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2. DEFINITION OF VESETABLE:

N smabisfacbtory definriion for ¥he word vagebable has
LBeen devised. Though an exact detinibtion of vegetabile i1s nol
possible ,however in comman usage the barm vegebable is  ap-
pligd bo bthe edible hecbevioves plants or parbs of which are

commanly usa2d far culinarey pueposes.—

1. Acocording

il
o
o

fools of

udes cereals

e

[

agrain  on the

wiher bulers.

Lo Randhawa, 1246~ The berm vagetable includes

wagetable origin,but ths definiiion now  sx-

atid dried seeds of pulsss,however 1t 1ncludey
eob,patatoss,and seeat polatoes

and several

[T
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Thus the term wegebtables sovers a side raregs of thungs.
I 2ok b gathers an wbself all bypes of plant organs, e
portion may be roob,bulbs,sbtems,leaft.flowar or flomer bud,

partially developed seast, sesed ov fruzt sibther immabure.

) CONCEPT OF MARKET:

The concept ot Mavkel is very impovbvant sn wmz2ekebing.
The wmard marke: is btaken from the labin woed "MARCATUS'., Ik
means marchandsse, trade or place where business g conduouch-
ed. A markat iz an arez for pobenbial exchamga. A warket s
3 group b buyars and sellars roabevssted in negotiabting The

-]

bema of purshasadsals of goods/ssarvices. Flace aopepi,araa

concapb arnad demant concaph bhese are the parks of bhe

markai.

MARVET COPMUNMLCATIOMES

EODY OF GELLERS BOADY OF BUYERSY

HMARKET THE CIRCLE

FLOW OF PROGUCTS 0OF  EXCHANGE FLOW OF MONEY

FEEDBADK [INFORMATLON SATISFACTION

PDIESGTIGFACTION



DEFIMITION DF MARKET
1. Pyle ‘Parbtet includes both plave 4nd cegion in winich
buyaes  aad  =sa2llsrz Are in fres compairiion sebh one-

T
e

another’ %

-

e Marlel medns a3 social nsbtitubson which pesrforas zcbiv-

thres  and  provides facilibies for  exchanging comundibizg

LJshwesn buyeers and sellers, % 4

T Eoanomically tnaferprabad the bera wmarks: refars not o
2 place but o 2 comnodiby oy commodities and bLuyvers  and
aallers are 1n free interonurse sith one anobthep .45

TYPES OF MORKET-

Types of markels are decided on Ythe basis of various

points of viaw Lile the nature of commndity,trmse and nature

of business,iapnriance of bthe producks, sto. The fundamen—
tals are sam2yonly patiarn i changing.
TYPES DF MARKET

& B o
Dy oarea Bn Boods Ny Economic ey T
BasiLs Basis BEasirs
1 Family 2. Commodity b. Dapital 1. Parfect: 1.
2 Lworal 1. Produoa 1. Monaw 2. Imperisck 3N
Yo Mational 2. Marnutac- 2. Forsigo
4 World kured E. Sk

3. Bullion

E 2 3
On Ragulation 3 Laime Damis On Voluwne On
1. Regulabed l.Very short L. Whole sale 1.
oo Mn-regquisied 2.Ghort Z. Retail 2.

Tobang e

[

D

vansgol ion

HBpol
foture

H
{inpovkanose
Priary
Facnndary
Teaminal



i. Family Market:~ When sxchangss ava liaibed wiihin 3
family or close membars of the family, such earkst is callad

family markab.

2. Local Market:— When romeodity 18 so0ld within 2 amall ar

lewzal arsa only 1t 28 2alled local markab,

Z. Wational Marketz:—~ 1f buyers angd sellers for 58 comaodiby
S no sxdend hevond bthe bhowndariss of a nation, % 1% c—alled

national marvked.

4. World Market:~ Tf buyers and sellers for a4 commodiby are
Ant  resteictad o the nabion only £ exiend over bthe ohole

piovdad 1% 1w rallsd world mesrket,

B. Pt BOODRS/COMMOBITIES BAGIS

RDiffareny noods are heowght and sold in dafferent

martaeb.

1. Produce exchange marked~ Big and well grganised markel
for raw  produc such as Wneat,Jul=,5ugar ekl are knowm  as

prodoec srehangs markab.

2. Manufactured goods Market- These are bhe markess of
wmanuy factured gonds and semi manufacihured goads.,
.. Leithee gounds, Machinery sbeo,

-

3. Bulliaon Market— This Uypes wuf marked rafers Lo pur~'
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cliases o sales of gold Srlvear arsd Presesious stones
Jors Bullion marksel of Buabay.

Capital Marblebs

>

Financs 3l creguairamenty ué Fige O goIthy Cconcsavns are meslh
by capirbal wmarknbs.
i. Money Markeak- b is a8 broad Yerwm bhsh lncludes nvaber
0t agenoies  and helps people o take lospns  throwgh banks

#.g. London Morgy Mackaed,

2. Foreign Exchange Market~ [t js an inbernational  marbtet

fy

pit

whare buyving amd s=e=lling of foreagn currenci=zs takes plane.
It helps geporters snd amporbters Yo bthe conversion nf cur—

PR LRE,

"

3. The astock Exchange Market— This 1s  the marksy for
inweatments. In this marksf shares,dsbesniures,bonds eto( arse

dealt with purchased o sold.

L. oM ECOMOMIE BASIS:
1. Perfect Markeb—- Thase Iypes of markaks are veilly

fornd.  There dre condibions to be fultslled for a perieck
warkelt Llibe-

i Easy communicatbion angd efiechive branspord.

iy Fraee and pa2rfect oompatibion and

112) Wide surent.

2 Impertect Marteb~ When bhere producits are siaslar  bub

nag wdenbical,prices are nob anifarn,lack of comaunucabilans,



and  restriciians: on the movement of goods is called as

Loparfact markeb.

1 O TROMSOCTION BAEISz—
i Spot Macrkat—- [n swech bypes of marbebs goods are brouvght

and sold rmaediakely.
2 Future Markek—- In bhis bwype marked actwal purchasing
and  seliivy babe place on diffsrend dates. Conbracks arve

made 1tor fuburs delivevy.

£ ON REGULATION BASIS:-
1 Ragulated Market- Mhen warkeb mdy he owned  and

sontkrnlled by statulory wessves=2s, 2.9. shoock exchanges  of

Eombray Madras sabe. 18 called repgulabed markeb.

2 Unregulated Market- In bthis marvkai,shara is no control

mith  ragard o price,guantifty,commission,eio. This s fras

~

marbal

) BN TIME BASIE
i Gery short psriod markef- This Lype markel considers

highly perishable  goods like Frush and  wvagetable, which

pariah 10 very shoed period

P Short pariod marcket- There demand is greabayr  ithan

supply. Supply 1s adjusted to meed the demand.

. Long period market~ This bype of market desls in

durable gomis,

23



0. O YOLUME BOSISa—~
i, Whole sale markek— In bthis marteb,produc is handled 0

large guantities. These are usuzlly owsnad by private parsons

e locasl bodias.

Za Ratail market- In this marlbeb,goods are sold directly

o bhe users or aonsuears, Only for consumpbion.

H or IMPORTANCE EATSIS
1 Primary #Market- Boode are sold Lo wholesalers ar con-

sumars through this bype of markebs,

24

2 Secondary Warkeb- In these wmarteds,goods  arrive from

aithryr markebks.

3 Terminal Markel~ 1In kthis type ot market,bhe Ffinat
disposal of goods bakes place. Consomer g2fis the goods  frowm

guach markeb.

Thuzw, mavkel is cenlre place,whers goods are otfevsd

foor sals by nusaber o2f buyars acd sa2llaes,

s CONCEPRT of MARKETING -~

Markaeting s really a form of commnicatrion. The fireld
af martetving 1w very broad. S0 marketing is 8 cowmprehensive
bavm, 1% 13 aonneciing link batwsiesn the consumer  and  the
progucer. Markebing connects 8 series ot acbivities,involved

1y wving the goods from tha pownt of production bta  the

rownt of consvapbion. [P dincludes all  the activities,in-
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valwved  1n the oreaton of time, place, form and pogsssasion

ubirlity.

1 The Oid Doncept-
Faous Moans Egusd
Producks -~ Belling & Promating ~. Profit theosugh
adles valums
= Tha Hew Concepd

Consumer —~  Inktecrgreated mavketing -~ Perofit through

conssmar satisfaction.

DEFINITION OF MARKETINMG:~

1 Conversa- Markating includes Ehose bustiness
acztivities,which  are  tnwaleed  in the flom of  goods and

gervices [rom produciion o consumplion.4é

2 Cundiff— “"Marbeting is the business proceas by which

productszs  are mabohed with marksys and throwsgh shich brans-

fers of owngeship. are eftechad”

Markelbing Invalves—

i Finding out what consumers waol
2 Than planning ansd reeeloping 4 proxduct or sacvice bhak

will soabisty bhwoss wanbs and
L

= Then debearmining the bast way 0 price,promois and

distribuis Ihat prodoact or servics.
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Thus markeking 1z 3 process of saihwsfying human naeds
and  wanks btheowgh eschangs. [ conssders 4 sorial  Insbs bu-
fion  performing  tha wsork of  maddlasen, bransport agenoy,

bantsr, wnvesbtor, firnanciec, sho.

2. IMPORTANCE OF MORKETIMG:-—

Markebing 15 recoagnised as bthe most swgnificant activi-
cy  an our saciebty. Markebsing s all oacoungd wus. Dur very
exirsbance, nur  enbire 2conimac life, oaur Lifa sbtyle  ars
rontinuously atfeched by wide range of markebting acbivibties.
Markebing alone can pul gomds and services we want and naed
st our doorsbteps,and satbtisfy our varied and  jumsesrable
neads and seants.

Martabing s a o2zrbt of the producltive processg and
marbketing cosbts from part of the overall coskts of prodoc-

cian. The producer, the middligaan and the consumer look

4]

upnn tha warkeling proczss from hvs own individasl point of
V18w, The profducer Js concerned with sgiling his  products
at swoh remunaribtivae pricass. 1t would enable him Yo conbin-
uwe ko peadocs or o sbay in his business. He moust bale inke
consideration the total profiy, which he 1 able 69 wmaks  on
his business as whole. The various typss of I1ndermediary
agenzias  such as bhe wholssaller angd commission agents  are
mainly oconcernest wiih avordance of lowses on acoounbt of
advarse prioze changes and the prevention of daterioration of
guods lying in ktheie possassion. The final  link tn bhe

pencess 9fF warkestiog 18 the consumer.  The consumaer lookse at
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markebing from the pownd of vis=e of goodsz and the prices  al
ol they arce oftered. Thus esrbebing has greaters signtbe~
samce, o bthe omowaniby, as 3 shale,

Markebhing gives buneils Lo bobh socieby and tiem.

A. BENEFITS TO SODIETY

1. Dalivevy ot sbvandard of Jrving marveking 15 of
cribical sosial amporiiace.  Beoause, 1t has hesn given  &the
responaitrlity and bask of crezbing, raising and main¥alosing
the standard of living of $he sociely. Only customsr  ori-
ented LusIiness c4n succaed in dischargiog khis responeibeli-
Ty .

2. Employment and Income HMarbeling 13 asegential
fur providing increasiog saplovesnt opporionidigs. fonkin-
pas progurizon is goavernad by conlinous mackebing. Markei-
g offers 2aployvesnt and ncome o abous 30 o 40 % of  the

kobtal populatvion.

X Equilibriom betwesn Supply and Bemand ~ ‘tarbkebting

5

man a4z  sure  the squilibrusn bhetesen  sopply  and demand
through the process o egualistion. L we have balasnce
bafmaen production amd disbewiobion, thers mill be nn danger

ot bhoom and sluap 10 AP esonomy.

4. Creatson of ukilities. — Markebk.rig as a0  soonomioc
ackiwvitias  Lhat oreats faime, place, possession shilibiszs,

Merchadising orestes from ubility. Exchangs creabtes pansp—
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ship and possession ubilihves, Transpoart oreates plase

wuEtiliky and mtovage cresves bime veiliby.

5. Econaomic Develapment ~ Markebing playvs an  impov-
tant vols nol only 1o stwmplating proddeoction and consampe
bron, but in accelescabting bhe pace of aconomic  develpasnl.
Emonmais  develnpmend in deeasloping sounbriss snbirely de-
pends upon 2fticient sysbem ol production and distvibubson.
Lavals af markating govera the lavels of produschion. o
dueclkion  snd distribubion sve bwo sides of the same blade.
Thus, wmarksbing plaws a1 sribisal role in our  economic

growih.

B. BENEFITE 7O INGIVIBUAL BUSINEES ENMTERPRISE

1. Revenue Earning — Markeiing alone ganerabes rave-—
nue of Lnoome boH an enkerprisa, 1E can generate revanwe  ak
a4 cosk owhich wall leave sorps sueplus, in the fore of 4 ney
profit, Markefing s consigdered as the avd of e2arning
protit through prafitable sales. In essencs, markebing 15
azmcavianing, oreaking and sablsfyving bthe neads and wants of
people and doing 1k 3L a prafil.

Z. Information for Decisions - Marteting deparimenti
is  thes wain @ource of information tn the  manageasnt and

peoducrtron  departeaent dfue mabing ogveryll corporatke deoi-

W

ions. HMarkebing informabion s & basis for all  wmanagsrial

decisions angd alao purchises decisions.
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T Managemesnt of Innovation and Change -~ darbtebing
ang wapovation are (wmo basic funchions of any business. e

are Jiving in dynamic worid. Change 55 the sgssence of 1) fe
and change means progress. Lhange s the oomaon fackors  in
planning, organssing and conteolling mavkebting ackivity.

Changing a husinsss fhrough adopbting innovations 2.5, fiod-

ing ivs news role, new cusbtomers, producis ebo, Retvailera
comaan Lo abs wholesalers aboud conaswnar demand. Wholezalars
is  Lurn communicate manufacbuves about markeb damanh.

Saleswiaizy of a2 markast orisntad concarn are 1bs fars and | syes

,

for nforamation fsadbac) .

2.5 HMOARKETING OF VEBETABLES 3

= Ay A ———— e ———— A — V-

Vegehables arve perishable in naturs, bubt the pasviod of
their perishability varies from a fa hours o 2 fes aonihs,
Tu a larges avisnd, the markebing of vegekhahles is variually
a vracs wibh death angd decay. Theuwr periszshabilisy sabkes 1%
3lamst fmpossible tor progducsr Lo Fix the ressrve price for
Eneir farm growih prodasis. The zupply aof  vagebables is
irregular, khe price ot the vegsiables theve for tluctuatbas,
The exbtent of parwshabiliby of vegabablas ady be raducsd by
the processing facdion. Butb Ythey can not bg eade non pee-
ishable like manufactured produects nor can thear supply  hea
made reguiar.,

The Term markebing of vegebables includaes 3l1 the sbeps

fromm  the Lime produact 1s ready o harvest unitil v 1z tha

hands of consuner.  JE 185 bhe study of all the activitvies,
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agannies and policies wnvalwed in the procuresny of wsgelba—
hles, by bhe farmers and Ythe movement of vegebables from the
farmari %0 the conzsmsrs., Vegefable markebing vz a3 link

hebwesmn bthe {arm 3ngd non farm sacbors,

2.4 CHARACTERISTICS OF VEGETABLE MARKET 3

1. Thene  are perishahlie goods marked and have vEPy

"™y

e Theass bype of mavkebs generally function along bhe

raoad sales or cenbtrally situvabed localities.

Jta Elament of bime is an isportasnt factor,
4, Wiegetahles prodection is on snall scale, scabbaped

andg 1e 1 seasonal prodoection.
5. Goods  ars prodoced by farmers bul middlemsn  have

foll moanteroal over markebing.

f Bualisy s the hasis of selling.
7. Markeling process is complicatsd.

H. Devausze of parishable nabure nf gowds  branspord
and warahousing coskts are very high.

2. Existance of many mddlamen, increszss the cost of
gart.abing.

10, Wide peice flucubations dus o imbalance in supply
and demand.

'

11, Unorganised markat - T this bype of marker  thers

~N

thair own, ki proteni

D]

iz ot oollschtive arganisabions o

their wntveresd.
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2. HMarkbabting funubionariss erRgulre speoral skill amd

gxpgarisnrg, O gat svcosss an business of vegebable selling.

2.7 HMORKETING ABENMEIES 2

The prodocktion of khe comnmodiiy is complets only  whisn
P raanhas bthe hands of the consumer. ALL the sosnmodibiss
ran nnl produced 1 all Lhe arazes because of varsations  in
ageo—slimatrs condrbions, S0 s tha naeed for their wovamend

[

fram producers bo consvners.  Some Tismes agriculbosral oo
aadibies divectly pass from producse Lo oonsumar, wshean thers
1w wmall  proporiion of bhe ageicalbure comodibies, Bt
gensrzlly gonds sovas From prosducers o oonsumars throogh
itnbarmediaries or middlzmen. The rols ot marbely middlemen

has noreasesd 1n the recant pasi bhecause of substantial psardg
2

nf khe product moves through them.

i PRODULCERS
Most ot farmsrs or prodoucers g@ell bhe surplus
{ynrgatahlas} weikher in the willage or in khs mackel, Some
farmers aazemblise the prodece of swmall farmers, tracspord ik
t2  the nearby markel sell 1t thsvre and mske prafil, Fra-
et visiks ko mparkebs and consbtant toouch with bhe marked
functionaries, bring homs ) bthem a fair knowlasige of wmarvkaed

pracibices  and bhey are able bo perforem the srons funciions

nf smavkeb midhdlamen.
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1L MIDDLEMEM 2

Middlemen are Vhose aindsviduals o DUSINESESs CconCerns
which  specialize in perforaing the various markebing funo-
bions  amd  rendering such services as are jnvolvaed  ju bhe
warkeiting of goods.

1. Yillage HMerchant ~ The v:1lage merchant collects
the peoducs from farmsr n the village and bhrings o whnle-
wEte markel. They buy and sell al bheirs own gawin or  loss,
dependimng on the differsnoce 10 sale and purchass prooas.

P Itinerant Merchant -~ Ha wandsrz from village bo
village, ollect the produce ansd brings %o the wholesale
wmarkak., He purchasass when prices arg low and dsells  whan
prices are high.

N Wholesale Merchands - He purchase vegebables 1n
largs suantibies 2vther from the producees <xn ths  wvillages
or  froe various merchant or from dbinevandt  merchanits  or

threoogh  cowmiasion agents win the marked . He zells vageha-

w

Blea ol only on peofiri bub also on commamnian basie, In
drtferant markais, He advances loans o soliivators,  as

wall 2% o small sellesrs.

4. Commission Agent - A commission ggent is A
perveann oparabting in the wholesals market, sho acls  as bhe
representative ot githee 3 m2iler or buvsr, He gaks the
cowmrasion for hiz servace. & comalission agent  advance
Imans Lo farmecs and small merchanbs oo bhe conditrson Lhat

wegebtables ars sold o him or thourgh hiw.
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1. Thay act as bankers of the farmers or also bDuysrs.

-y
de

They MHfer advice Yo tarmers Tor purchazs aml sale
¥

af peoducts.
They provide smpbty bags bo enable the farmers Lo

-
-t o

bring there prodace to the wmarcket.

1t veguicved by the farmeec for LFrans—

4. They arvange,

portation of the produse from the village %o the marked.
¥, ey help the farmszrs in Fimes ot their pesrsonal

drfiimulitias.

D. RETAILERS =
huy goode Trom wolesalers angd sell

theam

Reltaslacs
tn  the consemsrs o sazall gquantikbises.  They are producer’s
peesondl repreaenbtative. Relbailers are clossst o consumers

1 the aarkebing channe).

FACILITATIVE MIDDLEMEN 3

13

Thig btype of smddlemen do nod buy and sell direct-

Iy bub ausiat 1 the marlteling process. Marlebing can bake
place even if thay ars ook presa2ni, bul the efficisncy of
ke aysben noreasss when they sngage n businsss. Thess
mithdlemen recsive thairv anooms i the fore af faas.

i. Hamals =

They physically move bhe goods in markal placs.

They do usnloading from and loading on ko beapn, aubto ada.
of marketing wheel.

Hamals are the hub (cantsrd
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2. Transport Agency :
This agencigs ass1st an the movemsnt aof the pro-
dhpze  from  the one ma-ker to another. The main  ¥ranspark

meanst. are bsapo and avbo,Bullock-~carts or tractors and also

>

esed in willage

s far the transporbkation of perodocis/goods.,

2 MARKETIMNG CHAMNELES FDR VEGETABLES :

Datinabion @ L.Fohlsz amnd Uhl bave defined wmarhasing
channels as aliernalive rouwkas of proctouct flows from  pro-
ducers Lo consumers.,

. Moore st al -~ The chain af intec
madiarieg hrough wmhom bhe varwous
foodgrains pass feom producees Lo
congumars, consbituiaes their wne-
Leting channel.

Markebing channels  for vegebables vary from commcdiiy 6o

conwnnc Ly and frar produosr Lo prodoacer. They may sell

thair preoduect  accoeding D the comparative coskys, pricaes
received and ceadiness of sales Lhrough Vhe following chan-

nels.,

1. Producer o consumear,
";:

Z. Prodicar 4o primary shionlesaler, o eabailers  or

howvars Lo consumenr.

. Produser  to processors (tor conversion nko  pree
serwvas aka),
4. Praodurers o arimsvy wholasalers o o procsssors.

S Producers  to  primary swsholasalars 90 sscondary
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sholasalers o redailses or hambers o consumars,
& w Produsers kLo Local agsemb] Ars g rin] Primary

whnalasalars o rebaillers L consuners.

Channels in details =

i. Ta Lonsumers @

# vegetable gromer or producer may 22517 his product bo
CIRIBLNRT R thha main 3wm shoulsd be Yo serve ftheam well. ¢
Liiey tingd fresh vegeiables ot good gual by trom the produc-
a5 and are satisfisd wiith them, ths demard zan h=2 10~

crasnsd, gut it they are nob satssfred, the demangd Can

rers

dasrsana

~

1 House Yo House 2
This btype of selling 1is nob coooun. [ R

clyzevved  that  wn some sZifies bthe prodocers from nearest
villapge or tields bring thesr product and sell 11 door Lo
thiar. Thnay s2ll khe vageitables 1o khe markebing snel dhen
peibsrn bo theie howss abv nooan. oo his marbebing the  con-
sapers have Jdivact ralation sndh produsers Sellers, Proodege

ars bry Lo satisty bthesry consumers.

3 Road side Markeis
Vegelables may also be sold by way ot rosd side
warkaking to  the consuwmers, Lf the farm s looated on 2

some of  thess

-t

husy  highway v in g2 populzs localidy. Ir
roadside shops, the omner sell only the wvagetables growsn by

Phem., Ablractive dizplay angd susbable locarion of shiop  are



alsa iaportant for bthe succsssiol eoadside aarbehing.

o Emall marksiks

These are hald 1n various places 40 a4 by and  ab
wne ur anre glaces in 3 bown. Producers oving their vegeba-
bhilss Lo thess macrkats whers, consusers as well] ss  rebvailevs
purchase thems for their oan use and tor resale o bhe aiby,
e markaelb e over by bhe noon. The uneold vegelbables ars

mold at & Sonceszionial vase in the anfd,

ti. HWeskly barars

These are held in small bowmnms on oa partscular hay
a5 Ehe weak  e.g. on wonday, wednesday ebto. Vegabables are
wold in bha marteb and Lhe progduceses and growsss retuen in
the ewening o fthewlr homasa., Thers is oo asiddliesman or con-
misgion  agent snd the vegekabless ara sojd by the producers

directly o the vonsumer.

2a Tor Ratailers —

a. Mandaies

Thaere are the places where ths producers or growsrs and
coamlEsstion agants ar their representatives assemble for
sl ling and purchasing of vegebables. Commission angsnits
ard  rabtaillsrs purchase feonm thesse awaindaies for re-zsals.
Produaers  have b9 pay bar o the muncipal  avthoribies  for
bhe place bhey oocapy a0 bhe sandalss for s2lling btheur

proaduct.  The business sbarks feom sarly in the morning  ang

36
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1 over upko 12 a.m.

b Belling at the farm

Somebime bhie wholesaler or hiis agenkt or  mepechant
come B0 khe fields mf the prodacses, S2tble the price  forp
e whole treld,for  bLraosooesting the product bo hig
mandairs  ar citres. In Yhis bype of s2lling, the producere
afould besp hiaselt well-i1nformed and aler) aboul the markeb
sriuatiaon and this owun interssk.,

E. Sustion Markets—

tlere producers bring lheiv product,whaich js saochioned

by  sdalas wn loks, Brtarlers, pebky «v2gebable dralers
purchase Ehese lobs  for rceselling Fhem  1n diflterent

tocalifbies of  bthe ciby.  In thess bazars, vegsbtables are
sold by soction of each lob or heap sgsparalely bo bhe

fiighesht bidssr.,

= SELLING TE WHOLESOALE MERECHANT

Vagebables are  @old  to swholesalors anxd through
warshousses  where Lherg 8 a sabistackhivy  large Gseidle

wmovsment of vegertables from one reglron o anobther. Somabiees
bhe wholesalears oy their agenle pay some money bto the vege-
table growers as adwvanose for the woming  wegsbable  orop.
This s done bo ensure that all Fhe produce of  the rcegion
way reach o bfhes =a331ly. These wholesalars store and =211

Lhigse by consignesnt Yo ciby commission msaechants.
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4. CO-OPERATIVE MARKETING

Bome vengekabliss crop are wsald  bhrowgh  co-opecakive
wmarkeling grgantsalion, thase arganisakbion soliciy
business, keep book, collect money, adijusd claims zog
proavide  anfareation o Shaeilr  aesmbers. But  stili, oa-
operative sslling of vegetdables s vobt vt well developsed in

Toadizx.

Ik

.7 THE PROCESS BF VEBETABLE MORKETINGD

The se2lling le sucoeasfuly whan Gthe oonsuma2e ig sabisg-
tied with bthe producs he buys, with the price ps:id and obther
garvices provided, In any oasa: thare musi be confinuiity  1n
the chain of ackividies, information tlowing bact  bo the

producar and producis floving btomards the uliwwmabe consuvmer,

This process ncludes followsinng achivibies -

Gesanbling af Yenekables -

o
{]

When  bhe vegetablies are veady ftor sale 1F s
mbsarvad thalt btha assambling 1z done by one op aors of  the

following agesnsies —
Ly Ah

8. Culkivators.,

(=3 Growers who collect the prodoct of obthers.
e facewvars af rent an bind (1.2, Landlord}.
i Vitlage Merchant.

= Itinserant merchand,

i Wholesale merchant.



. cowmaissLon agent. SF}

Culiivaboras bring vegelablies Lo the primary whole—
sale  and ass2abling warkabs, villags mepsant alsn assenble
by some  ecsVenb. Tvinevant btrsders assemble on Phewr osn

wmianzy  ar bthat of wholesaler's, wholsesal:2 ssrchants or oon-

miasLon agents assemble bhrough their emplovees.

3]

- Storage

Brorage is an leporbant markeling hanmciion, The
atarags  funotion  fherefors  adhldas, Ehe fime oitiliby o
produsba, Trn shablilioe prices uf vegehables, theiv propesre

asborage 14 vary necessary.  fha nese2d for storags arisss oul

af Lhe Tack of adaustwment the mebhod of storage 1s croude ang

unscisnkifio. torane  axbends khe consumpiion pRrud of
vagebables, which ulbtimately Increases bhe demand. Starage

g

wmay he done Tar home comgweption or for the macket,  Follow-

ing are bhe ways ot atorage.

Wome Storage -

Dnly wome of khe aost soond vegebtables ares aboesd.
Grean vegerbables san oot be stored sell wore than 277 days.
Lt ja nroeunsary that the sbtare eoom is peoparly venbilabed.
Propey pracacstions from rabs should also be Lsken during khe
Abovage  of vegehkables, for z malor pavium of bthem may be

dawaged 4nd made unkarkatablas by ravs, HWater maiy b2  spreaad

for propsy mainbenancs of huwidiby in hogs storage.
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b, LEold Siogrags

In these shovages, Llemperaiuvrs 19 redoced by
refriguerabion  and are st suried both for shord and long
Fevam stiortage. The mairn advantags of coskh sbovage over homs
shorsge 13 that femperaburs and howidity can e mawbaines
1 bthe desirved point. Dold sitorzge perasbs vegebtables Yo bhe
mftared for consaspiion or for processing wn freash oongdil-

Fions over Jung peviod. Dold sborags of vegetable doss  not

ey abioud any physical changs in vegebtablas.,
5] ¥ Y x}

T TEAMEPORTATION

—

Bince martets are sepecaled froa produebson arsas,
sranspartabion 1z an 28senitral wavkeblng achwwrbw, Trans-

3,

sorbtalion girvss Jare ubtsiliiy o the reoduc h mal 1n 1k
{ s o } 3

]

available st bhe plarme where 1% 25 demarmd or oconsuomesd,

Veguebables are btrangporbted by difierent means Like head
Imad, avin, L[ewpo, bullocksoariszs, bus, brackbsrs  sio. fusko

andgd Leapon ars the mzxin means of LYeansport.

2. HARKETING EINOGMEING

Finanre 15 ezssmenbtial for farmers as well 29 ftor
markabing funcitonarias, Farwears raise finance from differ-
st wources lile money-lerddars, mavkebing  funchionseigs,
fruamds, ralatives ebo.  They face diffarend probilems  like

hagh inkerest rabe, lark ot granbting loans ebo.
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B. MARKETING RISK BEAORINES

HMacdy has detines, “risb gs wunceryainiby aboutk
¥ )

o

sk loss ne daaage’  4L0

1]

Risks are Inwvolved a%v almost all shages 1n khe
markeiing process. The price of vagetables Flustuates ool
oaly trom mankh bo month but duraig day to day angt 2venn on
the smame day. The shange w0 price say bhoe apesard or dosn-
ward.  Risy s possible dus bo ecxason Itke changs on demand
angd  =wopply condition, loss in sbosrage and beanspord and

ipthier natwvral hgzards. Sossone has bto beasr ke risl in

marh s

L

g prouvess, boud ansy af by siddlemen,

Ha SELLING ANE BUYING

s,

Salluw angd buyiod are the most jmparbant  scbivi-
Lieaz in bthe wmavkebing process. &b evapry shage bhuyers arsd

sellers oome bogaiher where Lransise of osnerebilp ocours and

o
pA
g

naszeasion shility 18 added bo the cosnodiboies.

Sellin ackivity inunlves personal or jeapsraonal
= ¥ F f

assmiabance: Lo prospechive buyae o bhuy a2 copeodibv, The
whisctive ot selling 18 Lo dispone of bhe goods ak a sais—

faaxbary price, It involuyss the problems shen 9 sell whevs

ko wall, bhirough whowa to ssll, sho,

Buyuryy acbivibies involves the purchase of right goods

2% the epight place, 3% the right bime, 1n bthe right guani-

12735
A



ties armd the right price. (& wnwolves ths probleamzs af whal

)]

Yo buy, whan o buy, fros where bt buy, how o buy angd how

o seblble bhe price and the ferm of purchass,

7. NMARKET INFORMATION

Mart el tnformabron s reportant in markebing process.
1% »2asures bthe smooth and effiloceint oparation of the wmarbey-~
1iy syshan. Merbat informabion msans i comeunication oc
recepiian af knowledge or inbelligense. {3 wnlodes all bhe
facts, ewitimates, opunizons angd  ovher  intormation, whicrh

Afferks  tha marbtebing of goods and ssrvices,  $ s wusaful

for a1l secyion af socwaby, which are concecned wmibh markeb—

ey,
2.10 PROELEME OF VEBETABLE MARKETING
1. Lacrk of Organisaiton

In wvegetable marbksbing buyers are mevrchant and
wearshankile agsnita.  They are sell ovganised, well  anformed
and  professional boyeers gcbing as ce-mellers. Put  wsellse
ara  wmarganised, Lllaiksrate, 1ll-informed, small, poor  and
auabbered persons,.  Under such circoumsbances, in the procsss

i axchangs we have unegual zellar, buyer relationships.
2. Too many aiddlemen

Vegebable wmarkebting s more complicabed processs ag

cuwppared o markebting of athsr agrweuliural prodocts. Thers
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ars  aany widdlsmen 1n the channel af dustriboiron  bebwsan
Ve nproduacing end ang consuming the supscetluous  maddlemen

aes rasponsible for highar cost of mavkealing nf vegaebables.
T Market malpvactices

There ars nuaber of malprachres in markebing of vegeba—
blez, swch as
1. Marnupuwiation of weighbls ang measures o favour nf

buysr—-braders,

2 Praclyce of Zaking large free szoples.
NN Terrabe bhamgains  bebsmsen seller’s  agenis arng

huyer's agenls, Theve are so many 1nosdental chargss o -
farcrivy Trom smandal o mandar e.g. Tolail (HWoaighweankl, hamaly,

BH.

~

4, Inadguete storage

fn vegebshleg wmackebicg storage facilibes are  very
rnadgue e and praimiive, The farmers are fovoed o asld
theer produst as soon 93 1l s eeady. Pomgusy  bthey are
wnable Lo provide adeguste sborage accomadation oy their

peodus b,

5. Inadouste Lvranspork

Poor, uwvee-co.ordinated aad deigciive Lvansport faovii—
fivz consbiture the geraabest onbstacle wn ths vegebabls
warkebing. Baalt branszpordy asnd commucications provide  bthe

ra

neRoRssary tnfrasivucbure for organised marvkets.  Theapar usnd
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apeady wovemend of vegsbablaes needs wall devaloped  brapns-

porry.

b. Lack of Reliable and Up—to-Date Market Information
Thers 15 0o reliabls channal for the communicabion of
prics intormatson. Efficiend znod effective marbeling proc-
ras =ntirsly depends upon the oconbinuous flow of  wmarkehing
inforaation. In abssace of regulabed markets and oo
oparative markeding we 2an not have shtanding organisation

for collsckion  and distrabubion of essenbial and lalesti

warkak information ra2ga~ding sopply, demand, price, e,
7 Price Fixation

The ned retorn Lo the growsr are nfluvenced by the
mathod  of price fixkabion., n w=getable markebing the buyar
make iz offsr o Lhe commission ageny nob openly oc arally
buk by wasimg, boachung ar peessing of fingers undar a4 pLecs
¥ cloith. The owner stanrds aside, and he 18 nolb awars ot

these ssveias aegoirabions hsbwusan the buver amd oosmission

agent. SBuch sceurels Bargainsg arve almeays untavourvsble bo bhe

r

progdasrars oar sellers wn bthe vagebable marketb.



