A ACIE AT IR S AT S ST AR SCIDG AT NI NI D T S AT

CHAPTER V

AVALYSIB ARD INTERPRBTATIOR OF DATA




5.1

5.2

- ™ .

CHAPTER V

ANALYSIS AND INTERPRETATION OF
DAYTA

The vroceeding chapter explains the preveiling marketing aystems
and the role of coorerstives in marketing of Mango, AS pointed
out earlier one of the objective of the Study is t0 sugrest
grower oriented marketing machanism, In order to fulfill this
objective a survey of mango grovw~rs was donducted, | Total 70
grovers from Ra*nagiri and Deogad Taluka were con+rnected during
the survey, Data collected during the survey is presented in
+his chapter for further eanalysis,

Table No, | represents the distribution of Mango grovers
accorcing ¢to0 their income

Table No,1
Distribution of Mango grovwers according to Income,

Year: 1983%.84:

No. Total Ircome No, of Percentage to total Yo,
_ grovers of srowers,
I ~ Upte ®s, 12,000 43 61.43 %
I1 12000 to 24000 19 27.14%
II1 24000 to 60000 7 10.00 %
v Above 60000 ___1 1.43%
To 100.00%

ST

(Note income is computed oonsidering income from mango orchards

only., Correctness asnd accuracy of individual income is not
cross checked 100 percent in all cases),
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Table No, one indicates that major mango growers belongs to
lower income group which limit may be extended uty 8s,12000/«
per year, 27,14% Mango growers beleng to income group above
Rs, 12000 dbut upto ks, 24000 per year, while upper top i.e,
yearly income above of s, 60,000 is only 1,43%, Hence thig
table confirms the proposition that most of the Manso growers
belon - $0 lower income group. ™his aleo indicetes *hat this
production capacity of grovers seems to be limited ., For the
better price in Merket and to0 gain control over the market,
this is not possidle and within capacity of this 'Veaker*
"angod growers, They should join handg with other fellow mango gro-
vers on some basis, In such circumstcnces Coeoperatives will
be better obtion to them, Then they will earn some gtremsth
in market, !'!o quote Kulkarni and Indule ® In India, the
agriculturist is a very small nroducer having a small quantity
of merketable surplus, and bulk of his produce is sold in
Village a fact that gives rise to a most of unnecessary middle
Men between him and the final user of product and complicates
the marketing nrobtlem with the resultant increase in the cost
of Muarketing, This situation can only be remedied 1f the
formers sell +heir out put collectively through their own
Marketing eo-operatives, instead of selling individually in
the privete markets !,

Distribution of Mango growers according srea/markets:

Now at present it 18 also important to cive proper weishtare
to area/market for agri, produce under study Traditionally
only Bombay Market attr~cted entire business of alphonse
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(Hapus) Manso from this region. But now position has changed,
This is evidence from the data presented in Tnble 3,

Table No, 2

Man~o Distridbution sccording to Area : year: 1983.84,

8r,No, KName of Market -~ FNo, of Percentage to total
| growers No, of srowers,
] Bombay market 52 74,28 %
2 Poona Market 8 11.45 %
3 Kolhapur Market 4 5.72 %
4 Yocal Market 6 8.57 %
o 100,00 %

This ¢able indicates the even at present, T4.28% Mengco
growvers favour Bombay market for their produce, Though
their is rood scope in nearby Market like Kolhapur, This may
. due to the fact that they have weldeveloped business rolstions
with the commission agentn at Bombay Market, Another important
a~pect is that, local consumption 13 8,57T% this 18 also a good
sisn from Marketing point Because generslly looal consumption
encournges direct channel with the economic development of
region Looal consumption will showm an incresasing trend and
strengency link, Now there are some sisns of development are
experisnce particulerly neerby of Chiplun, Retnagiri and

Kudal +own ships, Similarly Poones Market and Kolhapur market
are gaining some popularity within grovers, New trading
relations are now developed by some grovers in these market,

Digtridbusion of Manro growers according to Business mcnle:
Distribution of manso growers according to business acale is
also important from determing, general lavel of mango business
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in +this region, These information is worth studying in ¢this

courae,

Table Keg 4
Distribution of Mango growers according to business scale

. (1983-1984)

Sr.No, Total ares No, of  Percentege to +o%al
grovers No, of growers,

! Upto 1 Hector 39 55.72 %

2 { Hector SosZHector 22 51.43 %

) 3 Hector to 5 Hector 06 8.57 %

4 5 Hector to above 03 4,28 %

This %eble rives the information regarding economie status

and classification of sample size, 1 Hector cultivation of
Mango orchard include 95 +0 100 trees of Mango, 8o Majority
population of cultivetors belonge to this grour {1,e, 55,72%)
upte 2 Hectors +0 bo sample® percentage is 87,15%, It indicates
and confirm the same espect of Mango *trade thas* in this area
Mengo 4rede belonge to low income group farmers, Big Mango
kings having orchards more than 5 Hectors are really very few .,

Pre.harves+ finsnce:
Pre.harvest expen-es are important and determining factor for

channel of distribution in case of arsricultural roods, At the
time of pre-harvost certain recurring and non.recurring expenses
are necessary butthe Indian farmer in most of the “ime is not
in position te incur these expenses from his ovm funds. So he
tries to developed alternatives, In case of manso grovers
various alternatives averilable and which were noticed during

the sample survey. In following table four important aclternas
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tives of mang0 growers are summerised,

Table Fo, 5

Pre harvest finance t0 mango rrowers,

8r No, S8ource of finance No, of Percentage t0 total
grover No, of srowers,
1 From Preharvest Contractor 17 24,28 %
2 Fram Wholesalers 34 48,57 %
3 Prom Co-operatives 4 5.72 %
4 Fron other sources
(Gwn, friends, relatives,
money lenders,etc,) 15 2t 43 %
) 100 ,00%

Thig table explain why mango srowers are dependent on preharvest
contractor and wholesslers, In manco market mnearly 72.85% of
total sample size is financed by these two sgenclies, Secondly
finances are made availatle to rrovers &s in case of need,
Then in +his onse mango fFrower has no other glternative but

to s8nle entire crop, to vholesrler oX preharvest contraoter
to clear his dues oflpraviou- year, Another interecsting
information in this regard was aveilable to researcher that
this positi-n remeins continuned yenrs after year and lastly
time come vhen financer developed total control over mange
frovers by advancing a small vortion ot pre-hervest time,
fgents of wholesnlers is a peculiar person vho c¢sn be easily
traceble in preharvest season, It lonk like that this man 18
distributing the money to growers just for %0 help them,

Channel of Mangro distributions

Generally Merke*in, firms, opereting in a competitive
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environment need ¢to improve operational efficiency for their
existence in market, All thousrh their goal may be ¢to enhance
profit position, often the benefits derived from the improved
operstion accrue to society in the form of lower unit cost.
These may b® passed on to consumers in the form of lowver prices
and or shared with producer,

The manro fruits are =0ld “hrough four chan-els in the area
under Study viz, Direct Sele to consumers, Co.operative Sale,
Sale +hrough commission, aronts and s-le throuwrh preharvest
contractors., The individuel rango crower gemerally uses one
of thegse syatem denending on their business scale, economie
position, monetary need, etc, These factor also pluy very
vitial role in individual case for determing the channel of
Marketing of Mango,

Table No, 6
Digtridbution of Mango ~rowers according +0 system of secle
(198384 )
8r . No, System of 8-le No, of Percentage to total
grovers No, of growers,
1 Direct sale to consumers 5 7.15%
8ale through cooperatives 4 5.71%
Sale through commission
agents 44 62.85%
4 8ale throurh preharvent
contractors 17 24 . 28%
70 100 .00

It seemm from the above table that majority of +he marso
grovers (62.85%) so0ld their marketed surplus through
wholesaiers and through commission agents, folloved by =
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pre=harvest contractors (24,28%), direct sale (7.15%), and
cooperative sale ( 5.71%),

5 Growers out of 70 sample growers sold their fruite through
co-operatives harketing societies, Co.operatives handle in
all Mango ‘rade at 5 to ¢ percent of +otal turnover as per
one estimate, General Methnd of co.opeératives for Mango
selling may be summerised as follows. Co.operatives assembles
produce of members end even of non members in some cese, Then
send 1t to Bombay Market for sale, B8oclety arrange sale
directly to the consumers or through the sales depots which
are temporarily opened by socliety i+self during the mango
sesson, These tempar~rily depot depends upon the availability
of space at Bombay market during mangso season, which is not

certain in every years at same location,

Marketing cost and producers' shares

Marketing cost of nroduct and prod ucera‘ share 18 inportant
aspect for study particularly for selection of better system
for marketing from manso growers point of view, The per crate
marketing costs incurred by the producers and their share in

consumers price in different systems of Marketing is given in tho'

following table,
Table No, 7 ( 1983-84)

8r ., Ko, Particulars I II III v
1, Net price realised 68 53.75 70.75 62,75
by rroducers ( 80%) ( 70.72%) (67.3%0%) (59.76%)
e Marketi 2.25
2 by ,,?.oaﬂﬁeff’ WA (Bby A3 Fox) ( ?3.62%) ( 40 34)
3. Consumer price 85 76 5 105

10
( 100 ) (100) (100) ( 100)



Notes:

(Channel No, one represents Direct scle to consumer, while
second chanrel for sales through coeopératives, ¥hile third
chanrel records data for sale by wholesalers through commie
gsion Arents and Fo—th channel gives details of sale through
pre-harvest Contractors in this tnable respectively,)

*he per create marketing cost of Alphonso mango incurred
by the producers was maximum in the sale through commission
agents and presharvest contractors (&, 32,25 and 42,25 res-
pectively), followed by direct sale to consuwmer (Rs, 22,25) and
dinimum in snle through the co=operatives (ks, 17),

The lovest per create cost of Marketing in the Co.opera=
tives snle at*ributed to the economy derived in sransportation
cost, due to the size of consirnments depatched by Co.opera=
tives, Moreover the direct sales were organised by the
Cooperatives and theredby eliminated commission arents and their
charges ,

On the basis of per oreate cost of Marketing incurred on
various Marketing funotions in different marketing systems
revealed that éela throush cooperatives was the most
efficient and sales through commimsion agents and pre.harvest
contractors were the least efficient one,

Share of producer:

The share of producer in consumer rupee in case of Alrhonso
mango formed 80,00, 70.22, 67.38 and 57,76 percent in system
I to IV reepectively. The analysis shows that the producer's
share in consumer's rupee was comparatively lower in system

IITI and IV, The producer's ahare in system IV wes the lovest
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because the nroducer marketed their supplies +hrough preharvest
contractors and middlemen, They took away the lion's share
from consumer's rupee, But producer's share in system III was
hicher compared to system IV because of the elimination of
presharvest contractors whose share was gshnred by the producers
+hemselves,

The rroducer's share was the hirhest (80%) in system I,
in which they had disposed of their marketed Sup-ly directly
to the consumers, This hisher share was made possidble due to
total elikination of middle men intervening between produc-rs
and consumers, The profits earned by the middlemen went to
the producers, which enabled them to gfet the maxi um shere,

In systen II, the procducer's share was hirher than the
producers who sold t'eir consismment through system IIT and IV,
In system II com=operative societies directly dealt with +he
consumers in Narkets, It had thus vertically integrated the
functions of wholesalers and retnilers. The profit margin
earns by these functionaries went to produx rs gellers,

Also the costs incurred by the whole galers and retnilers

were gaved, This reduced the spread between preoducers and
consumers, Thus next +o syastem I ( direct s-le to consumer),
system IT (Ssle through cooperatives seemed to be most nrofitatle -
Frovers,

However when seen from the consumer’s -oint of view, the
systen 11 seemed to be most rewnrding as the prices naid by
them was the lovest when the produce come to the market
thr-ough cooperatives, Kext to this from consumers point of
view system I was also profitadble,
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After anelysing the various chanrels of marketing of margo,
to understend more, detail study of cooperative marketing a
case study is presented of a cowoperative society that wes
deeling in the marketing of Al-honso (Hapus) Mango from
1981.82 onwards,

Case study of Shirgso Coeoperative Sockety:
Histog_: |
ShirFao Vividh Karyakari Sehakari (Vikas) Seva Society Ltd,,
At post Shirgao, Taluka and District Ratnagiri wne registered
as occeOperative society on 12¢h December 1928, The society
¢an be clascified as multifunctionary co.operative society,
Main business of the Society may be listed as delow:
a) Advancing funds to its memebers for domestic purnoses,
b) Selling of regulated cloth +through 1t's selling Centre,
This centre was stnrted by Boclety from 15th Mnrch 1978,
¢) Janata Bazer Similarly from 1c¢ July 1979 Society started
a store named as ‘Janata Bazar' ¢0 sell Tea powder, Mntch dox
end Soap and other essential commodities, At present +his is
only Janata Bazar is in existance in entire Reotnariri Taluka,
d) Open sale shor for rrains,
This shop i# run by society as a part of ration shop,
@) Monthly savings deposit Scheme;
™hie scheme was started hy the Bociety from {st Jan,1980
for its members, Minimum subscription accepted in this
sehenme Rs. 5 or in multiple of Rs, 5/=., Interest payadle en
deposit of memdera was fixed at rate of 5/., Similarly
80% of total depesits can be withdrawn any time by depositor
as Loan at 8% rate of interest, 5‘(\385
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f£) Dea*h fund: Socliety is also seems socially aware, BSociety
started a 'Denth fund' in the meeting of memi:ero which was
held on 1st Nov,1980, On the oecasion of death of member,
Society will cive R, 51 from this fund as consolidation to
the family of member, Now this amount has been increansed
to %,101 from 2nd Jan, 1986 onwards,

Mango seles:

From year 1980.81 the 8ociety and its office benrers were

thinking 10 sale mangos of its members *hrough Society, But

at +hat ¢time lot of dif"icunities wes arose for Society
par+ticularly regsar-ing the place for selling centre at Bombay,
Lastly in the year 1981.82 Society wns able to pet plece for
its selling Centre at Dedar and Bociety stnrted manso marketing
from that year, At thig Centre from 26th April, 1981 to 19th
June 1981 Bocie*y so0ld 975 creates of Hapus mango, w“ich were
collected through 31 mango grov rs including memdbers as well

as non memders residing in the area of society, During the
year 1981.82 society esrned net profit ks, 1509,81 from mango
business, Thourh f,his_was first year the members actively
partictpated in Mango $rading not only at local level but even
et Bombay.

1982-83; ’

In the year 1982.83 the Society was started its mango selling
Centre at Dndar, Bombay on Oth May 1983,

Sales during *he year from 9th May 8% to 19th June 1983 +o¢nl
499 cre;atea 8014 by society. These cractes were collected to
from members as well as non members as seme as previocus year,

Total net profit earned by society was 8, 1134.,5¢, PF-om this
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year Society developed a practice of charging 8% commisrion

on s~les price to meet its expenditure incurred for mange
business,

¥With comparison *0 last year *heir wes recuction in total
quantity of mango sold as well as proportionate recuction in
‘net enrnings of the society frem mango trade, Another important
things of this particular year is that Society ent~r in mango
market a bit of late 1.e, on 9th May while in lat year ite
centre was started on 26th April,

198384

This year society developed 1ts marketing centre at Forivali,
Bombay Centre was started from 22nd April 1983, Total creates
sold during the year amounted t0 509 and they were assembled |
from 22 percons inoluding both members and non members growers,
Total income earmed as net nrofit during the year &, 1678.60
The important characteristic of this year trade that Socief_:y
contr~cted with congumers coopératives at Bombay for direct
trade betwveen producers cooperatives and consumers cooperatives,
To some extent this aprror-¢h was necessary and important from
rrovers point of view, In this year there was merrinal
increase in *otal turnover and net profit errned by the socliety
over last year,

Year; 1984-85:

The perform-nce of the year 198485 was to*ally discouraring

in all respects like previous three years, co-operative
society had started its marketing centre at Ambevadl, Girgaon,
Bombay from 4+h April on words, Total sale in this year was
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reported only 12f creates. These were collected through

8 p-sons including members and non members. Result of this
year that society wes to beéar loss of &, 1301.65. Thise loss
was due t0 poor response from members and non members for
collection of mango creates non members for ceollection of
mango creates and reduction in total quantity of sale,

Observation,

Partioipation of members,

The Society under stuiyis well reputed Society with long rich
“+radition of 50 years especially, BRxecutive members and
Chairman Mr M.V, Damnale seems t0 Very activo. enthusiatic and
working together in real sense of co;operativn movVerert, ﬁue
the members participation in Mango Marketing seems to be not
upto requirement, The following Table will give more idea
regarding the members participation in menso trede,

Table No, 8

Yeer Total members Members partie % of totsl)
of BSocliety cipated in members,
Mango trade
1981.82 482 b) | 6.43%
198283 513 15 2,924
198584 544 22 4.,04%
1984 .85 568 08 1.41%

NMoreover the members participation seecme 40 be on decreasing
lines, This also indicate that members prefer Socliety's
marketing centre as g channel for their produce as a last

alternative,
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Detrile of Mongo trading.
As per records of Society maintained and andited following

detrils may be presented for *otal mango trade for last four

years, Pertaining to this particular Society, Following table
shows the necessary details,

Table No, 9
Year No, of Total expences At ,paid
creantes sales to
sold Bsy s, preducers
1981.82 965 T604A1 14909,08 61,131 .92
1983584 509 50355 10914 .05 39,440.95
198485 121 8080 1998,10 6,081,90

The percentace of total expenses to snles from the year

1981.82 onwards were 19,60%, 22,18%, 29,.%% and 24 ,72% respectively
This indicates one imnortant mspect that when ssle of Mango
vill crossed s, 75000 and onwards the ratio of total expenses

+0 sales will be 19% to 20% of selling nrice and when sale will
decrease the ratio of expenses to sale will increase as due %o

moet of fixed expenses,

After studying the marketing system and a performance of
cooperative society general observation of this study may be
concluded as follows,

On the basis of data collected through mango growers and facts
presented from Shirgao society's record the following findings
may be noted with necessary concluding remarks as a resulg of
present study,

1) Present mango marketing aystem is more beneficial to middle-



11)

111)

iv)

vi)

vii)

viit)

ix)

o 46 =

mon and whole salers ‘han growers of Alphons® mango.

Present marketing system 18 also not b-neficial from cecnsumer
view as consumer has t0 pay ke-lmrge more price due to the
large chain of middlemen 1 .,e, sale in the most of cases *hrough
pre-harvest contractors and commission arents ,

Lions share in marketed prodlueo wvas eaten by wholeralers and
commission agents in present marketing,

Mango system growers in <this region belongs to typically low
inocome group and their land holding also seems to be low,

Manro orchards at most the cases belongs to low and middle
income group farmers,

Mango crowers to some extent secms t0 be realised the lose

that they have to bear from present marketing system, 8o they
are in search of alternatives.

Coeoperative movement is not¢ popular in +this region not 4nly in
Marketing tut also in other region,

Mango is a commercial crop this concept is new to some extent,
8econdly at present mango growers are concantrating on planw
tation, Their delief is more plantations and more production
will generante alditional wealth for them, Marketing is totally
neglected area in Manso business like other crops, More
profuction 18 ah aim of manco growers by apnlying modern
technology at production level,

Entire rogion hes lack of speedy transportation and communicas
tion focilities, Imporiance of transportation in Mﬂ
realised by the mass in general but its impoTtant 4] ’16\:‘3& \

nango business 18 yet +0 be understand properly. Tﬁfn’a’%&"é@k—ﬂf

sonme problems for marketing of mange, _;QH' ;9“6‘?‘.



x)

xi)

1)

i1)

111)

- 47 =

Co-operative Societies are working as multi.functional
societies, BSecondly people go to copperative not as means

of development but as a last helping hand in case of emergency
o nly,

In general people® in this rogion are happy to accept new ideas
at normal level, They are responding nev Harticultural Schemes
positively but at a alov speed,

Recom-andations for further research in this area:

After noting the cbservations of the study the recommandations
for further research in this area may be noted as under,

People should be trained formally amd informally at both level
to be active in the business of co.operatives in penernl and
marketing cooperatives in particular,

Manco growers should realise that their individuaml bargsaining
cepacity is leas in the market, S~ they should follow the
prectice of conperation, Por this purpose cooperative department
oan play a very active role in forming cooperatives at village

as well as t~luka level,

Manzo marketing is performed as one of the function at present
by co-operative societies as well as Tnluka Khnredigv1kr1 Sangh,
This way of functionary is dilute the importance of mango marketing
through cooperatives. Instend of this an independent cooperative
structure should be formed at Distriet Level for entire trade
of Margo in the particular District, The nroposal for said

Cooperative VManso structure may be presented as unders
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5.11 Proposed Cowoperative Marketing orgenisation for mango +rade:
At district lewel i.,e, for doth Bindhudurg and Ratnagiri
District, their ghould be a commitiee of representatives from
Taluka Marketing cooperatives, While Taluka level co.operatives
should be from within the representatives of member o -owers of
Mengo in particulsr %aluka,

Taluka co~perative should be held for respnnsible for
collection and assembling of mango from its members, At this
level proper ,rading and standardisation should be done,
Distriot cooperatives will be particularly responsidble for
Marketing of mango within the stote as well as outeide Mrrkee
+ing should not be restricted only towards Marketing of fruits
but District Cowoperative should developed other chanrels like
eanning of fruits, export etc, Then the producer will able

to control supply of fruits in market, In such a circumstances
rete level in the market will be govern by Mango ¢grovers,

The proposed cooperative structure should not work only as
Marketing organisation , 'ut 1¢ should advanced funds to 1ta
members for presharveat investment in business. Similarly
necessary commedities 1ike far+ilisers, supnly of proper
groded trees and sgllied functions may be performe by this
cooperaﬁiva structure which directly relates to this particular
trnde, "T™e advontares of this cooperntive structure may be
restricted towards members only, This will renerate general
feelings and positive effect of the development co-operative
movement in +thig region,

Necessary funds for proposed cooperative structure may be
provided +hrough District cO.operative banks,
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These banks hnve idle and unutilised funds in ;v@ry larre
quantity, Similerly Msharashtra Stete Government can provide
necessary additional funds from its own source as a invent.
ment as a part of compensation of back log of thias area.

For +his nurpose the report of Dandekar Cormitsee on back

log in the variou.'rugiona in Maharashtra Stcte may be useful,
Similarly Konkan Krishi{ University c¢an play a Vvery active and
positive role in this ares, At present research is ¢oing on
dt Konkan Krishi Vicyapeeth, Dapoli on plantation and quarti.
tative drvelopnent of mango but now resemrch is also necessary
on nroper sand efficiert marketing of mango,

Mango trade and mang0 business Cen transform this entire
rescion from well known 'Money order economy' to eglf supported
economy But manro *rade is not eéasy job at present, A8 Mengo
is a perishatle fruit but rood teste and recormition all over
the Ibﬁld} +here 18 a scone for export dbut +this business should
be reformed in such way that Mango srower will ret revard not
for his skille and latow but he should received such a rewnrd
as an incentive, then he will think for further expansion and
development of this business in future, This will be posnidle
vith a proper training at »ll level couple® e with proper
introduction of farmers cooperatives especially to perform
Marketing funotion, which is vitsl one in present circumst-nces,
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