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1.1 Introduction 

Indian economy is predominantly an agrarian economy with more than 75 percent of its 

people living in villages and depending upon agriculture and allied activities 

(Viswanadham, 2006). Agriculture provides the foundation for food and livelihood, 

security and support for the economic growth and social transformation of the country. 

During 2008-09 the agricultural sector contributed to approximately 15.7 percent of 

India's GOP (at 2004-05 prices) and 10.23 percent of total exports besides providing 

employment to around 58.2 percent of the work force (Govt. of India, 201 0). Agriculture 

will continue to have the pride of place in national policies and plans, since the nation's 

food security depends on the performance of this sector. The increased trend in 

production has brought new challenges to handle in terms of huge marketable surplus. 

Production of food grains during 2008-09 was 234.47 million tonnes. Production of 

wheat, coarse cereals, sugarcane, jute & mesta achieved 80.68 million tonnes, 80.68 

million tonnes, 285.03 million tonnes and 103.65 lakh bales respectively during 2008-09 

(Govt. oflndia, 2010). The increasing rate of production reminds us of reviewing the past 

and the strategies to be conceptualised keeping in view the future and fast changing 

scenario. To manage the above situation a strong and efficient marketing system is 

essential in the country to administer the marketable surplus in proper manner. 

Agricultural marketing system is defined as physical and institutional set up to perform 

all activities involved in the flow of products and services from the point of initial 

agricultural production until they are in the hands of ultimate consumers. This includes 

assembling, handling, storage, transport, processing, wholesaling, retailing and export of 

agricultural commodities as well as accompanying supporting services such as market 

information, establishment of grades and standards, commodity trade, financing and price 

risk management and the institutions involved in performing the above functions. 

Agricultural marketing system can be analysed by looking at the farmers' marketing 

practices, marketing channels and the structure of markets. The marketing system and 

farmers' marketing practices have undergone considerable changes during the last 50 

years due to the expansion of the size of the market, increased availability of 

infrastructure and changes in the pattern of demand and consequently introduction of new 

methods of processing, packaging, storage and transportation. 
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In India agricultural produce markets have been dominated largely by private traders. 

Apart from traders, processors also play an important role as they enter in the market as 

bulk buyers and sellers. In fact, some commodities in some regions in India, producers 

end up making net losses at the same time when traders make substantial profits from the 

same crop. However, it needs to be recognized that producers' relative share in the final 

price of a product certainly goes down with the increase in the number of value-adding 

stages. Farmers' financial position will depend not only on returns they receive from a 

particular enterprise but, also the place where they are selling their produce for getting a 

remunerative price. Hence, it is important to analyse the marketing practices that are 

being followed and to identify the market intermediaries and channels of marketing. In a 

modern economy, it is inconceivable that the role of middlemen can be eliminated. This 

emphasizes the need to regulate the middlemen in order to make them more efficient, 

competitive and accountable. It is necessary to create such a situation where marketing 

intermediaries perform in controlled environment and balance the marketing system in 

the context of profit sharing and service. Agricultural marketing continues to remain the 

most important in the economic development of the country. The timely, quality and cost 

effective delivery of produces remains a challenge in the country. The farmers are not 

able to sell their surplus produces remuneratively. There are plenty of distress sales 

among farmers both in agriculturally developed as well as backward regions. There are 

temporal and spatial variations in the markets and the producers' share in consumers' 

rupee has not been satisfactory, except for a few commodities. Agricultural marketing has 

enormous economic and political implications. These not only bring a balance between 

demand and supply but also affect the distribution of income in the farm sector. In 

developing countries like India, where agriculture continues to provide employment and 

income for about two thirds of the work force and where considerable proportion of the 

people are poor, agricultural marketing have profound effect on maintaining livelihood 

and rhythm of technology adoption for increasing the farm production. 

In India, the small size of farms is striking feature of farming. This creates difficulties in 

introducing better methods of cultivation and marketing. For the purpose, specific 

knowledge, skill, accuracy and thoroughness in production and marketing are required. 

With the gradual displacement of subsistence farming by commercialized agriculture, 

marketing of farm products has assumed greater importance in recent years. For the 
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farmer, disposal of his produce has become as important as the adoption of modern 

practices for improving yield from agriculture. Unless the marketing efficiency improves, 

no incentives to increase the production will attract the cultivators. The unfair of the price 

of any agricultural commodity from the theoretical point of view may largely be due to 

the inefficient functioning of the market for the commodity concerned. On the other side, 

market performance like absolute share of the producer in terms of remunerability, 

fluctuations in prices across seasons, large spatial price differences and lack of proper 

market outlets itself, are the issues which have become increasingly crucial in the present 

context. There are structural weaknesses of agricultural markets like unorganised farmers 

as against organised buyer, weak holding capacity of the producers and the perishable 

nature of the produce in the absence of any storage infrastructure. In the presence of these 

characteristics of the market, the rural producers cannot simply be left to fend for 

themselves so far as marketing of their produce is concerned. 

An efficient marketing system can contribute to an increase in the marketable surplus by 

scaling down the losses arising out of processing, Storage and transportation. A well 

designed system of marketing can effectively distribute the marketable surplus and 

thereby sustain a faster rate of growth in the agricultural sector. An efficient marketing 

system is an effective agent of change and an important means for raising the income 

levels of farmers and satisfaction of the consumers. The movement of goods from 

producers to consumers at the lowest possible cost, consistent with the provision of 

services desired by the consumers, may be termed as efficient marketing. An efficient 

marketing system for farm products ensures an increase in the farm production get 

translated into an increase in the level of income, thereby stimulating the emergence of 

additional income. Consumers derive the greatest possible satisfaction when goods are 

available at the least possible cost. Thus, agricultural marketing plays an important role in 

accelerating the pace of economic development in addition to stimulating production and 

consumption. 

1.2 A brief profile of North Bengal Region 

The Northern most region of the state of West Bengal is known as North Bengal. The 

region is separated by the river Ganges from Southern part of the state of West Bengal 
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generally referred to as South Bengal. North Bengal lies between 24°40' and 27°31' North 

latitudes and between 39°53' and 87°53' east longitudes. The entire North Bengal is 

bounded by Sikkim and Bhutan on the North, Nepal and Bihar on the West, South Bengal 

on the South and Bangladesh and Assam on the East. The North Bengal region consists 

of six districts viz. (i) Coochbehar, (ii) Jalpaiguri, (iii) Darjeeling, (iv) Uttar Dinajpur, (v) 

Dakshin Dinajpur and (vi) Maida. The North Bengal is a region with varied landscapes, 

economic, socio-cultural characteristics, terrain and morphology. There · are both 

diversities and disparities within the districts of North Bengal region. As per the agro

climatic regional classification the country has been divided into 15 broad agro climatic 

zones and the North Bengal come under two Agro climatic Regions. Agriculturally, the 

two broad regions are Eastern Himalayan Region (Zone II) and Lower Gangetic Plain 

Region (Zone III). Darjeeling district (Hills sub region), Jalpaiguri and Coochbehar 

district (Teri sub region) come under Eastern Himalayan Region on the other side Uttar 

Dinajpur, Dhakshin Dinajpur and Maida districts come under Lower Gangetic Region. 

The population and literacy level of the six districts of North Bengal are exhibited in 

table 1.1. 

Table-1.1: Population and literacy rate of districts of North Bengal 

District Total Males Females 
Populati 

on 

Coochbehar 2822780 1453590 1369190 

Darjeeling 1842034 934796 907238 

Jalpaiguri 3869675 1980068 1889607 
Uttar 
Dinajpur 3000849 1550219 1450630 
Dakshin 
Dinajpur 1670913 855104 815827 

Maida 3997970 2061593 1936377 
Note: Census of India 2011 (Provisional) 
Source: www.census2011.co.in 
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Growth Rural Urban 
(2001-
2011) 

(percent) 

13.86 2533480 289300 

14.47 1123859 718175 

13.77 2825001 1044674 

22.90 2638662 362187 

11.16 1434856 236075 

21.50 3446056 551914 

Literacy 
rate 

(percent) 

75.49 

79.92 

73.79 

60.13 

73.86 

62.71 



As per the 2011 Census (provisional), the total population of the districts ofNorth Bengal 

is 17.20 million, which is 18.83 percent of the state of West Bengal. Of the total 

population of North Bengal, Dakshin Dinajpur district constitutes the lower part (9.71 

percent), followed by Darjeeling district (10.70 percent) and Coochbehar district (16.40 

percent). While Maida district constitutes the highest percentage (23.23 percent) of 

population followed by Jalpaiguri district (22.49 percent) and Uttar Dinajpur district 

( 17.44 percent). Table-1.1 represents the data related to population of the districts of 

North Bengal. Urbanisation is one of the indices of economic activity and the low 

proportion of urbanization in North Bengal is an indicative of the low level of economic 

growth in the region. The region is predominantly rural. The table-1.1 shows that the 

districts of North Bengal constitute larger number of rural population. The districts of 

Coochbehar, Jalpaiguri, Uttar Dinajpur and Dhakshin Dinajpur are characterised by 

incidence of higher proportion of scheduled caste population (well above the state 

average). Districts under North Bengal are characterised by lower literacy levels as 

compared to state average (77.08 percent) except Darjeeling (Census of India

provisional, 2011). In analysis the literacy level of the districts of North Bengal, 

Darjeeling district recorded highest literacy of over 79 percent followed by coochbehar 

district (75.49 percent) and Dakshin Dinajpur distrct (73.86 percent). Beside Jalpaiguri 

and Maida recorded a literacy level of73.79 percent and 62.71 percent respectively. Uttar 

Dinajpur district recorded as lowest literacy rate (60.13 percent) among the districts of 

North Bengal (Census oflndia- provisional, 2011). 

We are taking into consideration the economy of North Bengal which is predominantly 

agrarian in nature. The topography of North Bengal has made agriculture diverse and 

difficult. Variations in the soil, altitude and rainfall have immense influence on the 

cropping pattern and productivity. The pressure of population has changed the nature of 

cultivation, ownership pattern of land. There is a considerable amount of unemployment 

in the rural areas. Due to high slopes of the hill region of the northern part of the State 

with high rainfall and cooler temperature round the year, this area is almost covered with 

forests, plantation and orchard crops. Only one third area of the cultivated land is being 

used for producing different variety of crops. The crop productivity is poor due to high 

slopes, high rainfall and erosion, shallow and acidic nature of the soils. The soils ofTerai 

and Teesta region are light textured, strongly acidic due to high rainfall. Rice, jute and 
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tobacco are the major crops of this region, while in winter a number of winter vegetable 

crops, potato and a few pulses and oilseed are grown. This agro-climatic region is also 

suitable for extension of cultivation of wheat, potato. North Bengal covers an area of 

about 21,000 square kilometers, which is about 24 percent of the State. The snow-fed 

rivers of the Himalyas namely Teesta, Mahananda and Jaldhaka flow through the region. 

These rivers are characterised by erratic changes in their courses and flooding. The hills 

and adjacent areas are covered with temperate and tropical forest composed of pine, fir 

and other evergreen types like gurjan. Sal is also quite abundant in the forest. About 18 

percent of the region is classified as forest land much of which is concentrated in the 

districts of Darjeeling and Jalpaiguri. 

1.3 Statement of the problem 

According to the National Commission of Agricultural Marketing, "agricultural 

marketing is a process which starts with a decision to produce a saleable farm commodity 

and it involves all aspects of market structure or system, both functional and institutional, 

based on technical and academic consideration and includes pre and post harvest 

operations, assembling, storage, transportation and distribution" (Report of National 

Commission on Agriculture, 1976). Agricultural marketing consists of all the functions 

and services used in moving the commodities from the producer to the final consumer. It 

includes not only the physical movement to the place where the product is wanted but 

also putting it into the form and amount is desired and having it ready at the time it is 

wanted. In agricultural marketing, we are concerned with demand and supply, marketing 

operations, marketing channels and intermediaries, cost and margin, price fixation, 

market structure etc. Marketing channel is the chain of intermediaries through whom the 

various produces pass from producers to consumers. The intermediaries have their own 

set up. They may be individuals, partners or agency who may buy and sell at a price 

determined by forces of demand and supply. Each functionary renders some service in 

the process of marketing and also earns a varying margin of profit for himself and at 

same time bears risks involve in the process. Marketing costs are the actual expenses 

incurred in the marketing process. They include not only the cost of performing the 

various marketing functions, but different levies as well. The costs of performing the 

marketing function include storage cost, transportation cost, labour charges, assembling, 
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storing processing packaging cost, market fees etc. Marketing margins are actual amounts 

received by the marketing intermediaries in the marketing process (Moore et al., 

1973). The marketing margin between the cultivator and the consumer may be taken as an 

index of the soundness of the marketing set up of any produce (Gopalaswamy, 1977). A 

number of studies stand to confirm that a large number of middlemen function at various 

stages Qf agricultural marketing in India and they reduce the share of the consumer's price 

(Krishnaswamy et a!, 1968). The price spread in Indian market is thus considerable and 

the cultivator's share of the consumer's rupee is very small. Retailers and wholesalers 

together often grab as much as 40 paisa out of every rupee paid by the consumer. 

(Munshi, 1957). Broadly speaking, there are three entities involved in the marketing 

system. These are producer, the consumer and the middleman. Each of these has its own 

objectives, which often conflicts each others' interests. The producer would look forward 

to get the largest possible return, middleman would aim at high profits from the deal and 

consumer would like to get quality product at the least possible cost. An efficient 

marketing system should therefore balance the interest of all economic agents involved in 

this process of economic activity. 

Due to agro climatic situation of the region the whole area ofNorth Bengal is suitable for 

cultivation of different crops like paddy, wheat, mustered, jute, potato and vegetables etc. 

The movement of these crops from the producer to the consumer takes place in different 

stages and by different channels. The channel members (intermediaries) have great 

influence in the distribution process. These intermediaries such as trader, commission 

agent, wholesaler and retailer claim their margin at every stage. These channels have 

influence on marketing costs such as transport, commission charges etc. Finally, these 

channels decide the price to be paid by the consumer and share of it is received by the 

farmer producer. So, the existence of long chain of intermediaries makes the distribution 

process complex. The channel which is considered as good or efficient which makes the 

produce available to the consumer at the cheapest price also ensures the highest share to 

the producer. In case of jute distribution process from field to mill takes place in three 

stages. In the first stage farmers sell their produce in the primary markets and haats 1
. In 

the second stage jute is transferred from primary market to secondary market. Though a 

small percentage of farmer sell their produces direct to secondary markets. The third 

stage is from the upcountry baling centres to the loose jute market of Kolkata, the press 
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house of pucca balers, the jute mills and to ships for exports at Kolkata. In jute 

marketing, the basic problem is that market is distorted not only by imports but also a 

long chain of middle man. Most growers are still at the mercy of ruthless market and 

other forces ranged against them. The growers are often deprived of remunerative price 

resulting in little incentive to promote productivity by costly inputs. The jute growers of 

North Bengal have problem of imperfect marketing structure. The growers sell their 

produce to small traders and farias2 in local market. Then small traders and farias sell that 

to local aratdars3 and local aratdars sell that to baler and ultimately reach to terminal 

market in Kolkata. So ultimately they suffer from the imperfection of raw jute market as 

well as the existence of a long chain of middlemen. In this research investigation we are 

to analyse the problem and prospect of marketing channel of agricultural produces in the 

North Bengal region. Special emphasis will be given to jute marketing especially channel 

structure, nature of price, cost of marketing, profit margin, price spread, logistical 

planning, channel efficiency, intermediary's relationships, their role and functions etc. 
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1.4 Objective of the study 

The broad objective of the study is to analyse the marketing network system of 

agricultural produces in North Bengal as well as Indian agricultural sector. The study has 

attempted to asses the problems and prospects of jute marketing channels in North 

Bengal. Special emphasis has given to channel structure, distribution process, marketing 

cost and margin, price spread, marketing efficiency, intermediary's role and functions 

and various problems of marketing. The specific research questions being addressed by 

the study are as follows. 

1. To investigate the prevalent marketing system and channels of marketing. 

2. To find the function ofvarious channel members in the distribution process. 

3. To examine the nature of trend of producer's price and Price of marketing 

intermediaries. 

4. To analyse the marketed surplus. 

5. To analyse the disposal pattern of crops. 

6. To estimate the channel wise and marketing functionary wise cost of marketing. 

7. To estimate and analyse the marketing margin of marketing intermediaries and price 

spread. 

8. To estimate the producer's share in consumer rupee. 

9. To estimate the efficiency of marketing channels. 

10. To analyse the impact oftotal marketing cost, volume of produce handled, number of 

marketing intermediaries and net price received by farmer with total marketing 

margin of jute marketing channels. 

10. To analyse the problems and constraints of marketing faced by the growers. 

I I. To find out the deficiencies in the marketing system of produces. 

12. To suggest policy measures to overcome the constraints in the present system. 
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1.5 Hypotheses to be tested 

On the basis of the above objectives following hypotheses are being formed. 

H1: There is a significant price gap between the point of production and the point of 

ultimate marketing of jute. This hypothesis has been tested with the help of primary 

data collected from field survey. 

H2 : The percentage of output sold to a particular type intermediary is not determined by 

the farm holding size. This again has been tested by the supported primary data. 

H3: Out of the total quantities of jute produced, equal percentage is sold to different 

markets, irrespective of their differences in price. This hypothesis has also been 

tested by the primary data collected from field survey. 

H4: The combination of total marketing cost, volume of produce handled, number of 

marketing intermediaries and net price received by farmer has no impact on total 

marketing margin. Multiple linear regression analysis has been applied to test this 

hypothesis while dealing with primary data. 

1.6 Methodology and sources of data 

The study covers six districts of North Bengal region. The districts are Coochbehar 

Darjeeling, Jalpaiguri, Uttar Dinajpur, Dhakshin Dinajpur and Maida. Of the six districts 

Maida, Uttar Dinajpur and Dakshin Dinajpur districts are eminently suitable for the 

cultivation of different varieties of paddy, jute, mustard seeds, wheat and vegetables. 

Coochbehar and Jalpaiguri are famous in jute, potato and paddy cultivation. The universe 

of this research investigation is the whole of North Bengal districts. Data related to crop 

production, distribution, marketing etc were collected from primary and secondary 

sources. For the purpose of the study secondary data on all India perspective have also 

been mentioned. Secondary data from different sources such as Govt. Statistical Reports, 

Directorate of Economics and Statistics, Bureau of Applied Economics & Statistics, 

Census Reports, Directorate of Agriculture-Govt. of West Bengal, Directorate of 

Agricultural Marketing, Govt. of West Bengal, Directorate of Marketing and Inspection, 
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Govt. of India, Planning Commission, Economic Survey- Ministry of Finance, Govt. of 

India, Department of Agriculture and Cooperation, Govt. of India etc have been 

collected. 

For our purpose Coochbehar was chosen in view of area under gross crop among the 

districts of North Bengal. The crop jute has been selected for Coochbehar as the highest 

area under cultivation among the districts of North Bengal. More over the district 

Coochbehar represents more or less same agro-socio-economic conditions among the 

districts of North Bengal except the hill region of Darjeeling. Multistage sampling 

technique is used for the selection of samples. In the first stage, Dinhata-II block of 

Coochbehar District was selected on the basis of maximum area under cultivation (Govt 

of W.B 2008). In the second stage four villages Bara Shakdal, Kuchni Prathamkhanda, 

Kismat Dasagram and Patharsan were selected from Dinhata-II block as the highest area 

under cultivation. From each village 65 jute producers were selected at random. Thus the 

total sample size consists of 260 jute produces. The producer farmer were then 

categorized as small (Up to 1 hectare), medium (I to 2 hectares) and Large (2 hectars and 

above) based on land holding size of the farmers (Yadav et al., 2006). For our purpose 4 

primary markets/haats viz., Balica haat, Basanti haat, Baman haat and Nazirhat haat were 

selected. All the markets/haats are adjacent to the selected villages where producers sold 

their produces. To study the channels of jute marketing, marketing cost, margin, price 

spread, producer's share in Consumer Uute mill) rupee 30 faria cum village merchants, 

15 aratdars, 7 jute mills were identified. Data related to production, distribution and 

marketing of jute in different marketing channels were collected. The marketing 

efficiency of different channels was estimated by using Shepherd's Index Method, 

Composite Index Method and Acharya's Method. Multiple linear regression analysis was 

done to know the impact of different variables (total marketing cost, volume of produce 

handled, no of market intermediaries, net price received by farmer) on total marketing 

margm. 

Data collected from the secondary and primary sources were tabulated and analyzed. 

Simple average and percentage analysis were used to calculate the marketing cost, 

marketing margin and price spread. Composite Index Method, Shepherd's Method and 

Acharya's Modified Method were used to analyse the marketing efficiency. Multiple 
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linear regression analysis was done with the help of SPSS-1 0.0 statistical package. The 

data for the study were collected by survey method. The data collected pertained to the 

year 201 0-11. The personal investigation method was adopted for the collection of 

primary data. Interview schedule was prepared carefully and after pre-testing the required 

data were collected by personal contact with the respondents. All possible precautions 

were taken for getting the reliable information. The collected informations were also 

tested through cross-questioning at the time of investigation. 

1. 7 Analytical tools 

1.7.1 Price Spread analysis 

Price spread, in general, is referred to as the difference between the price paid by the 

consumer and that receive by the producer for an equivalent amount of the commodity. In 

the present study, price spread is referred to as the difference between the prices paid by 

the consumer and price received by the jute producer. The analyses involved in 

computation of different marketing costs and marketing margins at each stage and their 

expression as to the percentage. For estimating costs of the marketing of channel 

intermediaries, costs incurred on assembling, grading, packaging, transportation, loading 

and unloading, storage, market fees, brokerage etc were considered. The marketing 

margins were obtained by deducting the price paid and marketing cost from the price 

received by the respective market intermediaries. Though price spread is the most widely 

used criterion to judge marketing efficiency, other advance methods have also been in 

use. In the present study shepherd's Method, Composite Index Method and Acharya's 

Method have been used to measure the marketing efficiency. 

1.7.2 Shepherd's Index Method of Marketing Efficiency 

Shepherd suggested that ratio of total value of goods marketed to the marketing cost may 

be used as a measure of marketing efficiency. Higher the ratio, higher would be the 

marketing efficiency and vice versa (Acharya and Agarwal, 1987; Verma et al., 2004; 

Gauraha et al., 2002). 
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According to Shepherd's Index Method 

ME= [(VII)- I] 

Where, 

ME= Shepherd's Index of marketing efficiency 

V Value of good sold (Consumer price or jute mill purchasing price) 

I Total marketing cost 

1. 7.3 Composite Index Method of Marketing Efficiency 

Composite Index Method is the method where the marketing efficiency in the different 

marketing channels was computed by ranking different performance indicator. In this 

study, four such indicators were selected as follows (Rajagopal 1986, Saravanan et al 

2006) 

1. Price Spread: - Lower the value of price spread, higher would be the marketing 

efficiency and vice versa 

2. Producer's Share in consumer's rupee Uute mill purchasing price): -Higher the value, 

higher would be the marketing efficiency and vice versa. 

3. Total marketing margin per rupee of consumer's price: -Lower the ratio higher would 

be the marketing efficiency and vice versa. 

4. Total marketing cost per rupee of consumer's price: -Lower the ratio, higher would be 

the marketing efficiency and vice versa. 

Ranks were attached to each performance indicator and by pooling all the ranks, 

composite index was calculated. 

Ri 
So Composite Index (R) = ---

Ni 
Where, 

R = Composite Index 

Ri = Sum of ranks in each channel 

Ni =Number of performance indicators ranked 

I = 1, 2 and 3 for channels I, II, III respectively 
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1.7.4 Acharya's Modified Method of Marketing Efficiency 

According to Acharya measures of marketing efficiency was computed by net price 

received by producer, total marketing cost and net margin of the intermediaries (Acharya 

and Agarwal, 1987; Chand et al., 2010) 

MME = P1!(TC +TM), 

P1 = Net price received by farmer 

TC = Total marketing cost 

TM =Total marketing margin of intermediaries. 

1. 7.5 Multiple Linear Regression analysis 

Multiple linear regression analysis with the following variables was done to know the 

relation between dependent and independent variables. 

y = f(xi, .................................... x,J 

Where 

y =Total marketing margin (depended variable) 

x1 =Total marketing cost (independent variable) 

x2 =Volume of produce handled (independent variable) 

x3 = Number of marketing intermediaries (independent variable) 

x4 =Net price received by farmer (independent variable ) 

1.7.6 Total marketing cost (TC) = C1 + Cmi + Cn2 + ......... + Cmn, 

Where 

c1 = Marketing cost incurred incurred by Producer farmer 

C1111 = Marketing cost incurred incurred by 1st intermediary 

Cm2 = Marketing cost incurred incurred by 2nd intermediary 

Cnn = Marketing cost incurred incurred by nth intermediary 

15 



1.7.7 Net margin of marketing middleman (NM) = Sp;- (Pp;+ Cm;), 

Where 

Sp; Selling price per unit of ith intermediary 

Pp; Purchasing price per unit ofith intermediary 

Cm; Marketing cost per unit incurred by ith intermediary 

1. 7.8 Total margin of marketing middlemen (TM) = Mm 1 + Mm2 + ...... + Mmn, 

Where 

Mml = Marketing margin of 1st intermediary 

Mm2 = Marketing margin of 2nd intermediary 

Mmn = Marketing margin of nth intermediary 

1.7.9 Price spread (PS) = Pc- PJ, 

Where 

Pc =Consumer's (Jute Mill buying price) purchasing price 

P1 =Net price received by farmer 

1.7.10 Producer's share in consumer's rupee (Ps) = (P1! Pc) xJOO, 

Where 

Pc =Consumer's (Jute Mill) purchasing price 

P1 =Net price received by farmer 

1.8 Scheme of the chapters 

The study is divided into eight chapters. First chapter discusses introduction of 

agriculture marketing and its different aspects. This section also includes statement of the 

problem, research methodology, sampling and data sources. Second chapter is about 

review of literatures. Third chapter discusses marketing network of agricultural 

commodities. This section presents detailed analysis of marketed surplus, marketing 

channels, marketing infrastructure, marketing efficiency and marketing institutions. 

Fourth chapter concentrates on marketing network of agricultural commodities in North 

Bengal. Fifth chapter discusses jute marketing network. This section includes marketing 

intermediaries, channels, marketing process and problems of jute marketing. Sixth 
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chapter discusses jute marketing in North Bengal covering marketing cost, margin, price 

spread and constraints of jute marketing. Seventh chapter covers government intervention 

in jute marketing. Jute Corporation of India's role and functions is also discussed in this 

chapter. Last chapter provides overall conclusion and recommendations. 

Note 

1. A haat is a weekly, bi-weekly or daily open market which sits in a particular place and where 
people from surrounding villages come for purchase, sale and other business transactions. 

2. Farias are the itinerant traders who create the first link between producer farmer and the buyer 
of raw jute in the marketing channel. 

3. Aratdars have big storage facility and store jute brought by farias and disposing that to the 
balers and earn profit or commission. 
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CHAPTER-II 

REVIEW OF LITERATURES 

2.1 INTRODUCTION 

2.2 MARKETING OF AGRICULTURAL COMMODITIES 

2.3 MARKETING OF JUTE 
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2.1 Introduction 

This chapter makes a review of the existing literature directly related to our study as well 

as the review of some literature which are not so much directly related to our study. The 

whole review has been subdivided in to two principal segments. The first is the through 

review of literature related to marketing of agricultural commodities and the second 

segment is about marketing of jute. 

2.2 Marketing of agricultural commodities 

Collins & Jamison (1958) had done a study which provides a structure of food marketing 

system. The authors indicated where change was taking place, and pointed some 

adjustments that might be warranted. The dynamic merchandising techniques which 

characterised the business of food distribution, particularly at the retail level, were having 

repercussions throughout the marketing structure. The income of the agricultural 

producer was becoming continually more sensitive to the profit determinants of the 

retailer. Strengthened lines of communication from top to bottom were a requisite for 

profit maximization at all levels. The specifications of retail demand provided strong 

impetus for closer coordination between producers and marketing firms. Established 

marketing institutions in direct contact with the producer were obliged to make a critical 

appraisal of their organisation and services in view of the changing nature of retailer 

demand. 

Narin (1961) studied marketed surplus output ratio of important agricultural 

commodities in India. He estimated distribution of marketed surplus by different holding 

size-group. According to the study marketed surplus as a percentage of gross value of 

output was around 33.4 percent. He found that a part of marketed surplus have a direct 

relation to price change and the other part have an inverse relation. 

Abbott (1962) mentioned in his study "The Role of marketing in the development of 

backward agricultural economies" that food marketing problems occur simultaneously all 

along the line from the planning of production to meet market demand, through transport, 

wholesaling, and processing to retail distribution. According to him these phases are so 

closely interrelated and the difficulty of breaking through the interdependence is often so 
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great, that success in establishing improvements in any one of the various marketing 

phases frequently depends on corresponding improvements taking place in others. In 

consequence, rich potential markets may have little impact on agricultural producers 

within easy access. 

Jumper (1974) discussed the wholesale marketing structure of fresh vegetable in the 

United States. According to him the market is producer oriented, consumer oriented and 

distributor oriented. The archaic conditions of this market structure have contributed to 

faster rises in price of fresh than processed vegetable. The marketing of fresh vegetables 

is changing rapidly. He mentioned that chain stores and other large firms seek to lower 

cost through bypassing segments of the structure and through purchasing directly from 

shipping points and bargaining association are replacing producer oriented markets. He 

also mentioned small, inefficient markets are eliminated, directed shipping is increasing, 

facilities are being improved and some terminal markets are merging with wholesale food 

distribution centres that serve larger areas. 

Lasdanwalla ( 1977) had done a study on "Efficient agricultural marketing" and made an 

assessment of the efficiency of the marketing structure for agricultural products in India. 

She formulated certain criteria for judging marketing efficiency at the micro and macro 

levels. After reviewing various aspects of marketing practice, the author concluded that 

the existing marketing structure did not require radical overhaul development of the 

economy. She, however, argued for a series of improvements in transport, in grading and 

storage systems and in the adoption of fair practices. 

Sarkar ( 1981) in his study "Marketing of food grains-an analysis of village survey data 

for West Bengal and Bihar" mentioned detail analysis of the relationship between 

different classes of producers and different categories of traders who act as marketing 

channels for paddy and rice in West Bengal and Bihar. It shows that the market is not 

only far from competitive. It is also relatively even less competitive from the point .of 

view of the poor producers than from the point of view of the richer ones. He found that 

different types of marketing channels are used by different classes of producers as their 
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most important, next most important or lesser channels, the relative importance of a 

channel for a class of producers being judged by the extent of its marketed surplus 

actually channeled through it. Different classes of traders or marketing channels depend 

mainly or exclusively on different classes of producers. Different classes of traders pay 

different prices to different classes of producers. Different classes of traders have 

different practices of making advance payments to poor producers. 

Rajagopal (1986) has identified different paddy marketing channels and their marketing 

efficiency in Madhya Pradesh. The author applied Shepherd Index Method to measure 

the marketing efficiency. The results reveal that the farmers get the highest benefit if they 

sell their produce through the cooperative marketing and processing units. He suggested 

that the cooperative should be given more incentives by the government to enable them to 

perform the marketing activities in the village more efficiently to give the farmers their 

highest share. 

Acharya and Agarwal (1987) have discussed agricultural marketing and its different 

issues in India. Agricultural marketing plays an important role not only in stimulating 

production and consumption, but in accelerating the pace of economic development by 

optimising use of resource, increase farm income, widening of markets, adoption of new 

technology, employment creation and generation of national income etc. The authors 

studied marketable surplus of various agriculture commodities. There is considerable 

inter-state variation in the marketed surplus-output ratios of crops. Agriculture marketing 

involves various functions and processes such as packaging, transportation, grading and 

standardisation, storage and warehousing, pricing, buying and selling etc. Performance of 

these functions influences the efficiency of marketing. There are different marketing 

agencies, institutions and channels through which farm produces move from producer to 

consumer. With the expansion in transportation and communication network, changes in 

the structure of demand and the development of markets, marketing channels for farm 

products in India have undergone a considerable change, both in terms of length and 

quality. The authors have mentioned some measures such as Shepherd Index Method, 
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Acharya's Modified Method to assess the efficiency of the marketing system. According 

to Acharya's Method, 

MME = FP I (MC +MM) 

Where, 

MME = Modified measure of marketing efficiency 

FP =Net price received by farmer 

MC = Total marketing cost 

MM = Total marketing margin of intermediaries. 

Bhat (1996) studied marketing cost and margins of agricultural commodities. He has 

mentioned that intensive application of technology in agriculture has brought about 

remarkable increase in production of agriculture produces. Several marketing 

functionaries has come to market this farm produces in the country. Producers have 

choice to prefer marketing functionary to sell their produce. A major difficulty in the 

process of improvement of agriculture marketing in India is the enormous sources of 

supply of small marketable surpluses from huge number of small farmers who are 

operating independently in all parts of the country. An efficient marketing is necessary to 

move these commodities from producer to ultimate consumer. The author has discussed 

marketing efficiency in terms of marketing costs, margins and price spread. Price spread 

analysis is an essential apparatus to measure the extent of market integration and 

marketing efficiency. He has mentioned different methods of analysing the price spread. 

Various government institutions have emphasized the need of studying the market 

structure and trying to improve it with a view to protecting the interests of the producers 

and increasing their income by making the market structure more competitive and 

efficient. He has concluded that continuous effort is necessary to find out the 

imperfections in the marketing system and to locate the distortions in the components of 

the price structure. 

Shyamsunder et al. (1996) have studied price spread and marketing of onion in Kolar 

district of Karnataka. They have identified four distribution channels in the marketing of 

onion. Various intermediaries such as village trader, wholesaler, commission agent and 
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retailer exist in these channels. Among the four channels, channel II is the most important 

from the standpoint of quantity surpluses which passed through this channel. The authors 

have studied price spread and the results indicate that producers get the highest net price 

per quintal in channel II and lowest in channel!. 

Krishnaiah (1998) has conducted a study on cotton marketing in Warangal district of 

Andhra Pradesh. He has found various marketing intermediaries involved in the 

marketing of cotton. The intermediaries are village trader, Cotton Corporation of India, 

cooperative agency, ginner etc. These intermediaries function in different marketing 

channels. The marketing process is dominated by these intermediaries. The marketing 

cost and margin vary according to the length of marketing channel. Growers receive 

different prices in different marketing channels because of differences in lower and 

higher marketing cost and margin. Growers are always deprived. It is stated that 

government intervention in regulating cotton market has not been successful in arresting 

the market inefficiencies. 

Mitrannavar and Gummagolmath ( 1999) have done a study to find the marketing cost, 

margin and price spread of potato marketing in North Karnataka. They selected two 

markets namely Belgaum and Hubli. The authors identified two marketing channels of 

potato in the selected markets. In the study the price spread at various levels of marketing 

of potato brought out important results. The difference between consumer's price and 

retailer's price in case of channel II was highest in Hubli market followed by Belgaum 

market. Channel I in both the markets was found to be efficient in so far as the price 

spread was found to be smaller than that in channel II. The producer's share in consumer 

rupee did not cross over 80 percent in channel I. Village merchant and the wholesaler 

grabbed maximum share of the consumer rupee. The net price received by producer in 

channel I was higher in Belgaum market than the Hubli market. According to the authors 

wholesalers and commission agents were better informed about various market activities 

and they were in easy access to market facilities such as storage, grading, financing. As 

result wholesalers and commission agents got highest possible return in the market. 
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Ram (1999) has done a study where he discussed the various issues and challenges of 

agriculture marketing. He described the marketing network of different agriculture 

produces. According to him there were two aspects relating to the movement of 

agriculture produces, the first was channel of distribution and second was the volume and 

seasonality of movement. Marketing channel differed from commodity to commodity and 

type of market. The prevailing marketing system was traditionally dominated by 

marketing intermediaries. Producer sellers were the weakest part of the marketing chain. 

He emphasised due to lack of infrastructure, improper management, marketing 

intelligence and credit, farmers were deprived. There was little government intervention 

in the marketing of commodities except the commodities like rice, wheat, jute etc which 

have importance in the national economy. The situation was changed after enactment of 

various legislations by state government and central government. He mentioned that after 

development of various administrative infrastructure and organisation like Agricultural 

Price Commission, Food Corporation of India, Jute Corporation of India, National 

Agricultural Cooperative Marketing Federation etc the marketing system and practices 

had been improved. He recommended some measures to improve the sit~ation like 

development of market infrastructure facilities, development of rural primary markets, 

creation of grading and packaging houses, development of rural godowns and 

implementation offinance scheme etc. 

Marothia et al. (200 1) have identified two marketing channels of vegetables in his study. 

The channels were producer seller-commission agent-retailer-consumer (channel-I) and 

producer seller-consumer (channel II). The study revealed that maximum portion of 

produce of medium & large farmers transacted through channel-!. The large farmers sold 

relatively more quantity of vegetables as compared to medium group farmers. Small 

farmers usually preferred to sell their produce directly to consumer. The authors selected 

two vegetable crops tomato and brinjal and two markets namely Subhas market and 

Shatri market for price spread analysis. In case of tomato, producer received 53.55 

percent share of consumer's rupee in Shastri market and 58.28 percent share of 

consumer's rupee in Sub has market due to the reason that cost of marketing of producer 

was higher in Shastri market. In case of brinjal, the producer received 41.37 percent and 

53.95 percent of consumer's rupee in Shastri and Subhas market respectively. Low profit 

earned by retailer was the main reason for the higher price received by producer in 
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Subhas market. In comparison between channels within the same market, channel II was 

estimated as most efficient channel than channel I. They recommended some policy 

measures to improve the vegetable marketing system. These were improvement of 

transportation system, regulation of vegetable trading and implementation of storage 

facilities in the market yard. 

Chole et al. (2002) conducted a study on marketing of tomato in Raigad district. It 

discussed marketing cost, margin, price spread in the study. It identified three marketing 

channels in the study area. The channels were producer-retailer-consumer (channel-!), 

Producer-wholesaler-retailer-consumer ( channel-11), producer-commission agent

wholesaler-retailer-consumer (channel-III). According to the study, the producer's share 

in consumer's rupee was highest in channel-! (62.23 percent) followed by channel-II 

(56.05 percent) & channel-III (49.58 percent) which indicated the inverse relationship 

with the number of marketing middleman. The share of total marketing cost was 

maximum in channel III followed by channel-11 & channel-!. This indicated direct 

relationship of total marketing cost with the number of marketing middleman involved in 

channels of marketing. Authors computed marketing efficiency by using Shephard 

formula. The result revealed that marketing efficiency was highest in channel-! followed 

by channel-11 & channel-III. 

Gauraha et al. (2002) studied marketing strategy of rice in Drug district of Chhattisgarh. 

This study estimated the producers' share in consumer rupee, marketing cost, margin of 

intermediaries, marketing efficiency and price spread in different marketing channel of 

rice. According to the study three marketing channels were identified. The study revealed 

marketing cost and margin varies according to the length and of distribution channel. 

Again price paid by the consumer were same irrespective of marketing channels but 

variation occurred only in price which received by the farmers in different channel 

because of differences in lower and higher marketing cost and margin. The authors found 

share of producer in consumer's rupee was inversely proportional to the length of 

marketing channel. In the study, the authors applied Shepherd's Index Method for 

judging marketing efficiency and the result revealed that index of marketing efficiency 
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was highest in channel I followed by channel II and channel III. They mentioned that 

efficiency of channel I was the highest due to not having any intermediaries in the 

distribution channel 

Acharya (2004) studied agricultural marketing framework and its related aspects in India. 

He has discussed different issues such as marketed surplus, marketing channels, 

marketing infrastructure, institutional marketing framework and over all efficiency of the 

agricultural marketing. The agricultural marketing has undergone conspicuous changes 

during the last five decades due to increased marketed surplus, increase in urbanization 

and income, changes in the pattern of demand for marketing services, increase in market 

linkage and changes in the form and degree of government intervention in agricultural 

markets. There has been a considerable increase in the marketed surplus-output ratios of 

various agricultural commodities during last fifty years. Various marketing channels and 

intermediaries perform activities for movement of these agricultural commodities from 

producer to consumer. The share of these channels in total marketed surplus varies from 

commodity to commodity and from state to state or region to region. In regulation and 

development of agriculture markets Directorate of Marketing and Inspection (DMI), 

Government of India has played leading role in the country. The establishment of 

regulated markets and increase in their number have created orderly marketing conditions 

for the farmers. Significant improvement in marketing infrastructure has accelerated the 

marketing system. Development of various infrastructure facilities such as packaging, 

grading, transportation, storage, telecommunication and market yards have helped the 

growers and other marketing stakeholders for marketing their commodities properly. 

Apart from physical infrastructure a strong institutional infrastructure has helped the 

farmers. It also improves the marketing system. Various organisations such as Food 

Corporation of India (FCI), Cotton Corporation of India (CCI), Jute Corporation of India 

(JCI), Commodity Boards for tea, coffee, tobacco, horticulture products etc, State 

Trading Corporation (STC), Directorate of Marketing and Inspection (DMI), 

Commission for Agricultural Cost and Price (CACP), State Marketing Boards, Council of 

State Agricultural Marketing Boards (COSAMB) and Central and State Warehousing 

Corporations have accelerated the overall marketing system. The authors have also 

discussed marketing efficiency by analyzing marketing cost, margin and price spread of 

various agricultural produces. 
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Mohammad et al. (2004) conducted a study to examine the producer's share in consumer 

price to understand the level of marketing efficiency of major crops (rice, wheat and jute) 

in selected markets of Bangladesh. The authors identified four marketing channels of 

each crop in the study area. They mentioned market intermediaries functioned at various 

markets namely primary market, secondary market and terminal market. The highest 

marketing margin of rice received by miller which followed by the baperi and retailer. In 

case of wheat, the highest marketing margin received by retailer followed by miller and 

flower wholesaler. On the other side in jute marketing highest marketing margin received 

by exporter followed by pucca baler and kutcha baler. Producer's share in consumer 

rupee of rice was highest in channel IV followed by channel III, channel II and Channell. 

In the case of jute and wheat the producer's share in consumer's rupee was highest in 

channel IV followed by channel III, channel II and channel I. The authors applied 

Composite Index Method to know the marketing channel efficiency of three 

commodities. In all the commodities (rice, wheat and jute) channel IV possessed highest 

marketing efficiency followed by channel Ill. According to the study channel I and 

channel II for all the commodities were not relatively efficient in agriculture marketing 

sector of concerned commodity producing regions. It was due to low prices received by 

the farmers as compared to other channels. The authors suggested that government 

intervention was necessary to enhance the share of farmers in marketing process. 

Verma et al. (2004) discussed the price spread, marketing efficiency and constraints in 

marketing of onion in Indore district of Madhya Pradesh. The producer received, the 

study revealed, maximum share of consumer's rupee in channel I (97.33 percent) 

followed by channel II (72.00 percent) and channel III (58.12 percent). The highest share 

in consumer's rupee was obtained by the farmers in channel I as there was no 

intermediary between producers to consumer. In second channel, the producer received 

only 72.00 percent of consumer's rupee and retailer received 11.27 percent of consumer's 

rupee. In third channel the farmer received less i.e. 58.12 percent of consumer's rupee. 

The producer's share was less in channels II and III as producers were located at a large 

distance from the market place. The intervention of marketing intermediaries has reduced 

the producer's share in consumer's rupee. The authors examined marketing efficiency by 

applying Shepherd's Method and the result obtained was that channel I was most 

efficient followed by channel II and channel III. Unremunerative prices during the peak 

27 



season and lack of storage facilities were the main constraints of onion growers, they 

mentioned. Besides, skilled labour, lack of credit facility, information of price and arrival 

of produces in the major consuming markets were also the problems faced by growers. 

The analysis revealed 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. 

Dutta (2005) has studied marketing pattern of farmers and their views on regulated 

market in West Bengal. The marketing system for agricultural commodities in West 

Bengal is pyramidal in structure having four tires. These are villages/farm-gates at the 

bottom phase, primary market/sub-market at the second phase, secondary wholesale 

markets in the third phase and terminal market at the final stage. He has mentioned that a 

large section of producers sell their produce at market place. Because they remain busy in 

the chain of production for sowing and harvesting of variety of crops throughout the year. 

This extensive engagement in the field prevents the grower from going market to sell 

their crops. The cultivators with small quantity marketable/marketed surplus do not 

consider it economic to travel long distance market for selling their produce by incurring 

a sizeable amount of transportation cost and personal labour all through the day. The big 

and medium cultivators do not prefer to sell their produces at a time because they hold 

some stocks to meet their urgent future requirements. The author has noticed that farmers 

of North Bengal have a preference to sell their produce at market place whereas the 

farmers of South Bengal prefer to sell there produce at farm gate. He has observed that 

only 42.16 percent farmers are aware about regulated market and their conceptual clarity 

about this market is very poor. 

Banafar et al. (2006) studied marketing .cost, margin, price spread in different channels of 

mustard in Surguja district of Chattisgarh. The study revealed that marketable surplus of 

mustard increased with the increase in production and size of farm due to the facts that 

proportional retention of mustard for various purpose on farms decreased with the 

increase in production. The study revealed the main functionaries of mustard engaged in 

the selected markets were village traders, wholesalers, retailers of mustard seed and 

wholesalers, retailers of mustard oil and cake. The authors identified three marketing 

channels in the study area. The total marketing cost in per quintal of produce was higher 
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in channel I followed by channel III and channel II. Again net price received by producer 

was highest in channel II followed by channel III and channel I. The most efficient 

marketing channel for mustard found to be channel II followed by channel III and 

channel I because producer share in consumer rupee was higher in channel II. The 

authors mentioned some constraints of mustard marketing such as lack of storage, lack of 

regulated market and lack of cooperative societies. 

Sharma and Pant (2006) discussed price spread and problems in marketing of onion in 

Sikar district (Agro-climatic Zone II-A) of Rajasthan. Three marketing channels were 

identified in study area. These channels were producers-consumers (channel I); 

producers-local traders-consumers (channel II); producers-commission agents-retailers

consumers (channel III). Channel II was the most popular channel because 75 percent 

growers preferred to sell their produce through this channel. The average gross price 

received by the farmer was highest in channel I followed by channel II and channel III. 

The per quintal cost of marketing was highest in channel III followed by channel II and 

channel I. Lesser number of intermediaries decreased the marketing cost of channel II 

and channel I as compared to channel III. The producers share in consumer's rupee was 

highest (96.14 percent) in channel I and lowest ( 48.15 percent) in channel III. The 

producers' share in consumer's rupee in channel II was lowest because the producers 

marketed their produce through commission agent and retailers who reaped the shares 

from consumer's rupee. The authors indicated some major problems faced by growers in 

the marketing of onion. Some of these were lack of storage, lower price due to seasonal 

glut, high cost of marketing, lack of marketing information etc. The authors suggested to 

create proper storage facilities in the study area. 

Saravanan et al. (2006) studied on marketing of cashew kernel in Cuddalore district of 

Tamil Nadu. Authors discussed about marketing channel, marketing cost, marketing 

margin and price spread of cashew kernel. They identified three marketing channels in 

the study area. The channels were Processor-wholesaler cum retailer-consumer (channel 

I); processor-wholesaler-retailer-consumer (channel II) and processor- wholesaler cum 

retailer-retailer- consumer (channel III). The processor was considered as producer of 

cashew kernel. In channel I, the processor received highest share (96.38 percent) of 

consumer's rupee followed by channel II (94.95 percent) and channel III (95.35 percent). 
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The study revealed price spread in percentage of consumer rupee and these were 34.74 

percent in channel I, 37.03 percent in channel II and 36.43 percent in channel III. 

Marketing efficiency was analysed by using Composite Index Method and Shepherd's 

Method. Price spread, share of consumer's rupee received by the processor, marketing 

cost per rupee of consumers' price and marketing margin per rupee of consumers' price 

were taken as performance indicators in Composite Index Method. It is found that 

channel I is the most efficient followed by channel III and channel II respectively. It is 

due to lower price spread, larger share of consumer's rupee received by the processor and 

lower marketing margin per rupee of consumer's price in channel I. The results of the 

both methods followed the same direction. 

Forhad and Umali (2007) analysed the effect of facilities and infrastructure available at 

the market place on a farmer's decision to sell at the market using a comprehensive 

survey of farmers, markets and villages conducted in Tamil Nadu. The econometric 

estimation revealed that the likelihood of sales at the market increases sign"ificantly with 

an improvement in market facilities and a decrease in travel time from the village to the 

market. The results suggested that wealth reduces a farmer's cost of accessing market 

facilities more than it increases her/his opportunity cost of leisure. The wealthy farmers 

are able to capture a disproportionate share of the benefits of facilities available at 

congested markets. The policy simulation, however, revealed that the marginal benefits 

from an improvement in market facilities will favour poorer farmers in the context of 

India. 

Lakshminarasmha (2007) studied the agricultural marketing and food supply chain in the 

state of Karnataka. He found various inefficiencies exist in the marketing and distribution 

process of agricultural produces. He observes that there is a wide gap between per unit 

cost of final produce and the price received by the farmers due to lack of distribution 

infrastructure and wastage. The market nearest to the village is acted as a major 

determinant of decision on selling location. Markets are placed quite far from a village 

and therefore, the small and medium farmers find it economical to sell their produces to 

the intermediaries. Several leading domestic and foreign companies have already entered 

the agribusiness sector, mainly in the areas of processing, export, logistics, organized 
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retailing, etc. He concludes that India has a huge opportunity to become a leading global 

food supplier if only it has the right marketing strategies and of course agile and efficient 

supply chains. 

Kumar, et al. (2008) have done a study on marketing and post harvest losses of cabbage 

and cauliflower in Coochbehar district ofNorth Bengal. It is found that about 87 percent 

of cabbage and 99 percent of cauliflower are sold in the market and remaining part is sold 

in village at farm gate. According to the study producer- forwarding agent/commission 

· agent cum wholesaler- secondary wholesaler- retailer- consumer was the most important 

marketing channel for cabbage and cauliflower marketing in the study area. Cabbage and 

cauliflower are packed into jute bags and bamboo baskets with the help of jute fabric for 

its transport to distance market. Handcart cycle van and cycle are the mode of 

transportation from farms to local market and trucks are used to transport the produces 

from local market to distance market. The study reveals that the major causes of post 

harvest losses in cabbage is damage and rotting during the transportation from the 

farmer's field to retailer's shop followed by damage due to insect infestation, cracking of 

cabbage heads and infection of diseases during crop growth period. The main causes of 

post harvest losses in cauliflower is disease during crop growth period followed losses 

due to damage during transportation from field to shop. It is suggested to develop 

farmers' knowledge regarding control diseases and to improve packaging. 

Kumar, et al. (2008) studied marketing cost, margin and price spread of vegetables in 

Vaishali district of Bihar. They have mentioned that perishable nature of vegetables, lack 

of proper storage and processing facilities, lack of market information and presence of 

number of middlemen in vegetable market lead to a wide range of fluctuation in prices 

which affect both farmers and consumers. The authors have measured marketing 

efficiency by Shepherd's Index Method. The marketing margin in relation to consumer's 

price is higher. Growers spend more marketing cost due to distance marketing and higher 

labour cost. The Marketing efficiency of vegetables is very low for tomato followed by 

brinjal and cauliflower. 
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Chand et a!. (20 1 0) have studied price spread, marketing efficiency and constraints of 

carrot marketing in Rajasthan. The authors have identified two marketing channels. 

Channel I is through producer- wholesaler- commission agent- retailer- consumer and 

channel II is through producer- commission agent- retailer- consumer. Channel I is found 

to be more preferred as about 85 percent produce is sold through this channel. The major 

reason behind popularity of this channel is that farmers can sell their produce on the same 

day of harvest. The authors have also estimated total marketing cost and margin of both 

the channels. Marketing cost and margin of channel I is more than that of channel II. The 

authors have applied Shepherd Index Method and Acharya's Modified Method to find out 

the marketing efficiency. According to both the methods channel II is more efficient than 

channel I. The authors again applied Multiple Linear Regression Model to know the 

effect of marketing cost, marketing margin, open market price, volume of produce 

handled and number of marketing intermediaries on marketing efficiency. The regression 

result revealed the relationship between marketing efficiency with marketing cost and 

marketing margin is negative and significant. The authors observe that volume of 

produce has positive and significant relationship with marketing efficiency which implies 

that large carrot growers can bargain and have fetched better price in the market. 

Sing and Yadav (2010) have discussed agricultural marketing and wholesale market 

infrastructure. The agricultural development strategy, they consider, must address not 

only farmers but all other parties engaged in marketing, trade, processing and agri

business, i.e. total supply chain right from the farm gate to the ultimate consumer. An 

efficient marketing system helps in optimisation of resource use, output management, 

increase in farm incomes, widening of markets, growth of agro-based industry, addition 

to national income through value addition and employment creation. Agricultural markets 

are classified on the basis of functions, facilities and services. Rural primary markets 

include mainly the periodical markets, wholesale/assembling markets or secondary 

markets and terminal markets constitute the cardinal link in the market structure in the 

country. Specialized single commodity markets are not found in plenty; there are only a 

few markets for cotton, jute, oilseeds, fruit and vegetables. The layout of most of the 

markets is inconvenient and unsatisfactory. 
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2.3 Marketing of jute 

Majumder (1965) on his study discusses the price spread of jute in four states of India 

namely West Bengal, Assam, Bihar, & Orissa. According to his observation, margins 

earned by the intermediaries are highest at the terminal level in Assam & West Bengal & 

secondary level in Bihar & Orissa . 

Ahmed and Hussain (1972) studied the marketing cost and price behaviour of jute and 

different marketing practices of jute followed by the growers. They observed that Price 

differentials of jute arose mainly from four dimensions namely quality, time, place and 

buyer. They also observed that giant growers had tendency to hold jute for higher price 

and there were substantial price differences for the same grade of jute paid by the buyers 

in the primary jute market. 

Hussain & Momen (1974) in their study "The jute marketing systems in Bangladesh- an 

analysis of selected areas" mentioned jute marketing system in Bangladesh & discussed 

the different intermediaries functions in the distribution process. According to them, the 

existing marketing institutions did not appear to be surplus to the requirement but were 

essential for proper distribution process of marketing activities. They observed that there 

were different aspects that involved in the total cost of marketing. Price formation at 

different levels of marketing was found to be significantly correlated. Inter market & 

intra market price differentials appeared not to be statistically significant. 

Rao & Ramswamay (1974) studied the jute marketing process in India. According to 

them, there were different problems in jute marketing process. Domestic supplies of jute 

continued to fluctuate from year to year. The marketing systems suffered lots of 

imperfections & the growers did not getting a remunerative return from their investment. 

They recommended that regulated market & a remunerated support price can solve the 

problems. 

Sengupta (1975) studied the jute marketing situations in West Bengal. He also discussed 

the functions of marketing co-operative societies & Jute Corporation of India. He 

observed the pyramidal structure of intermediaries in the jute marketing process & the 
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strong case existed to further the development of raw jute trading. He stated that it would 

be difficult for Jute Corporation of India to eliminate various intermediaries in jute 

marketing system. He stated again that sufficiently development of cooperative credit and 

marketing societies only can remove these intermediaries. He recommended operation of 

JCI should be extended in all important jute markets in west Bengal 

Singh and Mishra (1978) in their study "Measures for increasing marketing efficiency of 

jute: a study of Purnea district of North Bihar" discussed the problem of jute marketing in 

Forbesganj area in Purnia district of Bihar. They observed that jute growers of this area 

did not get the optimum price due to some marketing shortcoming arising out of 

transportation, communication, grading, processing and storing. They also observed that 

JCI did not perform the duties at desired level due to difficulty in directly purchasing 

from the producer. They recommended government to establish a jute mill in this area. 

Basu (1979) broadly observed that Jute growers were cheated at the time of sale and they 

had no say in grading process. Traders fixed the grade whatever may be the quality of the 

product. He found that Jute Corporation of India did not operate in the primary market. 

The function of JCI was not up to the satisfactory level. He mentioned that jute growers 

suffered due to the system of 'dadan' (advance) taken from the traders. He also 

mentioned that institution like banks, cooperatives could not perform their functions 

properly due their corruption. 

Chatterjee and Mukherjee (1979) studied the price spreads and inventory demand 

behavior of jute in various jute marketing channels in India. They observed that price 

affected the demand for raw jute inversely. They found that middlemen and traders (not 

the growers) were benefited for the higher price paid by the mills. They recommended 

the reorganization of marketing intermediaries as well as the agencies in whole marketing 

process. 

Rehman (1982) in his study mentioned that private agencies played a dominant role in 

jute marketing of Assam. He found that there was a direct relationship between the size 

of holding and the percentages of marketed jute to total output. Growers having small 

size of holdings sold their major portion of output in the peak season immediate after 
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harvest. On the other hand, bigger farmers having larger holdings sold major portion of 

their marketed jute in the medium and lean months when prices exist at higher level. He 

suggested that the operation of jute procurement should be intensified during the peak 

season. 

Sikder (1982) found that Paikars, Faria, baperies (private traders) dominated the jute 

marketing process in Bangladesh and West Bengal. Most of the growers especially 

having the lower size of holding sold the major portion of there produce to them at lower 

prices immediately after the harvest due to the inadequacy of Government purchasing 

centres and the absence of cooperative societies. Growers sold their produce immediate 

after the harvest due to purchase of farm inputs, debt repayment and some other reasons. 

Sarkar .(1986) provided valuable information on price spreads and jute market structure. 

He observed that on the basis of year to year fluctuation in output and supply, speculation 

entered into the price formation of jute. Private traders kept up average profit by high 

trading margin to meet the risk of speculative price variations. He mentioned that jute 

market was characterized by different classes of intermediaries with divergent class 

interest. The study revealed that price intelligence was limited by various factors like 

grading process, slow progress of regulated market, poor production statistics etc. 

According to the study JCI was suffered by various constraints. These were insufficient 

number of corporation's purchase centres, opposition from middlemen against accessing 

to primary market and remote village, smuggling of jute from neighbouring country 

(Bangladesh), inability to make commercial purchase freely, corruption due to scheme of 

identifying the jute grower through card, lack of storage, rural communication and 

support from the cooperatives etc. 

Barbhuiya (1987) conducted a study on jute production, price and marketing in Nadiya 

district of West Bengal. According to his study price of jute differed from farm to farm. 

These variations changed on basis of farm holding size, season of sale, place of sale and 

agency to sale. He observed a dominant portion of produce of small farmer (haveing 

small holding) was sold to itinerant village trader at farm gate in the peak marketing 

season immediate after harvest at lower level price although a higher level price prevailed 

in secondary market. The reasons were probably due to lack of transportation, high cost 
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of transportation, lack of necessary time, harassment in the secondary market and weak 

bargaining power compel the farmers to avoid secondary market. He observed that 

farmers were being deprived due to unremunerative price and frequent exploitation from 

the traders. The study also revealed wide intra trader and inter trader variation in the size 

of business. He found that there was an inverse relationship between net marketing 

margin ofthe faria to the size of business and positive relationship between net marketing 

margin of the aratdar to the size ofthe business. 

Bhuimali (2003) mentioned that Government cooperative marketing societies were not 

functioning properly in buying raw jute from the members. He conducted a study in 

Mainaguri block of Japaiguri, West Bengal and the study revealed that cooperative 

member growers had to sell 85 percent of raw jute they produced to the farias or the 

middlemen. They sold 7.5 percent straight to the stockists and equal percentage to 

cooperative society. On the other hand, about 95 percent jute purchased by this society 

was purchased from nonmembers. Various reasons he identified for this situation such as 

the society did not like to purchase in small quantities, skill and expertise of the official 

purchaser of the society compared very unfavourable with those of a faria, lack of serious 

eagerness and lethargy of the purchaser of society and they did not keep small notes and 

coins for payment to small ·farmers. The important reason he mentioned was that the 

purchaser of government cooperative marketing society was not willing pay the price 

which farias paid gladly. 

Sing and Pandey (2005) discussed the problem related to marketing, production trend and 

price behaviour of jute in Bihar. The authors observed that jute growers of Bihar sold out 

their produce before the peak season of its demand due to lack of storage facility. Due to 

this they were not getting the best prices .The raw jute dealers stocked the jute in local 

godowns for future market and created an over supply situation and exploited the profit 

margin of the growers. They recommended for the provision of storage facility for the 

jute growers and different insurance schemes like crop insurance, price risk insurance to 

check the price fluctuations of raw jute. 
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Prasad (2005) has studied marketing cost, margin and price spread of jute along with 

other agricultural commodities in Bihar. He has mentioned that jute marketing is divided 

in two sectors namely private and public sectors, of which private sector dominates the 

jute market. Jute Corporation of India, as a public sector enterprise, plays an important 

role but due to certain difficulties it dose not provide effective leadership in jute 

marketing. He has observed jute is marketed through various marketing channels. Among 

all the channels, channel-! (Farmer-Wholesaler/Commission agent- miller) and chann~I II 

(Farmer- Itinerant trader1 /Broker- Wholesaler/Commission agents- Miller) are important. 

Farmers spend lesser marketing cost and receive higher price in channel I compared to 

other channels. This is because in channel I farmers bring their produce in the urban 

market centre, whereas in channel II farmers sell to either itinerant trader or village 

merchant. Since purchase is made by the itinerant trader within the village they usually 

offer lower prices to the farmers. He thus has concluded marketing channel I is more 

efficient than the channel II. 
' } 

Roul (2009) has provided valuable information about various aspects of raw jute 

marketing. He has mentioned that raw jute market is highly fragmented and various types 

of channels are prevalent in its marketing process. Most of the raw jute passes through 

multiple channel members before it is consumed by jute mill. The members of these 

channel varies from three to four. There is considerable difference between consumer's 

rupee and price paid by the grower which leads to marketing inefficiency. Due to lack of 

transportation, market information and marketing infrastructure farmers are deprived and 

not getting the remunerative price of raw jute. He has stated that government intervention 

in regulating jute market in the form of minimum support price operation by Jute 

Corporate of India and introduction of compulsory packaging by jute bags has not been 

successful in arresting the market inefficiencies. 

Note 

1. Itinerant traders are small merchants, who move from village to village and buy the produce 
from cultivator's house. 
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3.1 Introduction 

India's economy is basically based on agriculture in many important respects. "The share 

of agriculture in the country's GDP constitutes about 18 percent. Agriculture provides a 

livelihood for approximately 600 million citizens, at least indirectly" (India - Agricultural 

Economy and Policy Report - Govt. of India, 2009). Agricultural production is a crucial 

necessity for the economic development of the country. At the same time, it cannot be 

denied that effective marketing of agricultural produces are supposed to bring 

augmentation as well as diversification of agricultural produce and thereby enabling the 

rural cultivators to make economic gains (Agarwal, 1988). Agricultural marketing is a 

series of activities involved in moving the agriculture goods from the point of production 

to the point of consumption. This includes assembling, grading, storage, transport, 

processing, wholesaling, retailing and export as well as accompanying supporting 

services such as market infrastructure, establishment of grades and standards and the 

institutions involved in performing the above functions. The agricultural marketing 

system is a link between the farm and the non-farm sectors. The National Commission on 

Agriculture defined 'agricultural marketing' as a process which starts with a decision to 

produce a saleable farm commodity and it involves all aspects of market structure of 

system, both functional and institutional, based on technical and economic considerations 

and includes pre and post harvest operations, assembling, grading, storage, transportation 

and distribution. The Indian Council of Agricultural Research defined involvement of 

three important functions, namely (a) assembling (concentration) (b) preparation for 

consumption (processing) and (c) distribution. Marketing of agricultural produce is a 

complex task involving various stack holders, products and business scenarios. In a 

developing country like India, this activity is influenced by local, socio-economic and 

cultural characteristics. Agriculture distribution chains are highly fragmented and are 

dominated by small and large scale enterprises. Marketing infrastructures are inadequate 

and farmers tend to receive a small share of the final consumer price. The marketing 

system is seen as efficient if the movements of goods from producer to consumers is 

undertaken at lowest cost consistent with the provision of services and facilities that 

consumers desire and able to pay for. The conflict of interests between various stake 

holders as producers want high possible return, firms and businessmen interested in 

maximum profitability and consumer's desire to have requirements at lowest possible 
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price, give continuous controversy to marketing problems. These changing conditions 

impart dynamic character to agriculture marketing. 

3.2 Concept of marketed surplus 

Farm sector plays a key role in economic development of India. Nearly 70 percent of the 

population derives its livelihood from agriculture and allied rural occupations. About half 

of geographical area is utilised for producing a wide range of agricultural crops under 

different agro-climatic conditions across the country. The cropping displays the spectrum 

of crops in that about three-fourth of the area planted is under the food crops like rice, 

wheat, maize, jower, sugarcane, gram, fruit and vegetables etc, while the remaining area 

is under non-food crops like jute, cotton, tobacco etc. Intensive application of technology 

to agriculture has brought about remarkable increase in aggregate production of crops. 

The breakthrough in production eventually gave rise to increased marketable and 

marketed surpluses and demand for efficient marketing system (Bhat, 1996). Markets of 

agriculture produces have expanded rapidly after independence. Several factors 

contributed to this. These are increase in production and commercialisation, development 

of communication and transportation facilities and the extension of the market network. 

As the distance between market place and the production point decreased, sales within 

the village fell sharply and proportion of the surplus sold in markets followed a sharp 

increase. This can be seen from ~he proportion of production that was spread for sale and 

the absolute surplus of the marketed surplus of various commodities. Precise information 

about marketed surplus at country level is not available, but estimates of marketed 

surplus ratio (MSR) derived from "Cost of Cultivation" data collected from major 

producing states under the auspices of Directorate of Economics and Statistics, Ministry 

of Agriculture, Government of India, are used as an indicator of surplus. 

Farm production and marketed surplus increase manifold with the adoption of new 

technology of production. The concept of production for home shifted to production for 

the market. Further, specialisation in production increased and as consequence marketed 

surplus on all most size groups of farms went up. This increased marketed surplus 

enthused the farmers to become price conscious and as a consequence marketing aspect 

.started receiving their greater attentio~. Agriculture marketing practices are determined 
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by the surplus available with the individual farmer. Dharma Narain (1961) in a 

comprehensive study estimated that in 1950-51, marketed surplus as a percentage of 

gross value of output was around 33.4 percent. There are no such comprehensive 

estimates available for recent period. The task force on terms of trade appointed by the 

ministry of agriculture for the purpose of working out the weights for constructing the 

index of prices received by agricultural sector esti111ated the value of marketed surplus for 

the triennium ending (TE) 1990-91 (Govt. of India, 1995). According to the estimates, 

the marketed surplus-output ratio during TE 1990-91 was 64.1 percent. 

An analysis of marketed surplus output ratio for various agricultural commodities has 

been given in the table 3.1. The analyses illustrated that from time of independence to 

recent past the marketed surplus output ratio for all agricultural commodities has been 

amplified upwardly. The marketed surplus output ratio of rice has gone up from 30 

percent during 1950-51 to 72.64 percent during 2007-08. For wheat, the marketed surplus 

output ratio has increased as 61.87 percent for 2007-08 as against 30 percent for 1950-51. 

Similarly for coarse cereals (bajra, jower and maize), the marketed surplus output ratio 

went up from 24 percent in 1950-51 to 82.87 percent in maize and 61.46 percent in jower 

in 2007-08. During this period the marketed surplus output ratio of various oil seeds and 

pulses have also went up moderately. 

The quantity of marketed surplus of individual agricultural products or product groups 

has increased enormously during the last fifty years. The details are given in table 3.2. 

The marketed surplus of cereals is estimated to have gone up from 11.5 million tonnes 

during 1950-51 to 116.5 million tonnes during 1990-00.This has happened on account of 

increase in both output and marketed surplus ratio. The marketed surplus of rice is 

estimated to have gone up from 6.2 to 53.8 million tonnes, wheat from 1.9 to 46.4 million 

tonnes, bajra from 0.7 to 2.6 million tonnes, jower from 1.3 million tonnes to 4.8 million 

tonnes and other cereals from 1 to 2.5 million tonnes. In the case of pulses, the quantity 

of marketed surplus is estimated to have gone up from 3.9 million tonnes during 1950-51 

to 8.1 million tonnes during 1999-00. For food grains as a whole, the marketed surplus is 

estimated as 124.6 million tonnes for 1999-00 as against 15.4 million tonnes for 1950-51. 

During this period the marketed surplus of oil seeds went up from 3.8 million tonnes to 

17.3 million tonnes. The quantity of marketed surplus was cent percent of output in the 
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case of cotton, jute and mesta. For Jute and mesta the marketed surplus is estimated to 

have gone up from 3.3 million tonnes during 1950-51 to 10.5 million tonnes during 1990-

00 and for cotton from 3.0 million tonnes to 11.6 million tonnes. The marketed surplus of 

sugarcane went up from 57.0 million tonnes to 246.2 million tonnes during this period. 

There has been considerable increase in the marketed quantities of vegetables and fruits. 

The marketed surplus of both of these taken together is estimated to have gone up from 

38.2 million tonnes during 1981-82 to 118.6 million tonnes during 1990-00. (Narain, 

1961; Raju, 1976; Govt of India, 1995; Govt of India, 2001 and Kumar and Mathur, 

1996). 

A relation has been established with marketed surplus-output ratio and holding size group 

wise farm for the period 1950-51 (table 3.3). It exposes that there has been an increasing 

tendency in the ratio with the increase in holding size of the farm. Another estimate has 

been done· for three cereals. According to that there is a clear tendency for these ratios to 

rise with the increase in farm size (Narian, 1961). The marketed surplus-output ratio for 

paddy/rice is 27.6 percent on marginal farms, 34.8 percent on small farms, 43.8 percent 

on medium farms and 51.7 percent on large farms. The overall average ratio was 

estimated as 41.7 percent. The trend is similar in the case of wheat and maize (table 3.4). 
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Table- 3.1: Marketed surplus output ratio of important agricultural commodities in 
India at different points of time 

(Percent of Production) 
Commodity 1950-51 1997-98 2002-03 2007-08 
Rice 30.0 60.1 69.1 72.64 
Wheat 30.0 61.4 66.3 61.87 
Bajra 27.0 47.2 59.8 61.78 
Maize 24.0 59.1 67.2 82.87 
lower 24.0 55.0 55.3 61.46 
Other Cereals 18.0 ---- 31.1 ----
Total Cereals 29.2 ---- 66.5 ----
Gram 35.0 ---- 74.3 90.81 
Arhar 50.0 47.2 77.5 79.16 
Urad ---- 53.2 85.9 80.06 
Moong ---- 76.5 73.0 84.37 
Other Pulses 55.0 72.1 72.1 ----
Total Pulses 45.3 ---- 77.1 ----
Total Food 30.3 72.4 67.2 ----
grains 
Groundnut 68.3 ---- 77.7 88.61 
Mustard 84.3 82.4 77.2 95.44 
Sesamum ---- 69.3 94.1 85.98 
Sunflower ---- 86.9 100 96.44 
Soy abean ---- 93.8 92.8 96.34 
Other Oilseeds 86.3 94.1 94.1 ----
Total Oilseeds 73.6 86.3 85.8 ----
Sugarcane 100.0 92.5 97.9 100.00 
Cotton 100.0 100.0 100.0 96.15 
Jute and Mesta 100 87.3/96.5 84.6 84.78 
Total Fruits ---- 97.0 89.8 ----
Onion ---- ---- ---- 82.91 
Potato ---- ---- ---- 85.00 
TotalVegetables ---- 83.0 79.2 ----

Sources: 
Dharam Narain (1961), Distribution of Marketed Surplus of Agricultural Produces by 
Size level of Holding in India, Institute of Economic Growth, Occasional Paper No.2, 
pp 33-38 for 1950-51. 

Acharya, S.S. (2004), Agriculture Marketing in India, Millennium Study of Indian 
Farmers, Department of Agriculture and Cooperation, Ministry of Agriculture, Govt. of 
India. 
Agriculture Statistics at a Glance (2003), Ministry of Agriculture, Govt. of India. 

Annual Report (2009-1 0), Directorate of Economics and Statistics, Department of 
Agriculture and Cooperation, Government of India 
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Table 3.2: Marketed surplus of agricultural commodities 
(Million Tonnes) 

Commodities 1950-1951 1999-2000 
Production MS Ratio% MS Production MS Ratio% MS 

Rice 20.58 30.3 6.2 89.50 60.1 53.8 
Wheat 6.46 30.0 1.9 75.60 61.4 46.4 
Bajra 2.60 27.0 0.7 5.58 47.2 2.6 
Maize 1.73 24.0 0.4 10.78 59.1 6.4 
Jower 5.50 24.0 1.3 8.70 55.0 4.8 
Other Cereals 5.54 18.0 1.0 5.34 46.7 2.5 
Total cereals 42.41 29.2 11.5 195.50 59.6 116.5 

Gram 3.65 35.0 1.3 5.08 47.2 2.4 
Arhar 1.72 50.0 0.9 2.65 53.2 1.4 
Other Pulses 3.04 55.0 1.7 5.77 74.3 4.3 
Total Pulses 8.41 45.3 3.9 13.40 60.4 8.1 

Total Food 50.82 30.2 15.4 208.9 59.6 124.6 
grains 
Groundnut 3.48 68.3 2.4 5.30 82.4 4.4 
Mustard 0.76 84.3 0.6 6.00 69.3 4.2 
Other oilseeds 0.92 86.3 0.8 9.60 91.1 8.7 
Total Oilseeds 5.16 73.6 3.8 20.9 82.8 17.3 
Sugarcane 57.05 100.0 57.0 299.2 82.3 246.2 
Cotton* 3.04 100.0 3.0 11.60 100.0 11.6 
Jute and Mesta** 3.31 100.0 3.3 10.50 100.0 10.5 
Fruits ---- ---- ---- 49.5 97.0 48.0 
Vegetables ---- ---- ---- 85.0 83.0 70.6 
Total Fruits and 54.52*** 70.0 38.2 134.5 88.2 118.6 
Vegetables 

Source: Dharam Narain (1961), Raju (1976), Govt of India(1995), Govt of India(2001) 
and Kumar and Mathur(1996). 

MS: Marketed Surplus; 
* Million bales of 170 kg each; 

**Million bales of 180 kg each; 
*** Pertains to year 1981-82; 

MS-output ratio based on Government oflndia (1995, 2001 c). 
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Table 3.3: Distribution of marketed surplus by holding size-group (1950-51) 

Size of Holdings( Acres) Marketed Surplus as% of Marketed Surplus Share 
Gross Value of Output (%) 

0-5 33.6 26.0 
5-10 27.4 20.5 
10-15 23.1 7.9 
15-20 30.1 8.0 
20-25 32.2 5.1 
25-30 39.7 504 
30-40 39.8 6.4 
40-50 46.4 5.0 

50 and above 51.4 15.7 
Total 33.4 100 

Source: Dharam Narain (1961) 

Table 3.4: Marketed surplus of paddy/rice, wheat and maize on different size group 
of farms in India (1983-84) (Percent of Production) 
Commodity Marginal Small Medium Large Overall 

Avera~e 

Paddy/Rice 27.6 34.8 43.8 51.7 41.7 
Wheat 23.5 32.3 62.3 73.0 58.9 
Maize 12.8 20.6 38.1 45.0 28.9 

MS: Marketed Surplus 
Source: Directorate of Marketing & Inspection, Govt. of India, Faridabad, ( 1995) 

3.3 Marketing channels of various agricultural produces 

Farmers producing agricultural produces are scattered in remote villages while consumers 

are in semi-urban and urban areas. This produce has to reach consumers for its final use 

and consumption. There are different agencies and functionaries through which this 

produce passes and reaches the consumer. A market channel or channel of distribution is 

therefore defined as a path traced in the direct or indirect transfer of title of a product as it 

moves from a producer to an ultimate consumer or industrial user. Thus, a channel of 

distribution of a product is the route taken by the ownership of goods as they move from 

the producer to the consumer or industrial user. Agricultural commodities move in the 

marketing chain through different channels. The channels are distinguished from each 

other on the basis of market functionaries involved in carrying the produces from the 
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farmers to ultimate consumers. The length of the marketing channel depends on the size 

of market, perishability of commodity and the nature of demand at the consumer level 

(Raju and Von Oppen, 1980). 

There are various phases in marketing of agricultural produces. After harvesting produces 

are transform in to desirable form for acceptable at the rural primary market. At the rural 

primary markets producers change of hands to village merchant or the agent of buyers or 

local consumers. Next at the assembling markets village merchants/producer-sellers sell 

the produces to primary wholesalers or commission agents for onward dispatch to the 

clients in the up-country markets. After the assembling markets pnmary 

wholesaler/commission agent sell the produces at secondary market and distribute that to 

the terminal market. At the terminal markets produces trade for vending through 

wholesaler and retailer for final consumption or for shipment to other countries. 

Ultimately, the produces are consumed by the individual customer at retail level or 

transport to processing unit. 

During the last fifty years some important characteristics and changes in marketing 

channels of agriculture produces has been witnessed. These are as follows: (i) The 

proportion of total marketed surplus going directly from farmers to consumers continues 

to be small. (ii) The role of transporters and processors in the marketing channel has 

considerably increased. (iii) Specialization of traders in agricultural marketing, both in 

terms of commodity or marketing functions has shown an increasing tendency. (iv) The 

length of marketing channel has tended to increase due to increase in demand for value

added services and geographic expansion of markets. (v) The share of private trade in 

handling marketed surplus has continued to be large. Taking all agricultural commodities 

together, the marketed surplus handled by cooperatives has been estimated as 10 percent, 

and by public agencies 1 0 percent. The private trade handles around 80 percent of the 

total marketed quantities of agricultural commodities (Acharya, 1994). (vi) Direct 

marketing by farmers has been encouraged during the last one decade. Several states took 

initiative and established farmers' markets like 'Apni Mandi' (Punjab), 'Kisan Mandi' 

(Rajasthan), 'Hadaspur .Vegetable Market' (Pune), 'Rythu Bazaars' (Andhra Pradesh) 

and 'Krushak Bazaars' (Orissa). The establishment of such farmer markets helped both 

consumers and farmers (Acharya 2004). 
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The main f4nctionaries in the marketing channel for agricultural commodities include 

village traders, primary and secondary wholesalers, commission agents, processors and 

retailers. including vendors. Public agencies, farmers' cooperatives and consumers' 

organisations also perform many marketing functions. Government intervention in the 

purchase of agricultural commodities under minimum support price programme, 

procurement of food grains, market intervention scheme, open market purchases of 

commodities by National Agricultural Cooperative Marketing Federation (NAFED), 

Cotton Corporation of India (CCI), Jute Corporation of India. (JCI) and State Oilseed 

Federations have been in existence for many years. The quantity of commodities 

purchased by public agencies depended on the objectives of the intervention. The entry of 

public and cooperative agencies altered the existing marketing channels and also their 

importance in terms of quantity marketed through them. The basic objective of entry of 

these agencies is to safeguard the interest of producer-farmers along side providing food 

security to consumers through operating a public distribution system. With the 

intervention in the purchase and distribution of foodgrains, especially rice and wheat, 

government purchaseing agency (Food Corporation of India) entered as an important 

market functionary in the trade of cereals. Jute Corporation of India (JCI) is also an 

important government agency that intervene jute marketing system. Cooperatives have 

also assumed importance in the marketing channel with the encouragement to producers 

or consumers. Cotton Corporation of India (CCI) along with the state level cooperative 

federations, are now the important buyers of fiber crop products from farmers 

(Government oflndia, 2007). 

· There are different factors that affect the channels of distribution depending upon type of 

produce or commodity. Each commodity group has slightly different channel. The factors 

are: (i) Perishable nature of produce, (ii) Bulk and weight, (iii) Storage facilities, (iv) 

Weak or strong marketing agency, (v) Distance between producer and consumer, whether 

local market or distant market. These channels of distribution can be divided into 

following broad groups viz., (i) direct to consumer, (ii) through wholesaler and retailers, 

(iii) through public agencies or cooperatives and (iv) through processor 
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The common marketing channels for Food grains have been identified as follows (Ram 

1999). 

Channel I 
Channel II 
Channel III 
Channel IV 

Channel V 

Channel VI 

Channel VII 

Producer - Retailer- Consumer 
Producer- Village merchant- Retailer- Consumer 
Producer - Wholesaler - Retailer - Consumer 
Producer - Commission Agents - Wholesaler in the primary assembling 
markets - Commission Agent - Wholesaler in the secondary markets -
Retailer - Consumer 
Producer - Commission Agents - Processing units - Wholesaler - Retailer -
Consumer. 
Producer - Commission Agents - Wholesaler - Forwarding Agents -
Exporters 
Producer - Government institutions like FCI through procurement 
agencies - Fair price shops - Consumer 

The following are the important marketing channels have been identified in the marketing 

of paddy/rice (www.agmarknet.nic.in) 

Channel I 
Channel II 
Channel III 

Channel IV 
Channel V 
Channel VI 

Producer- Miller-Wholesaler- Retailer-Consumer 
Producer - Itinerant Merchant - Miller - Wholesaler - Retailer - Consumer 
Producer - Wholesaler (Paddy) - Miller - Wholesaler (Rice) - Retailer -
Consumer 
Producer- Miller- Retailer- Consumer 
Producer - Miller - Consumer 
Producer - Procuring Agency (FCVState Govt./Co-operatives) - Miller 

(FCI/Co- operatives/Private) - Distributing Agency (State Govt.) - Fair 
price/Ration shop - Consumer 

Marketing channels for various cereals in India are more or less similar, except the 

channel for paddy (or rice) where rice millers come into the picture (Acarya and Ararwal, 

1987). Marketing channels of vegetable vary from commodity to commodity and 

producer to producer. In rural areas and small towns, many producers perform the 

function of retailers. Large producers sell their produce through whole seller, commission 

agent and other functionaries of marketing channels. The marketing channels for 

vegetables have been identified (Kumar et al., 2008) as follows. 

Channel I Producer-Commission Agent-Wholesaler cum Retailer- Retailer-Consumer 
Channel II Producer - Commission Agent - Retailer - Consumer 
Channel III Producer -Wholesaler cum Retailer- Retailer - Consumer 
Channel IV Producer - Wholesaler cum Retailer - Retailer - Consumer 
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In marketing of off-season vegetables in Himachal Pradesh, following marketing 

channels have been identified (Thakur et al., 1994) 

Channel I Farmer - Primary Wholesaler or Commission Agent - Secondary Wholesaler 
-Retailer -Consumer (58.9 per cent) 

Channel II Farmer-Forwarding Agent-Wholesaler -Retailer -Consumer (23.9 per cent) 
Channel III Farmer- Retailer- Consumer (10.7 per cent) 
Channel IV Farmer- Village trader- Wholesaler- Retailer- Consumer (6.5 per cent) 

Channel I is most important channel because highest quantity of marketed surplus that is 

58.9 percent of quantity surpluses have been transferred through this channel. 

The marketing channel for raw cotton have been identified (Krishnaiah, 1998) are as 

follows 

Channel I Producer - Ginner 
Channel II Producer - Village Trader - Local Ginner 
Channel III Producer - Trader - Ginner 
Channel IV Producer - Trader - Cotton Corporation of India - Ginner 
Channel V Producer - Public Agency or Cooperative - Ginner 

Four marketing channels of tobacco were identified in Bihar but the most common 

practice is to sell the produce to the contractors (Singh et al. 1994). The Channels are as 

follows. 

Channel I 

Channel II 
Channeliii 

Channel IV 

Farmer -Outside Trader (Commission Agents)- Wholesaler- Retailer -
Consumer (73.8 per cent) 
Farmer-Wholesaler/Commission Agent- Retailer- Consumer (8.3 per cent) 
Farmer - Village Trader - Wholesaler/Commission Agent - Retailer -
Consumer (13.6 per cent) 
Farmer- Retailer- Consumer (4.3 per cent) 

The marketing channels of onion were identified in Kolar district (Shyamsunder et al. 

1996). Among the four other channels channel II was the most important channel from 

the standpoint of quantity surpluses which estimated as 69.4 percent passed through this 

channel. The channels are as follows. 

Channel I Producer-Village Trader-Wholesaler -Retailer -Consumer (12.3 per cent) 
Channel II Producer -Wholesaler -Retailer- Consumer (69.4 per cent) 
Channel III Producer - Commission Agent - Trader cum Retailer - Consumer 
Channel IV Producer- Commission Agent- Cart Vender- Consumer 
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The marketing channels for fruits and vegetables have been identified as follows (Ram, 

1999) 

Channel I 
Channel II 
Channel III 
Channel IV 
Channel V 
Channel VI 

Grower - Consumer 
Grower- Retailer- Consumer 
Grower- Growers' Cooperative- Commission Agent- Retailer- Consumer 
Grower- Forwarding Agent- Commission Agent- Retailer- Consumer 
Grower- Growers' Representative- Retailer- Consumer 
Grower- Wholesale Merchant- Retailer- Consumer 

Channel VII Grower -Wholesale Merchant - Commission Agent - Retailer in distributing 
market - Consumer 

Channel VIII Grower - Commission Agent- Wholesaler - Retailer- Consumer 

With the expansion of transportation and communication network, changes in structure of 

demand and the development of markets, marketing channels for farm produces in India 

have undergone considerable changes, both in terms of length and quality. 

3.4 Marketing infrastructure 

Marketing infrastructure includes all those facilities and amenities needed for the smooth 

conduct of agriculture marketing which is necessary for the development of agrarian 

economy. The existence of adequate marketing infrastructure is important not only for 

the performance of various marketing functions and expansion of the size of the markets 

but also for the transfer of appropriate price signals leading to improved marketing 

efficiency (Acharay, 1994). The availability of different infrastructure affects the choice 

of technology to be adopted, reduces the cost of transportation, produces powerful 

impetus to production and also affects income distribution in favour of small and 

marginal farmers by raising their access to the market. In a developing country like India, 

marketing infrastructure plays a pivotal role in fostering and sustaining the rhythm of 

rural and economic development. Marketing is as critical to better performance in 

agriculture as farming itself. Though the role of infrastructure is the key element of any 

development program yet their role in distribution and marketing is the supreme. 

The availability of marketing infrastructure affects the structure, conduct and 

performance of the market. Studies have shown that owing to considerable expansion in 

infrastructure, there has been significant increase in both horizontal and vertical 

integration of agricultural markets, which improved the process of price discovery and 

50 



transmission of price signals from deficit to surplus area. However, the existing situation 

is far from adequate. Nearly 51.6 percent of the villages are still not connected by roads. 

Grading at primary market level is grossly inadequate. Only around 7.3 percent of the 

total quantity sold in the regulated markets is graded before sale. The scientific storage 

capacity is only 30 percent of the required capacity. Cold storage facility is available for 

only 10 percent of fruits and vegetables (Acharya, 2004). Processing capacity is 

inadequate and inefficient. Physical infrastructure in market yards is inadequate. Most of 

the rural periodic markets (including livestock markets) have no infrastructure. Nearly 41 

percent of the villages have no telephone facility. Due to lack of proper handling 

(cleaning, sorting, grading and packaging) at the village level, about 7 percent of food 

grains, 30 percent of fruits and vegetables and I 0 percent of spices are lost before 

reaching the market (Acharya, 2004). These apart, there is considerable and continued 

inter-regional disparities in infrastructure for marketing. The index of infrastructure at 

state level compiled by the Centre for Monitoring Indian Economy (1997) (table 3.5) 

shows that the infrastructure is relatively well developed in the states of Kerala, Tamil 

Nadu, Haryana an.d Gujarat. But it has continued to be weak in Madhya Pradesh, Bihar 

and Rajasthan. This is, obviously, reflected in the inter-regional differences in efficiency 

of agricultural marketing. 

Table-3.5: Relative infrastructure development index in states of India (All India =100) 

States 1980-81 1993-94 
AndhraPradesh 98.1 96.1 
Assam 77.7 78.9 
Bihar 83.5 81.1 
Gujarat 123.5 122.4 
Haryana 145.5 141.3 
Himachal Pradesh 83.5 98.8 
Jammu & Kashmir 88.7 84.0 
Karnataka 94.8 96.9 
Kerela 158.1 157.1 
Madhya Pradesh 62.1 75.3 
Orissa 81.5 97.0 
Punjab 207.3 191.4 
Rajasthan 74.4 83.0 
Tamil Nadu 158.6 144.0 
Uttar Pradesh 97.7 103.3 
West Bengal 110.6 94.2 
All India 100.0 100.0 
Source: Centre for Momtonng Indian Economy (CIME), March 1997. 
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3.4.1 Communication and transport infrastructure 

A well-developed and efficient system of transportation helps m the expansion of 

markets, reduces the transport time and costs of transportation of the commodities. 

Movement of agriculture produces between places of production to markets and 

ultimately up to the place of consumption is very important as their production and 

consumption spread throughout the country. Trade and transport run side by side and one 

reinforces and strengthens the other. The expansion of roads and railway lines and the 

number of transport vehicles indicate the expansion of transportation facility in the 

country. Majority of perishable farm products are still confined to village markets for sale 

of their produce due to insufficient means of roads and transportation. The status of 

length of roads, railway lines and vehicles in the country at different point of time is 

shown in table-3.6 and 3.7. The length of roads has considerably gone up during the last 

fifty years. There has been considerable increase in national and state highways also. The 

numbers of vehicles running on these roads have also increased. The total road length in 

the country increased from 400.0 thousand krns. in 1950-51 to 2626.0 thousand kms. in 

1998-99. During this period the length of national highways increased from 19.8 

thousand krns. to 49.6 thousand kms. and the state highways to 137.9 thousand krns. The 

length of railway route in the country increased from 53.6 lakh krns. in 1950-51 to 63.0 

lakh kms. in 2000-01. However, the status of rural connectivity, which affects the farmers 

most, continues to be poor. So far only 48.4 percent of the villages are connected with 

roads (table- 3.8). The details of road connectivity of villages in India till mid-nineties 

according to the village size are presented in table- 3.8. During the period 1950-51 to 

1999-2000, the number of goods carriers increased from 0.82 lakh to 26.81 lakh and 

goods carried by railways increased from 44.1 billion tonnes krns. to 315.5 billion tonnes 

kms. 

The existing roadway and railway facilities in the country are highly inadequate. Railway 

route length in the country is not sufficient and electrified track is not even bare 

minimum. Rail lines even do not connect some of the districts in the country. The 

situation is worse in desert and hilly areas. There is also need to develop suitable and 

specialized roads, rail transportation facilities for transportation of perishable 

commodities. The air cargo facilities are also available in limited number of areas. 
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Existing air cargo facilities are in poor condition and much below the international 

standards. The ports and shipping facilities also need to be strengthened. 

Besides above, telephone is also used as means of communication for marketing of 

agricultural commodoties in India. Number of mobile enable services is addressing the 

information needs of the stakeholders to some extent. The dissemination of market 

information on price, arrival and other related information is provided at low cost and 

wider coverage. In the field of agricultural marketing presently mobile services are 

provided by IFFCO, Airtel, Reuters, ITC and MS Swami Nathan Research Foundation. 

The Communication technology has taken a big leap forward and received the national 

recognition as the key driver for development and growth. The gross telephone 

subscribers in the country reached about 943.49 millions as of February 2012 (mobile 

telephone subscribes about 911.17 millions) as compared to 384.79 million (mobile 

telephone subscribes about 346.89 million) as of December 2008. The over all tale

density reached 78.10 percerit in February 2012 as compared to 33.23 per cent in 

December 2008 (TRAI, 2012). 

Table- 3.6: Length of roads in India 
('000) 

Year Length of Roads National Highways State Highways 

Total Surface 

1950-51 400.0 157.0 19.8 NA 

1960-61 524.5 263.0 23.8 NA 

1970-71 915.0 398.0 23.8 56.8 

1980-81 1485.4 684.0 31.7 94.4 

1990-91 1998.2 1024.4 33.7 127.3 

1996-96 2302.5 1263.4 34.5 135.2 

1998-99 2626.0 1448.6 49.6 137.9 

1999-2000 NA NA 52.0 NA 

2000-2001 NA NA 57.7 NA 

Source: Economic Survey 2002-03, Government of India, New Delhi. 
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Table- 3. 7: No of transport vehicles in India 

Year Registered Vehicles Railway Route Goods Carried 
Total Goods Buses Total Electrified by Railways 

(Lakh) vehicles (Lakh) (Lakh (Lakh km) (Billion tonnes 
(lakh) km) km) 

1950-51 3.06 0.82 0.34 53.6 0.4 44.1 

1960-61 6.65 1.68 0.57 56.2 0.7 87.7 

1970-71 18.65 3.43 0.94 59.8 3.7 127.04 

1980-81 53.91 5.54 1.62 61.2 5.3 158.5 

1990-91 213.74 13.56 3.31 62.4 10.0 242.7 

1995-96 337.86 20.31 4.49 62.9 12.3 273.5 

1999-00 483.93 26.81 5.59 63.0 14.9 315.5 

Source: Economic Survey 2002-03, Govt. of India. 

Table- 3.8: Road connectivity of villages in India till middle of nineties 

Group of Villages Villages Connected Villages not Total 
with Population with Roads Connected with 

Roads 
< 1000 172062 280733 452795 

(37.45) (63.55) (100) 
1000-1500 44031 13904 57935 

(75.88) (24.12) (100) 
>1500 65698 5713 71411 

(91.73) (8.27) (100) 
Total 281791 300350 582141 

(48.41) (51.59) (100) 
Note: Figures in parentheses are percentages of total number of villages in the respective 
rows. 
Source: Acharya, 2004 

3.4.2 Storage infrastructure 

Agriculture produce storage facility helps the farmer/trader for carrying the agricultural 

produce from production seasons to consuming periods. Lack of inadequate scientific 

storage facilities cause heavy loss to farmers in terms of huge wastage of quantity and 

quality of crops. In general the seasonal fluctuations in prices are aggravated in the 

absence of these facilities. To have storage facilities in the country, the Agricultural 
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Produce (Development and Warehousing) Corporation Act was enacted in 1956. The 

State Governments also enacted the Warehousing Acts during July 1957 to August 1958. 

The Government of India bifurcated the Warehousing Act of 1956 into the National 

Cooperative Development Corporation Act, 1962 and the Warehousing Corporation Act, 

1962. The schemes of warehousing, rural godowns and cold storages have been initiated 

by public, cooperative and private sectors in the country to meet the storage need of 

producers/traders in different areas. A list of state-wise storage facilities in India is given 

in table- 3.9 

A three tier storage system exists in national, state, district and village level in the 

country. The Central Warehousing Corporation (CWC) has been providing warehousing 

facilities at the centres of all India importance and the State Warehousing Corporations 

(SWCs) and the State Governments at centres of States and district level importance. 

Cooperatives are providing storage facilities at the primary and marketing society's level, 

which are located at village. Financial assistance was provided to various States for 

construction of godowns at the rural level under the scheme of National Grid of Rural 

Godowns (NGRG). The Food Corporation oflndia (FCI) constructs godowns for storage 

of food grains procured by them. FCI constructs storage capacity at certain nodal points, 

keeping in view of its requirements. The Central Warehousing Corporation 

constructs/creates storage capacity for FCI as well as for the general warehousing. These 

organizations have constructed a number of warehouses in different states. The scientific 

storage capacity available in the country at the time of independence was negligible and 

increased thereafter. The number and capacity of warehouses of CWC and SWC in the 

country at different points of time have been given in table- 3.1 0. Considerable efforts 

were made to increase the storage capacity in the country. The number of warehouses, 

which had increased from only 7 during 1957-58 to 703 during 1970-71 and went up to 

2115 during 2001-02. The total capacity of warehouses which was almost negligible 

during 1957-58 and went up to 274.66 lakh tonnes at the end of March 2002. Out of the 

total storage capacity of 275 lakh tonnes, nearly 89 1akh tonnes was with the Central 

Warehousing Corporation and remaining 186 lakh tonnes with State Warehousing 

Corporations. Apart from CWC and SWC, The Food Corporation of India has also 

increased storage capacity of 21 million tonnes. Most of the capacity is of covered type 

(table-3.11). 
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Table- 3.9: State-wise storage facilities in India 

State Number of No. of Capacity(MT) No. of 
Rural God owns Godwons 

Godwons Available per per 1000 MT 
1000 Sq.km 

Andhra Pradesh 310.00 1.19 1320000.00 58.38 
Arunachal Pradesh 14.00 0.17 4000.00 13.97 
Assam 2.00 0.03 10000.00 . 2.34 

Bihar 334.00 3.55 33000.00 2.67 
Chhattisgarh -- 0 0.00 0.00 
Goa 0.00 0 0.00 0.00 
Gujarat 97.00 0.49 90000.00 8.57 
Haryana 217.00 4.91 1124000.00 67.93 
Himachal Pradesh 40.00 0.72 3000.00 2.13 
Jammu & Kashmir 0.00 0 0.00 0.00 
Jharkhand -- 0 0.00 0.00 
Karnataka 286.00 1.49 178000.00 14.25 
Kerala 161.00 4.14 22000.00 36.67 
Madhya Pradesh 332.00 1.08 601000.00 28.77 
Maharashtra 38.00 0.12 132000.00 8.90 
Manipur 9.00 0.40 1000.00 2.41 
Meghalaya 19.00 0.85 2000.00 8.22 
Mizoram 0.00 0 0.00 0.00 
Nagaland 65.00 3.92 3000.00 5.12 
Orissa 26.00 0.17 186000.00 24.54 
Punjab 192.00 3.81 2464000.00 89.91 
Rajasthan 22.00 0.06 2000.00 0.09 
Sikkim 0.00 0 0.00 0.00 
Tamil Nadu 106.00 0.82 16000.00 1.96 
Tripura 0.00 0 0.00 0.00 
Uttar Pradesh 92.00 0.39 453000.00 9.46 
Uttarakhand -- 0 0.00 0.00 
West Bengal 208.00 2.34 25000.00 1.48 
All India 2570.00 0.79 6669000.00 25.44 
Source: Compiled from the data obtained from Directorate of Marketing & Inspection, 
Ministry of Agriculture, Government oflndia, 2009, Faridabad 
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Table- 3.10: Number of capacity of warehouses in India (Including hired) 

Year Number Capacity in Lakh Tonnes 
ewe swc Total ewe swc Total 

1957-58 7 -- 7 0.07 -- 0.07 

1960-61 40 266 306 0.79 2.78 3.57 

1970-71 102 601 703 8.36 18.11 26.47 

1980-81 230 1050 1380 37.89 50.00 87.89 

1990-91 495 1331 1826 66.48 93.54 160.02 

1995-96 458 1371 1829 69.24 114.71 183.95 

2000-01 466 1639 2105 83.91 148.99 232.90 

2001-02 475 1640 2115 89.17 185.49 274.66 

CWC: Central Warehousing Corporation 
SWC: State Warehousing Corporation Corporations 
Source: Report of the Central Warehousing Corporation, Various Issues and Economic 

Surveys, Various Issues, Government oflndia, New Delhi 

The cooperative marketing societies also provide storage facilities at primary market 

level. This sector has built a storage capacity of 13.55 million tonnes up to March 2002. 

The cooperatives have also constructed 175 cold storage warehouses with a total capacity 

of 2.14 lakh tonnes. The distribution of CWC, SWC, FCI and cooperative marketing 

societies' godowns constructed in the country is uneven across states with relatively poor 

storage facilities in the eastern states of the country. The available storage facility is also 

poor in the hilly and desert region. The Government of India has recently constructed 

rural godowns in rural areas under Gramin Bhandaran Yojana. 

The total storage capacity available in the country in 1969 was only 10.9 million tonnes. 

This has increased to 70.1 million tonnes in 2000-01 (table-3.12). This is considerably 

short of the requirements. Private sector has also created facilities for storage of 

agricultural commodities nearby their place of business but most of these storage 

structures are unscientific and are located in the congested lanes of cities/towns. Private 

entrepreneurs are now being encouraged to establish scientific warehouses. In this 
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connection, it may be mentioned that in 2000-0 1, the government has launched a credit 

linked subsidy scheme for construction of rural godowns. The main objective of the 

scheme is creation of scientific storage capacity with allied facilities in rural areas to meet 

the requirements of farmers for storing farm produces, processed farm products, 

consumer articles and agriculture inputs. 

Table-3.11: Storage capacity of Food Corporation oflndia 
(Lakh Tonnes) 

At the end of Owned or Covered Cover and Total 
Hired Plinth (CAP) 

1990-91 Owned 119.97 10.42 130.39 

Hired 75.95 14.74 990.69 

Total 195.92. 25.16 222.08 

1995-96 Owned 168.24 57.66 225.90 

Hired 40.29 --- 40.29 

Total 208.53 57.66 266.19 

2000-01 Owned 125.97 24.33 150.30 

Hired 89.40 43.31 132.71 

Total 215.37 67.64 283.01 

Sources: Report of the Expert Committee on Strengthening and Developing of 
Agricultural Marketing, Ministry of Agriculture and Cooperation, Government 
oflndia, New Delhi, June 2001 
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Table-3.12: Storage capacity available in India, 2000-01 
(Million Tonnes) 

Storage capacity (owned) 
Storage Capacity Created by the Agency 1969 March 2001 
!.Food corporation oflndia and department 3.86 15.0 

of Food 
2.State Government 2.66 --

3.Centra1Warehousing Corporation (CWC) 0.96 6.5 

4. State Warehousing Corporation (SWC) 0.83 11.2 

5 .Cooperatives 2.60 13.6 

6.Rural Godowns and Godowns Created by --- 13.5 
Marketing Societies 

?.Others --- 10.3 

8.Total Storage Capacity 10.91 70.1 

Sources: (i) Government oflndia, Planning commission, Forth Five-Year Plan 1969-7 4, 
New Delhi, 1969 

(ii) Report of the Expert Committee on Strengthening and Developing of 
Agricultural Marketing, Ministry of Agriculture and Cooperation, 
Government oflndia, New Delhi, June 2001 

(iii) Government of India, Planning Commission, Tenth Five Year Plan (2002-
07) 

Cold storage is an important infrastructure to enhance shelf life of perishable agricultural 

commodities. The available cold storage facilities were almost negligible in the country 

during 1950 and up to 1955 the total cold storage in the country was only 0.771 lakh 

tones. The rapid growths in the expansion of cold storage capacity were made after 1955. 

The cold storage capacity increased from 3.055 lakh tonnes in 1960 to 50.991 lakh tonnes 

in 1985, 85.800 lakh tonnes in 1995 and further more 153.85 lakh tonnes by end of 

March 2001. The total number of cold storage units in the country has increased from 359 

in 1960 to 2795 in 1990 and went up to 4199 in 2001 (table- 3.13). Presently a total 

number of 5274 cold storages (table- 3.14) are in the country with a total capacity of 

243.11 lakh tonnes. Most of these cold storage units are in the private sector. Public and 

cooperative sectors together account for a very small capacity. The present storage 

59 



capacity of cold stores is sufficient for only 12 percent of the total production of fruits 

and vegetables. The states like Assam, Himachal Pradesh, Jammu & Kashmir, Kerala, 

Sikkim and Tamil Nadu have cold storage capacity available only for one percent of their 

produces. There are only four states i.e. Punjab, Uttar Pradesh, West Bengal and 

Rajasthan which have more than all India average capacity available for their produce. 

Presently density of cold storage is about two per thousand sq. km of area. The sector 

wise distribution of cold storage facility available in India is shown in table-3 .15. Private 

sector has played the crucial role in providing cold storage facility. Nearly 89 percent of 

total cold storage units are privately owned which account for 95 percent of the total cold 

storage capacity. The direct involvement of government in cold storage units is 

negligible. Looking to the available quantities of perishable products, the cold storage 

capacity available in the country is inadequate and requires their promotion both in the 

production as well as consuming areas of the State. The sector-wise break up of cold 

storage capacity is as given in table- 3.15 

Table- 3.13: Growth of cold storage facility in India 

Year Number of Cold Storage Storage Capacity (Lakh 
Units in 0__1!eration Tonnes) 

1947 4 0.031 
1952 100 0.592 
1955 NA 0.771 
1960 359 3.055 
1965 615 6.820 
1970 1218 16.380 
1975 1615 20.530 
1980 2283 39.650 
1985 2522 50.991 
1990 2795 68.150 
1995 3167 85.800 
1996 3253 87.300 
2001 4199 153.85 

Source: (i) Economic Survey, Various Issues, Ministry of Finance, Government of India, 
New Delhi. 

(ii) Directorate of Marketing and Inspection (1995), Ministry of Agriculture, 
Government India, Faridabad. 
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Table- 3.14: State-wise cold storage facilities in India 

No. of Capacity (MT) Cold Capacity 
State Cold storage/1000 Available/1000MT 

Storage sq.km 
Andhra Pradesh 290.00 900606.00 1.12 0.05 
Arunachal Pradesh 1.00 5000.00 0.01 0.02 
Assam 24.00 88068.00 0.31 0.01 
Bihar 246.00 1147041.00 2.61 0.06 
Chhattisgarh 69.00 341885.00 0.51 0.07 
Goa 29.00 7705.00 7.83 0.04 
Gujarat 398.00 1267304.00 2.03 0.09 
Haryana 244.00 393121.00 5.52 0.09 
Himachal Pradesh 18.00 19858.00 0.32 0.01 
Jammu & Kashmir 19.00 42869.00 0.09 0.01 
Jharkhand · 45.00 170148.00 0.56 0.04 
Karnataka 170.00 407165.00 0.89 0.03 
Kerala 193.00 58105.00 4.97 0.01 
Madhya Pradesh 197.00 808052.00 0.64 0.11 
Maharashtra 466.00 546748.00 1.51 0.03 
Manipur 0.00 0.00 0.00 0.00 
Meghalaya 3.00 3200.00 0.13 0.00 
Mizoram 0.00 0.00 0.00 0.00 
Nagaland 2.00 6150.00 0.12 0.03 
Orissa 101.00 291039.00 0.65 0.03 
Punjab 422.00 1345193.00 8.38 0.28 
Rajasthan 110.00 324226.00 0.32 0.15 
Sikkim 1.00 2000.00 0.14 0.01 
Tamil Nadu 148.00 238536.00 1.14 0.01 
Tripura 11.00 29450.00 1.05 0.04 
Uttar Pradesh 1589.00 10118000.00 6.66 0.40 
Uttarakhand 15.00 68499.00 0.28 0.04 
West Bengal 463.00 5682000.00 5.22 0.23 
All India 5274.00 24311968.00 1.62 0.12 

Source: Compiled from the data obtamed from Directorate of Marketing & Inspection, 
Ministry of Agriculture, Govt oflndia, 2009, Faridabad. 
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Table- 3.15: Sector-wise availability of cold storage capacity (2005) 

Sector Number Capacity (Lakh tonnes) 

Private 4243 (89.10) 185.32 (94.60) 

Cooperative 394 (8.28) 9.75 (4.98) 

Public 125(2.62) 0.82 (0.42) 

Total 4762(100) 195.89 (100) 

Note: Figures in the parentheses are percentages of the total number and total capacity 
of storage units. 

Source:Report of The Working Group on Agricultural marketing infrastructure and 
Policy Required for Internal and External Trade for The XI Five Year Plan 2007-
12, Agriculture Division, Planning Commission, Government of India, January 
2007 

3.4.3 Standardisation and grading infrastructure 

Grading and standardisation of agricultural commodities is a necessary step and of 

pivotal importance to attain efficient marketing. Realizing the importance of the grading 

and standardisation, a pioneer attempt has been made by the Central Government through . 

an enactment of legislation "The Agricultural Produce (Grading and Marketing) Act, 

1937". Under this act, the grade standard has been notified for 200 agricultural and allied 

commodities so far. The commodities graded under this act bear AGMARK label on the 

products, which is an indication of purity and of quality goods. This grading and 

standardizing for agricultural and allied commodities is one of the important activities of 

the Directorate of Marketing and Inspection (DMI). The standards are framed on the 

basis of important quality parameters after analysis of an adequate number of 

representative samples of commodities from different producing areas and assembling 

centres over a period of time. The central and regional agmark laboratories provide 

analytical support for the programme. Purity standards under the provisions of the 

"Prevention of Food Adulteration (PF A) Act, 1954" and "Bureau of Indian Standards 

(BIS) Act, 1986" are invariably taken into consideration while framing the grade 

standards. International standards framed by Codex/ISO are also considered so that 

Indian products can compete in the international market (Govt. of India, 2010). The 

agmark standards are reviewed from time to time keeping in view the changes in 

production, consumers' preferences etc. 
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Grading is being undertaken at the traders and producers level both for internal 

consumption and for export. To facilitate grading, grading centres have been established 

only in 1321 regulated markets out of total 7161 regulated markets (Acharya, 2004). The 

trend of the quantity of agricultural produce graded over time is rising. But the quantity 

graded at producer's level is still almost negligible. There is a need to create facilities for 

cleaning, grading and packaging at primary level and also in the villages from where 

produces are brought for sale. In the absence of such facilities at the village, the kind of 

congestion and pollution increases at the market yard level. 

The progress of grading in terms of value of commodities graded at different levels is 

shown in the table-3.16. The total value of agricultural commodities graded under the Act 

of 1937 was only worth of Rs. 18 crores in 1950-51. This increased over time and 

reached Rs. 437 crores in 1970-71, Rs. 6691 crores in 1990-91 and went up to Rs.9268 

crores in 1989-99. 

Though the directorate of marketing and inspection has made efforts to popularise 

gn~ding at producer's level but a very small proportion of the produce sold by the farmers 

is graded before sale. Out of Rs. 62,000 crores worth of agricultural produce sold through 

the regulated markets during 1992-93, only 7.3 percent was graded products. Among the 

commodities graded at producer's level, cereals accounted for 50.7 percent, pulses 10.5 

percent, oilseed 18.3 percent, cotton 3.4 percent in the total value of graded products 

(Acharya and Aarwal, 1994). During 2004-05, 6.62 million tonnes of agricultural 

produce and 26.1 crore pieces valued at Rs 6224 crore were graded at primary market 

level. Due to lack of proper handling (cleaning, sorting, grading and packaging) facilities 

at the village level, about seven percent of food grains, 30 percent of fruits and vegetables 

and 10 percent of spices are lost before reaching the market (Govt. oflndia, 2007). 

Besides this, 956 laboratories (table-3.17) have been established for undertaking analysis, 

research and training of sponsored chemists. The spread of these laboratories as well as 

their availability per thousand sq. km is quite low (table 3.17). On an average not even 

one laboratory is available for serving an area of one thousand Sq. Km. On the other 

side, there are two laboratories available to serve one thousand tone of produce at all 
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India level. Such facilities are completely absent in all the NE states, Sikkim and Goa. On 

examination of information of laboratories in relation to produces it has been observed 

that their availability is much below the all India average in the states of West Bengal, 

Andhra Pradesh, Bihar, Chhattisgarh, Gujarat, Jharkhand, Karnataka, Madhya Pradesh, 

Orissa, Punjab, Tamil Nadu and Uttaranchal. 

The Department of Agriculture and Cooperation, Govt. of India has three organisations 

dealing with marketing under its administrative control, namely, the Directorate of 

Marketing and Inspection (DMI), Faridabad; Chaudhary Charan Singh National Institute 

of Agricultural Marketing (NIAM), Jaipur, and the Small Farmers Agri-Business 

Consortium (SFAC), New Delhi. The DMI's head office is at Faridabad (Haryana), and 

11 regional offices are located in Delhi, Mumbai, Chennai, Kolkata, Hyderabad, 

Chandigarh, Jaipur, Lucknow, Bhopal, Kochi, and Guwahati. The Central agmark 

laboratory is located at Nagpur (Maharashtra). Besides these, there are 26 sub-offices and 

16 Regional Agmark Laboratories (RALs) spread all over India (table-3.18) 

Table-3.16: Value of agricultural commodities graded in India (Rs. crores) 

Year Compulsory Voluntary Grading at Total Value of 
Grading Grading Producers' Level Graded Products 

1950-51 14.00 3.91 17.91 -
1955-56 24.93 15.96 40.89 -

1960-61 29.03 40.35 69.38 -

1965-66 56.70 80.00 64.16 201.16 

1970-71 92.83 223.00 120.97 436.80 

1975-76 237.22 201.92 375.72 814.86 

1980-81 333.69 287.06 627.86 1248.61 

1985-86 707.69 388.35 1221.93 2317.97 

1990-91 902.58 1338.02 4450.53 6691.13 

1998-99 90.34 3483.72 5693.91 9267.97. 

1999-2000 NA NA 6710.37 NA 
0 0 

Source: Directorate of Marketmg and Inspection, Mm1stry of Agnculture and Rural 
development, Government India, 2001, Faridabad. 
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T bl 3 17 S t a e- . : ta e-w1se gra d" f Tf . I d" mg ac11 Ies m n Ia 

No. of No. of Grading Labs Per '000 

Grading 

States Labs Sq.Km MT 

Andhra Pradesh 44 0.17 1.12 

Arunachal Pradesh - 0.00 0.00 

Assam - 0.00 0.00 

Bihar 12 0.13 0.39 

Chhattisgarh 2 0.01 0.20 

Goa - 0.00 0.00 

Gujarat 43 0.22 1.75 

Haryana 82 1.85 3.93 

Himachal Pradesh 10 0.18 3.28 

Jammu & Kashmir 46 0.21 9.82 

Jharkhand 1 0.01 0.12 

Karnataka 44 0.23 1.62 

Kerala 52 1.34 7.80 

Madhya Pradesh 46 0.15 1.62 

Maharashtra 68 0.22 2.17 

Manipur - 0.00 0.00 

Meghalaya - 0.00 0.00 

Mizoram - 0.00 0.00 

Nagaland - 0.00 0.00 

Orissa 6 0.04 0.33 

Punjab 62 1.23 1.92 

Rajasthan 209 0.61 8.67 

Sikkim - 0.00 0.00 

Tamil Nadu 47 0.36 1.86 

Tripura - 0.00 0.00 

Uttar Pradesh 153 0.64 2.09 

Uttarakhand 5 0.09 1.39 

West Bengal 24 0.27 0.58 

All India 956 0.29 2.03 

Source: Compiled from the data obtamed from Directorate of Marketmg & Inspection, 
Ministry of Agriculture, Govt oflndia, 2009, Faridabad 
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Table-3.18: Offices and laboratories of the Directorate of Marketing and Inspection 

Agmark 
Regional Offices Sub-Office under Regional Laboratories under 

Office Regional Office 
1. Delhi 1. Dehradun 1.0khla 2.Ghaziabad 

2. Kolkata 1. Patna 2. Bhubaneshwar 1.Kolkata 2.Patna 
3. Ranchi 3 .Bhubaneshwar 

3. Mumbai 1. Nasik Road 2. Ahmedabad l.Mumbai 2.Rajkot 
3.Rajkot 4. Surat 5. Panaji 6. Pune 
7.Sangli 

4. Bhopal 1. Raipur 1.Bhopal 

5. Chennai 1.Bangalore 2.Madurai 3 .Hubli 1.Chennai 
2.Bangalore 

6. Kochi 1.Calicut 2.Thiruvananthapuram 1.Kochi 

7. Hyderabad 1.Guntur 2.Vishakhapattanam 1.Guntur 

8. Guwahati 1. Shillong 1.Guwahati 

9. Lucknow 1.Kanpur 2.Varanasi l.Kanpur 

10. Jaipur Nil 1.Jaipur 

11. Chandigarh 1.Jammu 2.Amritsar 3.Abohar 1.Amritsar 
4.Shimla 

Source: Annual Report- 2009-10 Department of Agnculture and Cooperation, Ministry of 
Agriculture, Govt. oflndia, March 2010 

3.4.4 Marketing information network infrastructure 

Market information is needed by farmers in planning production and marketing, and is 

equally required by other market participants in arriving at optimal trading decisions. The 

existence and dissemination of complete and accurate marketing information is the key to 

achieving both operational and pricing efficiency in the marketing system. A central 

sector marketing research and information network scheme was launched by the 

Department of Agriculture and Cooperation, Government of India, in March, 2000. The 

scheme aims at progressively linking important agricultural produce markets spread all 

over the country with State Agricultural Marketing Boards and the Directorate of 

Marketing and Inspection (DMI) for the effective exchange of market information. The 
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Agricultural Marketing Information Network (AGMARKNET) is being implemented 

jointly by the Directorate of Marketing and Inspection and National Informatics Centre 

(NIC), using National Information Network (NICNET) facilities available throughout the 

country. The objective of the scheme is to facilitate the collection and dissemination of 

information for better price realisation by the farmers. The information covers market, 

price, infrastructure and promotion related issues .for efficient marketing. Wholesale 

prices and arrival information in respect of more than 300 commodities and 2,000 

varieties are being disseminated through this network (http://agmarknet.nic.in) on a daily 

basis. More than 3,000 markets have been linked to the central AGMARKNET portal and 

more than 1,900 markets reported data during the month of January 20 10 ( Govt. of India, 

2010). 

The information of weekly and monthly prices movement and arrivals are also being 

disseminated by the AGMARKNET portal. Several other market related information like 

standards and grades, physical infrastructure for storage and warehousing, marketing 

laws, fees payable, commodity profiles etc are provided by this portal. Commodities 

already covered include rice, wheat, maize, jowar, red gram, Bengal gram, black gram, 

green gram, sunflower, mustard/rapeseed, groundnut, sesame, potato, soyabean and 

cotton. The portal provides information about schemes of the DMI, weather information, 

directories of markets etc. It provides weekly trend analysis for important markets in 

respect of major commodities. Besides spot prices, the portal also provides access to 

future prices. Further, it is constantly being enriched with various informations. Prices 

and arrival information are being disseminated in nine languages. The portal also serves 

as a single window and has linkages with various organisations concerned with 

agricultural marketing. 

This AGMARKNET project networked 735 Agricultural Produces Wholesale Markets 

(APWMs), during 2000-02. Again, during the tenth five-year plan (2002-2007), 2000 

additional markets are being networked. To start with, 810 AGMARKNET nodes have 

been established in the country during ninth five year plan period. This includes 735 

agriculture produce wholesale markets, State Marketing Boards/Directorates ( 48) and 

DMI offices (27) spread all over the Country (Govt. of India, 2007). Under this scheme at 

present about 3011 AGMARKNET nodes (table-3.19) have been promoted in the country 

67 



so far. Out of these 92 percent have been promoted in the agricultural markets whereas 

remaining are used for monitoring and follow up. The availability of AGMARKNET 

nodes per thousand Sq. Km of area is not even one. However their availability per 

thousand tonnes of produce is six. Intensive efforts are required to expand the 

AGMARKNET nodes in the states of Assam, Bihar, Jharkhand, Manipur, West Bengal, 

Orissa, Punjab, Uttar Pradesh and Uttaranchal. 

The AGMARKNET project has led to a nation-wide information network for speedy 

collection and diffusion of market information, computerisation of market related 

information ensuring regularity and reliability of data and increasing the efficiency in 

agricultural markets. AGMARKNET project has also been designated as one of the 

Mission Mode Projects of the Department of Information Technology (DIT), 

Government of India, and has won recognition nationally and internationally for 

effectively fulfilling the objective of speedy collection and dissemination of agricultural 

marketing information for better market access and price realisation by the farming 

community. It is hoped that in due course of time it would be an on-line marketing 

information service useful to all the stakeholders on agricultural marketing system of the 

country. It has an immense potential to service all the market participants to face the new 

challenges emerging out of liberalisation and globalisation of agricultural sector. 
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Table-3.19: State-wise agmark nodes in India 

States Agmark Nodes 
Number 

Per 1000 Sq.km Per 1000 MT 
(August 2010) 

Andhra Pradesh 334 1.28 8.50 
Arunachal Pradesh 15 0.18 29.74 
Assam 23 0.29 1.93 
Bihar 58 0.62 1.91 
Chhattisgarh 73 0.54 7.18 
Goa 10 2.70 31.37 
Gujarat 319 1.63 13.00 
Haryana 150 3.39 7.20 
Himachal Pradesh 39 0.70 12.79 
Jammu & Kashmir 41 0.18 8.75 
Jharkhand 26 0.33 3.03 
Karnataka 171 0.89 6.29 
Kerala 92 2.37 13.80 
Madhya Pradesh 267 0.87 9.40 
Maharashtra 346 1.12 11.06 
Manipur 5 0.22 5.37 
Meghalaya 11 0.49 11.53 
Mizoram 9 0.43 24.34 
Nagaland 14 0.84 17.17 ° 

Orissa 91 0.58 4.99 
Punjab 199 3.95 6.17 
Rajasthan 166 0.49 6.89 
Sikkim 7 0.99 27.82 
Tamil Nadu 190 1.46 7.54 
Tripura 21 2.00 14.90 
Uttar Pradesh 257 1.08 3.51 
Uttarakhand 21 0.39 5.84 
West Bengal 56 0.63 1.34 
All India 3011 0.92 6.40 
Source: Compiled from the data obtamed from Directorate of Marketing & Inspection, 

Ministry of Agriculture, Govt of India, Faridabad. 

3.5 An overview of efficiency of agriculture marketing system 

Efficient marketing system is important for promoting agricultural business and raising 

the income levels of farmers which ultimately helps the economic development of the 

country. Generally, marketing efficiency is measured either as pricing efficiency or as 
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operational efficiency. Pricing efficiency is measured in terms of price series correlations 

and through co-integration analysis. Operational efficiency is measured in terms of 

relative size of marketing costs, net margins and gross marketing margins (GMM). A 

large no of studies have used the theory of producer's share in consumer's rupee for 

assessing marketing efficiency. Gross marketing margins (GMM) can be broken down in 

to three components viz., cost of performing various marketing functions, levies or 
' 

statutory taxes payable in the marketing channel and net margins retained by market 

functionaries (Acharya, 2004). Marketing cost varies from commodity to commodity and 

channel to channel. Marketing cost is high for fruits, vegetables, flowers, oilseeds, 

sugarcane and cotton as compared to food grains (Agarwal, 1988). Various statutory 

charges including taxes, levies, market fees, octroi, special duty or cess etc. which are to 

be paid at different stages of marketing. The farmers and traders have no control on these, 

as these are statutory in nature. These cost components have considerable effect on gross 

marketing margins and farmer's share in consumer's rupee. Net marketing margin is the 

amount retained by different market functionaries. The size of net marketing margin 

depends on the nature of competition, structure of markets and scale of business. Larger 

the net marketing margin, greater is the inefficiency in the marketing system (Acharya, 

1994). 

Experts have done various studies on price spread and marketing margins of different 

agricultural produces. The results are summarised in table-3.20, 3.21 and 3.22. The 

results ofthese studies exhibit larger variability of the producer's share in the consumer's 

rupee as well as marketing margins across crops and areas. A comparative assessment of 

these results is not possible because of the difference in methodology adopted in these 

studies and non availability of results for the same crop, area and conditions at two points 

of time. The farmer's share in consumer's rupee has been estimated as 56 to 89 percent 

for paddy, 77 to 88 percent for wheat and 72 to 86 percent for coarse grain. For pulses 

and oilseeds, the farmer's share in consumer's ranged between 79 to 86 and 40 to 85 

percent respectively. In the case of vegetables like potato, onion, brinjal, tomato, 

cauliflower etc the farmer's share in consumer's rupee has been estimated 39 to 69 

percent (Acharya, 2004). The farmer's share in consumer's rupee for fruit product is 

generally lower has been estimated 34 to 57 percent. According to the various studies it is 

revealed that the producer's share in consumer's rupee has varied with the marketing 
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channel adopted by the farmers. Gross marketing margins decreased in food grains and 

oilseeds and increased in fruits and vegetables. The reason for this could be better 

competitive conditions for food grains and oilseeds and expansion in the markets for 

fruits and vegetables. The cost of marketing in absolute term has also increased over the 

period. The reasons for that are (i) expansion of market to distant location (ii) higher 

facility of transportation, communication and storage (iii) increased necessity of 

packaging of goods (iv) higher demand of processed, packed and branded goods and (v) 

increase in statutory marketing charges and the charges of marketing activities. 

The directorate of Marketing and inspection (DMI) has estimated cost and margins of a 

number of agricultural commodities. According to the study (table-3.23) the cost and 

margins account for 12 to 36 percent of consumer's price in oilseed crops, 45 to 55 

percent in fruit and vegetables and 30 to 35 percent in food grains. The study further 

stated that the margins were higher when farmers adopted private channels in marketing 

of surplus produce compared to the institutional channels hence farmer's share was lower 

when they sell through private channels (Bhat, 1996). There is no comprehensive study 

available which analysed the breakup of gross marketing margins into its three important 

components to show the light on the efficiency of the marketing system for agricultural 

commodities. Based on the indirect evidence available, it appears that statutory charges 

account for 12 to 18 percent and net marketing margins accounts for 15 to 30 percent of 

the gross marketing margins. Remaining 52 to 77 percent is the real cost of performing 

various marketing functions (Acharya, 2004). Marketing efficiency can be increased by 

reducing cost of marketing and margins of the channel members. 
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Table-3.20: Price Spread in food grains in India 

Crops Year Area of Producer's Percenta~ e of Consumer's Rupee 
Study Share in Gross 

Consumer's Marketing 
rupee Margin 

Rice 1959- Madhya 76.0 24.0 
60 Pradesh 

1976- Haryana 56.0 44.0 
77 
1976- Bihar 81.9 18.i 
77 
1984- Bihar 88.9 ll.I 
85 
1988- Bihar 74.5 25.5 
89 

Paddy 1995- Haryana 67.3 to 28.3 to 
96 71.7* 32.7* 

Wheat 1966- Haryana 77.0 23.0 
67 
1969- Rajasthan 88.0 12.0 
70 
1971- Gujrat 78.0 22.0 
72 
1976- Bihar 77.5 22.4 
77 
1984- Bihar 83.5 16.5 
85 
1995- Haryana 77.0 to 13.3 to 
96 86.7* 23.0* 

lower 1971- Gujrat 74.0 26.0 
72 

Bajra 1971- Gujrat 72.0 28.0 
72 
1983- Gujrat 76.6 to 21.4 to 
84 78.6* 23.4* 

Maize 1976- Bihar 81.1 18.9 
77 
1984- Bihar 83.1 16.9 
85 

* Vanes as per marketmg channel adopted m sale 
Source: Acharya, 2004 
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Marketing Net 
Costs Marketing 

Margin 
11.6 12.4 

14.3 29.7 

6.3 11.8 

3.7 7.4 

13.5 12.0 

7.8 to 12.9 to 
15.4* 24.9* 
2.0 21.0 

6.0 6.0 

6.0 16.0 

6.7 15.6 

5.2 11.3 

10.9 to 2.4 to 7.3 
20.6* 
7.0 19.0 

6.5 21.5 

7.9to8.1 13.5 to 15.3 

5.9 13.0 

5.0 11.9 

(Percentages) 
Reference 

Singh, 
lakshman 
(1962) 
Goel & 
Gangwar (I 978) 
Ghosh {I 987) 

Ghosh {1988) 

Sunil Kumar 
(1994) 
Rai & Gangwar 
(1997) 
Kahlon, et. a f. 
(I 069) 
Singh, R.V et. 
a!. (1975) 
D.S. Thakur 
{1974) 
Ghosh (1988) 

Ghosh(l988) 

Rai & Gangwar 
(1997) 
Thakur D.S. 
(1974) 
Thakur 
D.S.{l974) 
Raju & 
Marakana 
{1988) 
Ghosh {1988) 

Ghosh (1988) 



Table-3.21:Price Spread in oilseeds, fruits and vegetables in India 
(Percentages) 

Crops Year Area Producer's Percentage of Consumer's Rupee 
of Share in Gross 

Study Consumer' Marketing 
s rupee Margin 

Oil seeds 
Groundnut 1964-66 Punjub 65.0 35.0 

1983-84 Andhra 56.4-60.2* 39.8-43.6* 
Pradesh 

1995-96 Haryana 40.0 60.0 

Rapeseed & 1995-96 Haryana 77.2- 84.2* 15.8-22.8* 
Mustered 
Fruits 
Banana 1984-85 Andhra 45.4-57.1 * 42.9-54.6* 

Pradesh 

Apple 1984-85 Himachal 33.6-41.9* 58.1-66.4* 
Pradesh 

1984-85 Punjab 36.3-36.6* 63.4-63.4* 

1991-92 Himachal 42.0 ~8.0 
Pradesh 

Ve!letables 
Potato 1985-86 Karnataka 60.5-67.5* 32.5-39.5* 

Cauliflower 1991-92 Himachal 46.1 53.9 
Pradesh 

2005-06 Chhattisgarh 39.13- 38.47-
50.00* 32.88* 

Peas 1991-92 Himachal 48.0 52.0 
Pradesh 

1992-93 Bihar 47.0-67.9* 32.1-53.0* 

Capsicum 1991-92 Himachal 52.5 47.5 
Pradesh 

Tomato 1985-86 Karnataka 52.3-53.1 * 46.8-47.3* 

1991-92 Himachal 46.4 53.5 
Pradesh 

Brinjal 1985-86 Karnataka 48.7-50.4* 49.6-51.3* 

1999-00 Maharastra 68.28- 21.4-
53.14* 37.06* 

* Vanes as per marketmg channel adopted m sale 
Source: Acharya, 2004 
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Marketing Net Marketing 
Costs Margin 

14.5 20.5 

13.4-14.7* 26.4-28.9* 

16.0 44.0 

15.2-18.5* 0.6-4.3* 

28.3-28.0* 14.6-26.6* 

44.8-47.3* 13.3-19.1* 

34.8-39.0* 24.4-28.6* 

43.3 14.7 

13.1-13.8* 19.4-25.7* 

26.7 27.2 

22.4- 16.07-22.03 * 
10.85* 
24.1 27.9 

- -

31.9 15.6 

10.0-12.5* 34.3-37.3* 

31.8 21.7 

9.0-12.8* 38.5-40.6* 

9.68-9.80* 11.78-17.26* 

Reference 

Kahlon, A.S. 
(1968) 
Bhalerao, et at. 
(1987) 
Rai & Gangwar 
(1997) 
Rai & Gangwar 
(1997) 

Raju & 
Venkateshwarlu 
( 1989) 
Sikka & Vaidya 
(1987) 
Kainth (1987) 

Saraswat (1994) 

Kiresur, et at. 
(1989) 
Thakur, D.S. 
(1994) 
Singh & Banafar 
(2006) 
Thakur, D.S. 
(1994) 
Madan & Singh 
(1997) 
Thakur, D.S. 
(1994) 
Kiresur, et. at. 
(1989) 
Thakur, D.S. 
(1994) 
Kiresure, et. at. 
(1989) 
Chole, et. at 

(2003) 



Table-3.22: Price Spread in onion, cotton, tobacco and pulses in India 
(Percentages) 

Crops Year Area of Producer's Percentage of Consumer's rupee 
Study Sb.are in Gross 

Consumer's Marketing 
rupee Margin 

Onion 1985- Kama taka 62.3-63.5* 36.5-36.8* 
86 

Cotton 1985- Tamil 60.0-74.0 26.0-40.0 
86 Nadu 
1986- Tamil 68.9-74.4* 25.6-31.1 * 
87 Nadu 
1986- Punjab 66.3-66.8* 33.2-33.7* 
87 

Tobacco 1991- Bihar 45.0-56.5* 43.5-55.0* 
92 

Pulses 
Chick 1966- Haryana 81.0 19.0 
Pea 67 

1967 Pan jab 86.0 14.0 

Gram 1969 Punjab 79.3-95.0* 5.0-20.7* 

1995- Haryana 84.4 15.2 
96 

*Varies as per marketmg channel adopted m sale. 
Source: Acharya, 2004 

Marketing Net 
Costs Marketing 

Margin 
15.5-17.3* 19.2-21.3* 

- -

- -

31.9-32.2* 1.3-1.5* 

3.1-4.1* 40.4-50.9* 

4.5 14.5 

3.5 10.50 

5.0-6.6* 0-14.1* 

9.2 6.0 

Reference 

Kiresur et. al. 
(1989) 
Ramamoorthy 
(1987) 
Despande, et. 
al. (1990) 
Mann & Gill 
(1988) 
Singh, et. al. 
(1994) 

Kahlon & 
Pandey 
(1969) 
Gill & Johl 
(1969) 
Gill & Johl 
(1969) 
Rai & 
Gangwar 
(1997) 

Table-3.23: Price Spread in private and institutional channels in selected agriculture 
d"f . I d' (P t ) commo 1 1es m n Ia ercen ages 

Commodities Year Marketing Farmer's Marketing Marketing 
Channel Share Costs Margins 

Rice 1982-83 Private 65.0 17.7 17.3 

Institutional 66.0 27.0 7.0 

Wheat 1982-83 Private 65.8 20.0 14.2 
Institutional 66.8 27.5 5.7 

Apple 1982-83 Private 41.9 35.0 23.1 
Institutional 52.2 26.2 21.6 

Onion 1982-83 Private 40.6 35.7 23.7 
Institutional 42.2 36.1 21.7 

Groundnut 1982-83 Private 66.6 19.0 17.5 
Institutional 87.6 11.2 1.2 

Source: Directorate of Marketmg and Inspection, Government of India, 1985, Faridabad 
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3.6 Agriculture markets in India- A review 

Markets for agricultural produce may broadly be divided into three categories; primary 

market, wholesale market and terminal market. Wholesale markets are subdivided into 

primary wholesale market and secondary wholesale market. Primary wholesale markets 

are periodically held, either ones or twice a week. Agricultural produce comes from 

neighbouring villages. These markets deal in the sale of fruits, vegetables, food grains, all 

household requisites etc. Secondary wholesale markets are also known as mandis. These 

are situated generally at subdivision or district headquarters. Small merchants purchase 

from primary wholesale market and sell in this market. Some culti_vators directly sell their 

produce in these markets. Terminal markets are the markets in which the produce is 

either finally dispose off direct to consumer or processors or assemble for export. These 

markets are the part where warehouses and storages are available. Farmers are always 

interested to sell their produce at good market, which provides them with high profit. But 

due to less developed market infrastructure, lack of market information and poor storage, 

small and marginal growers are compelled to sell their produce within the village area to 

local merchants or aratdars and get lesser price of their produce. 

Rural primary markets are located in rural and interior areas and serve as focal point to a 

great majority of the farmers. Most of the small and marginal farmers use this market for 

marketing their produce and for purchase of their consumption needs. These markets, 

which also function as collection centres for adjoining secondary markets, are dyvoid of 

most of the basic marketing infrastructure facilities. In rural areas, a weekly market is the 

first link in the marketing channel for maximum small and marginal farmers and the price 

they receive at this market constitute their cash income. It is estimated that 90 percent of 

the total marketable surpluses in the remote areas are sold through these markets. Number 

of studies has shown that the efficiency of rural markets is poor due to number of 

problems, such as the high degree of congestion at market yards, less number of traders 

and non-availability of supporting services. This, in turn, affects the market turn over. 

Rural primary markets play a very vital role in marketing of produces, particularly of 

small and marginal farmers. Large farmers with higher surpluses generally take their 

produce to nearby wholesale assembling markets. At times, they purchase surpluses from 

other small farmers and carry the same along with their produce to the assembling 
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markets for disposal. The small cultivators with limited surplus find it uneconomical to 

go to wholesale assembling markets located at long distances from their villages. 

According to the report of Marketing and Research Team (MART), on "Traditional Haats 

and Melas in India", a study sponsored by the Ministry of Rural Development, 

Government oflndia, during 1995, it is estimated that there are 47,000 haats of which 75 

percent are held once a week, 20 percent twice a week and 5 percent are held daily. The 

study indicated that, on an average, one haat caters to approximately 14 villages. The 

relationship between the distribution of villages according to population or range and the 

availability of haats, smallest villages (population less than 500) held the fewest haats 

(only 1.6 percent). Majority of haats (47.9 percent) are held in big villages (those with a 

population of over 5000 persons). The study revealed that nearly two third of the haats 

are held at a distance of 16 kms, 23 percent are held at 6 to 15 kms distance and 9 percent 

within a distance of 1 to 5 kms. The amenities and facilities available in these haats are 

far from satisfactory (Government of India, 2007) 

The wholesale/assembling markets or the secondary markets numbering 6503 constitute 

the cardinal link in the market structure of the country. Although better organised than 

the rural primary markets, these markets present divergent picture with regard to facilities 

offered and services provided. Most of these are located in the subdivision and district 

headquarters, important trade centres and nearby railway stations and perform assembling 

and distribution functions. In most of these markets, a large number of commodities are 

traded. Specialised single commodity markets are not many except few markets for 

cotton, jute, oilseeds, fruits and vegetables. Terminal markets are located nearer to big 

cities and terminal points providing the final link in the market structure and sellers are 

usually the traders and not the growers in these markets unlike the primary and secondary 

markets. The terminal market concept promoted in India is expected to link the farmers to 

this markets directly through collection centres (Singh and Yadav, 2010). 

Agricultural produce regulated markets have been playing a major role in the smooth 

distribution of food grains, oilseeds, fiber crops, fruits and vegetables to meet the supply 

and demand needs of the farmers, traders, processors and consumers of the state. The 

research studies revealed that farmers on an average gets 8 to 1 0 percent higher price and 

higher share in the consumer's rupee by selling their produce in the regulated markets 

compared to rural, village and unregulated wholesale markets (Acharya, 2004). The 
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benefits got by the farmers by sale of agricultural produce in the regulated market varies 

from area to area because of the variation in the spread of regulated markets over the 

regions and the existence of necessary infrastructural amenities/ facilities in these 

regulated markets. 

In India, at the end of 1950, there were 286 regulated markets but the number increased 

to 4446 in 1980, 7161 in 2001, and 7566 in 2008. After 2006.all most hundred percent of 

the Whole sale markets are functioning under the regulation programme (table-3.24). The 

progress of regulated markets is not uniform in all the states. Majority of the states has 

enacted the Agricultural Produce Market Acts. The state-wise status of regulated markets 

is presented in table-3.25. The number of regulated market is relatively more in states of 

Andhra Pradesh, Bihar, Gujarat, Haryana, Karnataka, Madhya Pradesh, Maharashtra, 

Orissa, Punjab, Rajasthan, Uttar Pradesh, and West Bengal. The act of regulated markets 

is not yet implemented in the states of Kerala, Manipur, Mizoram and three Union 

Territories like Andaman & Nicobor Island, Dadar & Nagar Haveli and Lakshadweep. 

The advent of regulated markets has helped in mitigating the market handicaps of 

producers/sellers at the wholesale assembling level. But the rural periodic markets in 

general remained out of its developmental ambit. Small cultivators with limited surplus 

find it uneconomical to go to wholesale assembling markets located at long distances 

from their villages. 

Table-3.24: Num er o agncu tura pro uce mar e s m n Ia b f . I d k t . I d' 
Period Number of Regulated Regulated Markets as percent .()f Total 

Markets Wholesale Assembling Markets 
End of 1945 146* 2.00 
End of 1950 286* 3.92 
March, 1956 470* 6.44 
March, 1961 715* 9.80 
March, 1966 1,012* 13.88 
March, 1974 1,777* 24.37 
March, 1976 3,528 48.38 
March, 1980 4,446 60.96 
March, 1985 5,695 78.09 
March, 1990 6,217 85.25 
March, 1995 6,836 93.73 
March, 2001 7,161 98.19 
March, 2006 7,566 Almost 100 
March, 2008 7,566 

-· 
Almost 100 

Note: *Represents only Prmc1pal Markets. 
Source: Manual on Agricultural Prices and Marketing, Government of India, October, 2010 
Ministry of Statistics and Programme Implementation, Central Statistics Office, New Delhi 
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Table-3.25: Number of wholesale assembling, rural primary and regulated markets in states 
of India (As on 31.03.2008) 
Sr. States/Union Number of Markets Re~ ulated Markets 
No Territories Whole Rural Total Principal Submarket Total 

Sale Primary Yards 
1 Andhra Pradesh 314 577 891 314 577 891 
2 Arunachal Pradesh 6 56 62 14 48 62 
3 Assam 405 735 1140 20 204 224 
4 Bihar# 325 1469 1794 95 431 526 
5 Jharkhand 205 603 808 28 173 201 
6 Goa 4 24 28 1 7 8 
7 Gujarat 207 129 336 196 218 414 
8 Haryana 284 187 471 106 178 284 
9 Himachal Pradesh 42 35 77 10 32 42 
10 Jammu & Kashmir* 26 8 34 - - -
11 Karnataka 498 730 1228 146 352 498 
12 Kerala* 348 1014 1362 - - -

13 Madhya Pradesh 237 1321 1558 237 264 501 
14 Chhattisgarh 2 1132 1134 73 108 181 
15 Maharashtra 880 3500 4380 295 585 880 
16 Manipur* 20 98 118 - - -
17 Meghalaya 101 112 213 2 - 2 
18 Mizoram* 10 105 115 - - -
19 Nagaland 8 144 152 - Nil -
20 Orissa 398 1150 1548 45 269 314 
21 Punjub 437 0 437 145 292 437 
22 Rajasthan 428 312 740 125 303 428 
23 Sikkim 7 12 19 1 - 1 
24 Tamil Nadu 300 677 977 277 15 292 
25 Tripura 89 559 648 21 - 21 

26 Uttar Pradesh 584 3244 3828 245 342 587 

27 Uttarakhand 20 29 49 25 31 56 

28 West Bengal 279 2925 3240 43 641 684 

29 A & NIsland* 0 0 0 - - -
30 Chandigarh 1 0 1 1 - 1 

31 D &N Haveli* 0 0 0 - - -
32 Daman&Diu 0 0 0 Nil Nil Nil 

33 Delhi 30 0 30 9 14 23 

34 Lakshadweep* 0 0 0 - - -
35 Puduchery 8 0 8 4 4 8 

Total 6503 20887 27390 2478 5088 7566 

Note: * APMR Act not yet implemented 
# Bihar Agriculture Produce Marketing (Regulation) Act repealed from 1st September, 

2006. 
In Bihar and West Bengal sub yards include cold storages and hence figures of total 
regulated markets and wholesale markets are not comparable. 
All principal regulated markets are wholesale markets, whereas sub market yards may I 
may not be a wholesale market as it also includes some of Rural Primary Markets 
notified for regulation. 

Source: Manual on Agricultural Prices and Marketing, Govt. of India, October, 2010, Ministry of 
Statistics and Programme Implementation, Central Statistics Office, New Delhi 
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The area served by each regulated market across the states has been observed large 

variation (table-3.26). The area covered per regulated market varies from 62 Sq. km in 

Puduchery to 11215 sq. km. in Meghalaya. On an average, each regulated market in the 

country served an area of 434 sq. km. The area served per market yard is as high as 

11215 sq. km. in Meghalaya, 7,096 sq. km. in Sikkim, 1351 sq. km. in Arunachal Pradesh 

and 1326 sq. km. in Himachal Pradesh. The studies have shown that increase in the 

density of markets has positive impact on agricultural productivity. Most of the regulated 

markets at present still awfully lacks facilities for handling produce as less space for 

auction platform, inadequate number of shops and godowns in the premises etc. and 

hence reduces the effective participation of traders. Absence of storage godowns at 

market level further perpetuates the problems of traders in general and continuous 

movement of goods in particular. 

79 



Table- 3.26: State-wise area served by regulated market 

Sr States/Union Geographical Regulated Area Covered by 
No Territories Area (km2) Market (as on Each Market 

31.03.2008) {km2
) 

1 Andaman & Nicobar 8,249 - -
Islands 

2 Andhra Pradesh 2,75,068 891 308.71 
3 Arunachal Pradesh 83,743 62 1,350.69 
4 Assam 78,483 224 350.37 
5 Bihar 94,164 526 179.01 
6 Chandigarh 114 1 114.00 
7 Chhattisgarh 1,35,194 181 746.92 
8 Dadra & Nagar Haveli 491 - -
9 Daman &Diu 122 - -
10 Delhi 1,483 23 64.47 
11 Goa 3,702 8 462.75 
12 Gujarat 1,96,024 414 473.48 
13 Haryana 44,212 284 155.68 
14 Himachal Pradesh 55,673 42 1,325.54 
15 Jammu and Kashmir 2,22,236 - -
16 Jharkhand 79,700 201 396.51 
17 Karnataka 1,91,791 498 385.12 
18 Kerala 38,863 - -
19 Lakshadweep 32 - -
20 Madhya Pradesh 3,08,144 501 615.05 
21 Maharashtra 3,07,713 880 349.67 
22 Manipur 22,327 - -
23 Meghalaya 22,429 2 11214.50 
24 Mizoram 21,081 - -
25 Nagaland 16,579 - -
26 Orissa 1,55,707 314 495.88 
27 Puduchery 492 8 61.50 
28 Punjab 50,362 437 115.24 
29 Rajasthan 3,42,236 428 799.61 
30 Sikkim 7,096 1 7,096.00 
31 Tamil Nadu 1,30,058 292 445.40 
32 Tripura 10,492 21 499.62 
33 Uttar Pradesh 2,38,566 587 406.41 
34 Uttarakhand 53,566 56 956.53 
35 West Bengal 88,752 684 129.75 
36 All India 32,87,300 7,566 434.48 

Source: Manual on Agncultural Pnces and Marketmg, Govt. of Indta, October, 2010 
Ministry of Statistics and Programme Implementation, Central Statistics Office, 
New Delhi 
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Direct marketing by farmer is being encouraged as an innovative channel. Various State 

Governments initiated a process of direct marketing by producers to the consumers in the 

country by initiating the concept of Apni Mandi (Punjab), Rythu Bazar (Andhra Pradesh), 

Uzahaver Shandies (Tamil Nadu), Shetkoori Bazers (Maharashtra), Krushak Bazaars 

(Orissa) and Hadaspar Vegetable Market (Pune). But these markets have been promoted 

so far only at the state headquarter and some district headquarters adjoining to the state. 

These channels are mostly adopted in sales transactions of agricultural commodities like 

fruits, vegetables and flowers which are highly perishable. In this channel, the produce 

move quickly from farmers to consumers due to lack of middlemen. If farmers directly 

sell their produce to the consumers, it not only saves losses but also increases farmers' 

share in the price paid by the consumer. Farmers' markets were introduced with a view to 

eliminate the middlemen and arrange facilities for the farmers to sell their produce 

directly to the consumers at reasonable rates. On account of the scheme, both the farmers 

and the consumers are benefited. 

Apni Mandi in Punjab and Hariyana 

Punjab's and Haryana's Apni Mandi (our market), established in the mid-1990s, and 

were the first ones directly linking vegetable producers and consumers. Farmer producers 

bring the produce for sell directly to the buyers or consumers. The Agricultural Produce 

Market Committee (APMC) of the area where Apni Mandi is located provides all 

necessary facilities like space, water, shed, counters and weighing balances. Agricultural 

Produce Market Committee obtains financial assistance from State Agricultural 

Marketing Board (SAMB) for extending various services to the buyers and sellers. The 

major thrust of Apni Mandi system is to provide business strategy to the farmers. The 

first Apni Mandi in Haryana was established at Kamal in 1988 and the Punjab Mandi 

Board set up first Apni Mandi in February 1987 at Chandigarh. 

Rythu Bazars in Andhra Pradesh 

The Rythu Bazars were initiated by the Government of Andhra Pradesh on January 26, 

1999. There are 102 numbers of Rythu Bazars covered nearly 40,000 farmers of 2,800 

villages in all the district head-quaters and important cities in Andra Pradesh (Govt. of 

India, 2007). Rythu Bazars are located on government lands identified by the district 

collectors. The locations are decided in such a way as are convenient to both for the 
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farmers and consumers. The price fixation of produces in Rythu Bazars is through a 

committee of farmers and the estate officer. Adequate care is taken to fix the prices 

reasonably. If the prices in Rythu Bazars are higher than the local market rate, there is no 

incentive to consumers. And if the prices fixed are lower than the wholesale market rates, 

there are no incentives to farmers. The prices in Rythu Bazars are generally 25 percent 

above the wholesale rates and 25 percent less than the local retail price. The maintenance 

expenditure of Rythu Bazaar is being met from the financial sources of Agricultural 

Produce Market Committees. In general producer's share in consumer's rupee is more by 

15 to 40 percent in Rythu Bazar because marketing costs are at minimum level as 

middlemen are completely eliminated frorri. marketing activities (Reddy and Raju, 2000). 

Uzhavar Sandies in Tamil Nadu 

The state government of Tamil Nadu established Uzhavar Sandies (farmers markets) in 

selected municipal and panchyat areas of the state. In these markets, farmers enjoy better 

marketing infrastructure free of cost and receive considerable high price for the products 

than what they used to receive from middlemen at primary markets. Farmers are 

additionally benefited from the interaction with other farmers and with departmental 

personnel. Farmers also get good quality seeds and other inputs in the market yard itself. 

(Rajandra, 2000). 102 Markets were established within March 200 I. These markets are 

under the administrative control of the State's Agricultural Marketing Committees, which 

in turn are part of the agricultural marketing department. The committees are also 

responsible for the administration of regulated markets, where farmers sell directly to 

traders without the intermediary of commission agents and under a tender system 

supervised by committee officials. The committees are responsible for their overall 

administration. The price of the produces is fixed each day by a committee including 

marketing committee officials and farmers' representatives. Prices are displayed on a 

blackboard at each stall. Farmers are not permitted to sell above the maximum price, 

although they are allowed to sell at a lower price 

Krushak Bazars in Orissa 

Government of Orissa established 40 Krushak Bazars in the state in 2000-01 with the 

purpose to empower farmers to compete effectively in the open market to get a 

remunerative price for their produce. Government provides incentives for the purpose of 
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establishing the bazaar which includes one or two acres of government land with all the 

infrastructure in the identified urban/semi urban area. The farmers are identified and 

provided marketing facilities. The identified farmers are supplied with required inputs at 

the reasonable price. In addition, storage and public utility facilities are also provided. 

The comparison of prices in wholesale market, Krushak Bazar and retail market indicated 

that the prices were 4 to 41 percent higher in Krushak Bazar than the wholesale market 

price. However in case of retail market, the prices were lower by 10 to 32 percent in the 

Krushak Bazar. The price fixation process rarely involved farmers in the decision making 

(Govt. oflndia, 2007) 

Hadaspar Vegetable Market in Pune 

Hadaspar vegetable market is a model market for direct marketing of vegetables in Pune 

city. This sub-market yard situated near Pune under Pune Municipal Corporation and fee 

for using the space in the market is collected by the Municipal Corporation from the 

farmers. This is one of the ideal markets in the country for marketing of vegetables. In 

this market, there are no commission agents/middlemen. Buyers purchase vegetables in a 

lot size of 100 kgs or 100 numbers. The produce is weighed in the presence of licensed 

weigh men ofthe market committee and sale bill is prepared. The purchasers make direct 

payment in cash to the farmer. Disputes are settled by the supervisor of the market 

committee after calling the concerned parties. The market committee charges one percent 

sale proceeds as market fee for the services and facilities. A common problem faced by 

the direct market systems is the infiltration of the bazaars by middlemen in the guise of 

farmers (Mishra, 1992). 

Besides above, some alternative marketing methods have also been taken to facilitate 

agriculture marketing. License for direct marketing has been granted to MIS Aditya Birla 

Retail Ltd, Ruch Soya Industries etc in Maharashtra, Borsad Agro Marketing Pvt. Ltd., 

Reliance Agri Products Distribution Pvt. Ltd., Reliance Fresh, etc in Gujarat, ITC e

choupal in Madhya Pradesh and Rajasthan Haryali Kisan Bazar in Uttar Pradesh. 
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3. 7 Marketing institutions 

Agriculture marketing institutions act as a stimulating and dynamic force in agriculture 

marketing from long back. A number of institutions have been established from time to 

time to keep pace with the expanding and changing needs of agricultural sector. 

Depending on the objectives and role, these marketing institutions can be grouped into 

public sector organisation, cooperative and other formal/informal bodies (Acharya, 

I 997b, 2004). The role and functions of these institutions differ from each other which 

include policy formulation, implementation, supervision, facilitation and direct entry in 

the market etc. 

Public sector organisations include State Agricultural Marketing Boards (SAMB), 

Agricultural Produce Market Committees (APMC), Central Warehousing Corporation 

(CWC), State Warehousing Corporations (SWCs), Food Corporation of India (FCI), 

Cotton Corporation of India (CCI), Jute Corporation of India (JCI), Specialized 

Commodity Boards, Agriculture and Processed Food Export Development Authority 

(APEDA), State Trading Corporation (STC), Commission for Agricultural Costs and 

Prices (CACP), Directorate of Marketing and Inspection (DMI), Departments of Food 

and Civil Supplies, Council of State Agricultural Marketing Boards (COSAMB) etc. 

APMCs were established to supervise and control the regulated markets in the state. State 

Agricultural Marketing Board (SAMB) is an organisation which provides guidance to 

Agriculture Produce Marketing Committees and Governments. The main functions of 

SAMBs are supervising marketing committees, create market infrastructural facilities, 

and provide training, research and development in agriculture marketing. Central 

Warehousing Corporation (CWC) and State Warehousing Corporations (SWCs) provide 

scientific storage facilities in the country. The CWC has created warehouses at the places 

of importance in all India level where as SWCs have performed similar activities in the 

state level. The main functions of Food Corporation of India are to procure, storage and 

distribution of food grains on behalf of governments and undertakes the price support 

operation to protect the interest of the growers. The Cotton Corporation of India (CCI) 

was established for purchasing and distribution of raw cotton to safeguard the interest of 

growers and consumers. The main function of Jute Corporation of India (JCI) is to ensure 

jute growers by offering support price for their produce and protect them from marketing 
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intermediaries. Specialised Commodity Boards perform various functions relating to 

production, processing and marketing of concerned crops. The main objectives of 

Agriculture and Processed Food Export Development Authority (APEDA) are to organise 

agriculture export and allied activities. The Commission for Agricultural Costs and Prices 

(CACP) was setup to formulate price policies for selected agricultural commodities. The 

major activities of Directorate of Marketing and Inspection (DMI) are to conduct market 

survey, research, and training and suggest policy matters related to agricultural 

marketing. The Council of State Agricultural Marketing Board (COSAMB) was 

established to coordinate the activities of different state agricultural marketing boards. 

On the other hand cooperative marketing societies perform a crucial role in development 

of agriculture marketing. These cooperative organisations have been promoted for 

undertaking marketing and processing functions on behalf of the farmers or its members. 

There are various types of cooperative societies. Some of them namely primary 

agricultural cooperative marketing societies and district level cooperatives are function at 

base level. Apart from these, State Cooperative Marketing Federations work at state 

level. There are some other cooperative societies perform at national level include 

National Agricultural Cooperative Marketing Federation (NAFED), Tribal Cooperative 

Marketing Federation (TRIFED), Special Commodity Cooperative Marketing 

Organisation (Sugarcane, Cotton, Milk) etc. NAFED as an apex organization of 

marketing cooperatives was established in October 1958 to strengthen cooperative 

marketing structure in the country. NAF AD has enlarged the scope of its membership to 

district, regional and primary marketing societies (NAF AD, 1983). The major objectives 

of NAFED are to coordinate and promote the marketing activities, international trade in 

agricultural and make arrangements for the supply of agricultural inputs required by its 

member cooperatives. NAF AD is also act as an agency of the government for purchase, 

storage and distribution of agricultural products and inputs. TRIFED was established in 

1987 to develop the system of marketing of forest products produced by the tribes in the 

country. TRIFED arranges marketing and export of minor forest products produced by 

the tribes in tribal dominated areas and protects the tribes from exploitation by the private 

traders (Acharya, 2004). The government has also established National Cooperative 

Development Corporation (NCDC) to promote cooperative societies. The cooperative 

organisations have played an important role in improvement of the performance of 
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marketing system. They have contributed in not only marketing and processing of farm 

products, but also in supply of inputs, including credit to farmers. 
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4.1 Introduction 

Transformation of traditional agriculture needs a sound production and marketing system 

in order to play a decisive role in the process of economic development of a region. North 

Bengal is predominantly an agrarian region situated in the northern part of West Bengal. 

In North Bengal, like the rest of West Bengal, agriculture is the dominating economic 

activity. 98 percent of all land holdings are small and marginal farmers compared to 93 

percent in the whole of West Bengal (Govt. of West Bengal, 2001; Govt. oflndia, 1998). 

Strengthening of agriculture in this region is critical for facing the challenges of rural 

poverty, food insecurity and unemployment. But, there is a need to redefine agriculture 

activities relating to production, processing, marketing and distribution, which imply that 

agricultural development strategy, must address not only production but also those in 

marketing and trading. A weak marketing system not only affects the social status of the 

producers and consumers but it also affects the region's economy at large. Marketing 

technology needs to keep pace with production technology having proper infrastructural 

and institutional support. In this context, efficient marketing added importance. 

Agricultural marketing system is the critical link between farm production sector on the 

one hand and non-farm sector, industry and urban economy on the other. Apart from 

performing physical and facilitating functions of transferring the goods from producers to 

consumers, the marketing system also performs the function of discovering the prices at 

different stages of marketing and transmitting the price signals in the marketing chain. 

The issues and concerns in marketing relate mainly to the performance (efficiency) of the 

marketing system, which depends on the structure and conduct of the market. An 

efficient marketing system helps in optimisation of resource use, output management, 

increase in farm incomes, widening of markets, growth of agro-based industry, addition 

to regional development through value addition, and employment creation. 

4.2 Agriculture marketing 

The economy of the North Bengal regron ts predominantly based on agriculture. 

Agriculture is the largest sector of the economic activities and has a crucial role to play in 

the region's economic development. The agriculture marketing is largely unorganised in 

North Bengal and dominated by the private traders. The maximum share of the 

consumers' rupee goes to the pockets of middlemen working between the producer and 

88 



the ultimate consumer. The private traders, middlemen, retailers and moneylenders 

locally known as 'mahajans' dominate these markets. Due to, multi-segmented marketing 

channel, the producers do not get fair share in consumer's rupee. The bargaining power 

of the farmers is very weak and therefore, the traders dictate the price. 

One of the main reasons for prominence of traders in the agricultural produce markets in 

villages ofNorth Bengal is the heavy indebtedness ofthe farmers to traders, commission 

agents and middlemen. Consequently, the factors of marketing such as pricing, backward 

and forward linkages, demand and supply of commodities are greatly affected to the 

disadvantage of both the producers and the consumers. The 'dadan' (advance) system is 

still prevalent in rural areas. Under this system, the village moneylenders advance loans 

to the cultivators at the time of need and making it obligatory on the part of the farmer to 

deliver their produces after harvest at a price offered by the moneylender. Such price is 

much lower than the market price. It is also observed that the shopkeepers and the traders 

in the rural market centres sell on credit essential consumer commodities to the peasants 

during natural calamities or at times of dire necessity. In the next harvest, the farmers 

realize their loans paying high rates of interest in terms of agricultural produce at low 

prices. Often moneylenders act as commission agents of the wholesale traders. 

The basic infrastructure facilities include storage and warehousing, road links, 

transportation and communication aids are of most important in agriculture marketing. 

Transportation network performs a significant role in mobilisation of produces. Farmers 

in the region are still using the age old means of transport like hand cart and cycle van 

which are being pulled by human beings. These are very costly and also take more time 

to reach the market. Again the cost of transport is not uniform as it varies according to the 

condition of the roads. The condition of rural road is very poor which makes 

transportation very difficult. Inadequate transport facility causes glut in the producing 

area and scarcity in consuming centres at times affecting both the producer for receiving 

in lower price and the consumer due to irregular supply and high retail price. 

There is a general shortage of storage facilities in both the urban and rural areas of North 

Bengal. The prevailing systems of storage in the rural areas are quite primitive and they 

cannot be regarded as satisfactory. Due to lack of storage facilities, the bulk of the 
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agricultural produce is sold to farias, commission agents, wholesalers and village 

mahajans in the village primary market immediate after harvest at lower price. The 

farmers also sell their produces to itinerant traders at the farm gate. The itinerant traders 

move from village to village collecting produce from farmers and bring them to the 

nearest markets. As the roads do not properly connect most of the production areas, the 

farmers find it difficult to bring their produce to the primary and secondary markets for 

sale and thus they are deprived of remunerative prices. In some interior areas, there is no 

road at all. Consequently, the farmers have to sell their commodities at a lower and 

uneconomical price to the itinerant traders at their farm itself. NABARD Consultancy 

Service mentioned in the state agricultural plan for West Bengal 2010 that small & 

marginal farmers of North Bengal have tradition for large scale cultivation of winter 

vegetable crops. However, they do not get adequate remunerative price for want of easy 

and cheap transport system, strong marketing system, cold storages and agro-processing 

units. Being perishable in nature, vegetable crops have to be harvested as soon as they get 

matured, otherwise their quality gets deteriorated. Therefore, even during the period 

when prices were ruling very low farmers have to harvest their crop and sell it in the 

lower price. 

It has been observed that in the rural markets of North Bengal Region, the marketing 

activity is largely dominated by the private traders. Farmers are generally not aware of 

market information like supply, demand, prices prevailing in the market, market charges 

etc., which are crucial for proper decision making. There is no system of disseminate 

market information for the benefit of the producers and consumers. As such, the farmers 

who are in the villages have no chance to know the prevailing prices in the neighbouring 

markets at subdivision and district levels. They are never sure what price they will get 

until they reach the market. Prices fluctuate particularly in the peak season, when many 

farmers try to sell their production, under such circumstances the rural producers largely 

accept the price quoted by the traders. On the other side, due to various economic reasons 

like indebtedness, need for cash, insufficient storage, lack of adequate transportation and 

other infrastructure facilities farmers are also at a disadvantage in striking the bargain. As 

a result, they are forced to carry out distress sales. 
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Transaction of agricultural produces also takes place in the periodic markets, which are 

held once .or twice a week. This primary village markets in the rural areas do not have 

required facilities. Besides, the market stalls are not properly laid down and are mostly of 

temporary structure made of thatches and bamboo. Basic amenities like godowns or 

storage facilities, shaded market yard, parking facilities, drainage, proper sanitation and 

supply of drinking water are generally not available in these markets. In addition, the 

roads linking most of these markets to towns and wholesale markets are poor in 

condition. Some markets particularly in hilly areas are without road. It is important to 

note that only small and marginal farmers sell their produce in such markets. The large 

farmers with large surplus sell their produces in the wholesale markets. Therefore, 

establishment of an efficient agricultural marketing system where the growers may obtain 

a remunerative price for their produces is most essential for accelerating development and 

commercialisation of agriculture in the region. 

Organistion plays an important role in agricultural marketing which is absent in North 

Bengal. The buyers of agricultural produces usually operate on a large scale and to some 

extent are organised while the producers are invariably small farmer scattered over a 

wide area with no common organisation to guide them and to protect their interest. It is 

observed that poor farmers deal individually in an environment which is hostile to their 

interest. The marketing environment is heavily titled in favour of middlemen. As a matter 

of fact, a substantial share of the consumer price is grabbed by the traders by the way of 

unfair practice. So, it is common to find that the producers as a class are being exploited 

by the traders. Establishment of adequate number of regulated market can put a check on 

unlawful practices in the agricultural markets as the transactions in the regulated markets 

are governed by various rules and regulations. But the number of such markets is not 

adequate in North Bengal and their activities are also limited. These markets, however, 

should offer a package of measures to take care of the various difficulties faced by the 

farmers. 
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4.3 Agriculture production scenario in North Bengal 

Agriculture is the mainstay of economy and substance of life for the people of North 

Bengal. There is a wide diversity of agriculture crops grown in North Bengal. Farmers 

produce mainly cereals, pulses, oil seeds, vegetables, jute. The best way of discussing the 

situation of agriculture in North Bengal is by simply going through the yearly cropping 

cycle. It demonstrates that different crops grow in different times of the year. The main 

crop, however, remains paddy, mustard jute, wheat, potato, vegetables (NBTDP, 1998). 

The following calendar ( calendar-4.1) shows in which seasons the different crops are best 

cultivated 

Calendar-4.1: Crops cultivated throughout the year 
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The topography ofNorth Bengal has made agriculture diverse and difficult. Variations of 

soil, altitude and rainfall have the influence on the cropping pattern to a large extent. The 

seasons in North Bengal are determined by the weather, especially by the monsoon, the 

rainy time. There are three seasons in a year kharif, the wet season, which runs roughly 

from May to September, rabi, the dry season, from October to March and the pre-kharif, 

from April to May. These seasons are not fixed by dates but depending on the coming 

and ending of the monsoon. The principal agriculture crops are paddy, wheat, pulses, 

oilseeds, Potato, jute and vegetables. Among the vegetables cabbage, cauliflower, squash, 
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tomato, chilli are commonly cultivated in the region. The cereal crops like paddy, wheat 

are not cultivated in the hills, where most of the cultivators go for cultivation of some 

vegetables. The principal cash crop jute is grown in the vast areas of Coochbehar, 

Jalpaiguri, Uttar Dinajpur and Dakshin Dinajpur districts. District wise area and 

production of principal crops in North Bengal are given in the tables 4.1, 4.2, 4.3, 4.4, 4.5 

and 4.6. 

Among the six districts of North Bengal, Uttar Dinajpur was the highest in terms of area 

and production of total cereals in 2008-09. The production of total cereals had improved 

from 835.9 thousand tonnes in 1990-91 to 891.4 thousand tonnes in 2008-09. Even 

though, area under cultivation of total cereals had come down from 506.4 thousand hectares 

in 1990-91 to 344.3 thousand hectares in 2008-09 (table- 4.4). A variety of pulse crops 

are grown in North Bengal though it is not main crop in the region. Maida district 

produces more pulses compared to other districts. The total area under pulses in the 

district in 2008-09 had come down from 59.2 thousand hectares in 1990-91 to 20.6 

thousand hectares. The production of pulses came down to 17.9 thousand tonnes in 2008-

09 from 38.5 thousand tonnes in 1990-91 (table- 4.6). The major oilseeds namely 

mustard, rapeseed are grown in Uttar Dinajpur district. The area under oilseed crops had 

plummeted from 55.0 thousand hectares in 1990-91 to 36.0 thousand hectares in 2007-08. 

The production of these crops was 49.9 thousand tonnes in 1990-91 but had come down 

to 28.8 thousand tonnes during 2007-08 (table- 4.4). 

Jute is an important cash crop in North Bengal. Among the all districts of North Bengal 

Coochbehar district produced maximum quantity of jute. In Coochbehar the area under jute 

had raised from 61.9 thousand hectares in 1990-91 to 85.2 thousand hectares in 2008-09. 

The production of this crop was 478.7 thousands tonnes in 1990-91 but had raised to 

977.9 thousand tonnes during 2008-09 (table- 4.1) 
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Table- 4.1: Area and production of principal crops in Coochbehar district of North 
Bengal (Area in thousand hectares, Production in thousand tonnes) 
Crops 1990~91 2000-01 2007•08 2008-09 

Area Prod Area Prod Area Prod Area Prod 
Rice 305.7 401.9 291.9 517.3 293.5 518.8 309.8 500.4 

Wheat 13.6 22.5 25.2 49.8 13.4 29.3 10.2 16.6 

Other 3.2 2.3 0.7 0.5 10.4 58.2 9.3 49.4 
Cereals . 
Total 322.5 426.7 317.8 567.6 317.3 606.3 329.3 566.4 
Cereals 
Pulses 9.4 5.7 10.5 7.0 5.9 3.7 7.1 4.4 

Total 331.9 432.4 328.3 574.6 323.2 610.0 336.4 570.8 
F.Grains 
Oilseeds 10.3 5.3 12.6 7.7 20.8 9.6 25.5 13.8 

Jute( c) 61.9 478.7 84.1 782.6 87.7 985.1 85.2 977.9 

Potato 5.3 57.2 12.2 281.7 18.6 478.9 27.5 340.2 

Source: Economic Review 2009-10, Statistical Appendix, Bureau of Applied Economics 
& Statistics, Development & Planning Department, Govt. of West Bengal 

Table- 4.2: Area and production of principal crops in Darjeeling district of North 
B I (A . th dh t P d f . h dt ) eng a ream ousan ec ares, ro uc ron m t ousan onnes 
Crops 1990'-91 2000-01 2007-08 2008-09 

Area Prod Area Prod Area Prod Area Prod 
Rice 55.3 64.6 34.1 52.9 32.2 59.5 32.5 68.7 

Wheat 3.7 3.8 3.3 6.3 2.2 3.8 2.0 2.8 

Other 45.1 52.1 24.7 54.2 27.1 52.5 27.5 57.2 
Cereals 
Total 104.1 120.5 62.1 113.4 61.5 115.8 62.0 128.7 
Cereals 
Pulses 1.0 0.6 1.9 1.2 1.1 0.7 1.2 0.7 

Total 105.1 121.1 64.0 114.6 62.6 116.5 63.2 129.4 
F.Grains 
Oil seeds 1.8 1.3 0.4 0.2 0.6 0.2 -- --

Jute( c) 3.7 22.4 2.2 18.1 2.6 28.3 -- --

Potato 4.2 39.7 7.1 97.2 7.2 109.2 -- --

Source: Economic Review 2009-10, Statistical Appendix, Bureau of Applied Economics & 
Statistics, Development & Planning Department, Govt. of West Bengal 

(--):Data are not available 
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Table- 4.3: Area and production of principal crops in Jalpaiguri district of North 
Bengal (Area in thousand hectares Production in thousand tonnes) 

' Crops 1990,.91 2000--01 2007-'08 2008-09 
Area Prod Area Prod Area Prod Area Prod 

Rice 275.4 249.7 260.8 384.1 236.1 372.4 235.5 391.2 

Wheat 10.6 16.4 26.6 47.0 16.8 39.2 15.9 33.2 

Other 4.9 6.2 2.6 6.0 12.1 25.6 12.0 29.3 
Cereals 
Total 290.9 272.3 290.0 437.1 265.0 437.2 263.4 453.7 
Cereals 
Pulses 4.9 2.9 6.6 4.4 4.1 2.2 4.2 2.2 

Total 295.8 275.2 296.6 441.5 269.1 439.4 267.6 455.9 
F.Grains 
Oil seeds 12.3 7.6 12.4 7.6 15.9 13.2 -- --

Jute( c) 40.6 266.7 44.3 401.5 41.2 518.8 -- --

Potato 4.1 49.2 14.3 308.9 32.5 905.8 -- --

Source: Economic Review 2009-10, Statistical Appendix, Bureau of Applied Economics & 
Statistics, Development & Planning Department, Govt. of West Bengal 

( --): Data are not available 

Table- 4.4: Area and production of principal crops in Uttar Dinajpur district of North 
Bengal (Area in thousand hectares Production in thousand tonnes) 

' 
Crops 1990•91 2000~01 2007-08 2008 .. 09 

Area Prod Area Prod Area Prod Area Prod 
Rice 477 768.4 283.2 628.6 281.1 683.5 284.5 660.0 

Wheat 28.0 67.2 37.5 86.2 36.5 98.2 30.4 75.6 

Other 0.6 0.3 1.3 1.7 14.7 62.8 29.4 155.8 
Cereals 
Total 506.4 835.9 322.0 716.5 332.3 844.5 344.3 891.4 

Cereals 
Pulses 22.6 10.9 9.1 4.6 2.7 1.5 4.6 3.2 

Total 529.0 846.8 331.1 721.1 335.0 846.0 348.9 894.6 
F.Grains 
Oil seeds 55.0 49.9 45.4 32.4 36.0 28.8 -- --

Jute( c) 45.9 299.1 59.0 457.5 50.7 609.6 -- --

Potato 4.3 31.7 6.7 133.4 8.7 247.3 -- --

Source: Economic Review 2009-10, Statistical Appendix, Bureau of Apphed Economics & 
Statistics, Development & Planning Department, Government of West Bengal 

(--):Data are not available 
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Table- 4.5: Area and production of principal crops in Dakshin Dinajpur district of North 
Bengal (Area in thousand hectares Production in thousand tonnes) 

' Crops 1990-91 2000-01 2007-08 2008-09 
Area Prod Area Prod Area Prod Area Prod 

Rice ** ** 210.7 467.4 197.9 492.0 205.3 501.6 

Wheat ** ** 10.2 25.2 10.1 29.9 11.1 32.2 

Other ** ** 0.1 -- 0.5 1.4 0.4 1.1 
Cereals 
Total ** ** 221.0 492.6 208.5 523.3 216.8 534.9 
Cereals 
Pulses ** ** 4.1 2.4 0.9 0.4 1.1 0.7 

Total ** ** 225.1 495.0 209.4 523.7 217.9 535.6 
F.Grains 
Oilseeds ** ** 22.6 21.0 23.1 14.0 -- --

Jute( c) ** ** 15.1 146.1 19.7 250.9 -- --

Potato ** ** 4.8 87.8 3.9 92.4 -- --

Source: Economic Review 2009-10, Statistical Appendix, Bureau of Applied Economics & Statistics, 
Development & Planning Department, Government of West Bengal 

( --) : Data are not available 
(**):Combined figures for Uttar & Dakshin Dinajpur have been shown against Uttar Dinajpur because 

the district was undivided 

Table- 4.6: Area and production of principal crops in Maida district of North Bengal 
(Area in thousand hectares Production in thousand tonnes) 

' Crops 1990,.;91 2000-01 2007-08 2008-09 
Area Prod Area Prod Area Prod Area Prod 

Rice 263.8 492.3 221.7 523.1 147.3 480.4 221.7 656.8 

Wheat 37.6 88.5 49.4 124.0 46.9 137.9 44.4 120.0 

Other 13.5 13.9 6.5 12.0 12.4 24.8 10.6 26.6 
Cereals 
Total 314.9 594.7 277.6 659.1 206.6 643.1 276.7 803.4 
Cereals 
Pulses 59.2 38.5 36.1 29.6 24.3 24.2 20.6 17.9 

Total 374.1 633.2 313.7 688.7 230.9 667.3 297.3 821.3 
F.Grains 
Oilseeds 28.7 21.7 35.7 38.1 37.7 39.5 -- --

Jute( c) 27.5 218.7 24.0 248.1 22.5 289.2 -- --

Potato 1.5 20.4 2.4 42.8 2.9 76.0 -- --

.. .. 
Source: Economic Review 2009-10, StatiStical Appendix, Bureau of Applied Economics & Statistics, 

Development & Planning Department, Government of West Bengal 
(--) : Data are not available 
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4.4 Agriculture marketing infrastructure 

Agricultural Marketing includes the flow of services right from harvesting of a crop to 

the stage of its consumption. If a farmer does not get fair return of his produce, he will 

certainly loose interest in production resulting fall in production to a considerable degree. 

So agricultural marketing has been considered as a component part of production 

programme. Markets are the basic and most important links in the system of agricultural 

production and consumption in North Bengal and are an integral part in the lives of 

people in both rural and urban areas. The agriculture markets have a great impact on the 

product price and the economic stability of the region. There is a need to develop 

agricultural produce markets in North Bengal for effective development and economic 

growth of the region. 

There are 979 markets in the districts of North Bengal comprising primary market and 

rural haats (table-4.7). These markets are unevenly spread in the districts. Paschim 

Dinajpur (taking Uttar and Dakshin Dinajpur together) has highest number of markets 

and haats where as Darjeeling district has lowest number. In North Bengal, the farmers' 

preference is ·more on selling their produces at haats or primary markets, periodical in 

nature. This haats form the nucleus of economic activities of rural North Bengal. Beside 

the primary markets, secondary wholesale markets are also preferred by farm producers 

to dispose of their surplus produce. Village sale is rarely preferred by North Bengal 

farmers (Dutta, 2005). To facilitate marketing of agricultural produces 16 Regulated 

Market Committees (RMC) and 137 sub market yards are functioning in North Bengal 

(table-4.8). Coochbehar district has the highest number of regulated markets and sub 

market yards. Most of these regulated markets have insufficient infrastructure and lack of 

facilities for handling produce as less space for auction platform, inadequate number of 

shops and godowns in the premises etc. and hence reduce the effective participation of 

traders. 

97 



Table- 4. 7: Primary haats/markets of districts of North Bengal 

Sl. Name of the District No of the Primary No of other Rural Total 
No. Haats/Markets Markets 
1. Coochbihar 118 47 165 
2. Jalpaiguri 201 50 251 
3. Darjeeling 44 0 44 
4. Paschim Dinajpur 358 14 372 
5. Malda 104 43 147 
6. Total 825 154 979 

Source: www. wbagrimarketmgboard. gov. m 

Regulated market plays an important role in smooth trade of agricultural commodities. 

The research studies revealed that farmers on average get 8 to 10 percent higher price and 

higher share in consumer's rupee by selling their produce in regulated markets compared 

to rural, village and unregulated wholesale markets (Acharya, 2004). 

Table- 4.8: District wise Regulated Marketing Committees (RMC) 

Name of No. of No of Name of the Regulated Market Committees 
Sl. the Regulated Sub (RMC) 
No. District Market Market 

Committees Yard 
1. Coochbihar 6 60 Coochbehar Sadar RMC, Tufanganj RMC, 

Mathabhanga RMC, Mekhliganj RMC, Dinhata 
RMC, Haldibari RMC 

2. Jalpaiguri 3 28 Belacoba RMC, Dhupguri RMC, Alipurduar 
RMC 

3. Darjeeling 2 10 Kalimpong RMC, Siliguri RMC 
4. Uttar 2 11 Islampur RMC, Kaliyaganj RMC 

Dinajpur 
5. Dakshin 1 16 Dakshin Dinajpur Zilla RMC 

Dinajpur 
6. Malda 2 12 English Bazar RMC, Samsi RMC 
Source: www.wbagr1marketmgboard.gov.m and www.agmarknet.mc.In 

Inadequate scientific storage facilities cause heavy loss to farmer m terms of huge 

wastage of quantity and quality of farm produce. The storage facilities in rural primary 

markets and secondary wholesale assembling markets are important aspect to store the 

agricultural produces. The Food Corporation of India (FCI), Central Warehousing 

Corporation (CWC) and West Bengal State Cooperative Marketing Federation have built 

up storage facility in the districts ofNorth Bengal. Private sector has also created storage 

facilities for storage of different agricultural commodities in some districts of North 

Bengal. The district wise number of warehouses and capacity created in these warehouses 
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is shown in tables 4.9, 4.10, 4.11, 4.12, 4.13 and 4.14. The total storage capacity 

available in the districts of North Bengal is about 86355 metric tonnes. Coochbehar 

district has the maximum capacity among the all districts. 

Cold storage units are an important infrastructure for storage of perishable and semi

perishable agricultural commodities. In the districts of North Bengal there are 57 cold 

storages. Total capacity of these storages is 9230580.21 quintals. District wise number 

and capacity of cold storages are given in table- 4.15. Among the six districts Jalpaiguri 

district has the highest number that is 27 cold storages with the capacity of 3156488.16 

quintals. Most of the cold storages in North Bengal are controlled by the private 

operators. Only three cold storages operated by cooperative societies. The direct 

involvement of government in cold storage units is negligible. The government of West 

Bengal has taken the decision to set up 30 multi-purpose cold storages across 16 districts 

in the state (Times oflndia, 91
h December, 201 0). 

Table- 4.9: Warehouses in Coochbehar 
Owner No. ofLicenses Capacity(M. T) 

Central Warehousing Corporation 4 12,000 

West Bengal State Co-operative Marketing 1 3,500 
Federation Ltd(BENFED) 
Co-operative/Credit/Society /Samity Ltd 1 2000 

Private Nil Nil 

Total 6 17,500 M.T 

Source: www. wbagnmarketmgboard.gov. m 

T bl 4 10 W h . J I a e- : are ouses m atpa1gun 
Owner No. ofLicenses Capacity(M. T) 

Central Warehousing Corporation Nil Nil 

West Bengal State Co-operative Marketing I 4000 
Fedaration Ltd(BENFED) 
C9-operative/Credit/Society/Samity Ltd 4 11200 

Total 5 15,200 M.T 

Source: www. wbagnmarketmgboard.gov.m 
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Table- 4.11: Warehouses in Darjeeling 

Owner No. ofLicenses Capacity(M. T) 

Central Warehousing Corporation 4 12,000 

West Bengal State Co-operative Marketing Nil Nil 
Fedaration Ltd(BENFED) 
Co-operative/Credit/Society/Samity Ltd Nil Nil 

Private Nil Nil 

Total 4 12,000 M.T 

Source: www. wbagrimarketingboard. gov. m 

Table- 4.12: Warehouses in Uttar Dinajpur 

Owner No. ofLicenses Capacity(M. T) 

Central Warehousing Corporation Nil Nil 

West Bengal State Co-operative Marketing 1 5000 
Fedaration Ltd(BENFED) 
Co-operative/Credit/Society/Samity Ltd 3 4350 

Private 2 2000 

Total 6 11,350 M.T 

Source: www.wbagnmarketmgboard.gov.m 

Table-4.13: Warehouses in Dakshin Dinajpur 

Owner No of Licenses Capacity(M. T) 

Central Warehousing Corporation Nil Nil 

West Bengal State Co-operative Marketing 1 6000 
Fedaration Ltd(BENFED) 
Co-operative/Credit/Society/Samity Ltd 6 6700 

Private 2 2405 

Total 9 15,105 M.T 

Source: www. wbagnmarketmgboard. gov. m 
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Table-4.14: Warehouses in Maida 

Owner No of Licenses Capacity(M. T) 

Central Warehousing Corporation 1 6000 

West Bengal State Co-operative Marketing 2 5700 
Fedaration Ltd(BENFED) 
Co-operative/Credit/Society/Samity Ltd 3 3500 

Private Nil Nil 

Total 6 15,200 M.T 

Source: www. wbagnmarketmgboard. gov. m 

Table-4.15: District wise details of cold storages 

Sl. Name of the Private Cold Cooperative Total No. of Total Capacity 
No. District Storages Cold Cold Storages (quintals) 

Storages 
]. Coochbihar 12 Nil 12 1518599.05 

2. Jalpaiguri 25 2 27 3156488.16 

3. Darjeeling 2 Nil 2 166070.00 

4. Uttar Dinajpur 8 Nil 8 871015.00 

5. Dakshin 2 Nil 2 148650.00 
Dinajpur 

6. Maida 5 I 6 3369758.00 

7. Total 54 3 57 9230580.21 

Source: www. wbagnmarketmgboard. gov. m 

4.5 Marketing Channels 

Marketing channel is a route through which agricultural products move from producers to 

consumers. The length of channel varies from commodity to commodity depending on 

the quantity to be moved. It also depends on consumer demand and degree of regional 

specialisation in production. This has been thoroughly discussed in chapter-III. In North 

Bengal, variety of agricultural produces are produced. Depending on type and nature of 

produces various marketing intermediaries are involved to distribute the produces 
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through different channels from producer to consumer. A brief discussion regarding 

marketing channels of variety of agricultural commodities in North Bengal is given 

below. 

Paddy/rice is important agricultural crop in North Bengal. A number of market 

functionaries involve in the distribution of paddy/rice to the final consumer. The 

paddy/rice is distributed through different ways i.e. wholesale distribution, retail 

distribution, direct marketing to miller, contract farming etc. The following agencies 

namely producers, village traders, itinerant traders, retailers, wholesale merchants, 

commission agents, rice millers, co-operative organization etc are engaged in the 

distribution of paddy/rice at various stages of marketing. Major assembling markets for 

paddy/rice in North Bengal are Haldibari, Tufanganj, Alipurdwar, Siliguri and Islampur 

(www.agmarket.net in). 

Marketing Channels for Paddy 

Channel I Producer - Miller - Wholesaler - Retailer - Consumer 

Channel II Producer- Commission Agent - Miller - Wholesaler - Retailer - Consumer 

Channel III Producer - Itinerant Merchant - Miller - Wholesaler - Retailer - Consumer 

Channel IV Producer- Wholesaler (Paddy) - Miller - Wholesaler (Rice)- Retailer -

Consumer 

Channel V Producer - Miller - Retailer - Consumer 

Channel VI Producer - Miller - Consumer. 

Channel VII Producer - Procuring Agency (FCI/State Govt./Co-operatives) - Miller -

Distributing Agency (State Govt.) - Fair price/Ration shop - Consumer. 
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Paddy marketing channels are presented in tree diagram 4.1 

\Vholesaler Retailer CouslUner 

PnHlucer 

Tree Diagram 4.1 

Wheat is also an important crop in North Bengal. The mam functionaries m the 

marketing channels of wheat include village trader, wholesaler, miller and retailer. 

Channel I 
Channel II 
Channel III 
Channel IV 
Channel V 

Marketing Channels for wheat 
Producer - Consumer 
Producer - Retailer or Village Trader - Consumer 
Producer- Wholesaler- Retailer- Consumer 
Producer - Village Trader- Wholesaler- Retailer - Consumer 
Producer- Wholesaler - Miller - Retailer - Consumer 

Wheat marketing channels are presented in tree diagram 4.2 

Consmner 

Pm1lucer 

Tree Diagram 4.2 
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Major assembling markets of chilli in North Bengal are Coochbehar, Haldibari, Dinhata, 

Mathabhanga, Maynaguri, Falakata, Dhupguri, Uttar Dinajpur and Dhakshin Dinajpur 

(www.agmarknet.nic.in). 

Marketing Channels for Chilli 

Channel I Producer-Village Merchant - Middlemen - Commission Agent -Wholesaler 
Retailer - Consumer 

Channel II Producer- Retailer - Consumer 
Channel III Producer - Pre harvest contractor- Wholesaler- Retailer - Consumer 
Channel IV Producer - Commission Agent/ Wholesaler - Retailer - Consumer 
Channel V Producer : Commission Agent : Retailer - Consumer 

Chilli marketing channels are exhibited in tree diagram 4.3 

Village 1\'fillllle J.\II~u C01mnission \Vltolesal~r Refuil~.~· Connun~J' 

lVIel'Clmnt Agent 

Pl'OifUCel' 

Tree Diagram 4.3 

The different private agencies such as village trader, wholesaler, oil miller and retailer are 

involved in the marketing channel of mustard. Major assembling markets of mustered are 

Coochbehar Sadar, Dinhata, Tufanganj Mathabhanga, Mekhliganj, Alipurdwar, Samsi, 

Islampur and Kaliaganj (www.agmarknet.nic.in). 

Marketing Channels for Mustards 

Channel I Producer - Retailer : Consumer 
Channel II Producer: Village Trader: Wholesaler -Retailer : Consumer 
Channel III Producer - Village Trader : Wholesaler - Consumer 
Channel IV Producer - Village Trader : Wholesaler : Miller/Oil Expeller - Consumer 
Channel V Producer : Miller/Oil Expeller : Consumer 
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Mustards marketing channels are exhibited in tree diagram 4.4 

Producer 

Consmner ,:lf-----e 
Tree Diagram 4.4 

The different private agencies such as producer, commission agent, wholesaler, retailer 

and consumer are involved in marketing of potato. 

Channel I 

Channel II 
Channel III 
Channel IV 

Marketing Channels for Potato 

Producer - Cold Storage - Commission Agent - Wholesaler - Retailer -
Consumer 
Producer - Commission Agent - Wholesaler - Retailer - Consumer 
Producer - Wholesaler - Retailer - Consumer 
Producer - Retailer - Consumer 

Potato marketing channels are represented in tree diagram 4.5 

Retailer Coustuner 

\Vbolesalei" Retailei" Cou~tune~· 

Produce1· 

Tree Diagram 4.5 

105 



Directorate of Marketing and Inspection ( 1984) also studied the potato marketing 

channels in Darjeeling district ofNorth Bengal. These are: 

Channel I Producer - Commission Agent - Retailer - Consumer 
Channel II Producer.- Cold Storage - Commission Agent - Wholesaler - Retailer 

Consumer 
Channel III Producer - Commission agent- Wholesaler- Retailer - Consumer. 

Potato marketing channels are exhibited in tree diagram 4.6 

PI·o lluce1' 

Colli Stol'age Cmmnissiou \Vholesale~· Remile•· 
Agent 

Tree Diagram· 4.6 

Coustnnel' 

The vegetable distribution system is exceedingly complex because of its perishability, 

seasonality and bulkiness. Vegetable marketing in North Bengal is most intricate because 

it is largely in the private hands. Faria, commission agent, wholesaler, retailer are the 

important market intermediaries in the flow of vegetable from producers to consumers. 

Faria, Commission agent and wholesaler handles considerable quantity of the market 

arrivals. There are various types of vegetable retailers, these are street seller or hawkers, 

mobile vendors, market place retailer and producer farmer sellers. 

Channel I 
Channel II 
Channel III 
Channel IV 

Marketing Channels for Vegetables 

Producer - Faria- Commission agent - Wholesaler- Retailer - Consumer 
Producer- Primary wholesaler - Secondary Wholesaler - retailer- Consumer 
Producer - Commission Agent - Wholesaler - Retailer- Consumer 
Producer - Wholesaler- Retailer- Consumer 

Channel V Producer - Retailer - Consumer 
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Vegetables marketing channels are exhibited in tree diagram 4.7 

Fmia Wltolesalei' Retailer Consmne~.· 

Pro1IUCeJ.' 

Tree Diagram 4.7 

The marketing channels of cabbage and cauliflower were identified in Coochbehar 

District of North Bengal (Kumar et.al, 2008). Among the three other channels of 

cabbage, channel I is the most important channel from the standpoint of quantity as 87.3 

per cent of total production of cabbage was disposed of through this channel. 

Marketing Channels for Cabbage 

Channel I Producer - Forwarding Agent/Commission Agent cum Wholesaler -
Secondary Wholesaler- Retailer- Consumer (87.3 percent) 

Channel II Producer- Commission Agent cum Wholesaler- Retailer- Consumer (6.9 
percent) 

Channel III Producer- Retailer- Consumer (5.8 percent) 

Cabbage marketing channels are presented in tree diagram 4.8 

FAJCA cmn Secondlii'Y Retllilei' Consmue~· 

:~r------'~~~ s~ 

Producer 

Tree Diagram 4.8 
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Again among all the channels of cauliflower, channel I is the most important as because 78 

percent of total cauliflower production was disposed of through this channel. 

Marketing Channels for Cauliflower 

Channel I Producer - Forwarding Agent/Commission Agent cum Wholesaler -
Secondary Wholesaler- Retailer- Consumer (78.0 per cent) 

Channel II Producer - Commission Agent cum Wholesaler - Secondary Wholesaler -
Retailer- Consumer (16.7 per cent) 

Channel III Producer- Retailer- Consumer (5.3 per cent) 

Cauliflower marketing channels are presented in tree diagram 4.9 

Produce1· 

FA/CA ctun 
Wltolesala· 

Secondai'Y Retailei' Constunei' 
\Vholesaler 

Constunei' 

.,,1-----ft·:'<·.:,;J----t.::,·s:;:<:m~ 

Tree Diagram 4.9 

Marketing of tomato is important as returns to investment mainly depend on the price 

prevailing during the harvesting period as tomato is a perishable commodity and its 

market is highly volatile in nature. The key growing districts of North Bengal are 

Darjeeling, Jalpaiguri, Uttar Dinajpur, Maida and Coochbehar (Govt. of India, 2005). 

Marketing of tomatoes is done through various channels. 

Marketing Channels for Tomato 

Channel I Producer - Regulated markets - Forwarder - Wholesaler - Retailer -
Consumer 

Channel II Producer - Commission Agent -Wholesaler (local market) - Retailer -
Consumer 

Channel III Producer - Commission Agent -Wholesaler (distant market) - Retailer -
Consumer 

Channel IV Producer- Village Traders -Wholesaler- Retailer- Consumer 
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Tomato marketing channels are presented in tree diagram 4.10 

PI·o(lucel' 

Regulate(l 
Ma1·ket 

Forwai'(Ier Wholesaler Retailei' Consmner 

Retaile1· Consmner 

~E~*------'~ 
Retailer Consmner 

in I----,&-@-----® 

Tree Diagram 4.10 

4.6 Problems of agriculture marketing 

With the advent of the policies of liberalization and the consequent withdrawal or 

reduction in subsidy from agriculture sector the cost of production for the major crops has 

increased. According to the reply of the government to a question posed in Lok Sabha on 

23-08-2011, "The prices of major agricultural inputs and implements during 2005-06 to 

2011-12 (till July, 2011) have increased by 22.2% for fertilizers, 10.7% for pesticides, 

32.0% for diesel, 29.8% for tractors and 32.3% for pumps & assembly in terms of 

Wholesale Price Index (WPI). As per the available data, the prices of seeds of various 

crops have increased from about 13.5% to 55.5% during 2005-06 to 2010-11". This 

massive increase in the prices of inputs has increased the cost of cultivation. As a result, 

price of the produces has increased. But traders in the market are not ready to purchase 

the produces in increased price. So farmers are unable to sell the produces which increase 

the burden of debt and facing heavy losses. So the only way to keep farming viable is to 

declare the Minimum Support Price (MSP). But the MSP is given for a selected number 

of commodities and not all the commodities. Therefore, such increase cost of cultivation 

is adversely affected the lives and livelihoods of millions of farmers. 
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The jute and paddy growers in North Bengal as well as West Bengal are facing severe 

crisis as prices of their produces have sharply declined and they are forced to carry out 

distress sale. They are not even getting declared minimum support price as there is little 

or no effort from the state government for procuring the two major crops in the state. This 

agrarian crisis emerges over the farmers and agricultural workers and they are committed 

suicide in spite of a bumper crop. These farmers are poor or marginal peasants and some 

of them are poor agricultural labours. Most of these farmers who took loans to cultivate 

their land, but they did not get any remunerative price for the product which left them 

indebted without any prospect of repaying these loans. Generally, they are driven to 

desperation and social embarrassment and took their own lives. It is important to mention 

that the small farmers, who constitute the overwhelming majority of the Bengal's 

peasantry, are traditionally depended on moneylenders as the commercial banks and 

cooperatives are reluctant to offer credit to them (Business Standard, 4th January, 2012, 

Kolkata). 

The state government till 20th January 2012, has procured 2.11 lakh metric tonnes of rice 

and 57355 tonnes of paddy. In the year 2010-11, the total procurement by the state 

government was 4.55 lakh tonnes of rice and 11.76 lakh tonnes of paddy. (Food 

Corporation of India, 2012). It is obvious that compared to last year, the procurement 

drive of the government has declined. It is absolutely not the case that the decline in 

procurement of the government was because of a fall in the production of paddy/rice. 

Rather, the problem was that in 2011-12 there was a bumper harvest of paddy. On the 

face of such huge production, the necessity of the government to buy from the farmers 

became even more important. But the absence of governmental intervention, the price of 

paddy may collapse in the open market leading to acute distress of the farmers. The irony 

is that in spite of a bumper crop, farmers in the state faced ruin. Sacks of paddy are lying 

unsold in several houses. Some of them are forced to sell the produce at low prices, 

sustaining enormous losses. However, by the time when the government declared its 

support pt:ice, the distress sale of paddy had almost been completed. 

In the year 20 10-11 the MSP announced by the Central Government for a quintal of rice 

was Rs. 1050. The erstwhile state government announced a bonus of Rs 50 per quintal so 

that the farmers received Rs. 1100 per quintal of rice. The Central Government, during 
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2011-12 has announced MSP of Rs. I 080 per quintal. But the state government has not 

announced any bonus for the farmers. As a result, the farmers are getting a price which is 

lower than last year's. Therefore the farmers are worse off than last year in terms of 

prices, while their cost of cultivation has increased. This is the real situation in agrarian 

sector. The problem however does not end with a lower effective MSP for the farmers. 

The farmers will get the MSP only when the government procures from them. 

The government has asked certain rice mills to procure paddy from the farmers. But these 

rice mills were in the dilemma on making payments to farmers. In certain cases, they 

have made payments in cheque, which has bounced. Moreover, not all the small farmers 

have bank accounts, so payment by cheque would not help them. With surplus grain lying 

in the storage, the farmers have been forced to go for distress sale because they are too 

poor to hold their stock for long time, leading to fall in their price and hence foreclosing 

the possibility of earning any return on their investment in the crop. Some farmers with 

the possibility of a price crash are unable to sell their crops. While for others, with the 

distress sale phenomenon, they are being paid less than the MSP by the rice mills. In this 

situation, it is obvious that the farmers are unable to meet their debt obligations and other 

expenses leading to a desperate step like suicide. 

The plight ofthe potato farmers followed a similar story. With bumper harvest of potato, 

government is unable to resist the price crash, the price of potato decreased as a result the 

farmers are getting zero return on their investment. Farmers have been bound to sell the 

yield at rates much below the cost price. Again the prices in the market were too low that 

farmers could not bear transport cost. Hence, many farmers discarded their crops. In this 

situation, the only way forward is to organise the farmers and fight for their rights. 

Instead of committing suicide, the farmers need to mobilize collectively to overcome the 

situation. 

4. 7 Conclusion 

The role of agricultural marketing system has considerable importance in the overall 

economy of the North Bengal. The farm produces in the region pass through a number of 

channels before reaching the consumer. The farmer gets only a small percentage of 
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consumer's rupee. A significant percent of consumer rupee is grabbed by intermediaries 

namely faria, aratdar, commission agent, wholesaler, miller, retailer etc. These 

intermediaries at different stages of marketing process have emerged as powerful 

middlemen for the procurement of produces taking the advantage of the farmer's poor 

economic condition. The private traders, moneylenders locally known as 'mahajans' 

dominate the markets. The bargaining power of the farmers is very weak and, therefore, 

the traders dictate the price. One of the main reasons for prominence of the traders in the 

agricultural produce markets in villages is the heavy indebtedness of the farmers to the 

traders, commission agents and middlemen. The village moneylenders advance loans to 

the cultivators at the time of need, making it obligatory on the part of the farmer to 

deliver their produces after harvest at a price offered by the moneylender. The farmers 

lose market price significantly due to lack of proper sale arrangements in markets .The 

inadequacy of infrastructure, indebtedness and lack of awareness of the market 

information have been found as one of the prominent reasons for the distress sales. The 

basic infrastructure facilities such as storage and warehousing, road links, transportation 

and communication were insufficient. Due to lack of transport facilities the farmer is 

unable to bring his produces to the market. In the absence of the storage & warehousing 

facilities, the farmer is forced to sell all his produces at harvest time at low prices. It is 

hence, necessary to diagnose the problems in the region for providing improved 

marketing environment and value added economic benefits to the farmers through better 

management of various post-harvest functions. 
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5.1 Introduction 

Jute is a natural fiber popularly known as the golden fiber. It is one of the cheapest and 

the strongest of all natural fibers and considered as fiber of the future. Jute is second only 

to cotton in world's production of textile fibers. The cultivation of Jute in India is mainly 

confined to the eastern states of India viz., West Bengal, Bihar, Assam, Tripura, 

Meghalaya, Orrissa and Uttar Pradesh. The scope of marketing of jute is considered to be 

one of the important ingredients of its production process. A developed market is an 

incentive to the producer to produce more without having any inkling of fear of 
' 

exploitation of market margins. The market for raw jute is highly fragmented and the 

number of channels involved in the market is quite large. The interest of the channel 

member is conflicting with each other especially with the producer. The difference 

between the consumer's rupee and price paid by the grower widens. Farmers have no 

bargaining power over price. They are deprived of remunerative price. This imperfection 

of raw jute market leads to various marketing inefficiencies. There is a need for thorough 

examination of the market structure, marketing difficulties and other market related 

issues. The following sections contain a brief analysis of all of the aspects. 

5.2 Functionaries of jute marketing 

The principal functionaries involved in the marketing of raw jute from producer to 

consumer are identified to be farias, paikars, baperies, dalals (brokers), aratdars, balers, 

cooperative societies and Jute Corporation of India (JCI). These marketing functionaries 

or marketing intermediaries perform various functions at different stages of jute 

marketing. A brief description about these functionaries is given below. 

Farias and Paikars - Farias and paikars are the itinerant traders who create the first link 

between producer farmer and the buyer of raw jute in the marketing channel. The 

maximum portion of raw jute sold by the farmer producers are passed to higher 

intermediaries through farias. Among all channel members farias are found to be the 

preponderant category of peripatetic traders who create the first and direct link with 

farmer producer of jute. These members generally have a wide area network at the 

grower's level. 
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Baperi - Baperies are also itinerant traders like faria functioned normally in the primary 

and secondary markets. This class of intermediary has no godown of its own. They run 

their business at place of mahajan or aratdar. 

Aratdar - Aratdar is functioning between farmer- sellers and balers. The importance of 

this class of channel member lies in financing the business of farias. Generally aratdars 

have big storage facility and store fiber brought by farias and disposing the produce to the 

balers on the basis of agreed commission from the suppliers i.e. growers, farias etc. Apart 

from earning commission aratdars are also engaged in buying and selling of raw jute and 

earn profit. Aratdars' activity is largely confined to secondary market. 

Dalal (Broker)- Dalal is the agent employed to effect bargains or contract between buyer 

and seller for which he gets from the latter a commission called brokerage. This type of 

intermediary normally functioned in the secondary market. He never enters into the 

interior village rural market. This class of intermediaries' activity is more or less confined 

in jute baling centre level. 

Kutcha Baler - Kutcha bale is a loosely pressed bale intended for dispatch to pucca 

baling centre. In primary and secondary market jute is handled by growers, farias, 

paikars, baperies, dalals in loose form made up to bundle of varying size and weights. 

The kutcha baler is located at a convenient central location and prepares (sorting in to 

commercial grade) the unassorted jute for sale in the terminal markets and to the jute 

mills. Such sorting in commercial grade is called kutcha baling which is half pressed raw 

jute.' 

Pucca Baler- A pucca baler assort the raw jute into standard qualities. This kind of baler 

grades the fibre for export, cuts off the hard root end and presses the jute into pucca 

bales. It is pressed hydraulically and processed the bale usually bound with jute ropes. Its 

standard size is (120 X 45 X 50) em having net weight of 180 kg. Pucca baling centres 

are located in upcountry markets. The mills in India however, buy a very small 

proportion of their raw jute requirement in the form of pucca bales. 

Cooperative Society - Cooperative marketing societies are another kind of marketing 

intermediaries engaged in the raw jute marketing. They are largely considered to be the 
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agent of Jute Corporation oflndia (JCI). Jute procured by the cooperative societies is sold 

to JCI. The contribution ofthis agency in the trading of raw jute is not yet perceptible. 

Jute Corporate of India (JCI) - The Jute Corporation of India (JCI) was set up in 1971 as 

an official agency by the Government of India with the aim to provide Minimum Support 

Price (MSP) to the jute cultivators and also work as a helping hand in the raw jute sector. 

JCI was established by the Indian Government for the welfare of the jute growers, for 

example, granting them a certain amount of funds with the help of which they can have 

their own farming sector of jute. The JCI was first started as a small official agency at the 

beginning but then slowly it expanded its networking and now has almost spread in seven 

states successfully for jute growing. 

5.3 Marketing channels of jute 

It has been observed that most of the jute producer belongs to small and marginal farmer 

categories. These farmers have inadequate holding capacity and sell maximum portion of 

their produce in peak season i.e. from September to December. More than 75 percent of 

the total fibre production arrives in the market during the four months period from 

September to December in each jute season (Roul, 2009). Generally, village traders 

collect the raw jute from the village market or from cultivator's house. Then they sell it to 

aratdars or to local agents of baler or jute mills. These agents also buy from aratdars. 

Ultimately jute is sent to miller at terminal market. It is evident that most of the raw jute 

passes through multiple channel before it is consumed by jute mills. The member of 

channel varies from three to five. 

The common marketing channels of jute have been identified as follows: 

Channel I Producer - Village Merchant - Local Aratder - Upcountry Baling Centre -
Press house of pucca Baler -Terminal Market 

Channel II Producer - Faria (Local market) - Local Aratdar - Jute Mills - Terminal 
Market 

Channel III Producer - Small Trader - Bapery- Upcountry Baling Centres -Export at 
Terminal Market 

Channel IV Producer- Local Market - Govt. Agency (JCI)- Jute Mill 
Channel V Producer- Travelling Merchant- Upcountry Baling Centre- Press house of 

pucca Balers- Terminal Market 
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Common marketing channels of jute are presented in tree diagram 5.1 

Village Local UJlcolmtiy PI·ess house of Tt'l'minallVIru:ket 
l\llt'l'chant AI·atll:u· Baling Ceuti·e Jmcca Balt'l' 

1-----~~ 

PI·oduct'l' 

PI·ess House 
of pucca Balt'l' Tt'nninall\II:u·ket 

:,\-----((.;t,\;J--@-~ 

Tree Diagram 5.1 

In a study Prasad (2005) has identified the following important marketing channels of 
raw jute: 
Channel I 
Channel II 
Channel III 
Channel IV 
Channel V 

Farmer - Wholesaler- Commission Agent - Miller 
Farmer - Itinerant Trader - Wholesaler/Commission Agent - Miller 
Farmer - Broker - Wholesaler/Commission Agent - Miller 
Farmer - Broker/Mill Agent - Miller 
Farmer - Village Merchant - Wholesaler/Commission Agent - Miller 

Jute marketing channels (Prasad, 2005) are presented in tree diagram 5.2 

Fanner 

·wholesaler Connnission Agent :rv:filler 

Wholesaler/Connuission Miller 
Agent 

\Vholesaler/Commission 
Agent 

IVIiller 

IYiiller ·wholesaler/Connuission 
Agent 

~'u" '1---------i@I----'CillV 
Tree Diagram 5.2 
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From the study it is revealed that 81.7 percent of total farmers followed marketing 

channel I. This means that marketing channel I is the commonest channel followed by 

farmers. Next to it is the marketing channel III (i.e. sale through broker, from broker to 

wholesaler/commission agent and from wholesaler/commission agent to the miller) 

which is followed by 13.0 percent of the farmers. The marketing channel II is followed 

by 5.3 percent ofthe farmers. 

The following marketing channels of jute have been identified by Roul (2009): 

Channel I Farmer -Village Trader- Aratdar - Agent of Jute Mill 

Channel II Farmer - Village Trader - Aratdar - Agent of Baler - Jute Mill 

Channel III Farmer - Village Trader- Aratdar - Agent of Shipper - Jute Mill 

Channel IV Farmer- Aratdar- Agent of Baler/ Jute Mill/ Shipper- Jute Mill 

Channel V Farmer - Village Trader- Agent of Baler/ Jute Mill/ Shipper - Jute Mill 

Channel VI Farmer - JCI 

Channel VII Farmer- Village Trader- Aratdar- JCI 

Jute marketing channels (Rout, 2009) are exhibited in tree diagram 5.3 

Fru1ner 

Tree Diagram 5.3 
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In another study six marketing channels of jute were identified in Nadia district of West 

Bengal (Barbhuiya, 1987).The channels are as follows. 

Channel I Farmer - Faria- Aratdar- Baler- Jute Mill 
Channel II Farmer - Aratdar - Baler - Jute Mill 
Channel III Farmer - Baler - Jute Mill 
Channel IV Farmer- Faria- Baler- Jute Mill 
Channel V Farmer- Cooperative- JCI- Jute Mill 
Channel VI Farmer - JCI - Jute Mill 

Jute marketing channels (Barbhuiya, 1987) are exhibited in tree diagram 5.4 

Aratdar Baler Jute IVIill 

~~~:~0x~-----------~ 

Jute IVIill 

1-------1~ 

f:'~,,;)--------f;;: '~<:I------~~ IVIill 

Jute IVIill 

Fanner 

JCI Jute IVIill 

~~~---------~ 
Jute IVIill 

Tree Diagram 5.4 

According to the study farias, aratdars and balers are noted to be dominant functionaries 

in the marketing of raw jute. The role of JCI and cooperative societies in jute marketing 

are considered to be negligible. Channel I is the most important channel through which 

major part of the produce moves from farmers to jute mills. According to a rough 

estimate by Indian Jute Manufacturer Association (IJMA) nearly 70 percent ofthe market 

arrivals pass to Jute mills and JCI through the Farmer- Faria- Aratdar- JCI/Mill channels 

(Roul, 2009) 
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5.4 Marketing system 

The movement of raw jute from the cultivator to the consumer involves three distinct 

stages. In the first stage, the raw jute moves from the villages to primary assembling 

markets or haats. These primary markets or haats constitute the first important link in the 

long channel of marketing of raw jute. A small percent of the marketable surplus is 

disposed of by growers at their very doors and tlie major proportion is taken by them to 

the primary markets for sale. In the second stage raw jute moves from the villages or 

haats to the secondary markets which are also usually the baling centres. Only a small 

percent of jute arriving in these secondary markets is brought directly by growers. The 

movement from the up-country baling centres to the jute mills in Calcutta and other 

places and to the loose jute markets and the pucca baling centres in Calcutta constitutes 

the third stage. Thus, the primary assembling markets or haats and the secondary markets 

have a very vital role to play in the marketing of raw jute. In all the stages of movement, 

a large number of marketing intermediaries are involved. Various functions like 

assembling, grading, financing, storage, transportation etc are performed by these 

intermediaries. Jute is generally sold in the primary village market in unassorted form. 

The kutcha baler sorting the unassorted jute into commercial grade for sale in the 

terminal markets and jute mills. In primary village market Jute is packed into lightly 

twisted bundle. These bundles are called "morah". The aratdar is a middleman who 

generally operates in the secondary markets between the sellers (grower, peripatetic 

delears, farias, baperies) and the buyers (balers, mills). Aratdar may purchase on his own 

account (merchant aratdar) or act as a commission agent for buyer and seller. He also 

finances the baperies and farias. The aratdarts sometimes work as rural money lenders 

also. Jute growers take loan from them on the basis of dadan (advance) under which 

growers bound to sell their produce to the money lender. Aratdar performs various 

functions of marketing like storage assembling, transportation etc. Balers purchase the 

jute from aratdars at secondary market. In the baling centre jute is handled by the kutcha 

balers, who assort the raw jute into commercial grade with the help of 'Jachandar' 

(grader). 'Jachandar' works under the baler and grade the fibre according to strength, 

colour, fineness, density, root content etc. Some baling centres having head quarter at 

kolkata, had maintained baling establishment at secondary markets. Most of the jute mills 

buy raw jute in the form ofkutcha bales. 
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In the next stage jute is sent to terminal markets. The terminal market is the place where 

most of the produce from different areas is assembled prior to the final distribution either 

to local manufacturer or for exports purpose. Kolkata is the terminal market for raw jute 

produced in West Bengal. Most of the jute mills consuming a substantial portion of 

India's raw jute are located at kolkata. A portion of the kutcha bales passes to the pucca 

balers, who assort the raw jute into standard qualities of the baler and then packed into 

pucca bales. A pucca bale is 180 kg (400lbs) of fibre packed by means of hydraulic 

presses into bales of high density. Most of the pucca baling takes place in and around 

Kolkata. Pucca bales are mostly exported. Mills in India buy only a small portion as 

pucca bale. 

Unlike other agricultural commodities where the movement of produces from the farm to 

the consuming centres is multidirectional, in the case of jute almost the entire production 

moves into single direction only, i e, towards kolkata where most of the jute mills are 

located. Further, the movement takes place within a relatively short period after the 

harvest. The mills generally start procurement from the secondary markets and dispatch 

commences from the month of September. 

5.5 Problems of jute marketing 

In the process of agriculture marketing, the movement of produce from the place of 

production to the house of consumer in adequate quantities at a minimum cost and at a 

reasonable margin of profit to the trader encompasses all the chief characteristics of an 

efficient marketing system. In raw jute marketing the market is highly fragmented and the 

number of channels involved in the market is quite large. The fragmented nature of 

market or absence of market leads to a number of market inefficiencies. The incentive 

effect of marketing is vitiated by the allocative inefficiency and inequitable features of 

the traditional jute marketing system with powerful monopsonistic functionaries at the 

upper echelons of marketing, particularly the commission agents of mills, that 

appropriate a disproportionately large margin compared to the services they provide even 

in terms of the value judgment of conservative official reports (Report of the Task Force 

on Jute Textiles - Government of India, 1981 ). The difference between consumer price 

(price of jute mill) and the price received by the farmer is an indicator of such market 
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inefficiency. The difference varies between 40-50 percent depending on the location of 

the grower's field and the nature of communication/transportation infrastructure in and 

around the growing area (Roul, 2009). Typically jute trading involves multiple 

intermediary levels. It is already mentioned that farias, aratders (stokists), dalals 

(brokers), balers, cooperative agencies and Jute Corporation of India are the dominant 

intermediaries. Jute is collected by a faria who sells it to the local trader/purchase centre 

and then sends to baler in the secondary market and ultimately to the jute mills or raw 

jute exporter at terminal market. So the existence of long chain of marketing 

intermediaries is the fundamental weakness in the marketing system of raw jute. These 

intermediaries are claiming higher margin at every stage of marketing. Again grower 

marketing is not more than I 0 percent of the produce directly and not more than I 0 

·percent of the jute production in the country is purchased by the Jute Corporation of 

India. So the situation depicts that various marketing intermediaries directly control the 

jute markets. On the other side, limited number of cooperatives which functioning limited 

or not functioning and weak institutional credit system aggravated the situation further. 

Majority of farmers are forced to sell their jute at village market or their door step. They 

do not receive what consumer's pay. Intermediaries and middlemen wipe out the market 

margin. MSP announced by the government becomes redundant, particularly to small and 

marginal farmers. To many, MSP does not reach. Further JCI purchases raw jute at the 

support price but farmers complain of low prices being paid by them. It is reported that 

Jute Corporation of India purchases raw jute at the time when the market prices are 

higher than the support price. It closes down its purchase when market price is lower than 

the support price (Prasad, 2005). Again JCI centre is too far from the village and involves 

high transportation cost. More over, if one goes to JCI he will have to forgo one day's 

wage. Again JCI issues bank cheque for payment; it is another problem to encash the 

cheque by the farmer. So opportunity cost for selling at JCI centre is higher and marginal 

farmers cannot access it. 

Most of the farmers are in serious liquidity crisis during jute harvesting season so they 

are not in a position to hold the stock, they are bound to sell their jute as quickly as 

possible at whatever price is offered. Growers have no say over fixation of grades and 

what-ever the traders say about quality is final. On the other side due to festive season 
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(Durga Puja, Dewali, Id-Uz-Zuha etc.) they need money to fulfill the requirements of 

family and to repay the loan. Moreover, most of jute growers are marginal farmers, they 

produce in very small quantity. Cash crisis and small quantity produces leave them with 

almost no bargaining power over price. Growers could gain bargaining power if they 

were organized in associations. But no such organization of growers exists. 

It is well known that most of the raw jute is marketed through unorganised marketing 

system. The unorganised marketing system prevents the producers from the benefit of 

favourable price fluctuation in the primary market of jute. The jute growers have got little 

effective control over the marketing of jute. Jute is accumulated and stored by the traders 

which ultimately lead to price instability. Under this situation, even there is of increased 

demand for jute in the jute mills, the price benefits go mainly to the traders. 

5.6 Conclusion 

The participation of jute growers in the marketing of the crop is very poor. A variety of 

reasons contribute to this situation. Most of them are small and marginal farmers. The 

quantity produced by them is also small which is available for sale. They are not 

organised and are unable to take a collective position. They ar~ suffering due to 

insufficient credit system. Another reason is that the location of marketing centre is away 

from the producing area. As a result, the intermediaries between the jute grower and the 

consumer continue to take advantage of large percentage of profit from the consumers' 

price for the services they perform. Cost reduction is possible only when there is direct 

participation by the growers. Although co-operative marketing of jute has not made much 

development, that seems to be a solution in the existing conditions. This has assumed 

greater importance with the establishment of a public sector agency in the form of the 

Jute Corporation to undertake purchases from the jute growers. Integrated development 

of marketing, processing and credit functions by jute growers' co-operatives can also 

solve the problem. 
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6.1 Introduction 

The comprehensive scope of marketing of a commodity is considered to be one of the 

important ingredients of the production process itself. The movement of the agricultural 

commodities from the place of production to the house of consumer in adequate 

quantities at a minimum incidental cost and at a reasonable margin of profit to the trader 

encompasses all the chief characteristics of an efficient marketing system (Sing & 

Pandey, 2005) The economy of North Bengal is growing in the sense of increased 

production and marketing facilities. Efficiency should be attained not only in production 

activities but also in marketing of produces. Efficient marketing plays an important role 

in the development of farm economy. Jute is principal cash crop in North Bengal which is 

grown in the vast areas of Coochbehar, Jalpaiguri, Uttar Dinajpur, Dakshin Dinajpur and 

Maida district. Marketing of this crop plays a significant role in shaping the economy of 

the region. 

The main functionaries involved in marketing of jute in the region are local small traders, 

farias, aratdars and jute balers. Farias and small traders purchase jute from growers in the 

primary market. Then they sell jute to aratdars. Aratdars sell to balers and from balers it 

reaches ultimately to jute mill in Calcutta. Most of the jute produce in this area is 

marketed through unorganised marketing system. The unorganised marketing system 

prevents these producers from the benefit of favourable price fluctuations in the primary 

market. The jute growers of the region have got little effective control over marketing of 

their produce. Traders especially farias are the main functionaries in the primary market. 

They dominate the market and ignore the interest of jute producer. Most of the farmers 

sell their produce just after harvest. Only small numbers of jute growers retain jute for 

post harvest sale to get the advantage of higher price. The existence of long chain of 

middlemen and imperfection of market as discussed earlier (Chapter-V), jute growers of 

North Bengal are suffering and deprived of getting remunerative price. 

Hence, it was found necessary to investigate the prevalent marketing system, channels of 

marketing, marketing costs and margins, price spread and marketing efficiency of jute in 

the region. These analyses are of vital importance because the net returns realized by the 

producers determine to a great extent the choice of the channel and the place where they 
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should sell their produce. The present study seeks to make a modest attempt to identify 

major marketing intermediaries, marketing channels, marketing costs and margins, price 

spreads, producer's 'share in consumer Gute mill) rupee, efficiency of marketing channels 

and the constraints of the jute marketing in the selected villages of Dinhata-11 block of 

Coochbehar district. 

6.2 General characteristics of sample farmers 

The general characteristics of farmers defined in terms of holding size, family size, 

income, age group and literacy level are presented in tables 6.1, 6.2 and 6.3. Land 

holding pattern is a feature basic to understanding the economy of the sample farmers 

depending primarily on agriculture for livelihood. Table-6.1 throws light on this aspect 

among the other things. Farmers of the study area are classified broadly in three 

categories according to land holding viz. small (up to 1 hectare), medium (1 hectare to 2 

hectares) and large (above 2 hectares). In the study area among the 260 farmers 53.24 

percent that is 191 farmers belong to small holding category, 18.46 percent that is 48 

farmers belong to medium holding category and 8.08 percent that is 21 farmers belong to 

large holding category. It can be seen from the table-6.1 that average land holding size of 

the sample farmers are 0.57 hectare, 1.23 hectares and 2.31 hectares in small, medium 

and large category respectively. Average size of holding increases as the farm size 

increases. Table 6.1 reveals that the average family size of the sample farmers is 5.5, 6.41 

and 9 in small, medium and large farms respectively. Again the average yearly household 

income varied from Rs.44463.00 in small farmer's category, Rs.73229.00 in medium 

farmer's category and Rs.88333.00 in large farmer's category (table-6.1). Table-6.2 

depicts the literacy level of family members of the sample farmers. Among the all sample 

household members of small farm category, 72.48 percent farmers are literate and 27.52 

percent are illiterate. In the case of medium and large farm category literacy levels are 

68.83 percent and 64.55 percent respectively. The details of age of sample farmers are 

described in table-6.3. The table shows that 21.92 percent of sample farmers belong to 

below the 40 years of age. 42.69 percent comes under 40 years to 60 years of age group 

and remaining 35.39 percent belongs to above the 60 years of age. It is observed that 

highest number of sample farmers come under 40 years to 60 years of age group. 
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Table-6.1: General characteristics of sample farmer.S 

Particulars Small Medium Large 

Total no of 191 48 21 
Sample Farmer (53.24) (18.46) (8.08) 
Average Holding 0.57 1.23 2.31 
Size(ha) 
Average Family 5.5 6.41 9 
Size 
Yearly Average 44463 73229 88333 
Income (Rs.) 

(Figure m the parentheses mdicate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

Total 

260 
(100) 

--

--

--

Table-6.2: Distribution of literacy level among the sample farmers family members 

Literacy Level Small Medium 

Literate Family 761 212 
Member (72.48) (68.83) 
Illiterate Family 289 96 
Member (27.52) (31.16) 
Total Family Member 1050 308 

(100) (100) 
(Figure in the parentheses indicate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

Table-6.3: Age group wise distribution of sample farmers 

Age Group Small Medium Large 

Below 40 Years 46 10 1 
(24.08) (20.83) (4.76) 

40-60 Years 85 22 4 
(44.50) (45.83) (19.05) 

Above 60 Years 60 16 16 
(31.42) (33.33) (76.19) 

Total 191 48 21 
(100) (100) (100) 

(Figure m the parentheses mdicate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 
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6.3 Marketing intermediaries and channel structure 

In the present study it is observed from the selected villages of Dinhata -II block of 

Coochbehar district that farias, aratdars and balers are the dominant intermediaries in the 

marketing of raw jute by which jute reaches to consuming point at jute mills. Though JCI 

(Jute Corporation of India) and co-operative societies are also one of the functionaries in 

the jute marketing process but no sample farmers sell their produce to JCI and co

operative societies in the study area and maximum number of sample farmers have not 

heard the name of any cooperative society and also no cooperative society really 

purchase jute from the farmers. 

From the survey conducted in study area it is observed that marketing of jute from the 

producer to consumer (Jute Mill) is done mainly through following four channels. 

Channel I Farmer- Faria- Aratdar- Baler- Jute Mills 
Channel II Farmer - Faria - Baler - Jute Mill 
Channel III Farmer- Aratdar - Baler - Jute Mill 
Channel IV Farmer - Baler - Jute Mill 

Jute Marketing channels are exhibited in tree diagram 6.1 

Fanner 

Tree Diagram 6.1 

Table-6.4 shows channel-wise and different farm size wise distribution of sample farmers 

in the study area. It is observed from the table-6.4 that 71.72 percent oftotal farmers have 

followed marketing channel-I that is sold through faria, aratdar, baler and jute miller. 

This can be stated that marketing channel-I is the commonest channel followed by 

farmers. Then 15.77 percent farmers have followed marketing channei-II that is sold 
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through faria, baler and ultimately to jute mill. Next channel is the marketing channel-IV 

that is sold through baler and jute mill which is followed by 6.54 percent of the farmers. 

The remaining 5.77 percent of farmers follow marketing channel-III that is sold through 

aratdar, baler and jute mill. Table- 6.4 further describes the percentage of different 

categories of farmers who have followed different marketing channels. The table states 

that under the small category farmers 79.58 percent farmers follow channel-!, 19.38 

percent farmers follow channel-II and very negligible percent follow channel-III and 

channel-IV. Again in the case of medium category farmers 62.50 percent follow channel

! and 25.00 percent follow channel-III. Under large category farmers 23.81 percent 

follow channel-! and 61.91 percent follow channel-IV. From table- 6.4 it is clear that 

maximum numbers of small and medium farmers have sold jute through channel-1 and a 

major portion of large farmers have sold jute through channel-IV. 

It is observed that sample farmers have sold different quantity of jute through different 

marketing channels. Table-6.5 depicts the quantity-wise pattern of disposal of jute 

through different marketing channels. From table- 6.5 it is clear that highest quantity that 

is 67.78 percent of total produce of the sample farmers is sold through channel-1 

followed by channel-II (13.97 percent), channel-III (9.25percent) and channel-IV (9.00 

percent). It is clear that channel-! is most important channel through which major portion 

of raw jute is being marketed. 

Table-6.4: Channel-wise and different farm size wise distribution of sample farmers 

Farm Size Channel-l Channel-11 Channel-Ill Channel- IV 

152 37 1 1 
Small (79.58) (19.38) (0.52) (0.52) 

30 3 12 3 
Medium (62.50) (6.25) (25.00) (6.25) 

5 1 2 13 
Large (23 .81) (4.76) (9.52) (61.91) 

All farm 187 41 15 17 
(71.92) (15.77) (5.77) (6.54) 

(Figure in the parentheses mdtcate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 
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Table 6.4 is represented in the form of bar diagram 6.1 

Channel-we and farm size \me distribution of sample fanners 

Channel-1 Channel-It Channel-Ill Channel- IV 

Bar diagram 6.1 

·I!ISmall 

!l!lMedium: 

1• Large : 

Lq~!!~rrl] J 

Table-6.5: Distribution of quantity of jute marketed through different marketing channels 
(Quintals) 

Particulars Quantity Marketed 

Channel-l Farmer- Faria- Aratdars- Baler- Jute Mill 

Channel-IT Farmer- Faria- Baler- Jute Mill 

Channel-ill Farmer- Aratdars- Baler- Jute Mill 

Channel-N Farmer- Baler- Jute Miii 

Total 
(Figure m the parentheses md1cate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

Table 6.5 is represented in the form of pie-chart 6.1 

Distribution of quantity of jute marketed through different marketing 

channels 

o Channel-l Farmer- Faria- Aratdars
Baler- Jute Mills 

2087.6 
(67.78) 
430.3 

(13.97) 
284.8 
(9.25) 
277.3 
(9.00) 
3080 
(100) 

13 Channel-l! Farmer· Faria- Baler· Jute 
Mills 

Pie-chart 6.1 
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6.4 Place of sale 

In marketing of jute farmers generally sell their produces in two different places. These 

places are primary village market or in doorstep of farmers and secondary market. In the 

study area it has been observed that a major portion of the jute growers have sold their 

produces in the village primary market or their doorstep. The disposal pattern of jute by 

different category of farmers at different places is stated in the table-6.6. The table-6.6 

shows that among the all firm category 91.54 percent of growers have sold their produce 

in the primary village market and remaining 8.46 percent have sold through secondary 

market. Most of small category of farmers (98.48 percent) have sold their produce in the 

village primary market. Same fact is happened in the case of medium category of 

farmers, more than 80 percent of them have sold their produce in the primary village 

market (table-6.6). But a major portion of large category farmers near about 61 percent of 

them have sold jute in secondary market. 

Again most of jute grown by the sample farmers in the study area is disposed by the 

growers at the primary village market and a very negligible percent of produce is sold 

through doorstep of the farmers. Table-6.7 shows the quantity of jute sold by different 

category of farmers at different places. A maximum quantity (99 percent) of jute 

produced by small category farms is disposed through primary village market. About 82 

percent of the jute produced by medium category of farms is sold through village primary 

market. On the other side about 58 percent of jute produced by large category farms is 

sold through secondary market (table-6.7). 

T bl 6 6 C t a e- . : a egor; v-w1se num b er o ff armers d' Is pose d. t . d'f£ t I JU em I eren _pi aces. 
Places of Sale Farm Size 

Small Medium Large 
Village Primary 190 40 8 

Market/ Doorstep (98.48) (83.33) (38.1 0) 

Secondary 1 8 13 

Market (0.52) (16.67) (61.90) 

Total 191 48 21 

(100) (100) (100) 

(F1gure m the parentheses md1cate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 
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Jute disposal pattern is being exhibited in diagram 6.2 

Category-wise number of farmers disposed jute through different places 

Village primary Secondary Market 
mar_ket/Doorstep 

Bar Diagram 6.2 

:l!lSmall 

:~Medium 
I 
: D Large 

j D All farm 

Table-6.7: Category-wise quantity of jute disposed in different places 

Places of Sale Farm Size 
Small Medium Large 

Village Primary 1805.70 731.20 (82.67) 157 

Market/Doorstep (99.34) (41.56) 

Secondary 12 153.3 220.80 

Market (0.66) (17.33) (58.44) 

Total 1817.70 884.50 377.8 

(100) (100) (100) 

(Figure m the parentheses md1cate percentages to the total) 
Source: Computed from data collected from field survey, 20 I 0-11 

99.34% 
r-

Table- 6.7 is exhibited in bar diagram 6.3 

Category-wise quantity of jute disposed through different 
places 

82.67% 
87.46% 
--

(Quintals) 

All farm 
2693.90 

(87.46) 

386.10 

(12.54) 

3080 

(100) 

58.44% 

I 

D Village primary 
market/Doorstep 

,--

41.56% D Secondary Market 
r;--

17.33% 
12.54% 

·I 0.66% I ' 

Small Medium Large All farm 

Bar diagram 6.3 
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6.5 Intermediaries in selling jute 

Intermediaries are the important aspect in the distribution process. Different marketing 

channels of jute consist of different chain of intermediaries, as this has been discussed in 

the paragraph 6.3. From the field survey it has been observed that sample farmers have 

sold their produces through various intermediaries. These intermediaries are faria, aratdar 

and jute baler. Table-6.8 shows category wise number of farmers who have disposed jute 

through different intermediaries. From the table-6.8 it is obvious that most of the sample 

farmers (87.69 percent) of all categories have sold their output through farias followed by 

balers and aratdars. It has been described categorically in table-6.8 that most of the small 

and medium category farmers have sold jute through farias whereas a major portion 

(about 61.90 percent) of large farmers prefer to sell their output through balers. Form the 

above discussion it is clear that farias are the dominant intermediaries in jute marketing 

process. On other hand, table-6.9 shows the quantity of jute disposed by different 

category of farmers to different intermediaries. A maximum quantity (81. 7 5 percent) of 

jute produced by sample farmers is sold to farias followed by aratdars and balers. Again 

table-6.9 describes categorically that small and medium farmers have sold their major 

portion of output through farias but large farmers have preferred to sell their maximum 

quantity of output through balers. 

Table-6.8: Category wise number of farmers disposed jute through different 
intermediaries 

Farm Size Farias Aratdars Balers 

Small 189 1 1 
(98.96) (0.52) (0.52) 

Medium 33 12 3 
(68.75) (25) (6.25) 

Large 6 2 13 
(28.57) (9.52) (61.90) 

All category 228 15 17 
(87.69) (5.77) (6.54) 

(F1gure m the parentheses md1cate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 
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Table- 6.8 is represented in bar diagram 6.4 

Category wise number of farmers disposed jute through 
different intermediaries 

98.96% 

Small Medium Large 

Bar diagram 6.4 
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Table-6.9: Quantity of jute ·sold by different category of farmers to different intermediaries 
(Quintals) 

Farm Size Intermediaries 
Farias Aratdars Balers 

Small 1788.90 16.80 12 
(98.42) (0.92) (0.66) 

Medium 618 222 44.50 
(69.87) (25.10) (5.03) 

Large Ill 46 220.8 
(29.38) (12.18) (58.44) 

All category 2517.90 284.80 277.30 
(81. 75) (9.25) (9.00) 

(Figure in the parentheses indicate percentages to the total 
Source: Computed from data collected from field survey 

98.42% 

~ 

.':\.' 
' 'II'~· 

Table- 6.9 is represented in bar diagram 6.5 

Quantity of jute sold by different category of farmers to 
different intermediaries 
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1817.70 
(100) 

884.50 
(100) 

377.80 
(100) 
3080 
(100) 
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6.6 Seasonal pattern of marketing 

The Jute crop is usually sown at the end of April and May and is being harvested between 

August - September. As such a major portion of jute arrivals reaches the market during 

the period between September and December. The peak period of marketing of jl,Ite is 

thus October to December (Prasad, 2005). In the present study jute marketing season has 

been divided in two periods namely peak period and post harvest period. Peak period 

starts from September to December and post harvest period starts from January and 

continue up to April. The table-6.1 0 demonstrates the pattern of disposal of jute by 

different category of farmers to different seasons. Table- 6.10 shows that 76 percent of 

total sample farmers have disposed their produce during peak period and remaining 24 

percent farmers have sold in post harvest period. Table- 6.10 again describes 

categorically that 85.86 percent small farmers, 52.08 percent medium farmers and 42.86 

percent large farmers have sold their produce in peak period where as 14.14 percent small 

farmers, 47.92 percent medium farmers and 57.14 percent large farmers have sold their 

produce in post harvest period. From the above discussion it can be said that most of the 

sample farmers prefer to sell their produce in peak period. 

Table-6.11 represents the quantity of jute disposed by different category of farmers in 

different seasons. This table shows that about 68 percent of total quantities produced by 

sample farmers are disposed in peak season. Again the table-6.11 categorically describes 

that 79.82 percent produce of small farmers and 53.93 percent produce of medium 

farmers are sold in peak period whereas 54.16 percent produce of large farmers are sold 

in post harvest period. 

Jute is an annual crop, harvested once in a year and consumed throughout the year. So 

storage of the crop must ensure the inter-temporal allocation of supplies. It is to be 

expected, therefore, that prices of the crop will normally be varied in different times 

throughout the year. The monthly price behaviour of jute is expected to allow a regular 

pattern reflecting seasonality in marketing of the crop. Table-6.12 states that the pattern 

of price received by the producers from different intermediaries in peak period and post 

harvest period. From table- 6.12 it is clear that all categories of sample farmers have got 

the higher price per quintal of their produce in peak period of marketing and lesser price 
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in post harvest period because in the year of study (20 10-11) the price of jute declined in 

post harvest period. 

Table-6.10: Category-wise number of farmers disposed jute in different seasons 

Farm Size 
Season of Sale Small Medium Large 

Peak Period 164 25 9 
(85.86) (52.08) (42.86) 

Post Harvest 27 23 12 
Period (14.14) (47.92) (57.14) 
Total 191 48 21 

(100) (1 00) (100) 
(Figure in the parentheses indicate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

85.86% 

Table 6.10 is represented in bar diagram 6.6 

Category-wise number of farmers disposed jute in different 
seasons. 

All farm 
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(76.15) 
62 
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Small Medium Large All farm 

Bar diagram 6.6 

Table-6.11: Category-wise quantity of jute disposed in different seasons 

Season of Farm Size 
Sale Small Medium Large 

Peak Period 1450.9 477 173.2 
(79.82) (53.93) (45.84) 

Post Harvest 366.8 407.5 204.6 
Period (20.18) (46.07) (54.16) 
Total 1817.7 884.5 377.8 

(100) (100) (100) 
(F1gure m the parentheses mdicate percentages to the total) 
Source: Computed from data collected from field survey, 20 I 0-11 
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All farm 

2101.1 
. (68.22) 
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Table- 6.11 is represented in bar diagram 6.7 

Category-wise quantity of jute disposed in different seasons 

79.82% 

: 00 Peak period 

I D Post harvest period 1 
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Bar diagram 6.7 

Table-6.12: Pattern of price received by the producer in different seasons 
(R I . I ) sr_gumta s 

Farm Price Received 
Size Peak Period Post Harvest Period 
Small 3168.30 2942.59 

Medium 3328.00 3050.00 

Large 3550.00 2987.50 

Source: Computed from data collected from field survey, 2010-11 

3168.30 

Table- 6.12 is represented in bar diagram 6.8 

Pattern of price received by the producer in different 
seasons 

3550.00 
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Table- 6.13:Pattern of price received by the producers from different intermediaries 
in peak period and post harvest period. (Rs./quintal) 

Intermediaries 

Faria Aratdar Baler 
Category Peak Post Peak Post Peak Post 

Period Harvest Period Harvest Period Harvest 
Period Period Period 

Small 
Farmer 3163.58 2942.59 3550 -- 3550 --

Medium 3276.19 2933.33 3583.33 3188.88 3650 3125 

Large 3300 2870 2950 2800 3671.42 3116.66 

Source: Computed from data collected from field survey, 2010-11 

6. 7 Marketing cost and margin 

Marketing costs are the expenses incurred in bringing the produce from the farm gate to 

market or from the point of purchase to the point of selling. In marketing of jute various 

marketing costs are incurred by farmers as well as different intermediaries. These costs 

are generally assembling cost, binding cost, loading/unloading cost, storage cost, 

transportation cost, weighment cost and miscellaneous cost including the personal 

expenses incurred by the farmers and intermediaries during their stay in the market to sell 

their produce. In the present study an analysis has been made with components of 

marketing cost incurred by the channel members. 

Table-6.14 represents item-wise per quintal cost of marketing incurred by producer 

farmers in different marketing channels. The table shows that producer farmers have 

incurred marketing cost ofRs.l25.60, Rs.126.68, Rs.140.89 and Rs.l44.68 in marketing 

channel-!, channel-II, channel-III and channel-IV respectively. Cost of assembling and 

binding, cost of transportation and storage are the most vital cost which constitutes about 

85 percent of total marketing cost. It is observed from the table that per quintal cost of 

marketing incurred by farmer in channel-III and channel-IV is higher compared to 

channel-! and channel-H. Because in channel III and IV the farmers sell their produces t'o 
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aratdars and balers in the secondary market so they have to incur more transportation cost 

compared to other two channels. This transportation cost depends on the distance from 

village to market where produce is brought for sale. Most of the sample farmers sell their 

produce in the village primary market and they save the transportation cost. 

Distribution of marketing cost among various marketing intermediaries is very important 

for improving the efficiencies of marketing system (Sharma and Pant, 2006). The 

distribution of per quintal cost of marketing incurred by various intermediaries in different 

channels is presented in table-6.15, 6.16 and 6.17. Per quintal cost of marketing incurred by 

faria is Rs.22.47 and Rs.29.40 in channel-! and channel-II respectively (table-6.15). Farias 

spend lesser marketing cost compared to other marketing intermediaries. The marketing costs 

borne by the aratdars are Rs.66.16 and Rs.62.00 in channel-! and channel-III respectively. 

Aratdars spend about 85 percent of their marketing cost in transportation, commission and 

storage (table-6.16). Per quintal cost of marketing of jute baler in different channels is 

presented in table-6.17. The marketing costs incurred by them in different channels are 

Rs.164.15, Rs.163.87, Rs.163.2 and Rs. 147.41 respectively. Among the other 

expenditures, contribution of transportation cost is more than 45 percent in all channels 

(table-6.17). The table-6.17 depicts that balers do not bear commission charge in channel

!, channel-III and channel-IV because jute is not purchased directly from faria. Only in 

channel-II they have to give commission to faria. 

Table-6.18 shows channel Wise distribution of total marketing cost (per quintal) in 

different marketing channels. It is seen from the table-6.18 that total per quintal cost of 

marketing incurred by all intermediaries. are Rs.378.38, Rs.319.95, Rs.366.09 and 

Rs.292.09 in channel-!, channel-11, channel-III and channel-IV respectively. Among all 

channels, total per quintal cost of marketing is high in channel-! and low in channel-IV 

because channel-! constitutes highest number of intermediaries compared to channel-IV 

which constitutes the lowest number of intermediaries. 
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Table-6.14: Item-wise cost of marketing incurred by producer farmer in different 
marketing channels (Rs./quintals) 
SI. Particulars Channel-l Channel-11 Channel-III 
No. 
I. Cost of assembling 37.37 33.68 33.66 

and binding (Rs/q) (29.75) (26.58) (23.89) 
2. Transportation 37.08 35.12 55.33 

cost (Rs/q) (29.52) (27.72) (39.27) 
3. Market fee (Rs/ q) 2.79 3.09 2.93 

(2.22) (2.43) (2.07) 
4. Storage cost (Rs/q) 33.47 39.88 35.33 

(26.64) (31.48) (25.07) 
5. Weighting charges 5.84 5.96 5.97 

(Rs/q) (4.64) (4.70) (4.23) 
6. Miscellaneous 9.05 8.95 7.67 

expenses Rs/q) (7.20) (7.06) (5.44) 
7. Total 125.60 126.68 140.89 

(100) (100) (100) 
(Figure m the parentheses md1cate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

Channel-IV 

35.88 
(24.80) 
56.47 

(39.03) 
3.44 

(2.37) 
37.06 

(25.61) 
5.65 

(3.91) 
6.18 

(4.27) 
144.68 
(100) 

Table-6.15: Item-wise marketing cost incurred by faria in different marketing 
channels (Rs./quintals) 

SI. Particulars Channel-l Channel-II Channel-III Channel-IV 
No. 
I. Transportation cost 6.90 7.56 -- --

(30.71) (25.71) 
2. Loading/Unloading 1.39 1.58 -- --

charge (6.19) (5.37) 
3. Market fee 4.07 4.06 -- --

(18.11) (13.81) 
4. Storage cost 3.56 8.82 -- --

(15.84) (30.00) 
5. Miscellaneous 6.55 7.38 -- --

expenses (29.15) (25.1 0) 
6. Total 22.47 29.40 -- --

(100) (100) 
Source: Computed from data collected from field survey, 2010-11 
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Table-6.16: Item-wise marketing cost incurred by aratdar in different marketing 
channels (Rs./quintals) 

SI. Particulars Channel-l Channel-II Channel-III Channel-IV 
No 
1. Transportation cost 24.13 -- 20.23 --

(36.47) (32.63) 
2. Load ing!Unloading 3.88 -- 3.53 --

charge (5.87) (5.69) 
3. Commission 14.69 -- 15.00 --

charges (22.20) (24.19) 
4. Storage cost 18.15 -- 18.00 --

(27.43) (29.03) 
5. Miscellaneous 5.31 -- 5.24 --

expenses (8.03) (8.46) 
6. Total 66.16 -- 62.00 --

(1 00) (100) 
Source: Computed from data collected from field survey, 2010-11 

Table-6.17: Item-wise marketing cost incurred by baler in different marketing 
channels (Rs./guintals) 

Sl. Particulars Channel-l Channel-II Channel-III Channel-IV 
No. 

1. Cost of grading 12.00 11.56 11.9 10.6 
(7.31) (7.05) (7.29) (7.19) 

2. Cost of baling 7.40 6.48 7.28 7.48 
(4.51) (3.95) (4.46) (5.07) 

3. Transportation 79.16 75.16 78.35 71.43 
charges (48.22) (45.88) (48.00) (48.46) 

4. Loading/Unloading 2.36 2.20 2.30 2.45 
charges (1.44) (1.34) (1.41) (1.66) 

5. Storage charges 20.15 17.30 22 18.22 
(12.28) (10.56) (13.48) (12.36) 

6. Market fees 9.33 9.20 9.18 9.58 
(5.68) (5.61) (5.63) (6.50) 

7. Commission -- 12.30 -- --
(7.51) 

8. Brokerage 28.25 25.37 27.84 23.83 
(17.21) (15.48) (17.06) (16.17) 

9. Miscellaneous cost 5.5 4.30 4.35 3.82 
(3.35) (2.62) (2.67) (2.59) 

10. Total 164.15 163.87 163.2 147.41 
(100) (100) (100) (100) 

Source: Computed from data collected from field survey, 2010-11 
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Table-6.18: Channel-wise distribution of total marketing cost 

Sl. Particulars Channel-l Channel-11 Channel-III 
No. 
1. Farmer 125.60 126.68 140.89 

(33.19) (39.59) (38.48) 
2. Faria 22.47 29.40 --

(5.94) (9.19) 
3. Aratdar 66.16 -- 62.00 

(17.49) (16.94) 
4. Baler 164.15 163.87 163.2 

(43.38) (51.22) (44.58) 
5. Total 378.38 319.95 366.09 

(100) (100) (100) 
(Figure in the parentheses indicate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

Table- 6.18 is represented in bar diagram 6.9 
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The details of marketing margins of different intermediaries in different marketing 

channels of jute are given in table-6.19. Table-6.19 shows total margins earned by 

various intermediaries are Rs.318.74, Rs.332.45, Rs.207.79 and Rs.113.76 in channel-!, 

channel-II, channel-III and channei-IV respectively. It is observed from the table that 

margins of farias are higher compared to other intermediaries. 
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Table- 6.19: Channel-wise distribution of marketing margin of intermediaries 

Sl. Intermediaries Channel-l Channel-11 Channel-III 
No 
1. Faria 150.58 229.86 --

(47.24) (69.14) 
2. Aratdar 86.35 -- 105.33 

(27.09) (50.69) 
3. Baler 81.81 102.59 102.46 

(25.67) (30.86) (49.31) 
4. Total margin 318.74 332.45 207.79 

(100) (100) (100) 
(Figure in the parentheses indicate percentages to the total) 
Source: Computed from data collected from field survey, 2010-11 

Table- 6.19 is represented in bar diagram 6.10 
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Table-6.20: Channel-wise distribution of marketing cost and margin 
(Rs./quintal) 

SI. No. Particulars Channel Channel Channel Channel 
I II III IV 

1. Total marketing cost 378.38 319.95 366.09 292.09 

2. Total intermediaries 318.74 332.45 207.79 113.76 
margin 

3. Total marketing cost 697.12 652.40 573.88 405.85 
and margin 

Source: Computed from data collected from field survey, 2010-11 
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6.8 Price spread analysis 

The price spread refers to the difference between the price paid by the consumer and the 

price received by the producer for an equivalent quantity of farm produce. This spread 

consists of marketing costs and margins of the intermediaries, which ultimately 

determine the overall effectiveness of a marketing system. "The price spread in Indian 

market is considerable and the cultivator's share in consumer's rupee is very small. 

Retailer and wholesaler together often grab as much as forty paisa out of every rupee paid 

by consumer" (Dhingra, 199l).The marketing cost and profit margin of marketing 

functionaries and details about price spread of different channels are presented in table-

6.21. 

Channel- I 

Through this channel maximum quantity of jute produced in the study area is being 

marketed (table-6.5). Intermediaries namely faria, aratdar and baler are functioned in the 

channel. The cost incurred by producers for marketing of jute which accounts for 3.40 

percent in consumer's Qute mill) rupee (table-6.21). The marketing cost borne by the 

faria, aratdar and baler are 0.61 percent, 1.78 percent and 4.46 percent of consumer's 

rupee respectively. The margins retained by faria, aratdar and baler in channel-! are 

Rs.150.58 (4.06 percent of consumer's rupee), Rs.86.36 (2.34 percent of consumer's 

rupee) and Rs.81.81 (2.21 percent of consumer's rupee) respectively (table-6.21). The 

producer's share in consumer's rupee is 81.14 percent which is found to be lowest among 

all channels (table-6.22). 

Channel- II 

The second channel found in the study area consists of two intermediaries. These are 

faria and baler. The marketing cost borne by producer is 4.21 percent of consumer's 

rupee. The marketing cost borne by faria and baler are 0.80 percent and 4.46 percent of 

consumer's Qute mill) rupee respectively. The margin retained by faria and baler are 6.26 

percent and 2.79 percent of consumer's rupee respectively (table-6.21). The producer's 

share in consumer's Qute mill) rupee is 82.23 percent (table-6.22). In this channel faria 

earned highest margin among all the intermediaries in all channels due to absence of 

aratdar they sell jute straight to balers and grab the profit of aratdar. 
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Channel-III 

The third channel found in the study area consists of two intermediaries namely aratdar 

and baler. Under this channel very small amount of raw jute is being marketed. The 

marketing cost borne by the producer is 3.83 percent of consumer's rupee. In this channel 

producers sell their produces direct to aratdars. Farias do not function as intermediary. 

The costs of marketing borne by aratdar and baler are 1.68 percent and 4.43 percent of 

consumer's rupee respectively. The margins retained by aratdar and baler are 2.86 

percent and 2.78 percent of consumer's rupee respectively (table-6.21). The producer's 

share in consumer's rupee is computed as 84.42 percent (table-6.22). 

Channel-IV 

In this channel producers directly sell their produces to the jute balers and balers sell it to 

jute mills. This is the shortest channel of jute marketing in the study area. The marketing 

cost incurred by producer is 3.94 percent of consumer's rupee. The cost of marketing 

borne by baler is 4.02 percent of consumer's rupee. Balers earn highest margin in their 

category (3.1 0 percent of consumer's rupee) among all the channels (table-6.21). 

Producer's share in consumer's rupee is 88.92 percent which is found to be highest 

among all channels (table-6.22). The producer's share in consumer's rupee in channel I, 

channel II and channel III is lower than channel-IV because the producers market their 

produce through the farias, aratdars who reaped away shares from the consumer's rupee. 
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Table-6.21: Price Spread (Rs./quintal) 
Particulars Channel-l Channel-II Channel-III Channel-IV 

Net price received by 3000.60 3019.66 3109.10 3258.26 
the producer (81.14) (82.23) (84.42) (88.92) 
Producer's marketing 125.60 126.68 140.90 144.67 
cost (3.40) (4.20) (3.83) (3.94) 
Producer's selling price 3126.20 3146.34 3250.00 3402.94 

Faria's purchasing 3126.20 3146.34 -- --
price 
Faria's marketing cost 22.47 29.40 -- --

(0.61) (0.80) 
Faria's marketing 150.58 229.86 -- --
margm (4.06) (6.26) 
Faria's selling price 3299.25 3405.60 -- --

Aratdar's purchasing 3299.25 -- 3250.00 --
price 
Aratdar's marketing 66.16 -- 62.00 --
cost (1.78) (1.68) 
Aratdar's marketing 86.36 -- 105.33 --
margin (2.34) (2.86) 
Aratdar's selling price 3451.76 -- 3417.33 --

Baler's purchasing 3451.76 3405.60 3417.33 3402.94 
price 
Bale'sr marketing cost 164.15 163.87 163.20 147.41 

(4.46) ( 4.46) (4.43) (4.02) 
Baler's marketing 81.81 102.58 102.46 113.76 
margin (2.21) (2.79) (2.78) (3.10) 
Baler selling price or 3697.73 3672.07 3683.00 3664.11 
miller purchasing price (100) (100) (100) (100) 
Price spread 697.13 652.41 573.90 405.85 

(Figure in the parentheses indicate percentages) 
Source: Computed from data collected from field survey, 2010-11 

Table- 6.22: Producer's share in consumer's (jute mill) rupee 
Particulars Channel-l Channel-II Channel-III Channel-IV 
Baler selling price or 3697.73 3672.07 3683.00 3664.11 
miller purchasing price 
Net price received by 3000.60 3019.66 3109.10 3258.26 
producer 
Producer's share in 81.14 82.23 84.41 88.92 
consumer's rupee(%) 

Source: Computed from data collected from field survey, 2010-11 
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6.9 Marketing efficiency analysis 

In order to assess the marketing efficiency of various channels of jute marketing, 

Shepherd's Index Method (Acharya et al. 2004; Verma et al. 2004; Gauraha et al. 2002) 

and Acharya's Modified Method (Chand et al, 2010) are used. The calculated values 

under Shepherd's Method and Acharya's Method are furnished in table 6.23 and 6.24 

respectively. It is observed from table 6.23 and 6.24 that marketing efficiency of channel 

IV in Shepherd's Method and Achariya's Method is highest and the corresponding values 

are 11.54 and 8.02 respectively. This is due to the involvement of less number of 

intermediaries and lowest total marketing cost spend by the participating intermediaries. 

The poor efficiency is noticed in channel I in both Shepherd's Method and Achariya's 

Method and the corresponding values are 8.77 and 4.30 respectively. This is because 

channel-I involves highest no of intermediaries and the intermediaries spend highest 

marketing cost. 

Composite Index Method (Rajagopal, 1986; Saravanan et al. 2006) is also applied to 

calculate the marketing efficiency. For the purpose mean score of ranks assigned based 

on the four indicators (price spread, producer's share in consumer's rupee, total 

marketing margin per rupee of consumer's price, total marketing cost per rupee of 

consumer's price) and results obtain are presented in table 6.25. This method reveals the 

same result, i.e., channel-IV is the most efficient (ranked I) and channel-! is least 

efficient (ranked 4) among all the channels. 

Table-6.23: Marketing efficiency m different marketing channels by Shepherd's 
Index Method 

Sl. Particulars Channel Channel Channel Channel 
No. I II III IV 
I. Value of good sold 3697.73 3672.07 3683.00 3664.11 

(Jute mill 
purchasing price) (V) 

2. Total marketing cost 378.38 319.95 366.09 292.09 
(I) 

3. Shepherd's index 8.77 10.47 9.06 11.54 
[(V/I)- 1] 

Source: Computed from data collected from field survey, 2010-11 
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Table-6.24: Marketing efficiency in different marketing channels by Acharya's Modified 
Method 

Sl. Particnlars Channel Channel Channel Channel 
No. I II HI IV 

I. Net price received by 3000.60 30I9.66 3I09.IO 3258.26 
fanner ( Pr) 

2. Total marketing cost 378.38 3I9.95 366.09 292.09 
(TC) 

3. Total marketing margin 3I8.74 332.45 207.79 II3.76 
(TM) 

4. Modified Method of 4.30 4.62 5.4I 8.02 
Marketing Efficiency 
(MME)= Prl( TC +TM) 

Source: Computed from data collected from field survey, 20 I 0-II 

Table-6.25: Marketing efficiency in different marketing channels by Composite Index Method 

Sl. Particulars Channel Channel Channel Channel 
No. I II III IV 

I. Price spread 697.I3 652.4I 573.90 405.85 

Rank 4 
.., 

2 I .J 

2. Producer's share m 81.14 82.23 84.4I 88.92 
consumer's rupee (Jute 
mill purchasing price)(%) 
Rank 4 

.., 
2 I .J 

.., 
Total marketing margin 8.62 9.05 5.64 3.IO .J. 

per rupee of consumer's 
price* (Jute mill 
purchasing price) (%) 
Rank 

.., 
4 2 I .J 

4. Total marketing cost per I0.23 8.7I 9.93 7.97 
rupee of consumer's 
price** (Jute mill 
purchasing price) (%) 
Rank 4 2 

.., 
I .J 

5. Sum of ranks in each I5 I2 9 4 
channel (Ri) 

6. Number of performance 4 4 4 4 
indicators ranked (Ni) 

7. Composite Index 3.75 
.., 

2.25 I .J 

Ri 
(R) = ----

Ni 
8. Rank 4 

.., 
2 I .J 

Source: Computed from data collected from field survey, 20IO-II 

*Note: Total marketing margin per rupee of consumer's price = (Total marketing margin I Baler 
selling price or Miller Purchasing price) x I 00 in respective marketing channels 

**Note: Total marketing cost per rupee of consumer's price = (Total marketing cost I Baler selling 
price or Miller Purchasing price) x I 00 in respective marketing channels 
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6.10 Hypotheses testing 

The price spread refers to the difference between the price paid by the consumer and the 

price received by the producer. This spread consists of marketing costs and margins of the 

intermediaries. This has been discussed in paragraph 6.8 and table 6.21. It is observed 

from table 6.20 that total marketing cost and margins of intermediaries account to be 

highest in channel-!, followed by channel-11, channel-III and lowest in channel-IV. This 

is due to involvement of highest numbers of intermediaries in channel-! compared to 

other channels. Table 6.21 shows jute prices at different points of marketing by different 

intermediaries in all the channels. From table 6.21, it is observed that in channel-! 

producer farmer receives net price of Rs.3000.60 for per quintal of jute whereas the 

ultimate point of marketing jute miller purchases per quintal of jute in Rs. 3697.73. So a 

price gap of Rs.697 .13 per quintal jute exists in between producer farmer's net price and 

the jute miller's buying price. In channel-II the difference between producer farmer's net 

price and jute miller's buying price for per quintal of jute is Rs. 652.41 (table-6.21). 

Again in channel III and channel-IV this price differences are Rs.573.90 and Rs.405.85 

per quintal of jute respectively (table-6.21 ). So it is clear that per quintal price gap of jute 

decreases gradually in channel-11, channel-III and channel-IV due to involvement of less 

number of intermediaries. So the hypothesis (H1) of the study that there is a significant 

price gap between the point of production and point of ultimate marketing of jute 

however appears to be accepted from the above discussion. 

Farmers sell their raw jute to different marketing intermediaries namely farias, aratdars 

and jute balers. This has been discussed in table-6.8 which shows holding size-wise 

(small farmer, medium farmer and large farmer) distribution of number of farmers who 

sell jute through different intermediaries. From table-6.8 it has been observed that 98.96 

percent small farmers, 68.75 percent medium farmers and 28.57 percent large farmers 

sell their produce to farias. Again Small, medium and large farmers sell their raw jute 

98.42, 69.87 and 29.38 percent respectively directly to the farias (table-6.9). This clearly 

indicates an inverse relationship that exists between farm holding size and their 

percentage of produce sold through farias. On the other hand 0.52 percent small farmers, 

6.25 percent medium farmers and 61.90 percent large farmers sell raw jute through balers 

(table-6.8). Again 0.66 percent jute produced by small farmers, 5.03 percent produced by 
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medium farmers and 58.44 percent produced by large farmers are sold through baler 

(table-6.9). This also indicates a direct relationship that exists between farm size and their 

percentage of produce sold to jute baler. So it is clearly understood that farm size and 

their percentage of produce sold to farias are inversely related and farm size and their 

percentage of produce sold to baler are directly related. The significance of this 

relationship is that larger the size of holding the higher is the incentive to sell output 

through balers because sale of output through baler generates higher level of price 

compared to that through farias (table-6.13) So the hypothesis (H2) is rejected and it can 

be said that the percentage of output sold to a particular type intermediary is determined 

by the farm size. 

Our study shows that farmers usually sell raw jute either in primary village market or in 

secondary market. Among the marketing intermediaries farias mainly function at primary 

village market whereas jute balers function at secondary market. It has been observed 

from the study that a major portion of the jute grown by the farmers is sold at the primary 

market. Table-6.7 depicts that a maximum portion jute (87.46 percent) produced by the 

farmers in the study area is sold at primary market. Again it has been stated in table-6.9 

that 81.71 percent jute produced by the farmers is sold through farias. On the other hand, 

table-6.13 clearly states that producers receive relatively lower price by selling their 

output through farias in both the seasons. From the above discussion it may be concluded 

that maximum quantity of jute is sold at primary market through farias relatively at a 

lower price although there prevails higher price at the secondary market. From the 

opinion survey it is revealed that lack of storage, immediate cash need, expensive 

transportation and physical hazards to reach in long distance secondary market force 

majority of jute growers to sell their raw jute relatively at a lower price through the farias 

at primary market. So the hypothesis (H3) of the study is rejected and it can be said that 

different quantity of raw jute is sold in different markets at different prices. 

Factors affecting marketing margin 

Marketing margin is an important aspect in marketing channel. Various factors affect the 

marketing margin in a marketing channel. In this section an effort has been made to find 

out the impact of variables namely total marketing cost (x1), volume of produce handled 
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(x2), number of marketing intermediaries (x3) and net price received by farmer (x4) on 

total marketing margin (y). A multiple linear regression model with the following 

variables (y as dependent variable and remaining variables as the independent variable) 

has been developed with the help of SPSS. The result has been depicted in the tables 6.26 

and 6.27. 

T bl 6 26 M d I a e- : o e summary 
Model R RSquare Std. Error of the F Change Sig. F Change 

Estimate 
1 .495 .245 81.4185 20.673 0.000 

Predictors: (Constant), Net pnce received by farmer, Volume of produce handled, 
Number of marketing intermediaries, Total marketing cost 
Source: Computed data collected from field survey, 2010-11 

Table- 6.27: Coefficients 
U nstandardized Standardized t Sig. Partial 

Model Coefficients Coefficients Correlation 
Std. 

B Error Beta 
(Constant) 207.716 84.585 2.456 0.015 

Total 0.206 0.195 0.085 1.053 0.293 0.066 
marketing 
Cost 
Volume of -3.654 0.987 -0.224 -3.702 0.000 -0.226 
produce 
handled 
Number of 50.465 13.156 0.325 3.836 0.000 0.234 
marketing 
intermediaries 
Net price -0.0237 0.022 -0.062 -1.103 0.271 -0.069 
received by 
farmer 

Dependent Variable: Total marketing margin 
Source: Computed from data collected from field survey, 2010-11 

From table 6.26 it is evident that the multiple regression coefficient, that is R is equal to 

49.5 percent. The table also shows that on doing F test, corresponding value of F is 

20.673 which is significant (the level of significance being 0.000). Thus R is significant 

and the model is justified. The hypothesis (H4) is rejected and the combination of total 

marketing cost, volume of produce handled, number of marketing intermediaries and net 

price received by farmer has an -impact on total marketing margin. However the 
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proportion of variability in the dependent variable (y) that is explained by the regression 

line is only 24.5 percent (that is the value of coefficient of determination, R2
). This 

implies that apart from the independent variables considered in the study, there are other 

variables which may affect the marketing margin. Thus the regression equation is 

Y = 207.716 + 0.206 x 1 - 3.654 x2 + 50.465 x3 - 0.0237 x4 

The above equation and the table 6.27 reveal that out of the four independent variables, 

two variables, namely volume of produce handled and number of marketing 

intermediaries have significant relationship (the level of significance being 0.000 in each 

case) with total marketing margin. The partial correlation coefficient between volume of 

produce handled and total marketing margin is -22.6 percent (which is significant 

because the t value displayed is -3.702 with significance level of 0.000). This negative 

partial correlation coefficient implies that for larger the quantity produced and handled, 

lesser is the value of total marketing margin and vise versa. This is probably due to the 

fact that for larger production the farmers directly approach in the secondary market 

without involving the intermediaries associated in the primary market. Again, the partial 

correlation coefficient between the number of marketing intermediaries and total 

marketing margin is 23.4 percent (which is significant because the't' value displayed is 

3.836 with significance level of 0.000). This positive partial correlation coefficient 

implies that higher the number of intermediary in the marketing channel, higher is the 

total marketing margin. This is probably due to the fact that involvement of more number 

of marketing intermediaries increases the total marketing margin ofthe channel. 

6.11 Means of transportation used by the producers 

Different means of transportation used by the jute farmers in the study area to carry their 

produce in the market has been presented in the table 6.28. Farmers use the different 

types of transportation according to their quantity of produces. Bicycle is used by 20 

percent of all the respondents. Only small farmers (27.22 percent) use bicycle as means 

of transportation to bring their produce in the market. Bullock cart or cow pulling van is 

rare to see in the study area and only 0.76 percent of all the respondents use this kind of 

transportation. Thela!Riksha van is used by 62.83 percent small farmers and 58.33 
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percent medium farmers. This type used by maximum number of respondents (59.23 

percent) in all firm categories. Tractors are mainly used by medium and-large category of 

farmers. 38.09 percent medium farmers and 18.75 percent large farmers use tractor as 

means of transportation. Small truck /tempo are used mainly by the Medium (22.92 

percent) and large (22.92 percent) farmers. Only 4.71 percent of small farmers use small 

truck /tempo as a means of transportation. Again only 0.38 percent of all respondents. 

brought their produce in market manually with the help of labour. 

a e- . : T bl 628 M eans o ft t f ranspor a Ion use )Y pro ucers or movmg_JU e o mar e db d t t k t 
SI. Particulars Farm Size Wise No. of Respondents 
No. Small Medium 

52 0 
1. Bicycle (27.22) (0) 

Cow pulling 2 0 
2. van/Bullock cart (1.05) (0) 

120 28 
3. Thela /Riksha van (62.83) (58.33) 

7 9 
4. Tractor (3.66) (18.75) 

9 11 
5. Small Truck /Tempo (4.71) (22.92) 

1 0 
6. Manual labour (0.52) (0) 

191 48 
7. Total (100) (100) 

(Figures in parentheses represent the percentage to total number) 
Source: Computed from data collected from field survey, 2010-11 

Large 

0 
(0) 
0 

(0) 
6 

(28.57) 
8 

(38.09) 
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(0) 
21 
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Table-6.28 is represented in bar diagram 6.11 

. Means of transportation used by producers for moving jute to market 

62.83% 

I 

I 
i 

All Firm 

52 
(20.00) 

2 
(0.76) 

154 
(59.23) 

24 
(9.23) 

27 
( 10.38) 

1 
(0.38) 
260 

(100) 

27.22% 

33.33% 

j ios~·arr 
'I I j Is Medium 

: 
1
0 Large 

I 

O% 1.0So/oo%o% 

· Bicycle Cow pull.ing ThelaJRiksha . · ·Small truck~ Manual labOur .. 
Van/BUllock Van 

. Cari i 

Bar diagram 6.11 

153 



6.12 Constraints of jute marketing faced by producers 

Efficient marketing requires relevant quantitative and qualitative information and that 

will be reliable at the lowest cost (Kohls & Uhl, 1972). Thus lack of market information, 

poor market structure, poor transport network, high cost of transportation, lack of storage 

facility etc lead to price instability and can affect marketing efficiency. The present study 

has revealed several problems faced by the jute growers in marketing their produce. 

These problems need to be tackled to enable the growers to get higher returns. A few of 

the major problems are given in table 6.29. It is clear from table-6.29 that there are 

various major problems faced by the growers in marketing their produce. The table-6.29 

reveals that 54.23 percent of respondents have expressed their dissatisfaction regarding 

the non-availability of transportation facility. Inadequate transport has been a major 

barrier to the jute growers in bringing in their produce to the market. Again 78.46 percent 

sample growers have reported that due to higher transportation cost they are facing 

difficulty. Lack of link road is also one of the major marketing problems. 62.31 percent 

farmers have expressed their trouble regarding this concern. Grading and binding facility 

of jute are vital in marketing to avoid qualitative and quantitative losses. 14.23 percent 

sample farmers have reported their problem regarding this constraint. More than 28 

percent of the farmers have reported that they are facing difficulty due to non-availability 

of market to sell their produce. Lack of regulated market is also a problem and 36.15 

percent respondents have reported about this constraint. About 78.08 percent respondents 

have complained about the non availability of spacious and shaded market yard. Problem 

of higher labour wages is reported by 81.15 percent of total farmers. It has been found 

that village labours are not getting work through out the whole year and also wages 

according to their demand so they are forced to migrate to developed cities especially to 

northern and southern part of the country. Due to this scarcity, wages have increased 

substantially. 

Adequate, proper and timely information is a prerequisite to get better price for the 

produces. Lack of key market information on prevailing demand, supply and prices 

farmers cannot take appropriate decisions to where, when, how and to whom sell their 

produce. About 45.38 percent sample farmers have voiced their concern on this 

constraint. Again 40.77 percent respondents have expressed their problem in unawareness 

154 



of market price. 73.85 percent respondents have complained about non- availability of 

premium price for quality graded product. The problem of collusion (secret agreement) 

between jute farias and the buyers during the trading is also a problem and reported 71.15 

percent of the sample farmers. Price fluctuations and crashes is a major constraint in 

marketing of jute. 91.92 percent respondents have expressed difficulty regarding this 

problem. The problem of high market charges is reported by very negligible percent 

(1.54) of respondents. The problem of cheating in weighing by the traders is also a 

constraint. 21.15 percent of sample farmers have faced this problem during the time of 

trading. Another problem faced by the sample farmers is non-availability of cooperative 

marketing society. 89.23 percent of respondents have expressed their problem regarding 

non availability cooperative marketing society in the village to purchase their produce. 

The growers have reported that involvement of large number of marketing intermediaries 

is a major constraint to get the remunerative price. About 68 percent of sample farmers 

have voiced their concern on this constraint. Undue delay in receiving payment after the 

sale of their produce is reported by 17.69 per cent of sample farmers. Non-availability of 

adequate storage facilities of jute is another major constraint expressed by 80 percent of 

the sample farmers. They cannot store jute on their farm due to lack of storage 

infrastructure. 

From the above discussion it is observed that high cost of transportation, lack of market 

yard, high labour wages, no premium price for quality graded product, traders collusion, 

price fluctuate and crashes, lack of cooperative institutes and lack of storage facilities are 

the major marketing bottlenecks faced by the sample farmers. 
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Table-6.29: Frequency distribution of marketing problems faced by producer 
farmers 

Sl. Problems Faced by the Farmers Number of Respondents 
No. 

Yes No 
1. Lack oftransportation facility 141 119 

(54.23) (45.77) 
2. High cost of transportation 204 56 

(78.46) (21.54) 
3. Lack of link road 162 98 

. (62.31) (37.69) 
4. Lack of skilled labour for grading and 37 228 

binding (14.23) (85.77) 
5. Non availability of market 75 185 

(28.85) (71.15) 
6. Lack of regulated market 94 166 

(36.15) (63.85) 
7. Lack of market yard 203 53 

(78.08) (21.92) 
8. High labour wages 211 49 

(81.15) (18.85) 
9. Lack of proper and timely market 118 142 

information (45.38) (54.62) 
10. Unawareness of market price 106 154 

(40.77) (59.23) 
11. No premium price for quality graded 192 68 

product (73.85) (26.15) 
12. Traders collusion 185 75 

(71.15) (28.85) 
13. Price fluctuate and crashes 239 21 

(91.92) (8.08) 
14. High market fees 4 256 

(1.54) (98.46) 
15. Faulty weights and measures 55 205 

(21.15) (78.85) 
16. Lack of cooperative institutes 232 28 

(89.23) (10.77) 
17. Involvement of large number 179 81 

marketing intermediaries (68.85) (31.15) 

18. Delay in payment 46 214 
(17.69) (82.31) 

19. Lack of storage facility 208 52 
(80.00) (20.00) 

(Figures in parentheses represent the percentage to total number of respondents) 
Total number of respondents N=260 
Source: Computed from data collected from field survey, 2010-11 
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6.13 Conclusion 

The present study reveals that farias, aratdars and balers are the predominant 

intermediaries in the marketing of raw jute in selected villages of Dinhata-II block of 

Coochbehar district. Jute Corporation of India and cooperative societies are not 

functioning as an intermediary in the study area. Farmers - farias - aratdars - balers -

jute mills is the most important marketing channel through which most of the respondents 

move maximum portion of their produces. There are two seasons of jute marketing 

namely peak period which continues from September to December and post harvest 

period which continues from January to April. Major numbers of producers are observed 

to sell their produce in peak period at primary market although a higher price prevails in 

the secondary market. They sell maximum portion of their produce to farias due to lack 

of storage, immediate cash need, expensive transportation and to avoid physical hazards 

to reach in long distance secondary market. A small portion of jute is marketed at the 

secondary market to the baler. It has been observed that selling jute directly to the baler 

in secondary market is more remunerative to the farmers. In the present study marketing 

cost, margin, price spread and marketing efficiency has been estimated. Channel IV is 

highest efficient and channel-! is lowest efficient among all the channels. The study also 

reveals several marketing bottlenecks faced by the jute growers in marketing their 

produces. 
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CHAPTER-VII 

INTERVENTION OF INSTITUTIONS IN JUTE 
MARKETING 

7.1 INTRODUCTION 

7.2 ROLE OF JUTE CORPORATION OF INDIA 

7.3 GOVERNMENT INTERVENTION IN JUTE MARKETING 

7.4 CONCLUSION 
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7.1 Introduction 

The role of jute marketing in economic development is appreciated from long back. Since 

millions .of people are directly and indirectly dependent on jute cultivation and its 

marketing, government has taken firm initiatives to strengthen this sector. Moreover, 

increasing use of cheap but hazardous plastic has also drawn attention of the environment 

friendly organizations. Jute price becomes highly volatile and fluctuate time to time. This 

situation necessitated government intervention as a stabilizing agency to protect the 

growers' interest. A remunerative support price and good procurement mechanism may 

act as a powerful instrument in imparting a certain amount of stability in jute production. 

7.2 Role of Jute Corporation of India 

Jute Corporation of India (JCI) was set up in 1971 with the main aim of providing 

Minimum Support Price (MSP) to the jute farmers and to serve as a stabilising agency in 

the raw jute sector. JCI functions through its head office located in Kolkata and sixteen 

Regional Offices (RO) and 171 Departmental Purchase Centres (DPCs) and Sub-Centres 

(SCs) located in six major jute growing states (Roul, 2009). JCI was established for the 

welfare of the jute growers. It was first started as a small official agency at the beginning 

but then slowly it expanded its networking. One of the major objectives of Jute 

Corporation is to conduct purchase operations to ensure the maintenance of support price. 

The Government of India fixes the Minimum Support Price (MSP) for JCI from time to 

time and JCI makes the arrangement to procure raw jute from the farmers which is based 

on the MSP fixed by the Government. However, if the price support programme for raw 

jute has to benefit the jute growers, it is imperative that the jute growers are brought into 

direct contact with the public sector agency. The full impact of the price support 

operations would not be felt unless the growers are brought into direct contact with the 

institutional apparatus designed to provide such support. Otherwise, there is a danger of 

the benefit of the support programme not reaching the growers but being appropriated by 

the middlemen who figure between the cultivators and the public sector agency. To 

ensure the benefit of price support for genuine jute farmers, it is imperative that the jute 

farmers are correctly identified. It is observed that the JCI does not have a system of 

identifying such farmers properly. 
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The JCI is expected to assume a commanding position in the jute market and act as the 

most powerful stabilizing factor to ensure remunerative prices to the jute farmers. JCI, 

however, procured only 0.98 percent to 10.04 percent of the available jute during the last 

seven years. Year wise total production of jute and its procurement by the JCI during the 

year 2003-04 to year 2009-10 has been shown in the table-7 .1. It is clear from the table 

that despite substantial expenditure JCI could not play any significant role in procurement 

of jute from farmers. There are 500 centres where jute purchases are transacted. The JCI 

through its DPCs and SCs, operates in 171 centres and has appointed co-operative 

societies in further 40 centres for carrying out MSP operation on its behalf. Thus, total 

coverage by the JCI is only 43 per cent of the jute centres resulting in some DPCs and 

SCs catering to more than 10 administrative blocks (Ministry of Textiles, Govt. of India, 

2010-11). During 2000-01 to 2008-09, the procurement operation was less than 16 

percent of the market arrivals. The inadequacies were more expressed in far-flung and 

remote areas (CACP, 2009). From table-7.1 it is observed that the existing centres could 

procure only 0.98 percent to 10.04 percent of total production of jute between 2003-04 

and 2008-09. As a result, the benefit of price support was not made available to most of 

the farmers. The farmers had to sell their produce at prices lower than MSP. This was due 

to poor planning and inadequate infrastructure of the corporation. It is also important that 

the geographical locations of some DPCs and SCs are not farmer convenient since they 

are located at places far from the jute growing areas. There is no system of penetration by 

the JCI into remote villages and primary markets where distress sales take place to 

enforce minimum support prices. Another serious handicap of JCI is the lack of storage 

and rural communication facilities which impeded the proliferation of its buying network 

at the rural primary-market. This resulted in both long distance travel and extra cost to the 

farmers and even distress sale in the local markets. The miseries of JCI were 

compounded by the lack of adequate support from co-operative societies. The share of 

co-operative societies in jute procurement was unsatisfactory. There was no successful 

record of procurement scheme by the cooperative marketing societies. The government 

cooperative marketing societies have all the lethargy of a public sector official and lack 

of serious eagerness to develop his expertise (Bhuimali, 2003). Jute Cooperatives should 

play a more active role as agents of the Jute Corporation of India so that the farmers can 

derive the full benefit from the support prices fixed by the government 
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Table-7.1: Year wise total production of jute and its procurement by the JCI 

Year.of Production JCl's Procurement of Raw Percentage 
Operation of Jute and Jute (Lakh bales) of JCI's 

Mesta Procureme-
(Lakh nt to total 
bales) Production 

Under Under Total 
MSP Commerc 

-ial price 
2003-04 111.73 11.22 0 11.22 10.04 
2004-05 102.72 3.56 0 3.56 3.47 
2005-06 108.40 0.002 1.41 1.41 1.30 
2006-07 114.21 0.023 4.82 4.84 4.24 
2007-08 113.4 7.66 0 7.66 6.75 
2008-09 103.66 1.02 0 1.02 0.98 
2009-10 111.04 -- -- 1.23 1.10 .. 
Source: NatiOnal Jute Board (2010), M1mstry ofTextiles- Govt. oflnd1a. 
Period: July-June 

Procurem 
-ent 
Expenses 
(Rs in 
Crore) 

187.36 
75.20 
33.63 
123.45 
158.00 
33.66 

--

Fixed 
Overhead 
Expenses 
(Rs in 
Crore) 

36.59 
41.11 
34.29 
38.72 
40.68 
70.81 

--

Jute produced in North Bengal is superior in quality compared to South Bengal. Farmers 

obtain a premium of Rs. 300 - 400 per .quintal (ruling price) in the market over the jute 

produced in South Bengal (table-7 .2) However, its better quality has not been considered 

while fixing the MSP for North Bengal's jute .. The MSP of TD-5 1 (North Bengal) along 

with other location is derived after deducting freight charges, other charges and market 

levy from TD-5 Kolkata price of that particular location. The freight charges are higher 

for North Bengal so MSP's are reduced from the Kolkata price for the districts of North 

Bengal. 

Thus, the MSP for North Bengal is lower than that of South Bengal despite better quality. 

MSP for the North Bengal's TD-5 jute was Rs. 1275 per quintal and the MSP for the 

south Bengal TD-5 jute was Rs.1313 per quintal in the year 2008-09. Dr. R. C. Tiwari, 

Chairman-cum-Managing Director, Jute Corporation of India (2007-08) has also 

mentioned in chairman's speech that the ruling price of North Bengal jute always ruled 

high due to its better fiber characteristic but the MSP was lower than that of South 

Bengal. Same thing happened in the year 2010-11 (table-7.2). It appears that the jute 

mills are benefiting by getting premium quality jute of North Bengal at lower price at the 

cost ofthe farmers. 
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Table-7.2: MSP and Ruling Market Rate as on: 301
h Jun- 2011 (2010-2011 Crop Year) 

No. of Jute 
Minimum Support Up Country 

Area I State Variety 
Price(RsiQuinta) * Ruling Market 

Region JCI Co- Rate Ex-Mokam 

op (RsiQuintal) * 
South Bengal Barasat 16 15 Toss a 1638 2400-2800 

Krishnagar 15 14 Tossa 1638 2326 
Berharnpore 13 21 Toss a 1625 2326 
Betuadahar 11 5 Toss a 1625- 1638 2326 
Sheoraphully 11 19 Toss a 1625- 1638 --

Semi Siliguri 2 2 Tossa 1613 2600-2800 
Northern Maida 12 21 Tossa 1613 --

Mesta 1583 --
Northern Siliguri 9 6 Toss a 1600 2800-3100 

White 1550 
Coochbehar 13 6 Toss a 1600 2800-3100 

White 1550 --
Assam Guwahati 7 6 Toss a 1575 --

White 1525 --
Dhubri 6 6 Tossa 1575 --

White 1525 --
Mesta 1545 --

Nagao.n 12 4 Tossa 1575 --
Meghalaya Guwahati 1 3 Toss a 1575 --
Bihar Purnia 11 15 Tossa 1606 2800-3100 

Saharsa 9 5 Toss a 1590 2800-3100 
Mesta 1560 

Orissa Cuttack 6 17 Toss a 1612 
White 1562 2700-2900 

Source: JCI, 2011 I Kolkata Remarks: *for TD-5 I W-5 

As report stated, The Commission for Agriculture Costs and Prices (CACP)2 that they 

declared MSP between October to December every year. There after JCI circulated and 

notified MSP through its regional offices, departmental purchase centres and sub centres. 

It is observed that the CACP declares MSP well before the commencement of the sowing 

season (March-April) but the MSP is generally announced in the month of May or June. 

Delayed announcement of MSP adversely affects the decision of farmers to allocate land 

and other resources to jute farming. JCI should ensure that MSP for all grades and 

locations is announced well before the commencement of the sowing season each year 

7.3 Government intervention in jute marketing 

The jute growers in North Bengal are facing severe crisis as prices of their produces have 

sharply declined, causing distress sale. They are not even getting the declared minimum 

support price as there is little or no effort from the government machinery for procuring 
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the crops. The highest price per quintal of jute, which was around Rs. 4000 per quintal 

during the year 2010-11 has come down this year (2011-12) to around Rs. 2000 per 

quintal. In some of the major jute-growing districts in North Bengal namely Coochbehar, 

Jalpaiguri, uttar and Dakshin Dinajpur the prices remain even lower. Repeated appeals by 

the peasants to the State Government and Jute Corporation of India for procurement of 

jute have yielded no results. The middlemen are taking every opportunity available and 

forcibly lowering the prices. There is perceptible anger among the peasants who have 

come out in protest. 

In the year 2011-12 MSP declared by JCI which started from Rs.1646 per quintal in TD-5 

category. These MSPs differ from state to state and district to district. In West Bengal 

farmers got Rs. 1,700 for a quintal of jute in Coochbehar and Jalpaiguri, Rs. 1,713 in 

Dakshin Dinajpur and Maida, Rs. 1,725 in Murshidabad and Rs. 1,738 in Nadia, Howrah, 

Hooghly, Burdwan, Purbo and Paschim Midnapur and Dakshin and Uttar 24-Parganas 

(table- 7.3). Farmers are dissatisfied with these minimum·support prices because of the 

fact that cost of production of Jute is much higher. Again they blame the central 

government for fixing the MSP below the market price. On the other hand, the 

procurement by Jute Corporation of India is very low in spite of having 101 procurement 

centres in the state. As a result, farmers are forced to settle for a rate which is far less than 

the cost of production and the process end up by making huge debts from local money 

lenders and banks. West Bengal government had asked for the additional support as the 

production cost of raw jute is Rs. 1,900-1,950 per quintal, whereas the MSP is Rs. 1, 700 

per quintal. There are about 40 lakh jute growers in the country and the majority of them 

are in West Bengal. (The Economics Times, 4th November, 2011). Again West Bengal 

Government requested to the Central Government to increase support price by Rs. 400 

per quintals but the Central Government did not respond to that request. Union 

Agriculture Minister informed the State Government that the JCI could not increase the 

Minimum Support Price of jute by Rs. 400 as requested. (The Telegraph, 19th October, 

2011 ). Then State Government has taken the decision to give a per quintal subsidy of Rs. 

100 of jute procured by the JCI, though this subsidy could not help the farmers due to 

improper procurement planning of Jute Corporation of India. This, in fact, has not helped 

the jute growers in any way. This only has benefited the traders and middlemen. 
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Table-7.3: Minimum Support Price for raw jute at up-country markets in different 
jute growing states for 2011-12 season 

States Districts 

Assam & All Districts 
Meghalaya 
Tripura All Districts 

Bihar Purnea, Kishanganj, 
Katihar and Araria 
Dists 
Saharsa,Champaran 

(E& W),Other Dists. 
Uttar Pradesh All Districts 

Orissa All Districts 

West Bengal Coochbehar,Jalpaiguri 
& Darjeeling Dista 
Uttar & Dakshin 
Dinajpur, Maida 
Murshidabad, 
Bankura, Birbhum 
Nadia, Howrah, 
Hooghly, Burdwan, 
Midnepur (E& W) & 
24-Parganas (S&N) 

Source: JCI, 2011 I Kolkata. 
Remarks:* for TD-5/ W-5 

Variety 
Minimum Support 
Price(Rs/Quinta) * 

Tossa 1,675 
White 1,625 
Tossa 1,646 
White 1,596 
Tossa 1,706 

White 1,656 

Tossa 1,690 
White 1,640 
Tossa 1,653 
White 1,603 
Tossa 1,712 
White 1,662 
Tossa 1,700 
White 1,650 
Tossa 1,713 
White 1,663 
Tossa 1,725 
White 1,675 
Tossa 1,738 

White 1,688 

It is also important to mention that the Commission for Agricultural Costs and Prices has 

declared its price policy (Govt. of India, 9th March, 2012) for raw jute for the 2012-13 

season after considering all the relevant factors, including the overall demand-supply 

situation, market prices, status of the jute economy, cost of production of jute etc. The 

Commission has fixed the MSP of TD-5 grade of raw jute ex-Assam for the 2012-13 

season at Rs.2200 per quintal. This price is not at all remunerative because labour cost, 

cost of loan (i.e. the rate of interest) and the cost of chemical fertilizer are very high. This 

needs careful calculation of costs and benefits by the appropriate authority before finally 

announcing the MSP for raw jute. 
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7.4 Conclusion 

For any governmental intervention to succeed in the farm sector of jute the recipients 

growers at village levels are not organised and are unable to take a collective position. 

Organising the growers into groups and empowering them to address their issues will go 

a long way in reducing the volatility in raw jute prices and ensuring better returns to 

them. Government declares Support prices for the benefit of farmers but this is often 

announced much after sowing has commenced, sometimes even when harvesting is round 

the corner. A timely announcement of MSP and procurement can facilitate the marketing 

process and help the farmers. To give incentive to the fanners JCI should plan properly to 

reach the support to ultimate farmers. Establishment and development of cooperative 

marketing-cum-credit societies can help the farmers to secure higher returns. These 

societies can establish a link between the jute growers on the one hand and the Jute. 

Corporation of India, on the other. The Government should provide necessary support to 

the sector in the form of compulsory use of jute packaging materials for certain 

commodities. This has helped the jute sector to stabilize and has also ensured a better 

return to the jute farmers. 

Note 

1. Raw jute is classified for trading and for manufacture into jute products in jute mills on the 
bases of length, strength, fineness, lusture and colour. White jute is available in the 8 grades. 
W-5 is one ofthe grades among the 8 grades. Tossajute is also available in 8 grades. TD-5 is 
one of the grades among the 8 grades. 

2. CACP is a central Government body to advise the Government on price policy of major 
agricultural commodities with a view to evolving a balance and integrated price structure in 
the perspective of the overall needs of the economy and with due regard to the interests of the 
producer and the consumer. 
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CHAPTER-VIII 

SHORT SUMMARY, CONCLUSION AND 
RECOMMENDATIONS 

8.1 SHORT SUMMARY 

8.2 CONCLUSION AND RECOMMENDATIONS 
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8.1 Short Summary 

Agricultural marketing is a series of activities involved in moving the agriculture goods 

from the point of production to the point of consumption. This includes assembling, 

grading, storage, transport, processing, wholesaling, retailing as well as accompanying 

supporting services such as market infrastructure, establishment of grades and standards 

and the institutions involved in performing the above functions. Agriculture production 

and marketed surplus increase manifold with the adoption of new improved technology. 

From time of independence to recent past the marketed surplus output ratio for all 

agricultural commodities has been amplified upwardly. This increased marketed surplus 

enthused the farmers to become price conscious and as a consequence marketing aspect 

started receiving their greater attention. Agriculture commodities move in the marketing 

chain through different channels. The channels are distinguished from each other on the 

basis of market functionaries involved in carrying the produce from the farmers to 

ultimate consumers. This functionaries are private traders namely farias, village traders, 

aratdars, commission agent, wholesaler, retailer, processing unit etc. The length of the 

marketing channel depends on the size of market, perishability of commodity and the 

nature of demand at the consumer level. These channels of distribution can be divided in 

to different groups viz., (i) direct to consumer, (ii) through wholesaler and retailers, (iii) 

through public agencies or cooperatives and, (iv) through processor. The share of these 

channels in total marketed surplus varies from commodity to commodity and from state 

to state or from region to region. Agricultural marketing is strongly associated with 

marketing infrastructure. Marketing infrastructure comprises all those facilities and 

amenities needed for the smooth conduct of marketing which is necessary for the 

development of agrarian economy. It is necessary to create basic infrastructure in rural 

markets and terminal markets, keeping in view the need of the hinterland. Marketing 

infrastructure includes communication and transportation infrastructure, storage 

infrastructure, standardization and grading infrastructure, information network 

infrastructure etc. The availability of various infrastructures affects the choice of 

technology to be adopted, reduces the cost of transportation, produces powerful impetus 

to production and also affects income distribution in favour of small and marginal 

farmers by raising their access to the market. Efficient marketing system is important for 

promoting agricultural business and raising the income levels of farmers which ultimately 
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helps economic development. Experts have applied the theory of producer's share in 

consumer's rupee for assessing marketing efficiency. Various studies reveal that the 

producer's share in consumer's rupee has varied with the marketing channel adopted by 

the farmers. Marketing efficiency can be increased by reducing cost of marketing and 

margins of the channel members. There are three categories of agricultural produce 

markets, viz, primary market, wholesale market and terminal market. Regulated markets 

have been playing a major role in smooth distribution of agriculture produces in India. 

The advent of regulated markets has helped mitigating the market handicaps of 

producers/sellers. Various state government in the country initiated direct marketing 

concept as 'apni mandi' in Punjab, 'rythu bazar' in Andhra Pradesh, 'uzahaver shandies' 

in Tamil Nadu, 'shetkoori hazers' in Maharashtra, 'krushak bazaars' in Orissa and 

'hadaspar vegetable market' in Pune. There are various types of agriculture marketing 

institutions, depending on the objectives and role, these marketing institutions can be 

grouped into public sector organizations, cooperatives and other formal/informal bodies. 

The role and functions of these institutions differ from each other which include policy 

formulation, implementation, supervision, facilitation and direct entry in the market etc. 

The role of agricultural marketing system has considerable importance in the overall 

economy of North Bengal. The farm produces in the region pass through a number of 

channels before reaching the consumer. The farmer gets only a small percentage of 

consumer's rupee. A significant percent of consumer rupee is grabbeq by intermediaries 

namely, faria, aratdar, commission agent, wholesaler, miller, retailer etc. These 

intermediaries at different stages of marketing process have emerged as powerful 

middlemen for the procurement of produces taking the advantage of the farmer's poor 

economic condition. The private traders, moneylenders locally known as 'mahajans' 

dominate the markets. The bargaining power of the farmers is very weak and, therefore, 

the traders dictate the price. One of the main reasons for prominence of the traders in 

agricultural produce markets in villages is the heavy indebtedness of farmers to the 

traders, commission agents and middlemen. The village moneylenders advance loans to 

the cultivators at the time of need, making it obligatory on the part of the farmer to 

deliver their produces after harvest at a price offered by the moneylender. The farmers 

lose market price significantly due to lack of proper sale arrangements in markets .The 

inadequacy of infrastructure, indebtedness and lack of awareness of the market 
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information have been found as one of the prominent reasons for the distress sales. The 

basic infrastructure facilities such as storage and warehousing, road links, transportation 

and communication were insufficient. Due to lack of transport facilities the farmer is 

unable to bring his produces to the market. In the absence of the storage & warehousing 

facilities, the farmer is forced to sell all his produces at harvest time at low prices. 

The participation of jute growers in the marketing of the crop is very poor. A variety of 

reasons contribute to this situation. Most of them are small and marginal farmers. The 

· quantity produced by them is also small which is available for sale. They are not 

organised and are unable to take a collective position. They are suffering due to 

insufficient credit system. Another reason is that the location of marketing centre is away 

from the producing area. As a result, the intermediaries between the jute grower and the 

consumer continue to take advantage of large percentage of profit from the consumers' 

price for the services they perform. Cost reduction is possible only when there is direct 

participation by the growers. Although co-operative marketing of jute has not made much 

development, that seems to be a solution in the existing conditions. This has assumed 

greater importance with the establishment of a public sector agency in the form of the · 

Jute Corporation to undertake purchases from jute growers. Integrated development of 

marketing, processing and credit functions by jute growers' co-operatives can also solve 

the problem. 

Jute is principal cash crop in North Bengal. Marketing of this crop plays a significant role 

in shaping the economy of the region. The study reveals that farias, aratdars and balers 

are the predominant intermediaries in the marketing of raw jute in selected villages of 

Dinhata-II block of Coochb~har district. Jute Corporation of India and cooperative 

societies are not functioning as an intermediary in the study area. Farmers - farias -

aratdars- balers -jute mills is the most important marketing channel through which most 

of the respondents move maximum portion of their produce. There are two seasons of 

jute marketing namely peak period which continues from September to December and 

post harvest period which continues from January to April. Majority of the producers are 

observed to sell their produce in peak period at primary market although a higher level of 

price prevails in the secondary market. They sell maximum portion of their produce to 

farias due to lack of storage, immediate cash need, expensive transportation and to avoid 
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physical hazards to reach in long distance secondary market. A small portion of jute is 

marketed at the secondary market to the baler. It has been observed that jute sold directly 

to the baler in secondary market is more remunerative to the farmers. In the present study 

marketing cost, margin, price spread and marketing efficiency has been estimated. 

Channel IV is highest efficient and channel-! is lowest efficient among all the channels. 

An inverse relationship exists between volume of produce handled and total marketing 

margin and direct relationship exists between number of marketing intermediaries and 

total marketing margin in jute marketing channel. The study also reveals several 

marketing bottlenecks faced by the jute growers in marketing their produces. 

The role of jute marketing in economic development is appreciated from long back. Since 

millions of people are directly and indirectly dependent on jute cultivation and its 

marketing, government has taken firm initiatives to strengthen this sector. Jute 

Corporation of India (JCI) was set up in 1971 with the main aim of providing Minimum 

Support Price (MSP) to the jute farmers and to serve as a stabilising agency in the raw 

jute sector. The Government of India fixes the MSP for JCI from time to time and JCI 

makes the arrangement to procure raw jute from the farmers which is based on the MSP 

fixed by the Government. But JCI could not play significant role in procurement of jute 

from farmers. This was due to poor planning and inadequate infrastructure of the 

corporation. The jute growers in North Bengal are facing severe crisis as prices of their 

produce have sharply declined, causing distress sale. They are not even getting the 

declared MSP as there is little or no effort from the government machinery for procuring 

the crops. The middlemen are taking every opportunity available and forcibly lowering 

the prices. Government declares support prices for the benefit of farmers but this is often 

announced much after sowing has commenced, sometimes even when harvesting is round 

the corner. A timely announcement of MSP and procurement can facilitate the marketing 

process and help the farmers. To give incentive to the farmers JCI should plan properly to 

reach the support to ultimate farmers. 
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8.2 Conclusion and Recommendations 

One of the important aspects of economic development of a region like ours is agriculture 

which is measured by the strength and efficiency of its production and marketing. No 

production effort is of any use unless matching marketing efforts are made. In the light of 
' 

. the backdrop of the status of agriculture, it is necessary for improving marketing network 

so that productivity improves and the profits of production efforts percolate down to the 

producers. Markets of agriculture produce have expanded rapidly after independence. 

Several factors contributed to this. These are increase in production, commercialisation, 

development of communication, transportation and infrastructure facilities, extension of 

market network and institutions etc. 

The economy of the North Bengal region is predominantly agriculture based. The 

agriculture marketing is largely unorganised and dominated by the private traders. The 

maximum share of the consumers' rupee goes to the pockets of middlemen working . 

between the producer and the ultimate consumer. The private traders, middleman, 

retailers and moneylenders locally known as 'mahajans' dominate these markets. Due to, 

multi-segmented marketing channels, producers do not get fair share in consumer's 

rupee. The bargaining power of the farmers is very weak and therefore, the traders dictate 

the price. Farmers are generally not aware of market information like supply, demand, 

prices prevailing in the market, market charges etc., which are crucial for proper decision 

making. There is no system of disseminate market information to the farmer. One of the 

main reasons for prominence of traders is heavy indebtedness of the farmers to traders, 

commission agents and middlemen. The dadan (advance) system is still prevalent in rural 

areas. The basic infrastructure facilities include storage and warehousing, road links, 

transportation and communication aids are absent. Producers are being exploited by the 

traders. Due to various economic reasons like indebtedness, need for cash, insufficient 

storage, lack of adequate transportation and other infrastructure facilities farmers are also 

at a disadvantage in striking the. bargain. As a result they are forced to carry out distress 

sales. 

The market for raw jute m North Bengal is highly fragmented and the number of 

channels involved in the market is quite large. The principal functionaries involved in the 
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marketing channel from producer to consumer are farias, paikars, baperies, dalals 

(brokers), aratdars, balers, cooperative societies and Jute Corporation of India (JCI). The 

interest of the channel member is conflicting with each other especially wi_th the 

producer. The difference between the consumer's rupee and price paid by the grower 

widens. Most of the jute produce in this region is marketed through unorganised 

marketing system .The unorganized marketing system prevents these producers from the 

benefit of favourable price fluctuations in the primary market. They have got little 

effective control over marketing of their produce. Farmers have no bargaining power 

over price. They are deprived of remunerative price. This imperfection of raw jute market 

leads to various marketing inefficiencies. Among all intermediaries farias are found to be 

the preponderant category of peripatetic traders who create the first and direct link with 

jute farmers. The existence of long chain of marketing intermediaries is the fundamental 

weakness in the marketing system. Limited number of cooperatives which functioning 

limited or not functioning and weak institutional credit system have aggravated the 

. situation further. The jute growers in the region have been facing severe crises as prices 

of their produces have sharply declined and they are forced to carry out distress sale. 

They are not even getting declared minimum support price as there is little or no effort 

from the state government for procuring jute in the state. The limitations in procurement 

by the JCI prohibited the farmers to get MSP benefits, especially those who are located in 

remote village and more vulnerable to marketing issues. This agrarian crisis emerges over 

the farmers and agricultural workers and they are committed suicide in spite of a bumper 

crop. 

It is observed in the study that the above mentioned problems give us a clear picture of a 

defective agricultural marketing system in North Bengal. A defective marketing makes 

the farmer dissatisfied and finally they do not get even a fair return for their produce. In 

order to have the best advantage in marketing of agricultural produces the following 

recommendations have been made. 

1. Formation of co-operative societies and strengthening them to bring the farmers under 

an umbrella for effective agricultural marketing. Co-operatives societies can duly 

collect farm produces from the farmers, grade and standardise them, store them, 
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transport and sell them in a timely manner to give advantages to farmers. Cooperative 

credit society can also meet financial requirement of the farmers. 

2. Establishment of more regulated markets can be of great help in removing the defects 

and to save the farmers from the exploitation by the intermediaries and ensure fair 

prices for their produces. 

3. Major improvement is required in transport facilities between secondary market and 

village primary market. Well connected transport network facilities throughout the 

districts should be developed for efficient marketing. 

4. There is the need to control the activities of the marketing intermediaries. By 

imposing simple regulation dose not solve the problem and what is needed and 

lacking .is strict supervision. 

5. Grading facilities at all the stages of marketing chain should be upgraded with the 

establishment of grading units and pack-houses in the villages/sub-yards, 

establishment of grading laboratories at appropriate locations, establishment of state 

level grading and standardisation bureau and by providing intensive training to 

farmers. 

6. It is urgently felt to grow organisation of the farmers into growers' groups/commodity 

groups/ cooperatives/self help groups/producer companies to ensure the participation 

of diversely located small and marginal farmers and their linkage with the markets. 

7. The grassroot awareness campaign should be start to focus on importance of 

integration of production with market and value chain and on good agricultural 

practices for better price realisation. Arrangement should be made to disseminate 

market information on a daily basis as regards the price prevailing at various markets. 

Establishment of agriculture information centre at panchayat level with technology 

infrastructure along with Internet accessibility is important. In short, all sorts of 

asymmetric market informations should be reduced to a minimum level. 
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8. Proper management system should be introduced in running the markets and bring 

efficiency into the system, even by outsourcing the professional management, if 

{ required. 

9. There is a need for integration among the unorganised rural markets, regulated 

markets of apex marketing boards and primary level cooperatives on one hand and 

the national and state level government institutions on the other. These linkages 

should facilitate the flow of market-related informations and skills as also resources 

information on physical infrastructure such as transportation, storage, packaging and 

other facilities for planning and implementations of government schemes. 

10. Storage is an important aspect of agricultural marketing. Proper and adequate storage 

facilities enhance the bargaining power of farmers and ensure better prices for 

agricultural produces. More godowns and warehouse facility should be created and 

provided to the growers. This is especially more important for hill and remote areas. 

11. It is necessary to restructuring the infrastructure of market yard on priority basis so as 

to provide favourable atmosphere for transaction. 

12. The price fluctuations of .crops should be checked through the scheme of price risk 

insurance or through crop insurance. 

13. Government should initiate and encourage private investment for direct marketing to 

help the farmers' specially small and marginal farmers and generate habit of 

marketing without middlemen. 

14. Process of direct procurement from the farmers and distribution to the consumer by 

the big organisation should be encouraged. There is need to provide proper incentives 

and facilities to the corporate managements if they provide agriculture extension 

services and financial assistance to the farmers. 

15. Apart from general purpose markets, there is need for developing specialised markets 

for agricultural produces. 
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16. In view of the banning of polythene, there is an urgent need for development of 

cheaper jute bags. For this, research and development organisations both government 

and private should put their concerted efforts into such development. The 

Government should give mandatory order to use jute bag as a packaging materials for 

specific sector. The Central as well as the West Bengal Governments have taken 

initiatives in this direction. Very recently, the Finance Minister of India, Mr. Pranab 

Mukherjee has requested the West Bengal Industry and Commerce Minister Mr. 

Partha Chattopadhyay to supply huge number of bags made of jute required for 

various purposes. 

17. The government should endeavour to announce the MSP of jute well before the 

sowing season, so that the farmers would be in a position to take well-iQ.formed 

decisions regarding their planning for jute production. 

18. The establishment of more JCI's procurement centres will help the farmers to gearing 

up their marketing system. Proper grading specifications in respect of raw jute should 

be followed by the growers and traders. Unfortunately, there is no proper machinery 

available for proper grading specification at any stage of marketing especially in the 

rural primary market. The functions of JCI need to be strengthened to enhance their 

scale of procurement 'operations. 

19. Government should make arrangement of involving panchayats, cooperatives and 

other marketing agencies in a more concrete way to procure jute on behalf of JCI 

which will make JCI's operation cost effective and will ensure MSP to the farmers in 

the rural areas. 

20. This is important to mention that government institutions should provide more 

emphasis on policy formation and implementation and required necessary activities 

which will ultimately develop grass root farmers. 
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APPENDIX 

West Bengal 

-

Dinhata II Block of Coochbehar District 
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