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Findings of the Study

The sphere of Agricultural Marketing in West Bengal is in shambles. This is indeed mysterious as because the state which is so boastful of running an economy largely dictated by the peasants and the toiling class of people is seen not taking much interest to ensure remunerative price of the farm produce of an average peasant. Therefore, the cry of the hour should be more investment to revamp the ailing spheres of Agricultural Marketing in West Bengal. Without more investment which it does fail to have – the sphere would remain neglected causing tremendous damage to protect the interest of the peasants.

Findings  of the Study

1. Buyers priority

· Agri-items do not figure in the priority list for those who shop at Shopping Malls.

2. Freshness  of agri-items

· The freshness of agri-items stored in the Shopping Malls is not satisfactory.

3. Status symbol of mall-goer
· Visit and purchase from a Shopping Mall often becomes a status symbol.

4. Agri-grower’s ignorance

· Contrary to a general belief, the peasants normally do not know whether his farm produce would be sold at a city Local Market or in a Shopping Mall as the agri-items sold in the latter are mainly procured from a select Wholesale Market.

5. Less sale of agri-items
· Construction of more and more Shopping Malls was unable to make a dent in the overall sale of agri-items in the Local Markets.

6. Social Relationship
· The long-standing buyer-seller relationship as it does exist in the Local Markets often appears more attractive and beneficial for the buyers.

7. Agri-vendor’s advice
· Informal suggestion/s of a Vendor in a Local Market often proves to be beneficial to a buyer in determining the quantity and item of purchase.

8. Detrimental social impact
· The Shopping Mall culture is indeed proving to be a detriment for our society, according to majority to the Respondents of the Present Study.
9. Rampant use of plastic money
· The rampant use of Credit Card is acting in favour of an emerging Shopping Mall culture.

10. Fun-zones

· One of the main causes of attraction towards the big Shopping Malls is their entertaining role. 

11. ORM & Contract Farming
· The introduction of Organized Retail Marketing (ORM) may infringe upon the livelihood potential of a big rural agro-dependent population – many of whom do belong to economically backward category in West Bengal.

12. Huge dependence on Agriculture
· About 30 lakh people are engaged who do provide necessary service between the agri growers and a city based consumers in the gamut of agri-business in West Bengal. 30 lakh is the minimum number of population involved as gathered from the interviews with some important peasant leaders and a noted Agricultural Scientist who worked as an important functionary with the West Bengal Agriculture Commission. 

13. Need to undertake a Study
· There has been no specific Study to ascertain the exact number in this regard. Thus, a suitable Study needs to be carried out soon in order to understand the socio-economic impact of the introduction of Organized Retail Market (ORM) on the sphere of Unorganized Retail Market (URM) in a densely populated and industrially-disadvantaged state like West Bengal. 

14. Experience of ORM in other states

· It is in the sphere of URM related with agri-business where at least 30 lakh people might be involved. Therefore, the rampant incursion of ORM may not be desirable especially when the experience of states like Maharashtra, Tamil Nadu, Karnataka, and Andhra Pradesh had indeed been otherwise.

15. Striking out a balance
· Therefore, the challenge is to strike out a synergy between the might of global force and the felt needs of our countrymen – many of whom may belong to disadvantaged sections of our society. This needs to be seriously considered keeping in view our humane and ethical commitments. More importantly, the commanding height of the Government in the entire sphere of agricultural marketing-which is fast getting eroded – needs to be maintained at any cost.
