of the total arrivals of gram about 52 per cent occurred during harvesting season, nearly

20 per cent each in the post-harvest and sowing seasons and about 8 per cent in the pre-harvest

season. In the case of soybean 74 pet-1cent of the arrivals were recorded during the harvesting

season. During the post-harvest season the arrivals reduced to 15 per cent and during the

sowing period arrivals were 7 per cent. In the pre-harvest season the arrivals decreased to

3 per cent. The price variation during different seasons was such that the minimum and
maximum prices during harvest season were generally the lowest. However, in three out of

10 years the minimum and maximum prices were lower in the pre-harvest season than in

Indian Society of Agricultural Marketing, Giripet, Nazpur-440 010.
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the harvest season. Thus prices„ in general, were the lowest during the harvest season and
increased in post-harvest and sowing and pre-harvest seasons in both the cases of gram and
soybean in the two selected mandis of Madhya Pradesh.

Trend in Market Arrival vis-a-vis Production of
Major Agricultural Commodities in Rajasthan

K.A. Varghese, P.M. Sharma and Pravin Chaturvedit

In this paper an attempt is made to compare the growth in market arrival vis-a-vis pro-
duction of major agricultural commodities in Rajasthan ever since the creation of separate
network for regulation of agricultural markets in the state. The compound growth rate of
production and arrival of major agricultural commodities in the state duripg the period
1974-75 to 1995-96 revealed that the production and arrival of total cereals in the state
increased at the same compound rate of 2.85 percent annum. Bajra, maize and wheat emerged
with positive growth in both production and arrival, while rice, jowar and barley recorded
negative growth in production as well as in terms of arrival. In case of total pulses, the
production in the state over the years has been declining at the rate of 0.93 per cent per
annum, whereas that of market arrival has been declining at a lower rate of 0.3 per cent per
annum. It could be concluded. that the proportion of pulses retained by the producer has
declined over the years. For oilseed crops market arrival has been at a lower rate of 10.11
per cent per annum as compared to production growth of 12.56 per cent per annum. It shows
that the regulated system of markets in the state is not conducive to attract the sale of surplus
oilseeds in the regulated markets. For red chillies and seed spices like coriander, cumin and
fenugreek, the rate of growth in market arrival has been much lower than that of production
of these potential crops. For combined cereal crops, the market arrivals always remained
below the production. The analysis of production vis-a-vis market arrival makes it clear
that the marketing policy implemented in the state could be visualised as having mixed
responses. The gap between production and market arriVal for cereals are likely to widen
in future. Hence there is a great need to ascertain the factors limiting disproportionate arrival
of some of the potential crops of the state. Concerted efforts need to be made to locate the
factors for declining preferences for the producers to sell their produce in regulated markets
for some of the major crops.

-;- Associate Professor, Professor and Head and Ex-P.G. Student, respectively, Department of Agricultural Economics,
Rajasthan College of Agriculture. Udaipur-313 001.
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Marketing Cost and Price Spread of Milch Animals
in Saharanpur District of Western Uttar Pradesh

A.K. Sharma, Raj Vir Singh and A.R. Rathore*

The study was undertaken in Saharanpur district of Western' Uttar Pradesh to examine

the organisational and operational structure of livestock marketing and estimate the mar-

keting cost, market margin and price spread of different types of animals. The primary data

on different aspects of livestock marketing are collected from large, medium and small

markets by interviewing 60 parties of buyers and sellers, cattle fair officer, shopkeeper of

feed and fodder and middlemen involved in trade of livestock marketing pertaining to the

year 1994-95. The organisation of cattle fair is controlled by the District livestock officer

of the district. The majority of cattle fairs are unregulated and managed by Mela Chaudhary

(contractor of the cattle fair). Mela qaudhary is authorised to make all arrangements for

cattle fair and fixed market charge and fees. Majority of cattle transactions are through local

trader and the main marketing channel in Western Uttar Pradesh is producer/seller-local

trader-Broker-Buyer.

The price paid by the ultimate buyer for a milch buffalo, a crossbred cow, and local cow

varied between small and large markets, being lower in small market. The producer's net

share in the ultimate buyer's rupee for milch buffalo was estimated to be 86.63 per cent in

large and 87.22 per cent in small market, indicating that small markets have higher marketing

efficiency for milch buffalo from producer's point of view. In case of crossbred cow, the

producer's share in the ultimate buyer's rupee was 84 and 86 per cent in large and medium

market respectively, while it was 80 and 84 per cent for large and small market for local

cow. This implies that large markets have also lower marketing efficiency- in the case of

crossbred and local cow. The marketing cost of milch buffalo was found to be the lowest

in large market as compared to small and medium markets. But the marketing cost of a

crossbred and local cow was found to be higher in large market as compared to small 'market.

The middleman's margin in marketing cost was very high and ranged from 50 to 61 per

cent for milch buffalo, from 48 to 56 per cent for crossbred cow and from 36 to 48 per cent

for local cow.
Thus the foregoing analysis of livestock marketing revealed that there is urgent need to

regulate all the cattle fairs in Western Uttar Pradesh on the pattern of Punjab and Haryana.

This will ensure uniform marketcharges and necessary infrastructural facilities for the buyer

and seller. Moreover, it will be helpful in checking exploitation of buyers and sellers of

livestock by middlemen and Mela Chaudhary. The middlemen's margin in marketing cost

is as high as 74 per cent of total cost. Thus therefore it is justified to reduce the number of

middlemen and control their activities to increase marketing efficiency.

* Division of Dairy Economics, Statistics and Management, National Dairy Research Institute, Kamal-132 DOI.
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Farmers' Perception and Functioning of
Regulated Markets - An Assessment

K.N. SelvaraV K.R. Sundaravaradarajan and N. Raveendran*

The study focuses on the performance of ten regulated markets, namely, Alangudi,

Aranthangi, Pudukottai, Kandarvakottai, Avudayarkoil, Keeranur, Keeramangalam, Pon-

namaravathy, Illuppur and Karambagudi of Pudukottai Market Committee in Tamil Nadu

in terms of arrivals and receipts and factors determining the farmers' awareness about the

existence of regulated markets. To measure the growth of market arrivals and receipts both

linear and exponential growth curves were fitted. Establishment of regulated markets would

essentially attract the producers to dispose of their produce through regulatedimarkets, since

such markets eliminate market imperfections. However in the study region many farmers

were not aware of the existence of regulated markets. In such cases, both internal and external

factors would influence the farmers' awareness. In order to identify the factors responsible

for such awareness a binary model was used.

The study revealed that the notification of commodities was not uniform among the

regulated markets. Of the 14 commodities notified in the state, the extent of notification

varied between 4 per cent in Keeranur regulated market and 56 per cent in Aranthangi.

Ponnamaravathy and Illuppur regulated markets. The growth analysis indicated that all the

regulated markets witnessed positive growth rate in terms of arrivals and receipts. The

highest growth rate of arrivals was 45 per cent in the case of Aranthangi regulated market

and the lowest (1.25 per cent) in Pudukottai regulated market. Similarly, the highest growth

in receipts was 31 per cent, which was observed in Keeramangalam regulated market and

the lowest was (4.65 per cent) in Aranthangi regulated market.

It was revealed that most of the farmers were not aware of the functioning of regulated

markets. The results of awareness model indicated that educational status of the farmers

was found to be an important factor which influenced the farmers' awareness about the

regulated market. Hence, effforts should be taken to disseminate the benefits of the regulated

markets among all the farmers through publicity and propaganda activities.

t Assistant Professor (Agricultural Economics), CCPC (G01) Scheme, Regional Research Station, Tamil Nadu
Agricultural University, Vridhachalam-606 001, t Lecturer, Department of Agricultural Economics, Faculty of Agri-
culture, Annamalai University, Annamalai Nagar-608 002 and * Professor, Department of Agricultural Economics,
Tamil Nadu Agricultural University, Coimbatore-64 l 003, respectively.
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Analysis of Marketing Cost in Raw Jute Marketing in Assam:
A Case Study in Nagaon District

K.C. Borah*

The paper attempts to examine the market performance, the pattern of cost and marketing
margin of raw jute in Assam and the causes thereof. Primary data were drawn from 182 raw
jute growers randomly selected from five jute growing areas of Nagaon district and 17
intermediaries pertaining to the year 1991-92. It was found that in the analysis of marketing
margin of raw jute in Assam, the cost of marketing varied according to the pattern of disposal
activities by the market functionaries. Among the five marketing channels included in the
study, in channel IV the jute growers received the maximum net price because in this channel
the number of intermediaries is less. In this channel there is a direct deal between growers
and JCI. In contrast, in channel I the marketing functionaries received the highest profit
margin due to the involvement of more number of intermediaries. Among all the interme-
diaries, the primary wholesaler earned the maximum profit. The differences in the profit
margin between the channels are largely due to the number of intermediaries involved in
raw jute marketing. The analysis clearly indicates that channel IV where JCI is operating
can be considered the most efficient marketing channel in the sense that it brought the largest
share of market price to the jute growers.

Seasonal Glut in Post-Harvest Months: A Major Constraint
in Marketing of Pigeonpea in Uttar Pradesh

Brahm Pralcash and Sushila Srivastava*

The study examines the extent of variations in prices of pigeonpea in all the regulated
markets of the state of Uttar Pradesh and the variations in its production and market arrivals
of the marketable surplus. The study is based on the ten-years data (1987-88 to 1996-97)
collected from the Directorate of Agricultural Marketing, Ministry of Agriculture, Uttar
Pradesh. Karl Pearson' s coefficient of variation was worked out to study the relationship
between market arrivals and wholesale prices of pigeonpea. The study revealed that the
coefficient of correlation between annual production and market arrivals was postive (+
0.57). Inter-year variations in market arrivals ranged from 71 to 126 per cent, while intra-year
variations ranged from 40 to 232 per cent of the average arrivals during the last decade.
More than 53 per cent of total arrivals reached the markets during the months of April to
June, when prices were low. Inter-year variations in wholesale market prices varied between

61 and 166 per cent from the average annual prices that prevailed during the last decade,
while the intra-year variations ranged between 89 and 105 per cent. The prices received by

* Professor of Economics, Dibrugarh University, Dibrugarh-786 004 (Assam).
-;- Indian Institute of Pulses Research, Kanpur-208 024 (U.P.).
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the farmers who sold their pigeonpea produce through regulated markets of the state were
more by 37 per cent in 1994-95,90 per cent in 1995-96 and 86 per cent in 1996-97. Negative
coefficient of correlation was observed between market arrivals and prices except for
1992-93. The farmers, can get better price by postponing their brisk sale of pigeonpea during
post-harvest months of April to June to later months of the year. Government should help
the farmers by providing better C'redit facilities and creating improved storage facilities.

An Operational and Organisational Structure of Regulated
Markets in Orissa: Impact of Market Regulation on the Farmers

Atibudhi*

An attempt is made in the paper to critically analyse the operational and organisational
structure of regulated markets and to ascertain the farmers' attitude towards regulated market
committee and regulatory measures of the market in Orissa. Out of about 1,250 primary and
76 wholesale markets existing in the state, only 30 percent has been brought under regulation.
Only 57 regulated market committees have been established in the state. As regards the
organisational structure at the apex level, an Agricultural Marketing Board has been con-
stituted. The main functions of the Board includes superintendence and control over market
committees, approving proposals for new sites and building infrastructural facilities. As
regards the operation of regulated markets in the state, the infrastructural development is
not adequate and the entire state has not been covered under market regulation scheme as
yet although the act to this effect is in force since 1956-57. Agricultural marketing is one
of the unorganised and under-managed sectors in the state. About 76 per cent of the farmers,
on an average, have no specific idea about the regulated market committee and its functions,
although all the farmers are aware of the existence of regulat(xl market. Only 17 per cent of
the farmers are aware of some of the regulatory measures whereas an overwhelming majority
of the the farmers have no idea about the regulatory and promotional measures as introduced
by the regulated market committee from time to time. Even though the state has not yet
achieved substantial results in the development of agricultural marketing system, it is moving
slowly in the right direction and more attention needs to be paid to the improvement of
infrastructure and successful enforcement of market regulation throughout the state.

* Associate Professor, Department of Agricultural Economics, College of Agriculture. Orissa University of Agri-culture and Technology, Bhubaneswar-751 003.
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Consumers' Willingness to Pay for Seafood: Some Implications
for Marketing

M. Krishnan,* P.S. Birthal** and R. Venugopalan*

The study analyses consumers' perceptions on seafood in respect of certain attributes
like brand preferences, nutrition, food safety and quality which are considered important

factors by the consumers while making up their purchase decisions and to identify the factors
influencing consumers' willingness to pay for different attributes of seafood. The study is

based on a random survey of 100 respondents of prime residential localities in Chennai. It

is observed that given the wider choice of seafood the consumers are willing to pay extra

price for in-built quality assurances. With the increasing demand for seafood, the industry

as well the producers should try to tap the potential domestic demand for this high value

food item.

Marketing of Sugarcane in India - Few Relevant Issues

Jagdish Lal*

An attempt is made to examine some of the reievant issues relating to marketing of

sugarcane in different tropical and sub-tropical states of the country. The data on various

aspects related to sugarcane marketing and parameters of sugar production were collected

from a sample of 140 sugar factories located in different states. Besides, some secondary

data were also collected from published sources. A simple logical tabular and graphical

analysis is attempted to examine various aspects of sugarcane marketing, supply and pricing.

The study indicated that variations in the quantity of sugarcane supplied to sugar factories

resulted in periodic fluctuations in sugar production. The sugar production which was merely

1.101 million tonnes in the country with 15.9 per cent sugarcane supply during 1950-51

increased to a level of 16.45 million tonnes with the increase in supply level to more than

60 per cent in 1995-96. In the subsequent year sugar production declined to a level of 12.90

million tonnes as a result of drastic decline in the cane supply to the mills at a level of 48

per cent only. It indicates that the marketing system is not an efficient one. The comparison

of statewise data revealed that in tropical states sugarcane supplied to the sugar mills varied

from 45 per cent to nearly 70 per cent during the last two decades. On the other hand, in

sub-tropical states the quantity supplied to the sugar mills was nearly 50 per cent of the

tropical belt, its extent varied from 21.per cent to 37 per cent only. The major share was

diverted towards gur and khandsari industries. Direct contact between the sugar factories

and cane growers for cane marketing, higher drawal ratio, maturitywise harvesting and its

transport by mills resulted in higher sugar production particularly in Maharashtra and Gujarat

when compared to sub-tropical states where the aforesaid parameters do not exist. In sub-

tropical states the marketing of sugarcane is the responsibility of the cane societies, which

t Central Institute of Brackishwater Aquaculture, Chennai, ** National Centre for Agricultural Economi
cs and

Policy Research, New Delhi-110 012 and * Central Marine Fisheries Research Institute
, Madras Research Station,

Chennai-600 008, respectively.
* Indian Institute of Sugarcane Research, Lucknow-226 002. (U.P.).
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has created lot of inconvenience to the cane growers. The major constraints as experienced
by the cane growers were difficulty in cane supply indents, payment problems, labour
scarcity, transport problem, distant supply centres and weighment problems.

In order to meet the demand of 27 million tonnes of sugar by 2020 AD, the sugarcane
supply to sugar factories must be sustained at a level of more than 60 per cent. It could
possibly be achieved if diversion towards gur and khandsari is checked. Government has
taken several measures but none has succeeded. The other important determinant of quantity
of sugarcane supplied to manufacturers of three sweetners is cane price paid by these
agencies. State Advised Price, which is generally higher than the Statutory Minimum Price
announced by Union Government, is paid by sugar factories. It must also be made applicable
to gur and khandsari industry.

The study suggests that pricing mechanism needs to be reviewed in order to have one
price regime fixed by Union Government and that should permit premium for higher quality.
The implementing agencies particularly in sub-tropical states, where the marketing co-
operatives are unable to demonstrate their potentiality in assuring stable markets for cane
growers, need to be improved.

Problems of Marketing and Processing of Gram and
Soybean in, Two Districts of Madhya Pradesh

K.G. Sharma,* S.K. Gupta* and M.C. Athavale

The paper seeks to identify the problems of marketing and processing of gram and
soybean in Madhya Pradesh and suggest policy measures. Narsinghpur and Indore mandis
were selected for gram and soybean respectively. From the jurisdiction of each mandi five
villages were selected and from each village 10 farmers were selected by random sampling
method. Thus the total sample consisted of two districts, two mandis, ten villages and 100
farmers. The reference year was 1996-97.

Of the total quantity of gram and soybean marketed, 46 and 43 per cent were sold to the
traders respectively and of this quantity 32.6 per cent and 36 per cent were sold to the traders
in the village itself and to OILFED in the villages respectively. Slightly more than 50 per
cent of the gram was sold in the mandi. Marginal and small farmers preferred sale outside
the villages. In the case of large farmers the percentage of gram sold within the villages was
only 27 per cent. Three-fourths of the marketed surplus of gram was sold in the harvest and
post-harvest seasons and the remaining one-fourth in the sowing season. In the case of
soybean, about 80 per cent of the marketed surplus was sold within the villages. The prices
of gram and soybean received within the villages were slightly lower than those received

t Research Officers and t. Professor and Head, Agro-Economic Research Centre for Madhya Pradesh, J.N. Krishi
Vishwa Vidyalaya, Jabalpur-482 004 (M.P.).
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from outside the villages, while the price received in the mandi was the highest. While the

maximum sales took place in the harvest season, followed by post-harvest season, the prices

were the lowest in the harvest season and increased in the post-harvest season.

As regards the problems of marketing and processing of gram it was noted that due to

intensive cultivation of gram the pressures on markets, channels and dal mills increased

tremendously. There were glut § in local market and gram seed was exported to other dis-

tricts/states. The farmers faced severe glut in the market and the prices were low. They were

deprived of the much higher prices of dal and other products obtained in the later period.

The farmers faced distress sales and had to wait for the returns of their product for months.

The real beneficiaries of marketing and processing of gram and soybean were dal mills and

oil millowners respectively. Efforts should made to encourage the establishment of farmers'

co-operatives in the fields of marketing as well as processing.

Dynamics of Marketing System - A Study of Himachal Apples

A.L. Nadda, R.S. Prasher and L.R. Sharma*

The paper analyses the changes that have taken place in apple marketing system during

the past two and half decades and consequent impact of these changes on marketing costs,

marketing margins, producer's share, market integration and marketing efficiency. These

changes were obvious and a consequence of various interventions introduced by the gov-

ernment in the form of technological development, improved marketing organisations

equipped with modern marketing infrastructural facilities, marketing support policies like

subsides and fixing of minimum procurement prices, etc. The study is based on secondary

sources of data. The data were also collected from six studies conducted on apple marketing

covering 1969-70 to 1996-97 period. In order to maintain uniformity for the purpose of

temporal comparisons only those studies which were conducted in Shimla district with Delhi

as a terminal market were selected for the purpose of this study.

The study delineates various public support systems for bringing about improvements

in apple market structure and performance. It provides conclusive evidence that the mar-

keting efficiency measured in terms of ratio of consumer's price to marketing inputs has

steadily increased over the years. This improvement in marketing efficiency leads us to

conclude that the orchardist's welfare has increased over the years. Improvement in mar-

keting efficiency is mainly ascribed to the decline in the post-harvest losses and the increase

in marketing costs is relatively at a lower pace than the increase in the consumer's price.

This has been possible by adopting better post-harvest and marketing practices and other

support policies introduced by the government from time to time. Despite this improvement,

one of the disquieting features is the disproportionate increase in the margins of the inter-

mediaries.

* Department of Social Sciences, Dr. Y.S. Parmar University of Horticulture and Forestry, Nauni-S
olan-173 230
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The producer's share in the consumer's rupee fluctuated in a narrow range; rather it
remained static considering the first and last years of the study. From this, it can be inferred
that despite a phenomenonal increase in apple production during the period under study,
various measures introduced have helped to a greater extent in handling a larger volume of
crop output without any adverse impact on the producer's price. This also amounts to increase
in producer's welfare with an increase in apple production over a period of time. The dis-
tributing and consuming markets are integrated over time and space resulting in beater
pricing efficiency.

The future strategies should focus on improving the producer's share in the consumer's
rupee through value addition. For this purpose, more sophisticated apple grading and packing
houses equipped with modern facilities like chemical washing of fruits and waxing, etc.,
need to be established. The existing infrastructural facilities for the post-harvest management
of fruits need to be strengthened. Emphasis must be laid on product development on a
continuous basis. Promotional efforts may be made for expanding markets. Profiteering
tendencies of the intermediaries needs to be curbed through enforcement of market laws.

An Economic Analysis of Marketing and Export
of Litchi in Muzaffarpur Market of Bihar

B.B. Singh,' R.N. Yadav,' and Suresh Kumar

The paper seeks to work out and analyse the price spread of litchi marketing and export
of litchi from Muzaffarpur market of Bihar which is the most important litchi market of the
state. A sample of 15 litchi growers, 10 each of pre-harvest contractors and village traders,
15 each of wholesalers, retailers and consumers were selected randomly to examine the
marketing channels, price spread and marketing efficiency in marketing of litchi in
Muzaffarpur market of Bihar. The study reveals that litchi is generally marketed through
pre-harvest contractor and village trader for distant markets and through retailer for sale in
the local Market. The price spread analysis indicates that the litchi growers get 30 to 55 per

, cent of the consumer's price and the rest is absorbed by the intermediaries present in the
identified channels of marketing. Amongst the various cost items the charges for loss of
weight and spoilage, packaging charges including cost of the box and the transportation cost
constitute the major share. The study also reveals that the retailer, followed by pre-harvest
contractor and village trader got a higher margin of profit. It is also observed that though
the index of marketing efficiency of channel III is higher (1.21) as compared to channel I
(0.43) and channel II (0.48), nearly 68 per cent and 24 per cent of the total litchi are marketed
through channel I (pre-harvest contractor) and channel II (village trader) respectively, and

Associate Professors, Department of Agricultural Economics, Rajendra Agricultural University, Bihar, Pusa-848
125 (Samastipur) and Research Associate, Tirhut College of Agriculture, Dholi.
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only 8 per cent of litchi is marketed through channel III (retailer), mainly because the large

and medium category of litchi growers find it convenient to market through pre- harvest

contractor and village trader.

The analysis of litchi export for the year 1995 indicates that in spite of all efforts only

30 million tonnes of litchi could be exported to different countries of which the Netherlands

accounted for a major share. The export of litchi from Muzaffarpur to other important cities

of the country during the same year indicates that only 7702.5 tonnes of litchi could be

marketed at remunerative price and the rest is di-Sposed off in the local markets at com-

paratively very low price causing immense disadvantage and loss to the litchi growers.

Livestock Marketing Scenario in Himachal Pradesh -

A Study of Periodic Markets

A.K.Sharma, S.K.Sharma and J.S.Guleria*

The study reviews the status of livestock marketing in important livestock markets i
n

Himachal Pradesh and focuses on the various channels of livestock marketing and marketi
ng

problems and malpractices experienced in these markets. Both primary and secondary da
ta

are used for the analysis. The study pertains:to the agricultural year 1995-96. Th
e study

revealed that majority of the livestock markets are held at village level and once in a yea
r.

The markets in which arrival of animals exceeded 100 are treated as big markets. 
The two

main marketing channels identified are producer/breeder-buyers and producer/
breeder-

brokers-buyers. The producer's share was maximum in the first marketing channel. The

government agencies are also making a good effort. The producer's share was observed 
to

be the maximum in these channels. The lowest sale was observed in Sunderna
gar market,

where 10 per cent of the animals were sold. The major malpractices prevalent in
 livestock

marketing are non-milking of the milch cattle for a day to increase the size of th
e udder,

giving jaggery for temporarily increasing the milk yield, false information about t
he number

of lactation, shortening of horns, adjusting calves of other mother animals and sh
owing dry

animals as pregnant ones. The major problems revealed by the farmers wer
e lack of

transportation facilities, non-availability of finance, non-availability of sheds an
d space in

the market yard, lack of provision for feeding stalls, non-availability of wate
r and medical

care, no provision of vaccination at entry points, etc. These problems are
 prevalent in all

the livestock markets with varying magnitude.

* Department of Agricultural Economics, Himachal Pradesh Krishi Vish
vavidyalaya, Palampur-176 062 (H.P.).
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Vegetable Marketing Systems in Azamgarh District
of Uttar Pradesh

R.S. Chauhan and J.N. Singh*

The paper examines the prevailing marketing channels, margins and price spread of
common vegetables so as to suggest some policy measures for the improvement of the
existing system. The study pertains to Azamgarh district of Uttar Pradesh where vegetable
farming has become most popular in recent times. Using three-stage stratified random
sampling design, 40 vegetable growers were selected from four villages in a block of the
district for the study, besides ten traders of Azanigarh market during the agricultural year
1994-95.

Brinjal and tomato are the most important vegetables which accounted for about 61 per
cent of the total marketed surplus of all the vegetables produced in the study area. The other
important vegetables were cauliflower, lady's finger and bottlegourd. Mainly three channels
were patronised by the vegetable growers for the disposal of vegetables. Sale through the
channel involving commission agent and fetailer was found to be the most important channel
which was adopted by the majority of the farmers in the study area. However, in the most
predominant channel comprising producer, commission agent, retailer and consumer, the
net price received by the producer was in the range of 60 to 63 per cent. The producer's sale
price/retailer's purchase price was the highest in the case of14cly's finger, followed by tomato
and the lowest in the case of bottlegourd. It was observed that -the retailer's margin varied
between 14 and 18 per cent of the consumers' price which was almost one-fourth of the
price received by the producers in the area. Therefore, it is clear that the producer's share
declined drastically with the increase in the number of intermediaries. Both the gross price
as well as net price received by the producer was maximum in direct sale to the consumer,
followed by sale to the consumer through commission agent. However, sale through com-
mission agent and retailer, the most important and popular channel, was found to be the
least efficient. Therefore, there is a need for making this channel efficient, cost effective
and producer-friendly by regulating the substantial trade margins taken by the traders. The
farmers also need to be encouraged to form producers' co-operatives to reap the benefits of
scale economies and organise group marketing.

t Research Associate, Directorate of Extension Education, Himachal Pradesh Krishi Vishwavidyalaya, Palampur,
(H.P.) and Professor and Head, Department of Agricultural Economics, Narendra Deva University of Agriculture and
Technology, Kumarganj, Faizabad-224 229 (U.P.), respectively.
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Price Variation of Cotton: A Case Study of Kukshi
Regulated Market of Dhar District of Madhya Pradesh

S.B. Nahatkar, B.S. Kiradiya and H.O. Sharma*

Cotton is an important cash crop among the major commercial crops grown in Madhya
Pradesh. The present study seeks to make a modest attempt to examine the nature and

magnitude of price fluctuations of cotton in Kukshi regulated market of Dhar district of

Madhya Pradesh, considering secondary time-series data for the period of 11 years (1986-87

to 1996-97). The analysis of the data shows that seasonal index of cotton prices was minimum

(96.45 per cent) in the second quarter (January-March) and maximum (106.73 r T cent)
during the third quarter (April-June). The range of difference between the two was 10.28

per cent, clearly indicating high seasonal fluctuation of cotton prices. Besides this, the price

movement of cotton was identified as below 100 in the first and second quarter leaving

much price uncertainty to cotton growers in the study area. The coefficient o. f price trend

shows that price hike was higher during the first quarter to attract more cotton growers to

sell their produce at lower prices. The data on cyclical variations show that after every three

years the cycle of cotton prices changes irrespective of the variations in price in the three

quarterly periods, revealing that within a year there is no sudden shortfall or boom of cotton

arrival in the market. The variation in arrivals of cotton was found to be higher than that of

variation in prices. The deterministic study shows that farmers are more responsive to lagged

cotton prices than current prices.

Farmgate Price, Mandi Price and Marketing Margin
of Vegetable Pea Produced in Garhwal Hills and
Marketed at Dehradun Mandl of U.P.

R.S. Tripathi and M.L. Sharma.'

The study attempts to work out farmgate price, mandi sale price, marketing costs, margin

and price spread of vegetable pea grown by a sample of 20 farmers of two villages in Tehri

Garhwal district who marketed their produce at Dehradun Mandi of Uttar Pradesh through

various marketing channels. The study revealed that vegetable pea, grown as offseason crop

in the month of March. occupied 37 per cent of the total vegetable area. The produce of the

area was marketed through three main marketing channels: (i) pr9ducer-consumer, (ii)

producer-commission agent/wholesaler-retailer-consumer and (iii) producer-local con-

tractor/forwarding agent-commission agent/wholsaler-retailer-consumer. Of the total

marketing cost for green pods of vegetable pea, about 20 per cent was handling and

transportation charges, 10 per cent octroi and other taxes, 5 per cent on packing charges and

6.5 per cent on miscellaenous expenses. The share of the producer in the total price paid by

* Department of Agricultural Economics and Farm Management. R.A.K. College of Agriculture. Sehore--t66 001
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the consumer was about 72 per cent. The farmgate sale price was the highest for channel II
in which the producer himself sold his produce in the wholesale market. It was the lowest
for channel III in which local contractor was involved in the marketing process. In this
channel the net margin of local contractor was as high as Rs.522/qtl. The commission agent
charged Rs. 58/qt1 each from producer/local contractor and from the purchaser (retailer) at
an equal rate. The net margin received by retailer was Rs. 75/qt1 in the marketing of pea in
and around Dehradun main market.

The overall average marketing cost borne by tne produc-er was Rs. 40/qt1 which was the
highest for channel II (Rs. 106/qt1). The share of the local contractor amounted to Rs. 100/qt1
in the marketing of pea sold through channel III. The marketing cost borne by the retailer
was Rs. 93/qt1 in which loss in the value of the pods during retailing was also included. The
commission agent-cum-wholesaler contributed nothing directly on account of vegetable pea
marketing but levied high commission charges. The study suggested that there is an urgent
need to rationalise commission rates of the commission agent and local contractor in
Dehradun market.

Problems and Prospects of Export of Horticultural
Produce in Andhra Pradesh

N. Gopala Rao*

Though India is the largest producer of fruits in the world having a share of 10 per cent
and second largest producer of vegetables with a global share of 13 per cent, at present the
horticultural products, particularly fruits and vegetables are mostly meeting domestic needs.
Export of these products have been very limited, except one or two crops, in spite of their
growing demand and tremendous potential in the international markets. Horticultural
products exported from India are valued at Rs. 3,144 crores in 1995-96 accounting for around
25 per cent of total exports of agricultural commodities. Though export of these commodities
have increased by over 302 per cent between 1983-84 and 1991-92, it has come down to 80
per cent between 1991-92 and 1995-96.

Andhra Pradesh exports large quantities of mangoes and onions to foreign countries
while grapes are exported occasionally. The major constraints in the way of increasing export
of fruits and vegetables to international markets are poor quality, early harvesting of crop
without proper ripening of the fruits leading to reduced shelf life and low sugar content,
lack of adequate knowledge on packaging methods and techniques, lack of knowledge of
the quality standards of international marketing, neither by the grower nor by the merchant,
poor storage and transport facilities, neglect in handling of fruits and vegetables at various
stages of picking, packaging and transportation. Thus what is required for export promotion

* Agro-Economic Research Centre, Andhra University, Waltair- 530(X)3. (A.P.).
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of fruits and vegetables in the state is the dissemination of knowledge on international
standards of quality, export policies, duties, subsidies and taxes, freight, etc., from growers
to the exporters and strict supervision and control for maintaining the quality of the export
commodity.

Marketing of Ber in Western Maharashtra

R.R. Suryawanshi and D.S. Hanget

The paper attempts to examine in detail the process of marketing of ber in regard to
marketing functions, marketing practices, marketing costs and price received and problems
faced by the ber growers from major ber growing area of the state, viz., Sangola tehsil of
Solapur district. The study is based on data collected from a sample of 150 ber growers
selected from eight villages having 65 per cent of the total area under ber in Sangola tehsil.
The study pertained to the year 1990-91. The average per farm and per hectare production
of ber was 120 and 197 quintals respectively. The proportion of grade I, II and III was
observed to be 30, 51 and 19 per cent respectively in total production. The average age of
plants was 3.07 years. Nearly 98.55 per cent of the total produce was sold and the balance
quantity (1.45 per cent) was used for home consumption and for free distribution. As many
as 57 per cent of the ber growers sold the produce through open auction. In all, five marketing
channels were noted in the sale of ber. The majority of ber growers (80 per cent) sold nearly
65 per cent of their produce through the marketing channel, viz., producer-commission
agent-retailer-consumer. On an average, 34 per cent of the total quantity was sold through
co-operative organisations. The average per quintal price received for ber sold through
co-operatives was higher than that from the above mentioned channel. In general, costly
packaging material, high transport charges, lack of market intelligence, high commission
charges, unauthorised deductions were the main problems reported by the sample ber
growers. Efforts should be made to improve both technical and economic efficiency in the
marketing of fruits in general and ber in particular in the study area and state as a whole.

Economics of Production and Marketing of Raisins

B.N. Pawar and J.R. Pawar*

A study was conducted in Tasgaon area of Sangli district in Maharashtra curing the
agricultural year 1996-97 to study the economic aspects of production and marketing of
raisins. In all 75 grape growers comprising 43 grape growers producing raisin on the farms
(on-farm group) and 32 grape growers producing raisins away from the place of grape
cultivation (off-farm group) were selected purposively in the vicinity of Tasgaon tehsil area.
More than 50 per cent of the cropped area was under grape cultivation. Grape groves of
on-farm group have grown the Thompson seedless variety on a large scale (47 per cent)

+ Department of Agricultural Economics, Mahatma Phule Krishi Vidyapeeth, Rahuri-413 722, Dist. Ahrnednagar
(Maharashtra).

* Department of Agricultural Economics, Mahatma Phule Krishi Vidyapeeth, Rahuri-413 722, Dist. Ahmednagar
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whereas off-farm group have grown Tas-A-Ganesh as a major variety (45 per cent). The
per quintal cost of raisin making was slightly higher in the off-farm group (Rs.5,795) than
that in on-farm group (Rs.5,056) because of high price of Tas-A-Ganesh variety. The cost
of grapes used for raisin making accounted for the highest share in both groups in total cost
of raisin making. About 60 per cent of grapes are used for raisin making in both the groups.
The recovery percentage was slightly higher (29 percent) in the case of off-farm than on-farm
group (24.55 per cent). The per quintal cost of marketing of raisins in Tasgaon market in
off-farm group was lower (Rs.358) than that of on-farm group (Rs.493) because the grape
growers in off-farm incurred low charges for grading and packaging.

Institutional Milk Marketing in Bihar

R.K.P. Singh and K.M. Singh*

The paper attempts to analyse milk production, consumption and marketing through the
dairy co-operative, Bihar State Co-operative Milk Producers Federation Ltd. (COMPFED)
and examine the producer's share in the consumer's rupee of milk marketed through dairy
co-operatives. The study is based on data collected from 720 dairy households spread over
60 villages of Pataliputra and Barauni Milk sheds of Bihar pertaining to 'the year 1995-96.
The analysis of farm level data of farmers revealed that the annual per household animal
milk production was as low as 1,334 kg on sample households. About 83 per cent of milk
produced is sold and 17 per cent is consumed in the project area. The collection of milk is
influenced adversely due to shortage of green fodder in the lean season. The marriage season
also coincides with the lean season of milk production which aggravates the, problem of
short supply of milk to dairy co-operatives in Bihar. The producer's share in the consumer's
rupee declined from 67 per cent in 1988.to 59 per cent in 1998 which needs to be increased
through efficient management of dairy plants and human resources. The co-:operative
functionaries derived more benefits from. increased consumer price of milk. Hence, the dairy
co-operatives seem to be unfriendly to farmers who sold milk through institutional channels.

Marketing of Soybean in Kolhapur-Sangli Area of Maharashtra

A.M. Kothawale, A.V. Gavali, P.P. Inamdar and V.G. Pokharkar*

The paper attempts to study the pattern of agricultural marketing of soybean, based on
micro level data obtained from a sample of 120 soybean producers selected from six villages
in Walwa and Hatkanangle tehsils of Sangli and Kolhapur districts of Maharashtra. The
functioning of agricultural markets has been studied on the basis of data obtained from
primary markets at Peth and Rukadi and from secondary markets at Vadgaon and Islampur

t Associate Professor, Department of Agricultural Economics, Rajendra Agricultural University, Bihar. Pusa
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in Sangli and Kolhapur districts respectively. The data pertained to the year 1994-95.

The study revealed that 92 per cent of the total produce was sold in the market. The

various intermediaries involved in the marketing of soybean are itinerant traders, corn-

mission agents, wholesaler and oil millowners (processors). The primary market was the
important market for small farmers in the area under study as they marketed about 70 per

cent of the produce. Medium and large farmers marketed about 92 to 96 per cent of the

produce in the secondary market. At the overall level, the price per quintal obtained in the

primary market was higher than that in the secondary market. The large farmers obtained

relatively higher prices in the primary and secondary _markets than the small and medium

farmers because of delayed sale. The per quintal cost of marketing of soybean came to Rs.9

and Rs.21 in the primary and secondary markets respectively of which transportation and

commission charges are the major items of marketing cost. The producer's share in the

millowner's price was 91 per cent in chatinel I (producer-itinerant trader-commission

agent-millowner and 85 per cent in channel II (producer-commission agent-wholesaler-
millowner).

Marketing of Wheat in Haryana

B.S. Tomer, V.K. Singh and Dalvir Singh*

The paper attempts to examine the production, marketable and marketed surplus, period

of sal, purchasing agencies from the producer-seller and cost of marketing of wheat incurred

by the producers in Haryana. The study is based on cross-sectional data for the year 1996-97

collected from 20 farmers from two villages, one each from the two districts of Ambala and

Hisar having diverse agro-climatic conditions. The selected farmers were grouped under

three categories, namely, small, medium and large having less than two hectares, two to six

hectares and more than six hectares respectively. The findings of the study revealed that

about 60 per cent of the cultivated area in Haryana was devoted to wheat crop in the rabi

season. The marketable surplus of the farmers formed about 83 per cent of the total pro-

duction. Of the total marketed surplus, 85 per cent was sold during the harvest period,

creating a glut in the market and almost half of the marketed 'surplus was sold in the village

itself to the traders at a low price to avoid harassment and due to difficulty in transportation.

Besides, the producer-seller incurred no cost in the marketing of wheat through village trader

at the harvest time. The net price received by the producer through both the channels was

the same as the trader charged the marketing cost from the producer through reducing the

price by the same margin. During off-season sale through village trader, the producer

incurred storage cost and interest charges on the value of wheat stored for a period of six

months on an average. In the case of direct sale in the market, the producer incurred an

additional cost as market charges and transportation cost. Thus during off-season sale, the

producer had to incur an additional cost of marketing of Rs. 32.75 per quintal as cost of

storage and interest charges for an average period of six months. Therefore, for a period of
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one year this cost would be Rs.65.50 per quintal. Hence, it is suggested that to check the
immediate sale at the harvest time in bulk, a gradual increase in the support price should be
made in the later months of the year after harvest period.

Marketing of Milk in Cuttack District (Orissa)

Suresh C. MaHick*

The paper attempts to examine the structure of dairy farms, cost of production of milk,
pattern of milk disposal and marketing costs and margins in milk marketing in Cuttack
district of Orissa. The data were collected from a sample of 100 farmers, grouped under
three size-classes (according to the number of local and exotic breeds of cows in the dairy
farms) and two locations (urban and rural) pertaining to the year 1996-97. The marketing
costs and margins in milk marketing were analysed under five marketing channels.

Milch cattle constituted nearly three-fourths of the total cows in both rural and urban
areas. The urban dairy farms possessed 70 to 80 per cent of the exotic cows through
crossbreeding, while the rural dairy farms owned about 36 per cent in size-class 1(1-3 cows
per household), 32 per cent in size-class 11 (4 to 6 cows) and 56 per cent in size-class III (7
and above cows). The cost of production of milk varied from Rs.6.53 to Rs.7.37 per litre
in rural areas and from Rs.6.16 to Rs.8.4 per litre in urban areas.

The Orissa Milk Producers' Federation Ltd. (OMFED) collected 58.54 per cent of milk
produced in rural areas of Cuttack district. It, pasteurized, packed and distributed chilled
milk in Cuttack and Bhubaneswar cities for final consumption. But the urban dairy farms
sold about 55 per cent of milk at their door steps. The producer's share in the consumer's
rupee varied from 65 per cent to 97.50 per cent for the milk produced in rural dairy farms
and from 69 per cent to 98 per cent in urban dairy farms.

The study suggests extensive crossbreeding of indigenous cows with exotic breeds.
opening of fair price shops for supplying cattle feeds and concentrates, health check-up
programmes for cows Iv the Government. The OMFED should open milk collection centres
in cities (Bhubaneswar and Cuttack) and the Anand Milk Union Ltd. may be requested to
start a milk processing industry in Orissa or at least impart training to the farmers, technicians
and administrators for the success of the white revolution.

* Department of Agricultural Economics, Orissa University of Agriculture and Technology. Bhubaneswar-751 003
(Orissa).
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Agricultural Regulated Markets in Haryana:
Problems and Prospects

O.P. Chhikara, Kuldeep Kumar and Himmat Singht

The paper deals with the problems and prospects of agricultural regulated markets in
Haryana. Faced with inadequate performance from the marketing structure, there is an urgent
need to create a market structure which is flexible enough to handle changing supply a6d
demand for a variety of farm commodities. Policies and actions need to be based on empirical
evidence rather than on administrative hunches. As recommended by the National Com-
mission on Agriculture, 1972, adequate representation may be given to growers in the affairs.
of market committee. The chairmen and vice-chairmen of all agricultural marketing
committees should invariably be the representatives of growers. Grading and standardisation
have to be made compulsory in all transactions relating to agricultural produce and it must
cover all the agricultural commodities. This step is essential in the interest of farmers and
consumers.

Marketing facilities should be made available to the farmers within a radius of 5 km.
Although some steps have already been taken in this direction, progress is not very
encouraging. A large number of industries use agricultural products as raw material.
However, adequate attention has not been given to marketing and processing of perishable
commodities like fruits, vegetables and livestock products. This has to be done on priority
basis as market fluctuations in their prices and arrivals are very high.

Marketing of Bittergourd in Sangamner and Mumbai Market

B.H. Kamble, M.S. Jadhav, J.T. Dorge and B.S. Ambre*

The paper examines the market channels and intermediaries involved, marketing costs
and problems faced by the farmers in marketing of bittergourd in selected markets of
Maharashtra. The study is based on data collected from a sample of 120 growers selected
from six villages in two tehsils, viz., Sangamner and Akola. For obtaining secondary data,
Ganore, Sangamner and Mumbai markets were selected as primary, secondary and terminal
markets.

The study revealed that Mumbai has emerged as the most important centre for marketing
of bittergourd. The differences in prices were noticed due to the different quality of produce
marketed by the sample growers. Only 5 per cent or the total production of bittergourd was
sold in the primary and secondary markets. By and large, transport, commission, packing
and grading charges were the major items of marketing costs. The producer's share in the
consumer's rupee worked out to 41.5 per cent in Mumbai market.

t Department of Agricultural Economics, Haryana Agricultural University, Hisar-125 004.
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The farmers faced marketing problems such as non-availability of cold storage facility,
costly packing material, high transport and commission charges, non-return of packing
material back to the growers, low price to the quality produce, etc. The study suggests the
need to establish a co-operative marketing society for fruits and vegetables in the study area.

Marketing of Apples in Himachal Pradesh -
Price Spreads, Problems and Strategies

Prem S. Dahiya and S.P. Saraswatt

The paper assesses the impact of market regulation on temporal changes in price spread
and apple marketing framework and discusses the marketing malpractices and problems of
the apple growers, and state policy measures taken under price support in Himachal Pradesh.
Delhi (Azadpur) is the largest apple market which registers 60 per cent of apple production
from Jammu and Kashmir and 70 per cent of production from Himachal Pradesh as its
arrivals. The study is based on secondary data and the field survey undertaken by Agro-
Economic Research Centre, H.P. University, Shimla during 1995-96. The data were col-
lected from 50 orchardists of all size-classes of Shimla district.

The producer's share in Delhi (Azadpur) market in the most popular channel of
producer-forwarding agent-commission agent-wholesaler-retailer-consumer during
1984-85 and 1995-96 was 41.23 per cent and 42.3 per cent respectively. The wholesaler's
margin increased from 2.4 to 3.7 per cent but in the case of retailer it decreased from 13.21
to 11 per cent during the corresponding period. The increase in apple prices had benefited
the market intermediaries. The unauthorised deductions at the rate of 7 to 8 per cent of
commission charges from apple growers continued unabated despite the enforcement of
Delhi Agricultural Produce Marketing (Regulation) Act, 1976.

Infrastructural bottlenecks, failure to make regulated supply of apples to the major apple
terminal markets of Delhi, Banglore, Calcutta and Mumbai, emerging disease problems of
scab and dropping of leaves and premature dropping of apples have affected adversely the
apple production and marketing in the state. The government is handicapped in imple-
menting a horticultural price policy because of non-availability of cost data generated
through scientifically planned studies. The price support scheme has been marked by
ad-hocism and politico-economic considerations. Sound future market strategies call for
effective enforcement of market regulation, setting up of horticultural co-operative mar-
keting societies, increased research endeavours to increase apple productivity, a compre-
hensive scheme for study of cost of cultivation of horticultural crops, effective extension
scheme, ensuring regulated supply of apples to major terminal markets and seeking avenues
for export of fresh apples and processed apple products to potential markets.

1- Senior Scientist (Agricultural Economics), Division of Social Sciences, Central Potato Research Institute,
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Marketing of Sugarcane,Products - Gur and Khandsari
in Regulated Markets of District Muzaffarnagar
(Western Uttar Pradesh)

Archna Singh and B.S. Rohal*

The paper examines the production and marketing pattern, costs and margins and price

spread in the marketing of gur and khandsari in Muzaffarnagar district of Western Uttar

Pradesh and suggests possible measures for efficient marketing of these sugarcane products.

The study reveals that gur production is more than khandsari in the district during the year

1996-97. More quantity of gur was sold at doorsteps than khandsari, due to the local purchase

by village consumers for home consumption. About 76 per cent of gur and about 73 per

cent of khandsari were sold in the regulated markets. The producer's share in the consumer's

price worked out to about 75 per cent. Although regulation has been effective in lowering

the margins of middlemen and increasing the share of the producer in the consumer's price,

still there is a large scope to eliminate the large number of market inter-mediaries.

To minimise the costs and margins in the marketing of gur and khandsati in the district,

it is suggested that integration of various co-operative institutions with those of regulatory

measures would go a long way to improve the whole agricultural marketing system. The

long chain of marketing functionaries from the producing centres to the ultimate consumers

needs improvement at every stage. The credit made available by the banking system is

insufficient and provision of credit by the organised financial system to support agricultural

marketing has to grow.

Marketing Strategy of Potato Specialised Farmers
in Western U.P.

Virendra Singh and J.S. Sharma'

The paper attempts to highlight the marketing strategy of the potato specialised farmers

in Western Uttar Pradesh. Cross-sectional data pertaining to the year 1995-96 were procured

from 97 farmers (23 small, 48 medium and 26 large farm size-groups) of Khandoli block

of Agra district in Western Uttar Pradesh for the study, using multi-stage sampling. The

study revealed that the marketed surplus of potato was as high as 88 per cent of the total
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output which varied from 82 per cent on small farms to 92 per cent on large. farms. Only
7.30 per cent of the total output on large farms was retained for seed while the small and
medium farms retained 13.52 per cent and 13 per cent respectively. It was also observed
that more than 68 per cent of the marketed surplus on small farms was sold during
January-March either at the farm itself or in local markets, about 24 per cent was disposed
off during February to April in distant markets without storing in cold stores and the rest (8
per cent) was sold at cold stores during September-November. The proportion of marketed
surplus sold by medium and large farms was respectively 31, 40 and 29, and 30, 21 and 49
per cent during the corresponding months and place of sale. The per quintal net price received
on the sale of potato was the highest in the case of sale at cold stores during September-
November, followed by sale at the same place during May-August and sale in distant markets
during May-August. Across the farm size-groups, the per quintal net price received at all
places and time was the highest for large farms, followed by medium and small farms in
descending order.

The farmer at the overall situation incurred the highest expenses in the sale of potato in
distant markets during May-August after storing in cold stores, followed by sale at cold
stores during September-November while it was the lowest in the case of sale at the farm
itself during January-March. Across the farm size-groups, the-cost of marketing of potato
at all places and time was the highest in the case of large farms while it was the lowest for
small farms. The storage and transportation charges and cost of gunny bag are the important
cost items in the total cost of marketing on all categories of farms.

Pattern of Market Arrivals and Prices of Tomato in
Parbhani District of Maharashtra State

R.D. Shelke and S.P. Kalyankar*

A study on the pattern of market arrivals and price of tomato was undertaken with a view
to examine the inter- and intra-year fluctuations in market arrivals and monthly wholesale
prices of tomato in Parbhani district of Maharshtra and the relationship between market
arrivals and prices of tomato. The time-series data about market arrivals and prices of tomato
for each month were collected from the Agricultural Produce Market Committee, Parbhani
for the period 1988-97. The data were analysed with the help of simple regression analysis.
The study revealed that the inter-year variation in market arrivals of tomato was between
22 and 62.5 per cent whereas the intra-year variation was between 17 and 66.8 per cent in
total arrivals. The inter- and intra-year variations in average price were between 8.03 to
15.66 per cent and between 11.91 to 19.74 per cent respectively. Arrivals and prices were
negatively correlated, which meant that the increase in arrivals led to reduction in price and
vice-versa.
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