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ABSTRACT 

India has been blessed with a wide range of climate and geographical conditions and is most 

suitable for growing various kinds of vegetable crops. India is now the second largest producer 

of vegetables in the world after China. The main aim of the study is Study on The Farmers 

Conditions in Agriculture Marketing Management. To investigate agricultural marketing by 

comparing perishable and non-perishable goods and achieve the research goals, the researcher 

first looked at farmers in districts.From the interpretation of age groups, it can be concluded 

that majority of the farmers belong to age higher age group that means young farmers with less 

age hardly involving themselves in the agricultural marketing. 
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1. INTRODUCTION 

India has been blessed with a wide range of climate and geographical conditions and is most 

suitable for growing various kinds of vegetable crops. India is now the second largest producer 

of vegetables in the world after China. The vegetable productivity in India is 17.70 MT/ha and 

contributes 14 per cent of the total world production of vegetables. The states comprising West 

Bengal, Uttar Pradesh, Bihar, Madhya Pradesh, Odisha, Gujarat and Karnataka are the leading 

vegetables producers contributing nearly 40 per cent of the total vegetable production of the 

country. A total vegetable export from India during 2018-2019 was ` 419.48 crores, sharing 2.25 

per cent of total agricultural exports and 0.23 per cent of total national exports. Major importers 

of vegetables from India are UAE, Nepal, Sri Lanka, and UK accounting for around 55 per cent 

of the total vegetable export from India. It ranks 24th in the export value of vegetables. 

Vegetable consumption is enormously rising, reflecting the customer’s increased income, want 

for assorted variety and awareness about dietary advantages. Conventional marketing practices 

are giving way in developing countries to the more present-day practices of the developed 

countries: super markets, distance transportation, global marketing, different processing and 

packaging practices, quality standards, supply chain management and product diversity. These 

changes have increased pressure on conventional, small and poor farmers to keep up with the 
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requirements of good seed, efficient practices, hiring of skilled manpower, market awareness and 

the ability to provide safe and high-quality produce. 

Agriculture is the main occupation of the people of Himachal Pradesh. The total area under 

vegetable cultivation in the state is 8,861 thousand hectares with a total production of 1776.02 

thousand MT in the year 2019- 2020 (National Horticulture Board, 2020). The major vegetables 

grown in the state are cabbage, okra, tomato, capsicum, chillies,french beans, radish, pea, carrot, 

cauliflower, spinach, ginger and potato. There are several problems associated with the 

production and marketing of vegetables. The important ones are non-availability of skilled 

labours, higher cost of inputs, greater fluctuations in their prices and a high percentage of losses 

in their handling and transportation. Productivity of vegetable crops is unable to reach its 

optimum level. Low productivity may be attributed to poor infrastructure, poor irrigation, small 

and fragmented land holdings and low investment capacity of the farmers, fragile ecosystem, and 

inaccessibility to technology. The perishable nature of the vegetables also results in inability on 

the part of producers to manage supply in assembling markets. These parameters need to validate 

time to time for policy making and for the farmers to take judicious farm decisions. 

1.2 AGRICULTURAL MARKETING 

The term agricultural marketing is composed of two words – agriculture and marketing. 

Agriculture, in the broadest sense, means activities aimed at the use of natural resources for 

human welfare, i.e., it includes all the primary activities of production. But generally, it is used to 

mean growing and/or raising crops and livestock. Marketing encompasses a series of activities 

involved in moving the goods from the point of production to the point of consumption. It 

includes all activities involved in the creation of time, place, form, and possession utility. Philip 

Kotler has defined marketing as a human activity directed at satisfying the needs and wants 

through exchange process. American Marketing Association defined marketing as the 

performance of business activities that directs the flow of goods and services from producers to 

users. According to Thomsen, the study of agricultural marketing comprises all the operations, 

and the agencies conducting them, involved in the movement of farm produced foods, raw 

materials, and their derivatives, such as textiles, from the farms to the final consumers, and the 

effects of such operations on farmers, middlemen and consumers. 

2. LITERATURE REVIEW 

ROBERT J. MYERS et.al (2010) This article offers a historical perspective on significant 

advancements in agricultural market research throughout the last century. We examine studies on 

vertical coordination structures, institutions for collective producer activity, and market structure 

and performance. Innovations in research on geographical market linkages and the function of 
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storage are also reviewed, as are contributions to empirical modeling of agricultural price 

determination and marketing margins. Our discussion of market information systems and the 

operation of market-based mechanisms for managing agricultural risk, including futures, options, 

and insurance, comes to a close. Despite the extraordinary progress made over the last century, 

we suggest several potential paths for further study in our conclusion. 

Shakeel-Ul-Rehman et.al (2011) The majority of people in India still rely on agriculture for 

their living, either directly or indirectly. The structure of Indian agriculture has undergone 

several alterations. India's economy, which is mostly based on agriculture, is showing 

encouraging signals of change in this sector and related ones. Due to the dependence of other 

output sectors on agriculture, India has seen it as a valuable instrument for economic growth. 

Effective backward and forward integration with agriculture has produced a production system 

that is both affordable and of high quality on a global scale. The coordination of product 

diversification at the farm level and integration into value-added processing operations seem to 

be strong points for cooperatives. Through good and improved management procedures, Indian 

agriculture may be balanced and made more effective. The current paper details the agricultural 

marketing environment that exists in India now, its difficulties, and suggested solutions for the 

future. Moreover, marketers need to take use of the potential that agriculture marketing offers. 

GauravjeetDagar (2015)The fundamental goal of a marketing information system (MIS) is to 

assist business owners and farmers with their marketing decisions and campaigns. However, a 

variety of institutions, including the government, development groups, academics, and 

researchers, may also benefit from the information. Therefore, it is crucial that all interested 

parties have access to current and reliable information, whether it is given by the government or 

by the private sector. This essay examines the different agricultural marketing information 

systems now in use and makes an effort to provide a comprehensive view of the field. It makes 

an effort to characterize pertinent farm marketing information systems and analyzes them to 

provide suggestions and insights that may be helpful for enhancing MIS in the agricultural 

sector. 

Dr.KarunaGole et.al (2015)The marketing of Indian agriculture is subpar and flawed. Farmers 

do not get a fair price for their goods. The majority of Indian farmers lack literacy or are easily 

duped by middlemen, dealers, and other financial institutions. Farmers lose out when middlemen 

take the majority of their profits, and buyers end up paying more for the goods. They must sell 

their goods right away after harvesting due to a lack of processing equipment and storage 

facilities. Lack of infrastructure, such as roads and transportation systems, and an improper 

grading and standardizing system for agricultural products characterize the Indian agricultural 

market. Farmers should embrace concepts like contract farming, direct marketing, private 

wholesale markets, organized retailing, FPOs (Farmer Producing Organizations), and 
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cooperatives in agricultural marketing like AMUL because agricultural marketing has to adapt. 

This may lead to the monetization of the product, market development, capital creation and 

technology investment, increased income generation, exports, and foreign currency. Agriculture 

marketing has to change since it is a big problem. The way farmers live their lives might alter 

with new, creative ideas. In the current study, researchers have made an effort to comprehend the 

marketing strategies now utilized by farmers to boost their income. However, owing to the 

rapidly changing nature of the industry, businesses across the board must regularly update their 

marketing strategies. 

Shicong Fan (2020)Agriculture has a significant role in managing the economy. The 

restructuring of the agriculture industry's organizational structure and the administration of its 

information have increased recently as a result of the Internet's increasing popularity. The 

widespread use of information technology in managing rural economies may successfully 

support their growth. due to the late inception and somewhat late application of the agricultural 

information sector in my nation. Based on these considerations, this paper examines the benefits 

and drawbacks of agricultural economic management information, including the use of current 

production factors and agricultural data collecting for agricultural economic information 

management. The application study is conducted using agricultural economic management 

informationization as the experimental group and conventional agricultural economic 

management as the control group. It has been shown that information technology may 

significantly increase the efficacy of agricultural output via the use case test of the data gathering 

system for the agricultural informationization platform. A lack of economic information 

management in agricultural production and daily living may be adequately compensated for by 

information technology, according to experimental findings. The government should also spend 

more money on staff training in order to advance agricultural economic management knowledge. 

 

3. METHODOLOGY 

3.1 RESEARCH METHODOLOGY 

To investigate agricultural marketing by comparing perishable and non-perishable goods and 

achieve the research goals, the researcher first looked at farmers in districts. Samples are also 

taken from farmers in certain areas. Structured questionnaires were used to research and 

interview them. Microsoft Excel and SPSS-20 were used to code and summaries the 

questionnaires. The hypothesis was tested using statistical tests, and conclusions were made 

based on the results. 
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3.2 SOURCES OF DATA  

The study is based on primary data as well as secondary data. The main sources of primary data 

were farmer - sellers, middlemen, and market committee officials. To elicit information from the 

various primary sources, questionnaires were prepared for each category i.e. farmers, middlemen 

and market committee officials. Thus, the primary data pretkins to the views and experiences of 

the farmers, middlemen, and market committee officials. The opinions of the related 

functionaries were also collected by the interview method. This apart, personal visits were made 

to the various Agriculture Produce Market Committees to observe the proceedings at these 

centres. In some cases, group discussions were held with the farmers, middlemen, secretaries, 

chairmen, members of the Market committee etc. to collect as much as information as possible. 

4. RESULTS 

In this chapter an attempt is made to analyse and interpret the primary data collected through 

schedules; prepared for farmers, middlemen, and market committee officials. In case of data, 

which is either numerical in nature or where the responses are capable of statistical treatment, the 

one-way, two-way tables are prepared, along with corresponding percentages, if necessary. In 

case of open-ended questions, all the responses are noted and are interpreted in their right 

perspective. 

4.1 DATA COLLECTED FROM FARMERS 

Table 1 Family Type of Farmers 

Family Type No. of Families Percentage  

Joint  78 66 

Nuclear 41 34 

Total  119 100 
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The above table indicates that most farmers have joint families where in the number of family 

labour is considerable. This type of family structure helps the forming community in many ways, 

e.g.  

1) Saving in labour cost  

2) The land holdings remain intact, avoiding further sub division of existing land holding. 

Table 2 Farmer's Level of Education 

Level of Education No. of Farmers Percentage  

Illiterate 1 1 

Primary 24 20 

S.S.C. 46 39 

H.S.C. 16 13 

Graduate 26 22 

Post Graduate 6 5 

Total  119 100 

The number of farmers educated upto S.S.C. level is more. A very negligible percentage of 

farmers are post graduate although the number of illiterates is also very negligible. 

Table 3 Occupational Pattern of Farmers 

Occupation No. of Farmers Percentage  

Only farming 60 50.42 

Farming & Other than 

farming 

59 49.58 

Total  119 100 
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The above table indicates that almost half of the sample size have 'farming' as their only 

occupation. Therefore, they are totally dependent on farming as their only source of livelihood. 

But nearly 50% of the farmers do have other occupations also. They mainly include occupations 

such as poultry, cattle rearing, grocery shop, floor mill, acting as a farm labour, employed 

elsewhere, trading, providing repairs services for farm equipment, bicycles, tractors, trucks etc; it 

also includes professionals such as lawyers, doctors. The percentage of farmers belonging to the 

latter category Is very less. 

Table 4 Land Holdings 

Land holdings No. of Farmers Percentage  

Less than 0.5 hec. 3 3 

0.5 to 5 hecs. 30 25 

5 to 20 hecs. 57 48 

20 to 50 hecs. 22 18 

50 hecs. & Above 7 6 

Total  119 100 

It is clear from the above table that for the present study majority of the farmers have land 

holding between 5 to 20 hectares. The number of farmers having less than 0.5 hectares of land is 

very negligible. It was observed that the farmers with less land holdings prefer to act as a farm 

labour than to carry on the farming operations on their own farm. 

Table 5 Land Utilization 

Fallow Land No. of Farmers Percentage  

No 102 86 

Yes 17 14 

Total  119 100 
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Out of the total sample size of 119 farmers, 102 farmers were having no fallow land. So they 

were capable of making full utilization of their land holdings. But 17 farmers were having some 

fallow land causing less utilization of their total land holding. 

4.2 DATA COLLECTED FROM MIDDLEMEN 

Table 6 Social distribution of Middlemen 

Religion / Caste No. of middlemen Percentage  

Traditional Trading 

Communities 

42 78 

Non-Traditional Trading 

Communities 

12 22 

Total  54 100 

A sample size of 54 middlemen was selected for the purpose of the study. From the above table, 

it is clearly indicated that majority of the middlemen belong to the traditional trading 

communities such as Jains, Wanis and Manvaris. Only 22 percent of middlemen fall in the non 

traditional category. They are mainly Maratha-Kunbi, Mali, LevaPatidar (i.e. specific caste 

typically observed only in Maharashtra) and Gujrathi. 

Table 4.7 Middlemen’s' Level of Education 

Level of Education No. of middlemen Percentage  

Primary 6 11 

S.S.C. 16 30 

H.S.C. 10 19 

Graduate 17 31 

Post Graduate 5 9 

Total  54 100 
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From above table, no specific trend can be observed regarding the middlemens' level of 

education. In trading they consider that experience is more Important than the formal education 

provided by the education system. Without any formal education they can maintain their books 

of accounts in a most traditional way. 

Table 8 Occupational Pattern of Middlemen 

Occupation No. of middlemen Percentage  

Only trading 22 41 

Trading and other than 

trading as well 

32 59 

Total  54 100 

As Indicated from the above table, 41 percent of the respondents do not have any other 

occupation than trading but majority of the respondents do have some occupation other than 

trading in agricultural produce. Such occupations as told by the middlemen were mainly - 

grocery shop owner, cloth merchant, farming, dealers in PVC pipes, fertilizers and other 

agricultural inputs, processors like oil mill owners / pulse mill owners etc. 

Table 9 Grading 

Whether you can grade 

? 

No. of middlemen Percentage  

No 5 9 

Yes 49 91 

Total  54 100 

Only 9 percent of the middlemen admitted the fact that they cannot grade. Even though, 91 

percent respondents were of the opinion that they can grade, the method adopted by them for 

grading was traditional one I.e. 'visual inspection'. No respondent had a scientific knowledge 
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about grading. The grading is made just based on size and shape, colour hardness of the 

foodgrains. In addition, it Is also seen that the grains are free from foreign matters, moisture 

contents. In general, It seems that the middlemen are not aware of the Importance and utility of 

grading In marketing of agricultural produce. 

Table 10 Market Arrivals 

Time of market arrivals No. of middlemen Percentage  

Only immediately after 

the harvest 

6 13 

Only in lean season 0 0 

Both seasons 41 87 

Total  54 100 

It may be observed from the table that according to the middlemen, 13 percent of the formers 

sale their produce at once i.e. immediately after harvest. No farmer intends to sale his produce 

only in off / lean season. But most of the farmers prefer to sale some produce in peak season and 

some produce in off season. By doing so, they are minimizing the risk and uncertainties involved 

in sale of agricultural produce. 

Table 11 Total Turnover for the year 2019-20 

Amount in Rs. No. of middlemen Percentage  

Below 50 lakhs 29 55 

Between 50 lakhs to 12 22 

Above 1 crore 13 23 

Total  54 100 
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During the survey it was observed that most of the middlemen were hesitant to tell anything 

about their turnover. But when they were assured that the information will not be leaked, they 

talked freely about their turnover. 23 percent middlemen are having substantial turnover of more 

than one crore while majority of the traders have turnover more than Rs.50 lakhs. 

Table 12 Traders Representation on Market Committee 

Whether the 

representation is 

adequate or not ? 

No. of middlemen Percentage  

Adequate 18 33 

Inadequate 36 67 

Total  54 100 

As compared with the representation of the farmers on markets committee the number of traders' 

representative is very less. Therefore, they were asked to express their views about adequacy / 

inadequacy of representation on market committee. 67 percent of the middlemen believed their 

representation is not adequate. Secondly, they also pointed out the fact that their representative 

cannot get elected as chairman of APMCs. 

5. CONCLUSION 

From the interpretation of age groups, it can be concluded that majority of the farmers belong to 

age higher age group that means young farmers with less age hardly involving themselves in the 

agricultural marketing. In this research study, age may be viewed as essential characteristics, as 

it has a greater impact in terms of knowledge and experience in the agricultural marketing of 

both perishable as well as non-perishable commodities. It can be concluded that, the majority of 

the family type are found to be joint families which is a regularly observed in rural areas. The 

farmers with the joint family may get help from other family members but nuclear family has to 

rely on other persons. In this research study, family type seems to be essential as family may 

have larger impact on farmers’ decision-making process regarding agricultural marketing of both 

perishable as well as non-perishable commodities. It can be concluded that, education is a factor 

in the social economic development of the farmers as the majority of the farmers are belonging 

to high school pass group or farmers with schooling education but very few farmers were found 
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with professional education background. In this research study, education may be viewed as 

empowerment tool which has a greater impact on farmers knowledge and decision making in 

agricultural marketing of both perishable as well as non-perishable commodities. In this research 

study, numbers of items owned by farmers may be viewed as purchasing capacity of farmers 

which is one of the two important factors considered in socioeconomic classification in 

agricultural marketing of both perishable as well as non-perishable commodities. 
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