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4. i PERSONAL AND FAMILY INFORMATION 6G
a.) ABE s

The worHng ef fieiency -and capacity of the seller 

mostly depends upon the age. It is a predominant factor 

an the wonting capacity of vegetable sellers.

TABLE HP. 4.1.1

A8E PROFILE OF VESETABLE SELLERS

NO. AGE GROUP <YEARS) NO OF SELLERS PERCENTAGE

1, 20 TO 30 03 10.. 00

**\ 30 TO 40 12 40..00
3, 40 TQ 50 10 33,.53

4. 50 above 05 16. 6,7

TOTAL 30 100

The total respondents are classified under four age 

groups viz 7.0 to 30 years, 30 to 40 years, 40 to 50 years 

and 50 years and above.

A close loot at table 4.1.1. reveals the following.

1. Out of a total number of 30 respondents only 5 

belong to the age group 20 to 30 years. The percentage 

worl a out to be 10.

isyears
The number of sellera m the age group of 30 to 40 

12 and the percentage is 40
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Z, Se 11 >; r s he longing to the age group of 40 to '30 are 10 

in number and their percentage is 33.

4^ Number of Hellers in the age group of above *30

years jk S and fchier percentag© to the total is 1 (s! Vk tt 7 n

From the above data it is r. tear that there are ac 11v©

par t i c .l a a lion at young blood as the number of those beol w

20 years and those above 50 are limited,

b. RELIGION AND CASTE t

Vegetable sellers comes from almost every cste and 

there is no exception in general that particular caste has 

given the freedom to women, for jabs outside the 

family,

TABLE NO. 4.1.2.
CASTE STRUCTURE OF THE RESPONDENTS s

HO. CASTE W0 OF RESPONDENTS PERCENTAGE

4
J .» Haratha 12 40.00

r Husiim 06 20.00

*•*
»m * Hhoshti 02 h. 67

4, Lumbhar 01 -3,33

5. Harijan 02 6.67

6 * Gav 1 i 01 "f "T “T
*.ln Jl •)

7, Te l i 02 6.67

8, Dhor 02 6,67

9. Dhanger 01 •M *t* *»n»
-J a UW

10. Chambhar 01 3.33

TOTAL 30 too
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1. Table Mo. 4,1.2 demonstrates that majority of 

sample respondents i.e, about 40 % belong to Marathi Caste.

Out of tatal number of 30 respondents 12 belong 

to the casts of maratha.

2. The number of muslim sellers is a rank next and 

their percentage is 20.

3. Khoshii, Harijans, Tali, Dhor are equal with 2 

each and their percentage to the total is L*67 each.

4. Kumbhar, Savli, ©hangar, Chambhar are also equal 

with 1 each and the percentage is 3,73 each.

It is clear from table No. 1.2 that 40 A of the 

respondents belong to the upper castes, 20 percent belong to 

th*' middle caste and remaining 40 V> of the respondents 

belong to the Lower castes.

Thus, it js satisfactory thing that, there are not 

restrict sons of a particular cste for accepting the jobs 

outside the family. Economic compulsions push the upper 

caste, women as well to fate up this business.

C. RESIDENCE

Housing is closely related with the health of the 

sellers. It creates health, efficiency and welfare of the 

nailers. The aspects touched are the ownership, number of 

rooms, facilities, etc.



• TABLES NO 4.1.3 69
TABLE SHOWING THE DISTRIBUTION OF HOUSES ACCORDING

% TO OWNERSHIP. TYPE NO. OF ROOMS

no or
ROOMS

NO OF 
HOUSEHOLD

KACHA
OWN ON

PAKKA TOTAL HACHA
RENT

PAK.UA TOTAL

Single 07 01 02 03 01 03 04
Daub 1e 13 05 05 10 00 03 03
Three o r 10 00 10 10 00 00 00
more
TOTAL 30 06 07 23 Ol 06 07
Percentage (lOO 1 (20 > (56.67) (76.67) (3.3 > (20 ) (23.33

The above table shows that the total househoids
76.67 Vi having thei r awn houses (23 respondents) 3nd on 1 y
'vr ~s~t 
tf. \.j i •j'.j Vi < respondent * ai household has rented houae,

For the survey the hausps were classified ,tn bo two 

types i.e. Pat1- a and Kacha, Table No, t .2 shows that of fche 

bat=il households 22. 33 Vi (7 numbers ) house hold hav/ng 

Kacha house and 76,67 having PaHa house,

the data regarding the room wjse analysis (lien- 

tioned in the table No. 1.3 shows that,

1. In single room category of the total 7 households 

28.57 Vi having kacha house while 71.43 Vi having pakka house.

2. In two room category 13 household, 38.46 Vi having 

kacha house while 61/54 Vi having pakka hau.se.

An d in the three room category of the total 10 house-



holds <100 V*> having pakV a houses.

From the above analysis xt xs seen that mast; af the 
vegetable sellers have their own houses and are living xn 
pakV a house. This js due to the fact that many of the vege­
table sellers originally hail from the city. Only few mem— 
toers/respondents are living in ranted houses because they 
have newly come from outside places.
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TABLE 4.1.4
TABLE SHOWING DISTRIBUTION OF HOUSE ACCORDING TO FACILITIES.
MCi ITEM

.... ~ » VLB ND
PERCENTAGE
YES NO

1 . E1 e c t r i c 1 i g h t O'*'*’
£ 07 76.67 /•ST

j£.wf » \jt w
a!- « Tap water 15 15 50.00 50,00
v..* n Latrine/Toilet 10 20 3^ . 66.67

1. The above table No. 4.1.4 shows that of the total 
households 76.67 percent have lighting as against 23,33 per 
cent of household who have no lights.

2. It 35 observed from the above table that in 50 % 
of the respondents house tap water facility is available and 
in 50 per cent of the rasponent's house it is not avail­
able, Public tap is the source of water for such respond­
ents ,

Thus, as regards the housing facilities, now
s i tu a 11 on is changed for the better. Host of the respond-
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ents are having electric light, tap water and latr me/toi let 
iac j 1 i tees. Only tew responded ts are not having sufficient 
housing facilities, So it should be improved*

D. EDUCATION

Education 3S one of the moot important indicator of 
•social development* it Is one of the factor which affects 
demographic behaviour tay deciding on marraige, fertility, 
mo r tality ate*

Education received determines the aver all well being 
and contributions to the family and to the society*

TABLE NO. 4.1.5.
EDUCATIONAL LEVEL OF SELLERS.LSI

L EVE L OF EDUCA VI ON NO* OF
RESPONDENTS

PERCENTAGE

J]literate 15 50
Pr unary 11 34.67
Secondary 04 4 *1 •*•*-*■J 9 +J

Hire-secondary '0 above 00 OO. 00
TOTAL 30 100

A close loot at table No* 4*1*5 reveals the following*

i. Out of a total number of 50 respondents 15 (50 7«) 
are illiterate.

11 respondents (36 * 67 > have1 completed primary



©ducat ion ,

*vo
i *>#

3. And an j y 4 (13.33) respondents have completed 

secondsry education »

4« There are no respondents who have completed Higher 

second ary ©due at i on ,

Thus the literacy percentage of 50 V. these liberates 

could not continue their education for economic and inade­

quacy of educational facilities.

It is not surprising that many of them are illit­

erate moreover, the traditional, value system -in our society 

doss not allow for any encouragement for improving female 

1iberacy.

E. ADULT EDUCAT1ON
Adult education has an important role to play in 

the development of individual. The people have to provided 

si ills, so that they could heap their jobs and improve their 

quality of life.

TABLE NO. 4,1.6
TABLE 5HOHINS THE DISTBIBUTIOH OF RESPONDENTS

ACCORDIMS TO AWARNESS OF ADULT EDUCATION
Sr RESPONSE TOTAL MO. OF RESPONDENTS PERCENTAGEMO

l Yes 19 63.33

3. Mo 11 36.67

TOTAL 30 lOO
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Table No.4,1,6 shows that 19 out of .30 respondents 
constituting 63.63 per cent of the total are aware of the 
Adu It educate* m p rog r asms .

As against only 11 with 36.67 per cent who are not 
aware of the programme.

From this analysis it can be generalised that the Audit 
education department has entered the life of majority uf 
sellers and has mada significant contribution.

But in survey it is observed that total of the 30 
respondents, none has participated in adult education. They 
have no time to learn new still. But they should partici­
pate jn this schema.

F. MARITAL STATUS

ft is well 1 noun the marital status relates large­
ly with the population growth. It is quite natural that 
the education and employment e»t women which gives some 
economic independence to them and affect their overall life 
situation. The education especially the higher education 
helps in increasing the age of marriage. Similarly at least 
some educated women seel employment before getting married. 
This also indirectly helps in a further advance in the age
at marriage.



TABLE ND. 4.1.7 
MARITAL STATUS

STATUS WO. OF RESPONDENTS PERCENTAGE

Unmarried 01 3.33
Ma r ried 20 Lb. 67
Ui mdow 0b 20.00
Divorcee 03 10.00
Total 30 100.00

Vabl? Wo. 4.1.7 demonstrates that of- the total re- 
spondsnta 30 ona (1) female seller with 3.33 *A is unmarried 
?0 sellers with hb.tr? % are married and percentage of window 
ha is at 20 % their number are 6. while only 3 members with 
10 % are divorcee.

Observations show that marrages take place early in 
such families.

Tn the sample b were found widows, who have to earn 
their own bread not only for themselves but also far their 
children. These female sellers generally are found to be 
hard working.

Divorcee women, who have to earn their own bread by 
thib businssa.
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FAMILY

Family is the basic unit of society. Generally the 

family is identified woe re at least 2 persons are living 

together and have same -ind of band or biood relation. The 

family extends the widenst and comprshensive protection and 

assistance to i. is members far their mental, physical and 

psycholog ical growth. A child from a stable and supportive 

family background has better chance to develop mto a 

healthy and happy human being.

S. MEMBERS IN THE FAMILY

The number of members in the fami J.y has an important 

hearing on the social awareness of the respondents.

TABLE NO 4.1.8

FAMILY MEMBERS OF SELLERS

MEMBERS m FAMILY WO. OF FAMILY PERCENTAGE
(HOUSEHOLD)

ro 01
to h 38
TO 12 09

jj. above 02

■<x.u.
60.00
30.00

Oh. 67

TOTAL /* 30 IDO
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is classified under four class vixe below 1 to 2 

members, 3 to 6 members, 7 bo 12 members and 17. members and 
above. Table reveals the following,

1. Out at a total households 7.0 only 1 (03,33 V, >

households belong to class of 2,

2» Details show that 60 % of households have 3 to 6 
memb e rs,

7.. There are 09 households belong bo ? bo 12 class,
4, Only 2 household belong bo the household size of

above 13.

It is generally assumed bhat poor fami.l3.es with 
ignorance and lack of planning tend to be larger m size. 
However, the present study shows bhat though from the lower 
range of society, many sellers have small families. It may 
be because of the exposure to the urban life.

H. PATTERN OF FAMILY

With the gradual social change xrt the family .1 i v 3 ng 
system from joint to nisei ear Sellers households, also split 
from joint in favour of nuclear system.

v
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TABLE NO. 4.1.9

TABLE SHOW INS DISTRIBUTION OF FAMILY ACCORDING TO
PATTERN

WO. PATTERN WO.OF FAMILY PERCENTABE

1. Joint Fatuity 3 6 'o Z „ 33

2, NucUar Family 14 46.67

TOTAL 30 100,00

Table 4.1.9 demonstrates that out of 30 households, 16 

families (S3.33 percent) are joint families

And remained 14 about 46.67 per cent are nulear family.

From the table, it ja clear that more families are 

joint families, there is co-operation and understanding 

b c-! t we e n i am i J y me mb era.

This indicates that the vegetable sellers come from 

both types of families. But the dominant number of sellers 

is from joint family background.

It is also note worthy that many of the sellers also 

live in nuclear families reveal intj the change that is taking 

place.
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I. ATTITUDES QF FAMILY MEMBERS

The sel 3 srs are in the roles damanding their absence 
from horns for -a considerable period of time per day, Since 
they ire earning for the family, it was necessary to know 
the attitudes of their family members about their jobs.

Tb is seen that, sail the respondents getting fevour— 
able support from their family members and are also co­
operative and have racongmsed their contribution bo family 
income,

3. OPINION ABOUT THEIR CHILDREN'S OCCUPATION

The position of women was seen as being crucial to the 
position of young children. Because they are the ones who 
wort more closely with children. So it was necessary to 
1 now the opinion oi female sellers about their children 
oncup at ion.

TABLE NO, 4.1.10
DISTRIBUTION ACCORD!NB TO OPINION ABOUT ACCEPTANCE OF 

SANE OCCUPATION BY CHILDREN a

NO. RESPONSE NO.DF RESPONDENTS PERCENTARE

1 Yes 07 :,o
a£> * No ia 60
*Ts-f • No Response 03 10

TOTAL 30 1OO
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1. 0+ the-1 toe a J 30 respondents 9 (30 %) are sat is- 

f Led w i t h this business and agree to accept same occupation 

by their children 18 respondents (&014) do not agree in this 

respect,

2. Only 3 respondents have not responded as they are 

unmarried.

General observation reveals that majority of sellers 

want their children to study and tale up jobs other than 

this business, such as Government service, which gives both 

an assured income and a better status in the society.

While other sellers want that their children do not 

accept job and continue their traditional business.

4.2 SOCIAL COM&ITIQMs

A. TRADITIONS AMD SUPERSTET1 DM

We began with a simple direct question about 

belief m Bod. it is a significant fact that aJt respond­

ents gave positive reply.

Illiteracny and ignorance mate individuals bo follow 

the traditional way of life in a blind manner. The inference 

is that because of the lack of literacy, they have virtually 

no choice other than to accept the life as it is made up of 

combination of household and vegetable marketing activities.
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FESTIVALS

Festivals are social 'reranton^es, Every one celebrate 

it according to has religion and sconoiiuc condition.

Every religion and every region seems to have same 

thing to celebrate at some time or the other during the 

year. The real maniiestatjana of religion however are to be 

seen outside the home in the form of festival celebration's. 

There are many variations on the festival theme.

TABLE MD. 4.2.1
TABLE SHOWING DISTRIBUTION ON THE BASIS OF YEARLY 

EXPENDITURE ON FESTIVALS

NQ. EXPENDITURE (IN RaJ NO.OF RESFONDENTS PERCENTAGE

1, 100-1000 03 10.00

2. 1000-2000 JO +J d W-wJ
ft 2000-3000 05 t£>« 6)7

4. 3000-4000 03 10.00

5. above 5000 09 30. OO

TOTAL 30 100

Table Wo.4.2,1 shows the expenditurrs on festivals 

1. The sellers 10 per cent (3) have spent between

R.a 100 — 1000 on ? e s t i v a 1 s.
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2. About sellers 33,33 per cent of the sellers have 

spent between 1000 ~ 2i'«o0 Rs, for festivals,

3. Out of the total 30 respondents 5 <.!■£>«/>7 > have
spent 2000 -3000 R&. cn festivals.

4. 3 respondents (l0 percent) have spent 3000 ~ 4000
Rs. on fast i v al s «

5. There are V respondents the have spent more than 
5000 Rs a3 festivals.

From the above table we can interprate that, of the 
sellers f x . e. 33,33 par cent ) have spent their money for 
festivals, Jile Biwa'li, Moharum etc. Hence the sellers 
could not develop to the expected level of habit of sav- 
j ngs.

TABLE 4.2.2.
TABLE SHOWINS DISTRIBUTION OF SELLERS ACCORDING TO 

SALE ON FESTIVAL DAY

NO. RESPONSE NO.Of BELLERS PEP CENTABE

16 v~-y -«•-«- * J ^ i « *, t

M>- 14 46.67

TOTAL 30 100.00

Table No. 2.2 shows that,

Out of the total 30 respondents 16 (33.33) have to1
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sell vegetables on festival days.

!,?. 14 rospondenfes (46.67) have not sold vegetable on

•festival days.

Equity reveals that those who have given favourable 

reply are of the opinion that the economic: need male them 

to sell vegetables requiring physical strains 3nd continuous 

attention to the vegetable market. There is rush of consum­

ers for vegetables on iestiva) day 46.67 per cent respond­

ents are not selling on feetivai day, because of they are 

en joy j ng an such test svals.

B. HARR. IA8E AMD DOMRY

Marriage is such a relationship, which brings together 

and relates not only tom individuals but also their fami­

lies. Maraige is related broadly with the overall cultural 

aspects of a society.

By and large, there is no scape far choice or the 

selection. The bride was more or less forced to accept the 

bridgeroom selected by the elders in the family.

Mow a days, the marraige is arranged by the parents, 

but it lii generally not forced upon the unwilling young men

and women.
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TABLES 4.2.3

D'iSTP.I BUriON D F BEL LERS ACCORD INS TO OF) MI ON ON MAPR £ AGE

NO. RESPONSE NO.UF RESPONDENTS PERCENTAGE

1 . Yes 11 36.67

2. No IS 60,00

\m( «V Other
(Unmarried)

01 03.33

TOTAL 30 100.00

Table No. 4.2.3 shows that >

1- Ob lbs total 30 respondents 1.1 (36.67 per cent) 

are those whosop ini on was taken at the t i m e of carriage.

2. 18 respondents (60 per cent ) opinion was not 

taken at the time of marraige.

3. 1 respondent with 3.33 per cent have nob responded 

as she is unmarried.

Beneal observation reveal that many of sellers have not 

been given scope for choice and the selection because the 

raarraiges are arranged at the very young age at women by 

their parents.

DOWRY

The dowry, as it involve large amount of money, j nc ash
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or any form , to be parsed on to the bridegroom as a pre­

condition of isarriagt* has assumed its worst and evil form.

In the field survey, the majority of sellers 

respondents expressed that the custom of dowry should be 

stopped and unmarried respondents are not wilting to give 

any dowry tor their awn marratges, of course these are the 

present opinions. £n actual situation women have to change 

or mould their attitudes arid adjust with the prevailing 

cus tom.

MARRAISE OF CHILB-REM

They are apeahng about the marriage of their children 

although some of them are prepared to give complete freedom, 

to their children in the matter of choosing partner. ft 

me jolty of them desire that their own involvement is neces­

sary at least to some extant.

This indirectly shows that family' bonds are still very 

strong. These married women are also not tata'l iy prepared 

for not accepting dowry in the marriage of their sons. These 

women feels that, the dowry system is developing in the 

society day by day' due to rich people.

0. FAMILY FLAMMIMB

The awarencesa of family planning is a significant 

indicator of the level of modernisation. Awarness of family

planning has been examined as shown in table 2.4.1.
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TABLE NO. 4.2.4
DISTRIBUTION OF SELEERS ON THE BASIS OF FAMILY PLANNING

NO. RESPONSE NO.OF RESPONDENTS PERCENTAGE

1 Yea 1 7 56.67
No 1 40.00
1lo R e s p on se 01 03. 33
(Unmarried)

TOTAL 30 100.00

f ab 1 e No. v*»4.1 shows

1. 17 respondents have given favourable replies.

2. 12 respondents (40 per cent ) have given unfavour 
able r ep 11es and

y

3. One respondent have not given response as she is 
not married.

The percentage of favourable replies mas more 
compared to the unfavourable replies.

Enquiry reveals that those mho have given unfa­
vorable replies are of the opinion that more the children 
better are the prospects for improving their income. Some 
respondents expressed that they are not free to tats any 
decision about family planning operation.
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We had put dir ee.t questions to our respondents about 

the relations with men at working place* at the time of 

bransport and social relations at work* A majority of* the 

respondents maintain that the relationship is normal.

There js no employer or boss of sellers. They are 

coming in contact with commission agents and other middlemen 

m the market. The sellers say that these middlemen are 

mostly from the muslim community most of them are having 

fair dealing with sellers. The respondents say that they 

have good and co-operative experience to the middlemen. But 

they (Sellers) sometimes try to face disadvantage of their 

womenness. They feel that if the middlemen are pleasant 

they get more benefits from them, m the form of good stock 

at a r e a son ah 1e price.

E. OPINICM TOWARDS BUSINESS

The personal opinions of the sellers about the business 

( Vegetable marketing) satisfaction are the most important. 

In the field survey, it was found that most of the sample 

sellers were having positive opinion 'cowards this business 

.as there is no employer or boss, they are free to take any

decisions about their business.
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4.3 ECONOMIC CONDITION

The term conditions js synonymous un bh ststua. Status 
stands for the social and economic position* Economic struc­
ture is closely related to the economic status of people, 
»fhich affects their behaviour and personality,

A. ECONOMIC AFFAIRS OF FAMILY

TABLE MQ« 4.3.1
TABLE SONINS THE MEMBER OF FAMILY WHO IS 

RESPONSIBLE FOR FAMILY TRANSACTIONS

NO. RESPONSE NO.OF RESPONDENTS PERCENTAGE

1. Be l f 1 t 3o v & 7

*•> j-‘- * Father 01 a"?V *.J M W J

3, Husband 16 53.33
4. Other 02 06.67

TOTAL 30 100.00

7 ab l e No, 4,3.1 sho'»i s

1. 36.67 per cent (It) of the respondents fjere looted 
after economic affairs of their family.

2. Only ‘3.33 % (1> respondent's father look after
economic affairs of family.



3. Majority (53.33 per cent) families economic: af­

fairs were loots after by respondent is husband.

4. Only 2 families economic affairs by' other members 

mo ther, brathe r e fee.

From the above table we can interprets that most of 

respondents family economic affairs were looted after by' 

their husbands. Because at mast of the respondents are 

married and they' are depending upon their husbands and only 

36.67 per cent are looting after self economic affairs as 

they are widows and divorcee,

B. EARNING MEMBERS

Number nt earners and dependents in the household is an 

important factor which influences per capital income and the 

standard of living. A household may have mure earners it; 

would have large income.

TABLE HO. 4.3.2
TABLE SHOWING DISTRIBUTION ACCORDING TO 

EARNING MEMBERS IN HOUSEHOLD

NO. MEMBERS NO

1 , 01

2. 02
3. 03

TOTAL

HOUSEHOLD PERCENTASE

13.33

0 7 56.6/

06 20.00

03 10 . OO

30 100.00

4 04
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T c.b I a No. 4,3.2 show ~ that the earning member of house

hold.

1» Out of a total households. 30 only 4 (33.33 % >
house have one earning member.

2. Details show that 36.37 percent of household have 
2 earning members,

3. Only 6 households with the 4 earning members.

4. And there are 3 households have 4 earning members.

fienerally there is one member earning for family 
income. But from the above table 06.67 percent households 
have mors than to 4 earning members. This situation is 
different than that of white co'l Isr families. One member 
can not earn sufficient income for family so other member 
aJso contributes in earning activities.

C. RECORD OF BUS!MESS/ACCOUNTINS

TABLE MO. s. 4.3.3

DISTRIBUTION OF SELLERS ACFCORDINS TO KEEPIMS OF RECORD

MO. RESPONSE. MO.OF RESPONDENTS PERCENT'ABE

*i «» Yes 06 20.00
otM 1* Mo 24 80,00

TOTAL 30 100.00TOTAL



T ab I e No, 4,3,3 shows tba 1, 30
Dot of 30 respondents ranatiluting 20 par cent of the 

total are keeping record of their business.

As against majority 24 with BO per cent who are not 

Keeping any record of their business as they are li11 iter­

ate or have no habit.

D. ECONOMIC INDEPENDENCE

Education of women as weJI as their economic independ­

ence thorugh bus Loess/employment show the following facts,

TABLES NO. 4.3.4

DISTRIBUTION OF SELLERS ACCORDINS TO ECONOMIC INDEPENDENCE

NO, RESPONSE NO.OF RESFUNDENTS PERCENTAGE

i. Comp let!y 10 "W «yy
J‘~J * *.J

'"t P artially 2^ M-,«h7

TOTAL 30 100.00

Table No. 4,3,4 demonstrates that,

1. JO respondents constituting 33,33 per cant are 
free to spend the money earned by them at their own free 
will for family needs,

2. In case cot a A&.&7 percent respondents are not 

free husbands or parent's cosent is a must for spending
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money even for husbands requirement.

Thu-s the female sellers contribute bo the family 
income. But they are deprsived of the right to use that 
money according to their desire. They may be getting some 
psychological satisfaction that they are economically self 
right. It is also true that 7 their business is a security 
■for them m case of any svetualifcy, But more permission or 
opportomties to worl and earn money do not make womern free 
from the traditional asa'k dominance.

E. SUBSIDARY SOURCE OF INCOME

TABLE NO. 4.5.5

DISTRIBUTION OF SELLERS ACC0REIN5 TO SUBSIDARY INCOME

NO. RESPONSE NO.OF RESPONDENTS PERCENTASE

i. Yes 03 10.00
rtf* » No 27 90.00

TOTAL 30 100.00

Table No. 4.3,5 shows that,

1. Out of 30 respondents only 3 ( 10 V. > have sub-si — 
dary income.

2. 27 respondents with 9o % expressed that they do 
not have any subsidiary income.



92

Subsidiary business is oth^r source of income for fami­

ly. In the field survey it observed that majority of sell­

ers have no any suhaidary income. They depends only on this 

business. Those resfianenhs who have given favourable re­

plies, have subsidary income. From the above table it is 

clear that these respondents are earning income tram only 

one source (vegetable selling > only 10 per cent respondent-3 

have other source of income.
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INFORMATION ANOUT BUSINESS 
REASON OF ACCEPTANCE OF -JOB

The important reioona which mot i v a t in>3 the woman to 
wort outside family are economic: necessity, traditional 
business, economic independence, creative work, satisfying 
needs, etc.

TABLES NO 4.3.6

DISTRIBUTION OF SELLERS ACCORDINS TO 
REASON OF ACCEPTANCE OF BUSINESS

NO, RE: ASTON MO ,OF RESPONDENTS PERCENTABE

1 . fr ad 11 1 on a 1 08 26.67
2. Econom ic nece 1 by 18 60,00
, 1 « Other 04 1 -r -» rJ w « w w

TOTAL
---- --- ---«... — 30 — ~ --- 100.00

A c lose 3 001 at t ata 3 e No. 4,3.6 reveals th e following

1. Out a 'r th e total 30 responden 8 t*2h .67 per cent
a c cepted tins bu s1n e 3^5 ^ •3>cd thi s their t radition ai business-

2. 18 respond ents (60 psr cent ) accep t this business'
bee auss 0 f th e economic ne<Z © H5 v35 1 ty.

3. On 1 y 4 respun det ii;s (3 3.33 p e r cent ) accept fhn



business, there are other reason such as economic independ­

ence and as they are divorced women.

Our survey has pointed out that seller women used to 

accept this business mainly because af the economic necessi­

ty .

These women are mostly the windows the women who were 

in economically difficult position. Their husbands income 

is not sufficient to meet the basic requirements of their 

families.
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THE PERIDI> ®F_ BUSINESS

The period of business of the sellers has an important 

bearing on the efficiency of sellers. Long period give them 

much ev>perxence which beneficial to them. It however causes 

sir3in to their health..LSI

TABLE HO 4.3.7

DISTRIBUTION OF SELLERS ACCORDlNO TO 

THEIR PERIOD OF BUS/MESS

MO. RESPONSE MO.OF RESPONDENTS PERCENTABE

5 . Below 5 06 20„0i>
n
Am. * 5 to 10 09 30,00
ul » JO to 15 04 4 T»* T--fl -/ « N./Nm/
4. 15 to 70 06 20.00
5 . Above 20 03 16.67

TOTAL 30 100.00
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The information regard j ng now many years these women 
have been in the present job or trading occupation is col— 
1 pcied«

1. 20 per cent- of the respondent have been doing 
business for less than 5 year i.e. they are now entrants 
havingm ’eaten up this job only recently.

2. I4hen 30 percent (9) of- them have been doing busi­
ness 5 to 10 years.

3. Out of the total 30 respondents only 4 (13.331
percent have been doing business for 10 to 15 years.

4. 20 per cent have been doing the job for 15 to 20 
years.

5. Those who have been doing this job tor more man 20 
years amount to 16.47 per cent.

'Jt is very clear from the above table total experience 
of the sellers in this business for more than ten years. 
This is important because these sellers are experienced aind 
it is beneficial to them. This reveals the stability of 
business of the sellers.

MDRKINB HOURS

All sellers, irrespective of the nature of their job,
are not governed by any statutory regulations regarding the
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bourse of working or holidays.

Working hours for sellers are not; fished. As such, they 
have no definite worl schedule. They have to he in the 
market early in the morning for the wholesale purchases at 

vegetables. The principal market (Shr'i Chhartrapti Shahy 
Market Yard! in Kolhapur is the place where the vegetables 
from different placers come for sale. There are commission 
agents who are the middlemen for such purchases.

The vegetables sellers go in the morning at six and 
purchases the vegetable for retail sale and start their 
business at eight in the morning. In the morning till 9.30 
to 10.00 a.m. ere the peak hours for vegetable business. 
Then till in the noon there are petty sales. The evening 
hours for marketing are from 3 to 7. The saJles get often 
for their lunch and rest. However the sellers woman are 
engaged fully throughout the day in marketing activities.

4.4 FINANCE

Finance is the life blood of business. It is required 
for production as well as for marketing. The financing 
function in marketing involves the use of capital bo finance 
the marketing agencies (wholesalers and retailers) in their 
various activities plus the financing of goods moving into 
and through the channels of distribution, Wholesales as 
well as retailers demand credit tor financing their market­
ing operations. Credit is used at all levels of marketing.
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Some regular customers are given credit liberally to retain 
th e bus i n eaa re 1 a t .* one»

In the field survey, it mas observed that the sellers 
depend not on nationalised an other banks. They depend on 
money lenders for raising finance. Barter-ally they do not 
raise finance ’for this business because agent give them 
credit facility.

They replied that this is an unstable business of 
perishable commodities. There is no guarrent -about profit, 
so it is not feasible to take loan for such a business. On 
the other hand, lact of working capital, does not permit the 
expansion of the business.

4.5 PURCHASING AND STORAGE OF VEGETABLES

A. PURCHASE OF VEGETABLES

Purchasing or assembJ mg is an important marketing 
activity. The commodities required come from scattered rare 
of production. To mate them available for use they must be 
brought together in convenient lots. In the principal 
market all the commodities are sold in open auction. Here 
producers bring their produce, which is auctioned by brokers 
or dalas (commission agents) in lots. Retailers purchase 
these lots for reselling them in different madies of the 
city. In this marlet, vegetables are collected in heaps and
then sold by auction lot or heap separtely. The highest



bidder gets the lot or heap.
B. WEISHHEWT OF VEGETABLES

All uieighment is dune in the market yard and at Commis­
sion Agent shops.

The committee has adopted a wei gh merit scheme since 1967 
m the market, under toe scheme all the licenced weighman 
worh under the direct control and supervision of the commi b— 
tee. Previously they were wanting independently m a par­
ticular shop. There is a special weighment sub committee 
which executes the scheme of weighment, The wsighmen are 
given equal work and sent in rotation to each commission 
Agents shop. The inspector of market committee occassional'/ 
and periodically checks and inspects the weighment made by 
th e weighmen.

C. STORAGE OF VEGETABLES

The need of storage arises after selling of vegetables, 
if vegatahJ.es remain stock. Storage helps in the creation 
of both time and place utilities. Storage is necessary 
throughout the make ting process. It should be also regarded 
as an important aid to the equalisaiton of prices in
marl eting
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TABLE WO 4.5.1

TABLE 8HOWIWS DISTRIBUTION OF SELLERS ACCORDIMS
TO STQRASS PLACE

NQ. NAME OF PLACE NQ.OF RESPONDENTS PERCENTAGE

1. Own Godown 02 16.67
2. Bodown of market 10 T3* -7-?w •></ n

3, Pan tad Godown 12 40,00
4. On market place 06 20. DO

TOTAL 30 100.00

The above table 4.5.1 demonstrates that,

1. Club of 30 respondents, 2 respondents use their own 
houses for staring the vegetables.

2. 10 respondenbe (33.33) store vegetables in godowns 
of market (provided by Kolhapur Huncxpal Corporation)

3. 40 per cent respondents store vegetables in rented 
godowns,

4. 6 respondents (20 % ) are facing storage problems, 
they store their vegetables as the market place, but the 
method of storage is crude* and unscient i i ic„

It is clear from the above table that there is no 
storage facility available in the market. Bo sellers have
made their own arrangements fa? storage of vegetables
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D, STORAGE PROBLEMS

Storage facility js not provided in all the Sevan 

markets by Kolhapur Muncipal Corporation. Wow only Z 
(«arPets name 1 y Kap i i t i rth, Rh j vaji and Bhahu market are 
having storage facilities. Every day four rupees as .a 
storage charges is collected by corporation.

TABLE WO. 4.5.2.
BISTRXBUTIOM QF SELLERS m THE BASIS STORAGE PROBLEMS

M0. PROBLEM WO.OF RESPONDENTS PERCENTAGE

1 . Lack of specs 12 40.00
***k
4.U * High charges 12 40.00
rr•—f * Other

(Mo Problem)
06 20.00

TOTAL 30 100.00

The above table shows -
1. 40 percent sailers have the problem of lack of

sp ace.
2* Out of the total 30 nearly 40 percent (12) sellers 

have the problem of high charges.

3. 6 sellers (20) responded that they do not have any
starag s p roblem »»

From the above table it is clear that there is no 
adequate facility of storage in the market. Due to inade­
quate storage facility, respondents have to pay high charges



for storeing vegetable in rented gadowns and there are also 
a possibility of ‘loss,

4.6 TRANSPORT OF VEGETABLES

Tansport means physical movement of persons and commod­

ities from one place to another. The problem of distance is 

overcame by means of lrsnaprot. Development of transport 

directly affects ei^pansion of trade and widening of the 

market. At every stage m the activity of production and 

marketing of goods transport plays a very important part. 

Tt is the element of cost in the production and marketing 

of good, tt enters in the sale price and affects both pro­

ducers as well as consumers.

A. DISTANCE FROM HOUSES TO WORKPLACE

TABLE NO 4.6.1

DISTRIBUTION ACCORDING TO DISTANCE FROM HOUSE TO WORKPLACE

NO. DISTANCE IN K.M. NO.OF RESPONDENTS PERCENTAGE

101

t. Within 1 K.m.
2. 2 to 3

3. 4 to 5

4. 6 to 7

5. More than 8

TOTAL

10

8
4*

26.67 

13.33 

20.00 
6.67

30 100.00
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The above l-3bie shows the distance the respondents have 

to cover m order bo reach etheir workplace iraa their awn 
house.

1. 33.33 (1.0 respondents) percent respondents have to 
cover a distance only one kilometre.

2. More than one fourth (26.67 per cent) have to 
cover 2-3 kilometres.

3. Whereas 13.33 per cent have bo cover 4-5 kilome­
tres ,

4„ 20 per cent have to cover 6 to 7 Kilometres and 
6.67 percent (2) have to cover more than 7 kilometres.

Though many of the respondents try to have their work 
place (market) as near as possible, so that commuting regu­
larly would he easy ane it could be done by walk:. Cut still 
some of them have to cover as many as 7 or more kilometres 
of distance

B. DISTANCE FROM PRINCIPAL MARKET T£ MQRK PLACE

Every seller has to reach on wholesale market m time 
for getting -fresh vegetables at reasonable rate. For this 
transport plays a very important role, However muncipal 
corporation has not provided any transport facility to the 
sellers, so sellers have made their own arrangements for the
transport.



i>. MEANS OF TRANSPORT

Every seller has to reach market as earl y as possible 
in the morning, Because there is higher demand to vegetable 
in between 8 a.m. to 11 a.m. So means of transport are very 
essential. Vegetables are transported by different means 
J j e tempo, bus , Auto, bu 11 ock-carts etc.

Tempo end Auto are the common means of transport used 
toy sellers in Voihapur city.

TABLE NO. 4»&,2
C. MEANS OF TRANSPORT USF.D BY 80.LERG

• 103

NO. MEANS OF TRANSPORT NO„0F SELLERS PERCENTAGE

1. Head-Laad 03 10.00
Auto 12 40.00

■V*
•mJ ft Tempo 15 50.00

TOTAL 30
***’’“ “

100.00

Table No. 4.8.2 shows

1* 10 'A (03 Sellers! out of 30 sellers transported
their vegetables their vegetables toy head load.

2. 12 sellers (40 *A ) out the total number of 30
respondents transported their vegetables by Auto
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3» Majori by of the respondents (50 V> ) have trans­

ported their vegetables by Tempo,

Host of the respondents are transporting their vegeta­

bles by Auto and tempo as their market place are very only 

10 per cent are transported by head load, as they are near 

principle market.

Means of transport plays an important role jn vegetable 

marketing, Generally sellers are transporting their vegeta­

bles by Tempo because il is much better than other means. 

It's charges are less than Auto and have sufficient space

D. PROBLEMS IN TRANSPORTION
The problem in transport at ion of agriculture commodi­

ties are very serious because of the special factors associ­

ated with it for e-.'pmple the perishability of the produce, 

its' bulk-mess and a large number of suppl i.ers 3nd purchas­

ers. . Isl

TABLE NO. 4.6.5
DISTRIBUTION OF SELLERS ON THE BASIS OF TRANSPORT PROBLEMS

NO.PROBLEM NO.OF RESPONDENTS PERCENTAGE

i. Lack of transport means 0 0

Lack, of means m proper 09 30,00

t ime

3 n H i gh charges IB 60.00

4. Other (No Problem,' -7
vJ 10.00

TOTAL 30 100.00
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Table Ho 4.6.2 shows the problems, the respondents have 

to face while transporting their vegetables to workplace 
(market)

1. Hone of the respondents face problem total lack of 
transport

2. 9 respondents (20 per cent) out of the total of 30 
respondents face the problem of tack of means in proper 
11 me.

3. 18 respondents (60 per cant ) face the problem of 
high charges.

4. Out of 30 respondents 3 (10 % ) have not responded 
as they arer selling their vegetable near to the pincxple 
market. (Bhabu Market )

Municipal corporation of Kolhapur has not provided any 
transport facility. So sellers have made their own arrange­
ments for the transport. Respondents have ho face problem 
like of means in proper time and high charges transportaion. 
]' t af f ec ts bh& i. r bus inass and bhe i r i ncome«

E« EXPENDITURE ON TRANSPORT
The transportation 

product is high. This is 
tar and the prevailing p 
basis of weight or volume

cast per 1.00 rupees worth of the
zero because of its bulky Chirac-
ractice of fj s;ing changes on the
rather than on the basis of x ts

value
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TABLE NO 4.6.4
DISTRIBUTION ACCORDINB JO EXPENDITURE ON TRANSPROT PER DAY 

NO. EXTENDmiRE NO.OF RESPONDENTS PERCENTAGE

1 . 10 TO 20
2. 20 ro TO
3. 30 TO 40
4. 40 TO 50
5. 50 TO 60
6. 60 TO 70 h above
7. Na Expenditure

TOTAL 30 100.00

Table 4.6.4 shows the expenditure on transport per day

t. The sellers 3.33 per cent (1) have feu pay between 
Rs. 10-20 on transport par day,

2„ Many' sellers 146.67 per cent ) have to p3y Rs. 20 
to 30 pa day for transport At ion.

3. Out of the total 30 respondents, 5 (16.67% > are
paying Ra. 30 to 40 on transport per day',

4. 5 respondents (16.67 per cent > have to pay be­
tween Rs. 40 to 50

©

5. The respondents 3.33 percent (11 have to pay

1

14
5

vJ n

46.67
16.67 
16.67

6.67 
6.67

between Rs. 50 to 60
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6. 2 repandents (6.67 per cent ) have bo pay more 

that Rs, 60 on transportation.

7. There are only 2 respondents (6„67> have not paid 

on transport, because they sell thelrr vegetable m Shahu 
mart eb near to principal. market.

From the table No. 4.6.4 interprets that most of the 

sellers are having high cast at transport because of inade­

quate facilities of transport and only 10 par cant are 

having no transport problems due to their market is near by 

the principle market.

4.7 SELLINS OF VEGETABLES

Selling snd buying must complement each other. All 

marketing efforts revolve around the selling and buying 

functions. Selling j.s the most important function marketing 

and its object is to dispose of goods at satisfactory price. 

Bales provide income be cover costs and yield a profit.

a. Mode of Sale

The success or failure of a retailer stores largely 

depends upon the skill with which purchases of goads are 

made. Retailer should not only be able to finance his own 

operations, but also should be in a position to give credit 

to his customers in the purchse of his commodities. It he 

does not e-ocercise proper care in the selection of his 

clients and extent cedit to them it is certain that he must



108have to face losses.

TABLE MO 4.7.1
DISTRIBUTION ACCORDIMS TO THE MODE OF SALE

MO,

l.

MODE OF SALE

0 .ash 
Credib
Cash & Credit 
Total

MO. OF RESPONDENTS

18
0
12
30

RECENTA&E

60.00 
0.00 

40,00 
100.00

Table 4,7.1 shows the distribution of sellers on the 
basis of mode uf sale

1. Most of the sellers j.e, 60 per cent are (18th
sellers) seem to sell the vegetables on cash basis.

2.
sell the

Out of the total sample of '30,
it' produce on credit.

none of the selJ er

3. Out of the total sample of 30 ,1.2 (40 per cent)
are selling their produce on cash and credit basis.

From the above table it is clear that, mast of the 
sellers are selling their vegetables m cash basis i,e, 
per cent and no body are selling on credit basis

60
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4.7.2

From the above table we inform that the Fehu-greaV saJ.e 
fectnbea the higest gross profit i.e. 37.14 per cent sum- 
Jary, we find that the items like spinach, corn-year, radish 
and luff a fetching good amount of gross profit. The sale of 
Breenchi 1 J.i as also quite satisfactory. The other items 
like cucumber, green - piper carrot potato, brinjal are 
hvamg «i reasonable good amount of sates per day ranging 
between 11 to 18 V* gross profit ratio.

On the other hand the item like beans is incurmg the 
losses. Where the gross profit ratio turns out to be nega­
tive i.e. 18.46 % similarly three other items like setter- 
gourd, cluster bean and gourd items are also not profitable. 
Hence we conclude that out of the total 19 items 4 items are 
sold at a Loss, While the rest are having satisfactory
a ales situation.



PER CAPITA INCOME
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Per capita income* is a better and more reliable indica­
tor of economic development. Per capita income is accepted
l.a be a measure, however rough it may be of standard of 
living and thus rise in per capita income indicates rise in 
lvhe standard at living of people

TABLE NO. 4.7.3
TABLE SHOWINS DISTRIBUTION OF SELLERS 
ACCORDINS TO PER CAPITA INCOME PER DAY

Per capita income <Rs> No.of Per centage
rsapondensts

Lass than 9 30.00
6 to 10 *i> 10.00
11 to 15 a 26.67
16 to 20 i t'\ rr -/-/

V«*( % Ww

21 to 25 i 0 vJ g w/*_t
26 to 30 9 06.67
31 2* above 6 20.00
Total 30 100.00

The
depicted

per day, per capita income of the 
m the above table

respondents is

1. 3d per cent earn paticular less than 5 Per day
2. To per cent get Rs. 6 to 10 as per capital income 

per day
3. 8 sellers (26.67H > get Rs. 11 to 13
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4. 3.33 per cent get Rs. 16 bo 70 and 31 bo 73

5. Only 2 16.67 per cent) get 26 to 30 Rs, per day.

6. And 20 per cent get Rs. 31 and more than '31 

income pe capita income per day.

Though many of these respondents are wonting tor long 

hours, they ire getting little income from their business. 

At the most ut they get only up to Rs. '31 concerned. 1t

also shows the state of poor economic position of the sell­

ers.

GROSS PROFIT RATIO

Ratio is a numerical relationship between two figures

Gross profit Ratio show the Average margin in sales.

Gross Profit ration ~ Gross profit
-................................... ................... •' 100
Ns c Gal es

TABLE IMP 4.7.4

TABLE SHOWING DISTRIBUTION OF SELLE5 ACCORDING 

TO GROSS PROFIT RATIO

Gross Profit Ratio No of Percentage
r r espenden ts

Less than 10 

10 lo 70 

20 to 30 

30 bo 40 

40 b above

16 

1 1 

1 

1

36,67

Total 30 100.00



4.B TRADE IIMIDM

lb is «sssntjdl factor not>» a day-5. Trade uruons have 
•given security to the sellers. Out of ten markets of 
Kolhapur u ’ey, only one market 'Ka.pi.1 t'nirtha market > has 
sell er ' 4 t r ade imion .

Highlights of Kapi ilh i rtha. market's seller's Assor.ia-
11 on.

Total member 440
Cents 200

Ladies members 240

functions of the Association s

1. To think over difficulties of sellers
2» To make easy availability of the facilities given 

by Kolhapur Corporation for development of market,
3« To solve the prob1em/tension between Agents and 

Sellers,
4« in special cases, this Association helps to vege­

tables sellers.

All the respondents are satisfied about the work mg of 
their trade union, According to their opinion, trade union 
has triad to raise and solve the problem of the seller's 
relation to facilities, and working conditions.



4.9 MARKETIMS METHOD 117
PRICE OF VEGETABLES

Price pJay-55 an important rale in marketing in market, 
prices of fresh vegetables are often controlled by the 
market functionaries such as traders, commission agents by 
auction method,

MARKET INFORMATION

Marlet information js an important marketing function. 

It is essential at all the 'stage of marketing market 

information may be broad]y defined as a communication or 

reception of knowledge or intelligence. It includes all the 

racta, estimates, opinions si mi other informal; on which 

affects the marketing of goods and services

ft is observed that all sellers are getting information 

at the principal market. <Ghabu Market Yard) about prices 

due to action.

OPINION ABOUT DEVELOPMENT OF THIS BUSINESS

Respondents expressed that if they gat storage 

facilities, along with working capital the expansion of 

business is possible » This is a kind of self emplyment 

with a few developments in the business and uneducated woman 

earn her own baead without the support of her husband.


