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CHAPTER IIIX

AGRICULTURAL MARKETING AND MARKETING OF FRUITS,

Agriculturals

Marketing is the perfofmance of all such activities involved
in the flow of Agricultural produce and services from the
point of initial agricult ural production until they are in
the hands of the ultimate consumers., In general *erms

Marketing includes all such activities involved in the
oreation of nlagq. time end possession utility, To underw
stand marketing,icnﬁettar terms let us consider some standard
definations of marketing,

Amer: can ﬁhrkoting Ascoclation argued that 'Marketing
includes all those activities having to do with effecting
changses in the Ownership and possession of goods and services,
It is that part of economic s which deals with the creation of
time, place and possession utilities and that phase of
business activity through whieh human wants are satisfied by
the exchange of ronds and services for some Vvelueble consi.
deration, Prof.Conerse, Huegy and Mitchell says "Marketing
includes all the activities involved in the ereation of place

time and possession utilities,!

Prof, Glasser defined as Marke*ing is free economy is the
skill of selecting and fulfilling consumer desires so as to
maximise the nrofitability per unit of capital employed in
the enterprise?,
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Prof, Condiff and 8¢i11 considered ‘*Marketing }a the business
process by @hich products are matched with market and through

which +ransfers of ownership are effected>: :
Prof, Williem Stanton defined Marketing is a total system

of int-r acting business activities desigsned ¢to plan, prioe,
promote and distibute want satisfying produocts and services,
to present and potential customers ‘.

Broadly speaking, marketing is a series of activitiss
whieh include the asseesment of needs and wants of consumers,
planning of product manufacture, i*s physical distribution
+hrough +rade channels, after sale service, advertisement and
public relations,

Production i.,e, creation of foods and services and
marketing {.e, process by which gonds and gervices flow from
producers to ultimate consumers, These are two main business
processes in our present economic situation, The introduction
of modern farming technology i8 conver+ing the sudbsistance
farming into 2 commercislised one very rapidly, Thus with
rapid commercialisation and growing competition in agriculture
sec‘or, their is need for sound and scientific marketing system,

Punctional improvements relating 4o the science and eraft
of agriculture may result in increased in productivity,
Production is "owever, a pa-t of the business process, Incr-ased
arricul+ural productivity will not be translated into prepore
tionate increase in *the lewl of real income in an economy in
which the marketins system is defective and inadequate one,
Purther the inefficient and defective marketing system may have
discourasing effects on production activities,
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Hence a rood marketing system may bde the best inoentive for

more production,

Agricultural Marketings
Agricultural eommodities have varying physicel attributes

such as bulk, perishability and dirterent oxtant of processing
required in each case, Due to this inherent characteristics
there 18 & sreater prescure for creation of efficient amd ;??Ziﬁitf-

\

ve marketing system in this area, Increase in the nrodnc*ion i
|
{

 has no meaning unleéss there i8 good marketing System, A rood
marketing system 18 one in vhich there is minimum number of
intermediaries between producer of fafn commodities and final
consumer, Where cormodities are av-ilable to the consumers
reasongbl e prico)~Vhoro larger proportion of consumers' nrice
foes to the producer's hand,

S

Chanrels of Distribution for agricultural pogﬁa{
The channels of distrilhution for agricultural gogan are more
lengthy +han that of industrial manufactured roods, Pollowing
channels may be considered for this purpose, which are in
existsnce 4n praaentjsystcn.
1) Producer « wholesalers . Reteilers . consumers,

i1) Producers « Retaileers - consumers,

14i) Producer « congumers,
For better understanding it is necessary to consider existing
channels in more detall,
Chanrel No,{! « Producers - vholesalers - Retaller consumer,
Majority of Agricultural ~oods are sold via this chanrel,

In this channel, the product more from farmer $to one of the
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vholesalers dealing in loCal market or Central market, amd
jobbing market, Thus it is relieved by jobbers, from joblers
+0 retailers, who in turn sell to consumer, S8Since this
chanel is longest one the cost of distridbution 18 generslly
high, Bome times the agent middleman may employ, This arain,
adds to further cost of marketing, This is a common channel
for the fresh fruits snd vegetables in most of the cases,

Chanrel No,2:

Producer: Retallsrs . consumer,

Bome agricultural consumer goods such as fruits, eg-s, milk,
butter and vegetables are being sold directly to the retailers
in the jobbing market. Thus the producer by pass the wholesnlers
in the Central snd local market, The retailers directly enter
into the lo¢Cal market and buy from the farmers or producers and a
sell them to the consumers,

This channel is beneficial %o producer as he is in the
position to get hisher price for his produce, In this channel
+he small producer ean perform the function of grading and
standardisation, But this chan el is not useful for a producer
at long distsnce from the market, In this chsnnel, retailers
enjoy *he advant~ges of sure supnly, fresh s*ock, lower prices.
But at the same time they have ¢o face problem of cdllecting
the suprlies from the Aifferent producers located at longer
dist-nces, MNoreover the retniler himself has to assume certain
marketing functions like storage, grading and stendardisation,

So this chenrel is not practiceble particularly when the
producers are widely scattered and they produce in smaller

qnanti ties re



Chanrel III

Producers - 'Consumoru.

Some arricultural coods are sold directly bythe producers ¢o
consumers by eliminating both the wholesalers and retasilers,

A very small portion of the agricultural goods are sold +hrough
+this channels, The products such as eges butter, milk, fruits
and vegetebles are being sold directly to the consumers,
Following methods are used to sell directly to consumers by
producers,

Method {1 -~ House to house Selling

The producte like Milk, esss are sold in this way, Home delivery
of the product is given, Again the selling of fruits, and
veretables by havkers is an instrnce of house selling,

Method II Road side selling

.Method IT Road side selling

The farmers sell *‘heir product like fruits vegetsbles by the
side of the road, where their farm is located, Even the
poultry products like ¢g-s are sold in this way, Here
consumers ocome to the farm and make rurchase, This method 18
exactly oprouite of house to house selling,

Method III « Retall Public Market:

Retail . Pudblic market are the open markets where the bulyrs
and sellers mect, The farmers carry every foods to the |
particular Marke' places and gell the corsumers, who visit +hem
with the purpose, In our country, we call them as 'Bazars’
In Konkan region 'Bazar's particularly weekly barars are

very popular, In this Bazar all types of commodities are

made availadble to consumers,
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While Western countries, they are commonly called as ‘Farmers
Markets' or ‘Farmers retail markets?®,

Method No, IV: Selling throurh post. In the advnnced countries,
this method is also followed, But *his is of little importsnce

method for selling agricultural roods, vhere there is no direct
touch between the consu.mer and producers, In +his method
contracts are being made by means of post. According to +he
or‘ers placed gonds are packed and transported, It is very
d1ffiocult way of selling such gonde which involves heavy cost
of packing and problem of collection and keeping of accoumts,

Defects of the present Marketing system:

*he market for »agricultural produce as it is as +traditionally
constituted in our country, It is working ss also +hs general
backwardness within +he economy snd it has given rise to magy
shortcomings in the disposal of the FParm.Produce, Mr,.A.N,
Agravel in +this work Indian Agriculture'S described +he
several defects of Agricultural Marketing system,

Defects in present Arricultural marketing aystems

In adequate facilities of Credit frcilities of credit to
farmers to tide over the period between +he time between the
erop is harvested and the it is so0ld is very inadequate, As
a result, the holding capacity of farmers, particularly of
small farmers, is considerably weskened, Immediately after
harvesting orop, farmers are forced to sell the nroduce,
Since almost all farmers bring their supplies tocether, this
in itself ~luts the market and depresszes prices, In such
situation 41t is not possidle for farmers to fet frir price
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for +heir produce, 8imilarly while taking loans from money
lenders, farmers usually agree to sell *+heir produce to them
In such cases most of the time they get price at less than |
market pricq, Thus decause of an inadequate credit farmers
are not only unadble to sell their prndbct at feair prices, but
they also cesse to be free with regard +o the sale of ‘heir
produce,

Inadequate Wrnrehouses:

The facilities for proper stornsge of sgricul+ural produce are
very inadequate and whatever facilities available to farmers,
are not scientifioc, GCenerslly the produce is kept in carts,
pits, kaccha . gtorehouse etc, Where it is not safe. In our
country quite sirmificant part of A-ricultural produce is lost
because of dampness, rats, ants, etc, Accoring to one estimate
10 to 20 percent of +he agricul*ural produce is destroyed in
+his way. Berides, the quality of produce is also deteriorates,
Due to lack of warehousing facilities and possibilities of its
being damecsed, the farmers' capacity to0 hold stock is reduced,
They are very keen on disposing it of in the ghortest possidle
time, In these circumst-nces they 40 not get fair price and
can not make the best use of *the market oprortunities, Over
and above this, in general +he country suffers because of
re‘uction in supply.

Inadequate mesns of transport:

Transport facility is also groaalyénadoquato in our country,
partienlnrb in rural aress are many parts of the country
{intouched by rail or pmcca rosds, Rven at certain points
Knocha roads 4o not exist at all, Water transport is %oo
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underdeve, Due to +this reasons farmers exporiance a lot of
d4fficulty in c-rrying pro-uce from fields to *+their homes nnd
from villaere to markets, Apart from +his inaidequate transport, sk
the country suffers from a shortage of quicke.moving vehicles,
This atand'zn the way of moving quickly a larse quantum of
produce and perishadle coods to the market, A= a consecuence
+the cost of carrirge of roods increnses, a part of the
produce is spoilt on the way, farmers fall to get a rood market
for their produce and at many places a sizable part of spricule
tural produce does not reach into market at all,

4, Malpractices in buying and gselling secret methods of huying
and selling, use of defective weights, existence of a large
number of intermediaries conducting transnction and large
deductions mede from *he amount due from sellers, Make marke-
ting defective from many ansles, Many intermediaries secretly
settle prices among them.selves ond nlay frerud on inmocent
formers with regard to the Péyments that they have t0 make
to farmer for their purchases., Despite the feoot that the
Government has made compulsory £o use of standard eirhts
there are some nleces whers weirhts are used which generally
veirh less than standard weicshts, Sometimes even weiching is not
done nroperly, The number of intermediaries detween the
producer snd the consumer is unnecersarily large, In ad ition
to such functionaries as village traders, arhatiyas, rrokers:
_Wholesalers and retailers, money lenders end big 1an

up and the sale of the produce f”%i!m”ﬁuﬁ&&ﬁ%%%ﬁ%ﬁ%&ﬂ ;
SEIVAJI UNIVERSITY. KOLHArtg, |
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A big share of +he Market price of goods is renerally pecketed
by these intermediaries, There are again many manipulation
done by *he functionaries of man‘its, Many unjustified
deductions are made such as those for temples, dharmashelas,
other religious snd social mctivities and functions, All these
pr-ctices make marketing more defective,

Lack of grading and standardisation:

Another defect of the present marketing system is that agricul.
tural produce of different varieties is not graded properly,
There are inadecuate arresngements fcr the gsra’ing and stendardie.
sation for all the products, Vhatever little hes been done

in this regard in not practised fully, As a result the produce
+hat comes +o market consist of s veriety of gurlities and
Frades, X% becomes difficult ¢0 aseirm »rices to these ~onds
as per their qualities, This mean that price , rrade end
quality of the produce beer no relation +0 e~ch enothers,

The formers find it is very &ifficult ¢o secure higher prices
for their superior quelity preducts, The producers enraged

in the production of quality roods et discursred due to this

posision of Market Consumers %oo get no ss*isfaction from such +yps

of tranmnctions, Only functionaries of macis and intermediaries
are benefited from +his choos about grading and wariety of
agricultural products,

Non availahility of Market information:Prrmers are neither
fully pos*ed nor supplied with correct information sbout

market price, changes in prices at different centres of demand,
international ¢rends, Government policy etc, There is no

adeguate agency in our country to disseminnte information
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relating to markets towardsg farmers. A8 a result, farmers
who visits market occasionally make a decision base on
information supnrlied by money lenders, traders and other
functionaries and intermediaries to him, This informetion is
cenerally wrong as dbased in favour of purchaser and ag=inst
the intersst of farmer .seller,

Inadequacy of Institutional Marke*ing:

Ano*her wveakness of agricultural Marketing in our country +hat
+he farmers sell *heir produce seperstely on their individual
basis, A2 agoinst powerful interme’iaries, these farmers
poosaaSvery 11++1le dargaininge empacity, Consecuently +hey
suffer loss, The basiec reasen For this, Circumstances is the
arronreaments for institutional marke+ting in the country is
rrossly inadequate, The numder of Coeoperatives Societies inm
very small, Due %0 this result and the deficiencies, farmers
are being exploited, Nowv the solution for +hig rroblem is

only proper orcenisation of farmers, In cuch context, vhether

 farmers cosoperatives will be an answer for this question, This

question will be dealt&vin detail in muhsenuent +ovnie, Consi.
dering manfo marke*ings svastem in the ares under gtudy, As
Alphonco Hapus mango 48 a cash orop and now in this resion
under study 1t is considered as one of the way +o *renaform
+he economie vposition of manso growers, In every business
altimete return depends upon the price of product in the market
and capacity of producers to realise that rnrice in care of
Mango marketing, 1t is necesaary +o study +he producers
capacity to fetch the price which ie awilsble for his product
in the market, As stated earlier alphonso mango is very
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popular fruit not only in the Bombay market hut *hroush out the
India, 8Similarly the price offered into market ¢to this variety
of Mango is substantially good, The only problem that in +he

_prenent marketing channel this price is not coming badk upto

farmer producers of mango, So there is need to consider the
effesctiveness of this cystem and wvhether coe.operative marketing
i8 a viable solution for this problem is a question which requires

more at*ention, This problem is considered in sudbséguent topie,
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