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RAJ BHAWAN
GUWAHATI

March 26, 2008

| am happy to learn that Assam State Agricultural Marketing Board, Guwahati
is organizing the General Body Meeting of the National Council of State Agricultural
Marketing Boards at Guwahati on 3rd April, 2008 and bringing out a souvenir to

commemorate the occasion.

| hope various issues contributing towards improving the quality of agricultural
marketing would be discussed during this Meeting. The bottlenecks faced at the grassroot
level in the day to day functioning must also be projected and all efforts should be initiated

towards finding effective measures thereof

| send my greetings and good wishes to all participating members for success

of the meeting.



Tarun Gogol Chief Minister, Assam

Guwahati
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It is indeed a great pleasure for all of us that a host of eminent personalities
in the field of agricultural marketing are meeting for the first time in Guwahati on 3rd
of April, 2008 under the aegis of the National Council of State Agricultural Marketing
Boards (COSAMB). The globalization has broadened the parameters of the concept of
agricultural marketing. 1 am sure the deliberations in the meeting will go a long way

in shaping the agri-economy of the State.

| am also delighted to know that a souvenir is also being brought out by the
Assam State Agricultural Marketing Board to mark the occasion. | send my greetings

and best wishes to all the participating members for success of the meeting.

Dispur
25-3-2008



Phone: 0361-2260276 (0)
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Smti. Pramila Rani Brahnt

Minister
WPT & BC and Agriculture, Assam
Dispur, Guwahati- 781006
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It gives me immense pleasure to know that the National Council
State Agricultural Marketing Boards (COSAMB) is holding its general ba
meeting for the first time at Guwahati on 3rd of April, 2008. To marl
the occasion, a Souvenir is also being publised by the Assam S
Agricultural Marketing Board.

In view of globalization, agricultural marketing system is rapidly
widening its parameters to incorporate new concepts befitting to mod
needs. | am sure, the deliberations will cover various issues pertainin
the subject and benefit the participants, which in turn, will contribute ma
towards upliftment of rural economy.

| wish the Organizers grand success.



It is a matter pride that the Assam State Agricultural
Marketing Board, Guwabhati is releasing a souvenir and organizing
a seminar on the latest emerging issues relating to agricultural
marketing system, mainly as how to provide alternative marketing
channels to the producer/sellers. On the sidelines of the seminar
the General Body meeting of National Council of State Agricultural
Marketing Boards (COSAMB) will also be hosted by the Board.

| extend best wishes to the Organizes and sincere thanks to
Sri Debeswar Borah, Chairman, Assam State Agricultural Marketing
Board and Senior Vice-Chairman of COSAMB.

(Ajmer Singh Lakhwal)

Chairman,

Punjab State Agricultural Marketing Board, Chandigarh
& Chairman, COSAMB



It is a matter of great previlege for the Assam State
Agricultural Marketing Board to host, for the first time, the general
body meeting of the National Council of State Agricultural
Marketing Boards (COSAMB) in Guwahati on 3rd of April, 2008.
The who's who of the country in the field of agricultural marketing
are assembling to deliberate on various issues pertaining to this
sector The changing scenario in the backdrop of globalization has
amplified the scope for more parleys on issue. | hope, the
deliberations in the meeting will help determining future course of
action in the field of agricultural marketing.

I, on behalf of the Assam State Agricultural Marketing Board,
wish the meeting a grand success.

(Debeswar Bora)

Chairman,
Assam State Agricultural Marketing Board



| am glad to know that for the first time the G.B. Meeting of the
National Council of State Agricultural Marketing Boards (COSAMB) will
be held at Guwahati on 3rd April, 2008 where delegates from all acr
the country will participate. It is needless to mention that the Stat
Agricultural Marketing Boards are playing the pivotal role in creating ar
utilizing agricultural marketing infrastructure in the country, which is vital
for the growth of agriculture sector in the country. | hope that the delege
participating in the GB meeting will deliberate upon the challenges a
opportunities faced for the agricultural marketing system in the new
emerging global market scenario and will find appropriate ways to make
system more competitive and beneficial to both farmers and the consu

| convey my best wishes to the Organisers for shouldering this one
responsibility of organising this meeting at Guwahati and wish a gratr
success for the same.

Dispur
March27,2008 (J.P.Meena)
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FOREWORD.....

Prof. M.S. Swaminathan, long ago, termed Assam as "a green but not a green revolution
state". According to him, the state has all the potential to be the flagship of an ever-green
movement, which implies continuous advances in productivity improvement without
associated ecological or social harm.

Assam is blessed with fertile valleys, dense forests, a rich mineral base and enormous
water resources. The Brahmaputra river, which flows through the state accounts for a third of
the combined annual flow of Indian rivers. Because of the fertility of land coupled with varied
climate, the state has good potential for cultivation and processing of a wide variety of fruits,
vegetables spices, floriculture and sericulture. Although it is on record that the contribution
of agriculture to Net State Domestic Product is around 30 percent and a little over half of
total work force is employed in agricultural sector, these facts, do not tell a true story. In fact,
agricultural growth rate in the state has been sluggish for quite some time. This has made
the state economy dependent mostly on other factors such as central grants, soft loans and
royalties etc.. In addition to the fact that low productivity has been the major constraint in the
development of agriculture, the insufficient marketing infrastructure and inefficient marketing
system have created panic among the think tanks of the state as to how to adopt right kind
of strategy in view of globalization. Assam ranks very low in terms of access to food as well.
One of the causes for this may be attributed to the fact that a very high percentage of rural
people, obviously below the poverty line, are yet to enjoy whatever infrastructural facilities
are developed over the years in the village level. Inspite of implementation of various schemes
consumption capacity of rural people is also not improving.

However, this column is far for sufficient to raise all the factors, which have retarded
the agricultural growth in the state. We have honestly attempted to incorporate as many
articles highlighting the status of agricultural marketing in the North Eastern Region. We
also tried to utilize this Souvenir as a carry-drive to information on the subject of our
neighbouring sister-states. However, things could not be placed in apple order because of
time constraints, for which we sincerely regret.

We, hereby, express our gratitude to those who, have contributed to this Souvenir
with their valuable writings. Also we are apologetic to our distinguished readers for any
inadvertent error.

Jayanta M. Baruah

Member Secretary
Souvenir Sub-Committee



NATIONAL COUNCIL OF STATE
AGRICULTURAL MARKETING

BOARDS (COSAMB) :

he agricultural situation in India

has undergone a rapid change
after independence. Investment in the
agricultural sector both public and private,
has risen with the result that agricultural
production at national level has achieved
a better growth rate as compared with
other developed countries. Now-a-days
there is primarily a need to accelerate the
growth rate and minimize the fluctuations
in agricultural production. The production
is responsive to prices being offered for
agricultural produce and availability of
inputs and machinery in the open market.
On the other hand consumers also have a
right to expect availability of goods at
reasonable prices and as per their choice.
For achieving these apparently conflicting
objective, agricultural marketing system
plays pivotal role. To satisfy the production
requirements as well as consumer needs
and satisfaction, the role of various
sections of society farmers, labourers,
traders, consumers, processors,
researchers, sociologists, administrators,
planners affects the system and structure.
Hence the marketing in agricultural sector
need to be given a major thrust and be
taken as top priority on the nation’s
agenda. Itis not very difficult to produce a
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commodity, much more difficult is to
market it satisfactorily, so as to ensure that
the farmers long labour is compensated
properly (remunerative prices and timely
payments).

An efficient marketing system is that
which minimizes the costs (especially of
handling), provides quality product and
satisfies the consumer requirements
which keep on changing from time to time.
This can be best achieved when the
middle functionaries between producer
and consumer are reduced. In these days,
the availability of quality and variety
produce in the market and reduction of
handing costs be given a major thrust,
otherwise, one can not compete at
international level, resulting in collapse of
agricultural system at any movement.

The marketing of agricultural produce
is a big challenge these days for the
economic viability of the farmers due to
the era of liberalization. In this sector,
providing basic infrastructure for
wholesale and retail markets is the major
challenge besides motivating farmers to
produce more with quality as well
ensuring them for remunerative prices of



their produces. The
Governments at the State
level intervened actively
to frame and amend
suitably agricultural
marketing Laws for creating a self-
sustaining system for the marketing of
agricultural produce by which sale and
purchase of agriculture produce is to be
regulated and the required marketing
infrastructure are to be provided.

National Council of State
Agricultural  Marketing Boards
(COSAMB), a forum at national level, to
coordinate among all the State Agricultural
Marketing Boards/Departments for
efficient agricultural marketing system in
the country was established in 1988 with
the following objectives as provided in the
regulations of COSAMB:

(@ To provide a common form of the
member State Agricultural Marketing
Boards to discuss the problems

(b)

and issues relating to development of
agricultural markets and other
activities of the Boards in order to
enable the members to share the
experiences of the various States in
the cause of promoting modern
marketing facilities together with
ensuring healthy storage/handling of
agricultural produce and building of a
“think tank” at the national level to
develop a system of agricultural
marketing keeping abreast with the
latest development in the systems of
agricultural marketing anywhere in the
country or anywhere in the world as
seen or known by any of the medium.

To create a common base for the
State Agricultural Marketing Boards
to mobilize information from all over
India for the purpose of feeding such
information to the members to serve
as guidance or inspiration, to improve
the structure of agricultural marketing
throughout the country.
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(d)

(€)

To provide facilities to the members
to exchange views and share
experiences in the matter of
assessment of financial requirement
for various components of agricultural
marketing in order to fix norms (and
to revise the same from time to time)
for credit support and central
assistance and to develop logic
based combined force to help the
members in getting necessary credit
from Banks and adequate assistance
from Central Government.

To create a non political autonomous
body at the national level to assist the
Government of India and the State
Governments, in the interest of public,
especially the producers and the
consumers, to encourage healthy
growth of a marketing system for the
agricultural produce and its bye-
products by encouraging active
involvement of all concerned in
systematizing the entire system by
introduction of management
techniques duly covered by quality
control measures based on scientific
approach.

To bring about uniformity in the system
of agricultural marketing all over the
country aiming at uniform adoption of
the best of the proven practice picked
up form the States, where a particular
system or technology finds favor for
adoption in other states.

()

(©)

()

To create a national

body representing

member States to

organize seminars/

workshops and

exhibition in order to analyze
problems of agricultural marketing for
practical solution on the one hand and
to print up success stories for the
benefits of members to consider
adoption on the other.

To organize interstate visit to
producers, traders and officials of the
Boards in order to encourage
exchange of ideas and sharing of
experiences.

To enable the members to see the
functioning of Boards in other States
in order to work for improvement in
functioning of the Boards so that the
activities are more powerful, vibrant
and open to correction and
expansion.

To create a bridge between the
Government of India and the State
Agricultural Marketing Boards and
establish a link binding the Boards
together within themselves to provide
an all India status of a Board vision to
various members so that a process
of change for the better in all facets of
agricultural marketing is setin motion
to accelerate the progress in quality
of service together with expansion of
activities.



() To set up common
library/libraries in order to
mobilise best of books and
update literature for the
benefit of the members.

(k) To set up common laboratories for
agmark and assist in improving the
functioning and usefulness of existing
laboratories by proper co-ordination.

() To establish contact with various
institutions and organization in India
and abroad in order to keep abreast
with latest developments in the field
of agricultural marketing and to build
up a sound statistics for the benefit of
members.

(m) To undertake professional, technical
management and infrastructural
consultancy services for the benefits
of members.

(n) To undertake studies, surveys,
research projects etc and mobilize
information and material to
disseminate for the benefit of the
members.

(0) To co-operate with other similar
bodies, institutions and association in
India and abroad with area of
common interest for furthering the
cause of agricultural marketing by way
of mutual affiliation.

(p) To seek representation of the
association and the individual
members in various committees,
bodies’ delegation, teams etc. set up
by the Central Government or State

Governments on the subjects/projects
where agricultural marketing has a
role to play.

(q) To assist/advice the Government of
India, the State Governments or
members in setting up training
centers to cater to the needs of
improving professional efficiency and
the know-how.

() To establish contact and relation with
farmers organization, trade
organization, chambers of commerce
etc, in India and abroad to look for
opportunities to sponsor study teams
or individual officials/non-officials
functionaries of the Boards or
agricultural markets to educate them
and broaden their vision.

(s) Togenerate further information in the
course of achieving above objectives
and to find other areas of service
which may be useful for promoting the
cause of streamlining the working and
system of agricultural marketing.

The State/Union Territory/Agricultural
Marketing Boards established under
provision of State/Union Territory Act are
eligible to be its member. Where the State
Agricultural Marketing Board is not
established, the Director of Agriculture
Marketing/Mandis is the associate
member. Besides this Agricultural
Marketing Advisor, Government of India or
his nominee is also the associate member.
The presently members of COSAMB are
enlisted in annexure 1.



The regulation for the sale and
purchase of agricultural marketing had
been taken as an important task after the
independence. Prior to the independence
a few number of regulated markets were
established. The productivity is increased
significantly with the optimum use of
resources and adoption of technology
which ultimately forced to develop the
infrastructure to cop up with the increased
marketable surplus. Prior to 1939, there
was only 57 regulated markets, later on
with the passage of time and also due to
the increased surpluses, the number of
regulated marketincreasedto 1777in 1974
and 7566 in the year of 2006.

REGULATED MARKETS IN INDIA

Period No. of Regulated Markets
Pior to 1939 57*
End of 1940 73*
End of 1950 286*
March, 1961 715*
March, 1974 1777*
March, 1985 5695
March, 1990 6217
March, 2000 7077
March, 2005 7521
March, 2006 7566

*Represents only principal markets.
Source : D.M.I., Faridabad.

The different States in the country have
developed 2429 principal market yards
and 5137 sub market yards. The maximum
market yards are 890 in the State of Andra
Pradesh, followed by 684 in West Bengal,

585 in Uttar Pradesh, 495
in Karnatka, 489 in
Madhya Pradesh and so
on. The State wise details
of these yards is provided
inannexure Il.

These regulated markets established
under the Laws of the respective State
covers different areas as shown in the
table at annexure lll. But it seems that still
there is requirement of markets to be
established at some places. The minimum
area covered is in the Pondicherry,
followed by Chandigarh, Delhi, Punjab,
West Bengal and so on. In the State of
Punjab, Haryana, Jharkhand, Andhra
Pradesh each market serves the
population of 55582, 74236, 84092,
85183 respectively. The rest of the
States serves a large number of
population as shown in the table
attached as annexure lll.

In the present era of liberalization, the
agricultural marketing Laws must be
liberalized to create an opportunity for the
alternative marketing channels for selling
the agricultural produce to the producer.
Private companies, cooperatives or any
legal entity be allowed to establish and
operate the agricultural marketing
infrastructure and supporting services as
a competitive measures with the markets
established by APMCs. Direct purchase
of agricultural produce from the farmers
field by individuals as well as companies,
societies, cooperatives be encouraged to



reduce the number of

intermediaries thereby

providing opportunity in

increasing the share of

farmer in consumer
rupee. Producer or Consumer markets be
established for the direct sale to the
processors or consumers. Contract
farming be popularized for the assured
sale at the predetermined price before
sowing. Specialized market yards for
special commodities also be developed
to provide a commodity specific modern
market infrastructure for the particular
crops grown in a particular area. Public
private participation for establishment and
management of markets for agricultural
produce to encourage the private
investment and professionalism in
agricultural marketing including post
harvest handling of agricultural produce
and encouraging value addition to share
the burden and provide healthy

competition with APMC’s. e-market, e-
marketing and e-trading for speedy and
distance transactions also be established.
Market Stabilization fund be created at
State level to safeguard the interests of the
producers in the wake of sudden and
unanticipated fall in the prices of
agricultural produce. Marketing extension
cell be established for market driven
extension service to farmers to adopt the
improved practices of marketing to fetch
the better price. Agricultural Produce
Marketing Standards Bureau also be set
up for grading, standardization and quality
certifications of all the agricultural produce.
The producer be helped and provided all
technologies to produce hygienic and
better qualities for export to other
countries to fetch the better prices. The
States must initiate the steps for farmers
organizations to produce in collective
manner for reduction in the production



costs by pooling the resources, assemble
produce at one point to sell in bulk to the
main buyer on spot payment and also to
use the free time for other earning
activities created by those farmer
organizations. The other areas related to
agriculture and horticulture as such animal

husbandry and products
of live stocks, forestry,
apiculture and sericulture
also be well equipped
and provided a suitable

platform to increase the farm income as a

subsidiary occupation.

ANNEXURE |

Members of COSAMB
Name of SAMBs/Deptts. | Email Website
Assam SAMB asamb@sitépm wwwasamb.com
Andhra Pradesh SAMB apmarket@yahoo.com wWwWwgist.ap.nic.in
Bihar SAMB wwwbsamb,com
Chandigarh SAMB dc@chd.nic.in —
Chhattisgarh SAMB —_— —
DelhAMB ambdl@nic.in wwwdelagrimarket.com
Goa SAMB  — wwwagmark.nic.in
Gujarat SAMB gsamb@yahoo.co.in wwwgsamb.gujrat.gav
Haryana SAMB hsamb@hnyc.in wwwhsamb.gadw

Himachal Pradesh SAMB

hpmarket@yahoo.co.in

wwwhpsamb.nic.in

Jammu & Kashmir

e.org

Karnataka SAMB mdksamb@iic.in wwwksamb.gaw

Maharashtra SAMB msamb@vsnl.com wwwmsamb.com

Madhya Pradesh SAMB mdmandiboard@gmail.com Wwwmpmandiboard.com
Meghalaya SAMB ambmg@shilong.meg.nic.in wwwmegamb.nic.in

Nagaland SAMB agrilandkoh@sancharnet.in —

Neramac neremac@satyam.net —

Orissa SAMB osamboard@yahoo.com wwwosamboard.org
Pondicherry M. C. amdpc@ponggn.nic.in wwwpondicherrymarketcommitte
Punjab SAMB mandiboard@chd.nic.in wwwmandiboard.nic.in
Rajasthan SAMB rsamb@datainfosys.net wwwrajamb.com

Tamil Nadu SAMB

agrimarkbusiness@rediffmail.com

wwwansamb.com

UPRKUM Parishad

mandipar@hotmail.com

wwwupmandiparishad.in

Uttrakhand KUMParishad

uamandi@rediffmail.com

wwwuamandi.org

West Bengal SAMB

asoksantra_ias@yahoo.com

wwwwhbsamb@vsnl.net




ANNEXURE I
WHOLESALE ASSEMBLING, PRIMARY AND REGULATED
MARKETS

IN THE COUNTRY (AS ON 31.3.2006)

Sl. State\U3 No. of Markets Regulated Markets

NaQ. Wholesale Rural Total | Principal Sub-yard Total
Markets Markets

1. |Andhra Pradesh| 300 290 590 300 590 890

2. |ArPradesh 6 24 30 - - -

3. |Assam 755 253 1008 | 20 204 224

4. |Bihar 325 1469 1794, 95 415 510

5. |Jharkhand* nus 476 594 | 27 201 318

6. |Goa 11 8 19 1 7 8

7. |Gujarat 203 129 332 191 215 406

8. |Haryana 284 157 441 106 178 284

9. |Himachal Pradesh38 30 68 10 28 38

10.|Jammu & Kashmir 3 14 17 APMR Act not yet implemented

11. |Karnataka 495 941 1436 | 145 350 495

12./Kerala 351 2000 2351 APMR Act not yet Passed

13./Madhya Pradesh 233 1321 1554, 233 256 489

14.|Chhatisgarh - 1679 1679 73 106 179

15.|Maharashtra 873 3500 4373 288 595 883

16.| Manipur 20 98 18 APMR Act not yet Passdd

17./Meghalaya 1uz 1z 224 2 - 2

18.|Mizoram 10 105 15 APMR Act not yet passeld—

19./Nagaland 11 86 97 - - -

20.|Orissa 398 1150 1548 | 45 269 314

21./Punjab 437 - 437 145 292 437

22.|Rajasthan 413 312 725 125 298 423

23.| Sikkim 7 30 37 1 - 1

24| Tamil Nadu 300 677 977 274 14 288

25.| Tripura 84 554 638 | 21 - 21

26.| Uttar Pradesh 584 3322 3906, 245 340 585

27.|Uttaranchal 57 - 57 25 31 56

28./West Bengal 214 2925 3139 43 641 684

29.|Andaman & Nicabar - - APMR\ct not yet Passed




30/ Chandigarh 1 - 1 1 - 1
31, D.&N.Haveli - - - APMR\ct not yet Passed
32/ Daman & Diu - - - - - -
33, Delhi 30 - 30 9 14 23
34/ Lakshadweep - - - APMRct not yet Passed
35/ Pondicherry 7 9 16 4 3 7
Total 6680 21671 28351 2429 5137 7566
Note :-

* Figures are provisional

In Bihar & West Bangal subyards includes rural market & cold storages & hence figures of total
regulated markets & wholesale markets are not comparable.
Source : Directorate of Marketing and Inspection, Faridabad

ANNEXURE IlI

POPULATION FED BY REGULATED MARKETS

S. | Name of State/UT| Areain Sq. kms Total Total Area RequirementPopulation,
No Kms. Population | Regulated | covered by of Markets*| Served by
Markets each Markget each
in Sg.Kms Market
1|2 3 4 5 6 7 8
1. | Andhra Pradesh | 275045 75727541 | 890 309.39 3501 85183
2. | Arunachal Pradesh 83743 109117 0 0 1066 0
3. | Assam 78438 26638407 | 224 350.17 998 118921
4. | Bihar 94163 82878796 | 510 184.63 1198 162507
5. | Jharkhand 79714 26909428 | 318 249.1 1015 84092
6. | Goa 3702 1343998 | 8 462.75 47 168000
7. | Gujarat 196024 50596992 | 406 478.1 2495 123407
8. | Haryana 44212 21082989 | 284 155.68 563 74236
9. | Himachal Pradesh 55673 6077248 | 38 132555 | 709 144696
10, Jammu & Kashmirt 222236 10069917 | O 0 2829 0
11.| Karnataka 191791 52733958 | 495 385.12 2441 105891
12, Kerala 38863 31838619 | O 0 495 0
13, M.P 308346 6038518 | 489 628.00 3924 122984
14| Chattisgarh 135100 20795956 | 179 754.75 1719 116179
15| Maharashtra 307690 96752247 | 883 348.46 3916 109572
16, Manipur 22327 3288634 | 0 0 284 0




17] Meghalaya 22429 2306069 | 2 11214.50 | 285 153034
18, Mizoram 21081 891058 0 0 268 0
19/ Nagaland 16579 1988636 | O 0 21 0
20, Orissa 155707 36706920 | 314 495.88 1982 116901
21, Punjab 50362 24289296 | 437 15.24 641 55582
22, Rajasthan 342239 56473 122423 803.38 4356 132566
23, Sikkim 7096 540493 1 7096.00 | 90 540493
24, TamilNadu 130058 6210839 | 288 445.40 1655 212708
25, Tripura 10486 319168 21 499.33 133 151960
26, U.P 238566 166052859 585 406.42 3036 282884
27, Uttranchal 55845 8479562 | 56 997.23 n 151421
28, West. Bangal 88752 8022171 | 684 129.75 1130 117282
29, AN.Islands 8249 356265 0 0 105 0
30, Chandigarh 114 900914 1 114.00 1 900914
31, D &N Haveli 491 220451 0 0 6 0
32, Daman & Diu 12 158059 0 0 1 0
33, Delhi 1483 13782976 | 23 64.48 19 599260
34/ Lakshdweep 32 60595 0 0 0 0
35, Pondicherry 492 973829 7 61.50 6 121729

All India 3287240 10270152477566 28874.83 | 41838 5952402
* One Market in the radius of 5 kms as per National Commission on Agriculture p

(The writer is the Managing Director, National Council of State Agricultural Marketing Boards

(COSAMB), New Delhi)
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THE AGRICULTURAL MARKETING

SCENARIO IN ASSAM

gricultural marketing can play a

pivotal role in the development
of agriculture in Assam including
agricultural sector, veterinary sector, and
pisciculture sector. Though the farmers of
the state are producing a lot of their farm
products, a huge quantity of food items in
all these sectors are imported from
outside the state. Planners are seized of
this situation and new policies and
strategies are formulated to make Assam
a self reliant State in agriculture. Assam
with a population of 2.67 Crore utilizes
only 35.1% of its geographical area as net
area sown and 43.7% of net area sown is

Dr. U.N. BORA

utilized for more than one crop.
Horticultural crops constitute 13.6% of total
cropped area. 17.3% and 3.4% of net area
sown is chronically flood and drought
prone area respectively. 27.6% of gross
cropped area have irrigation facility,
83.34% are marginal and small farmers.
The percentage of contribution of food
grain production of Assam to that of India
dwindled from 2.23% (2002-03) to
1.45% (2006-07). If we compare the
yield per hectare between Assam and
that of India it is noticed that only fruits
and spices are above that of the national
average —

YIELD GAP —ASSAM vs INDIA

Crop Yield (Kg. per hectare) GAP (Kg. per hectare)

during 2005-06 (Assam-India)
Assam India

Rice 1487 2092 -605

Wheat 1076 2613 -1537

Pulses 533 585 -52

Food grains 1414 1709 -295

Oil seeds 472 1000 -528

Jute 1836 2228 -392

Sugarcane 37190 66286 -29095

Fruits 12005 9220 2785

Vegetables & Tubers 13497 15764 -2267

Spices 2475 1844 631




Production & Estimated requirement st

To

make
success, Agricultural
Marketing must examine
the status of production,
estimated requirement for consumption

it

a

(Requirement based on projected population)

Requirement per adult person per day

and the resultant surplus or deficit. The
surplus items are to be exported out of the
state and the deficit items are to be
imported from other states/countries. The
following chart will give a detailed picture-

atus in Assam during 10 ™ Plan Period

Rice-450 gm, Wheat- 60 gm, Pulses- 30 gm, Food grains- 550 gm, Oil seeds- 40
gm, Vegetables & Tubers- 280 gm, Fruits- 120 gm, Spices- 15 gm.

t

Crop | Year Total Estimated | Production Quantity Quantity

Production| Requirement Status (Surplus/Deficit) on(Surplus/Deficit)

(lakh MT) (lakh MT) | (Surplus/Deficit)actual production | after post harves

(lakh MT) production loss

(lakh MT)

Rice 2002-03| 37.38 35.89 Surplus 1.49
2003-04| 38.80 36.42 Surplus 2.38
2004-05| 34.70 36.94 Deficit -2.24
2005-06| 35.52 37.46 Deficit -1.94
2006-07| 28.67 37.97 Deficit -9.30
Wheat | 2002-03| 0.78 4,79 Deficit -4.01
2003-04| 0.73 4.86 Deficit -4.13
2004-05| 0.68 4,93 Deficit -4.25
2005-06| 0.65 4.99 Deficit -4.34
2006-07| 0.72 5.06 Deficit -4.34
Pulses | 2002-03 0.67 2.39 Deficit -1.72
2003-04| 0.69 2.43 Deficit -1.74
2004-05| 0.69 2.46 Deficit -1.77
2005-06| 0.80 2.50 Deficit -1.70
2006-07| 0.95 2.53 Deficit -1.58
Food | 2002-03 38.92 43.87 Deficit -4.95
grains | 2003-04| 40.40 44.52 Deficit -4.12
2004-05| 36.25 45.16 Deficit -8.91
2005-06| 41.16 45.78 Deficit -4.62
2006-07| 44.75 46.41 Deficit -1.66
Oil seeds2002-03 1.90 3.19 Deficit -1.29
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2003-04 | 1.61 3.24 Deficit -1.63
2004-05 | 1.52 3.28 Deficit -1.76
2005-06 | 1.78 3.33 Deficit -1.55
2006-07 | 2.31 3.38 Deficit -1.07
\egetables 2002-03 | 34.77 22.33 Surplus 12.44 5.49
& Tubers| 2003-04 | 38.67 22.66 Surplus 16.01 8.28
2004-05 | 42.91 22.99 Surplus 19.92 .34
2005-06 | 46.15 23.31 Surplus 22.84 13.61
2006-07 | 46.68 23.63 Surplus 23.05 13.71
Fruits 2002-03 | 12.83 9.57 Surplus 3.26 0.69
2003-04 | 1351 9.71 Surplus 3.80 1.10
2004-05 | 13.34 9.85 Surplus 3.49 0.82
2005-06 | 15.37 9.99 Surplus 5.38 2.31
2006-07 | 17.41 10.13 Surplus 7.28 3.80
Spices 2002-03 | 1.95 1.20 Surplus 0.75 0.65
2003-04 | 1.95 121 Surplus 0.74 0.64
2004-05 | 2.06 1.23 Surplus 0.83 0.73
2005-06 | 2.1 1.25 Surplus 0.86 0.75
2006-07 | 2.19 1.27 Surplus 0.92 0.81

(Production figures of 2006-07 are anticipated)
s- 20%, Spices- 5% and V egetables & T ubers- 20%

Estimated post harvest production loss : Fruit

In addition to import and export to and
from other states, there is a gap of
production figures in different districts of
the state. The less producing districts are
to be fed by more producing district within
the state. It is worth mentioning that
vegetables move from Kharupetia to
Barak valley which is almost 400 KM
away. It is carried by truckload which
naturally results in inflation. However, the
Assam State Agricultural Marketing Board
(ASAMB) has devised a mechanism to
reduce such inflation by introducing a
scheme of 30% transport subsidy to the
grower’s societies.
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Infrastructure Development:

Keeping in mind that a good quantity
of food grains are lost after harvest either
due to lack of proper marketing facilities
or lack of information on price, the
ASAMB took some bold steps to mitigate
the problem. On the information front a
multilingual Website viz.www.asamb.com
was dedicated to the service of the nation
where the market price information is
incorporated. Publication of Bipanan Varta
and publication of market price through
newspapers help the growers.

There are 20 Principal Regulated
markets, 204 regulated sub-markets, 2



big wholesale markets,

831 rural primary

markets and 423

growers’ societies in
Assam. To facilitate marketing of
agricultural commodities, the ASAMB and
its district regulated market committees
have constructed 431 auction platforms /
retailer shed, 48 godowns, 11 no of selling
complexes / traders shop, 21 cattle market
shed,26 drying platforms, 5 health care
units, 9 guest houses /kishan bhawan, 1
bank building and 1 canteen building for
the benefit of the growers and traders in
21 districts in the State. It not only helps
the growers and traders to reduce their
post harvest loss but also to get
remunerative price. In addition to this the
ASAMB has made provision of revolving
fund for its growers’ societies during
2008-09.

The Govt. of India has fixed a target
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of 2% agricultural growth rate for Assam
and 4% for India. The decrease in growth
of agriculture from 3.2% per annum in the
8" plan period to 1.8% per annum in the
10" plan at the national level and from
1.13% in the 8" plan to -0.27% at the end
of the 10" plan period in Assam has
provoked the Govt. of India to fix 4% and
2% growth in agriculture for India and
Assam during 11™" plan period. The 2%
growth rate project was submitted to the
Govt. of India through the Govt. of Assam
to mitigate the problems of growers’
societies. The ASAMB submitted the
project proposal to the Govt. of India to
extend support on agricultural marketing
where almost all problems faced by the
growers such as problems in transport,
cold storage, storage during
transportation, sanitation and hygiene,
training and other marketing infrastructure
are proposed to be hammered out. The



110 Crore Project awaits sanction from
Govt. of India.

Reforms in agricultural marketing
sector :

The year 2003 will be remembered
as a turning point in the field of agricultural
marketing with the invent of model
agriculture produce marketing Act. As
proposed by Govt. of India for the benefit
of the growers, these reforms were
necessary to enable producers to
undertake market driven production
planning, facilitate integration of farm
production with domestic and global
markets and attract massive investment
needed for building post harvest
infrastructure. The roadmap of reform
includes promoting competitive
agricultural markets in private and
cooperative sector, encouraging direct
marketing and contract farming program,
facilitating procurement of agricultural
produce directly from the farmers field,
establishing effective linkages between
farm production and retail chains,
facilitating private investment in owning,
establishing and operating markets, Public
Private Partnership (PPP) to promote
professionalism in existing markets,
stepping up of pledge financing and
marketing credit, introduction of
negotiable warehousing receipt system in
rural storage projects and use of IT. The
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Govt. of Assam have
already amended the
AAPMAct 1972 inthe light
of the model Act 2003.

Need of the hour

Contract farming has already been
introduced in the State. Itis an agreement
between processing and/ or marketing
farms, market intermediaries and the
farmers for the production and support of
agricultural products under forward
agreement frequently at predetermined
prices. The agreement involves the
purchaser in providing a degree of
production support to farmers (input,
technical advise). It is a commitment on
the part of the farmer to provide a specific
commodity in quantities and quality
standard determined by the purchaser and
commitment on the part of the registered
market intermediaries to support the
farmers’ production and to purchase the
commodity. Crisil has supported sugar
free potato seeds to farmers of Moirabari
in Morigaon district and purchased the out
put from the farmers as agreed upon. If the
same process continues to more areas,
farmers will get benefit from the same.

Due to its unique agro climatic
diversity, Assam has huge potential in
horticultural sector. The plains and the hills
and varied climatic condition allows



Assam to grow fruit
crops, tuber crops,
spices and floriculture.
The average yield for
fruits and spices in Assam is better than
that of national average. Ginger export
from Assam is noteworthy. The percentage
increase in production in 2006-07 over
2000-01 is — fruits =6.03%,; Spices =
14.44%; and vegetable = 57.3%. It has a
direct bearing with the facilities provided
under technology mission. Along with the
horticultural sector there is prospect of
some allied industries such as pottery
industry, craft industry, wooden dry
decorations, plant food, packaging
material and cold storage. With the new
act amendment in operation, people can
come forward and invest either in private
or in public private partnership (PPP) mode
and take a lead in agricultural marketing.

Organic farming is another most
important field which attracts the attention
of all. The ill effect of artificial manure and
pesticide is known to all and therefore
people have started purchasing organic
food especially in the European countries.
Indian competence centre for organic
agriculture (ICCOA) is one of the primary
organizations in this field, supporting the
cause of organic farming and developing
newer concepts in creating a sound

market base for organic products in India.
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Crops covered under organic farming in
Assam during 2006-07 are Joha rice (92
hect.), orange (1807hect.), Lemon (94
hect.), Ginger (300 hect.), Turmeric (2
hect.). Growers may take advantage of
organic farming and reap the benefit.

Assam'’s perennial flood problem and
drought problem needs immediate
attention. Due to devastation by flood,
farmers are now shifting to rabi crops. If
the river Brahmaputra and its tributaries
are controlled it can produce huge quantity
of electricity and at the same time
agriculture will flourish. Advanced
technology like Hydroponics and
aeroponics may be encouraged as
practiced in Thailand and Malayasia. Over
the recent few years, the state has had to
pass through a lot of constraints such as
insurgency problem, recurrence of natural
calamities in the shape of flood, drought
etc and despite of such constraints, Assam
has been able to achieve considerable
progress as is revealed by the over all
growth of the state economy in terns of
GSDP which has increased during the 10"
five year plan period (2001-02 to 2006-07)
over the 9" five years plan to 5.59% from
2.73%.

There are 16 cold storages in Assam
with storage capacity of 55650 MT. But
erratic power supply makes the cold
storages very expensive. As an alternative



the new low cost technology of cooling
chamber which does not require electricity
is attractive. In a cooling chamber
vegetables can be stored as — Potato = 3
months, Potato seeds = 7 months, Tomato
=15 days, Brinjal = 10days, Cucumber =
9 days, Carrot = 9days, Cabbage =5 days
& French bin = 4 days.

The depletion of fossil fuel reserve and
environmental concern compels us to think
about alternative source of fuel. Here
comes the issue of bio diesel. It is
estimated that the global bio diesel
demand will increase from 6740000 tones
during 2007 to 11413000 tones during
2009. Assam can grow plenty of plants
that can produce bio diesel. Carbon trade
is another area where Assam can enter.
After the Kyoto protocol, industrialized
nations are obliged to reduce greenhouse
gas emissions below 1990 levels by 2012
and carbon trading is one of the ways to
reduce these emissions to combat global

warming, As per Kyoto

protocol, to curb the

emissions of green

house gas, an authority

has to set a cap on the amount of pollutants
that can be emitted by industries /
companies in that country in a year. Each
company or industry is given an
allowance. Companies that pollute beyond
their allowance must either buy credits
from those who pollute less than their set
limits or face heavy penalties. The buying
and selling of the allowances is referred
to as carbon trade. Plantation of trees will
fix carbon and will reduce carbon from the
atmosphere which has tremendous
potentiality in Assam. Thus Assam can take
the advantage of the amended statute of
Agriculture Marketing and can improve the
economic condition of the people in general
and the growers and traders in particular.p

(Dr. U.N.Bora, ACS is the Chief Executive Officer of Assam State Agricultual Marketing Board)
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DEVELOPMENT OF AGRICULTURAL
MARKETING: SMALL LOANS CAN HELP

f one were to request a loan from

a bank to trade in vegetables what
would be the reaction of the banks, the
society and the government. Depending
on the reactions one can fathom why or
why not the NER is in trouble as far as
the marketing of its produce is concerned.
The reverse that is marketing of goods
in mainland India in the NER is not so
difficult as can be seen from the goods
from other regions being flooded here.
If finance is assumed to be one of the
main constraints in the process of
marketing then it is not difficult to see
why the situation is pathetic in the region.
And then the people from outside, the
bankers and even some local leaders
have the habit of blaming the local
youths for not having the entrepreneurial
acumen.

It is not the lack of willingness but
the lack of opportunities to put to use
any drive that the youths have. For
example, who would not think of bringing
cheap vegetables from the rural areas
to sell at a higher price in Guwabhati
or where the prices are higher. One has
met many youths who have shared their
experience and frustration in trying to
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do this. The constraints according to
them are many, including the
government officials and agents of the
government who would try to put all
sorts of barriers when they try to go
through the proper channels. Some
individual policemen seem to be the
main culprits. But the check gates, the
tax authorities are not far behind. Then
there are the unofficial tax collectors.
This is for the people who already have
the money to take up such projects. But
what about the people who do not have
the funds to purchase and transport the
vegetables from the producing areas?

Getting a loan from a bank is very
difficult. The paper work is not there
in the first place. But even after that
the delays in project evaluation, the
field visits etc take a long time. And
after all this, there is normally the
outright denial of the loan or various
excuses like leave, sickness, transfer of
the dealing officers. Basically, if the
region is going to have a good marketing
set up, it has to be because of the
initiative of the local people and for that
banks’ assistance is of utmost
importance. Until and unless the farmers



are themselves involved as stakeholders
in the process of marketing, imposing
the structure from above will not make
the system sustainable.

In terms of infrastructure, one can
see that wherever there are good road
communications, the problem of
marketing of the produce has been
much smaller. Even though in many
areas the good old river transport has
helped, it is eventually the road
communication which becomes a major
development catalyst.

If the roads were good in the
region the local youths have no hesitation
in purchasing small means of transport
to carry goods and passengers. Loans
in the transport sector is easy. This
makes marketing of goods very easy,
after all we are not yet in the e-
marketing age. People would like to
see, feel and purchase. The road
network in the region as a whole has
been bad and thinly spread. If there is
any bandh in one district, then the entire

movement seems to

come to a halt.

Alternative routes have

to be built, since such

bandh culture is not

going to die down very soon. In order
to send products outside the region,
other means of transport using the
airports and river water have to be put
in place. The problem has taken the
form of chicken and egg -whether more
production is needed to precede
marketing infrastructure or vice versa.
However, as the infrastructure is mainly
a public good whereas production of
goods and services are private goods,
the former has to be put in place first.

While banks can increase the
number and amount of loans for private
sectors role in marketing, the government
should take urgent steps for
improvement of the transport system,
road linkage and communication in which
Assam is lacking. Good air connectivity
is required for transportation of things
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like flowers to distance

places. Assam has a

good potentiality of

flower production but air

connectivity has not
been improved in terms of frequency as
well as direct flights to various cities of
the country .The role of private sector in
setting up a strong marketing system for
agri-produces can not be undermined.
Govt. has an important role to play in
creating a facilitating environment to
private sector to flourish.

Development of marketing process
will also make the agri-sector truly
efficient. Although the role of agriculture
in India’s GDP is getting reduced over
time, even then the sector has to
support more than fifty percent of the
population. As in China, marketing and
related processes can create non farm
jobs for the people in the rural areas
so that overall efficiency can be
increased. The model Agriculture
Produce Marketing Committee Act, 2003
can go a long way towards giving a
big boost to the sector. It is now
dependent on the state governments to
take up the processes to its logical end.
It is normally the case that the Central
government organizations are
functioning much better than those of
states like Assam, Bihar, UP etc.
Given the overall education level of
the people in Assam the state should
not be a member of the group of
laggards. But sadly, this has been
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happening in almost every aspect.

Our children have been taught that
agriculture in the context of Assam is
still in the subsistence level. This is
mainly true. But our children need to
be told what the positive developments
are. The data are not shared with the
general public. But only then there will
be discussion and mass participation.
The whole economic system requires
augmentation of efficiency and
productivity so as to compete with
other regions. But it should be realized
that merely increasing the production
level may not be enough for agri
business to prosper. The marketing
network is very important. Thus there
could be surplus somewhere but if the
deficit areas are not fed with the
product then the surplus itself will
dwindle next year when the farmers
realize the folly of producing more than
their needs. This was reflected in the
STW programmes of the Govt of Assam
a few years back. But when we look
at the region as a whole there is still
deficit. The situation can be compared
to the case where there is frictional
unemployment -labour surplus in some
areas while there are jobs to be filled
up in some other areas. Here,
communication and information playa
big role.

It is generally believed that setting
of markets near production centre
facilitates farmers to respond to market
forces. Otherwise the wunorganized



farmers will be duped by traders and
middleman. Almost everybody talks
about vegetables, oranges, turmeric,
ginger etc grown in large scale in
particular isolated areas which are
suffering from transport bottleneck and
inadequate market facility. One finds it
interesting that even after years of
suffering in marketing of their produce
the farmers are still producing such
large quantities. Since the farmers have
not given up, thus there is great scope
for generating surplus in these areas.
For example, setting up GINFED recently
in Karbi Anglong will certainly help the
ginger cultivators of the remote areas
of the Hill Districts. Similar attempt is
to be made in Sadiya where large scale
production of ginger and turmeric are
going on.

If one were to learn from the idea
of GINFED, then it is the information
about the farmers and networking
amongst them that has to be
encouraged. Formation of SHGsi
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farmers’ club can take

this process a long way.

This can also help in

getting funds from many

sources since there is

now a movement within the country for
encouraging such groups. Formation of
a network interlinking the markets, cluster
based approach are the need of the
hour. A strong data base providing
immediate and timely infonnation through
use of IT will be very useful. If micro
credit can be used as a tool to provide
finance to the farmers who come to the
unorganized haats, then the burden of
distress sales would be reduced. Banks
and funding organizations will have to
recognize the haat committees as
bankable agencies for micro credit.

To conclude, there are possibilities
of exporting vegetable fruits, spices etc
to Bhutan, Bangladesh, Nepal and other
countries nearby. For this improvement
of the existing infrastructure will be
needed. Establishment of a Regional



Integrated Agro-
Horticulture commercial
complex by the Gouvt.
may be thought of. The
large demand for food
items by the army and security forces
can be exploited profitably. Here is an
example of demand existing in the
region itself whereas the supply has not
been organized to meet the demand.
Of course the products have to be
graded, packaged properly for meeting
the demand of the above sectors.

There exist 707 Gram Panchayat
level Samabay Samity (GPSS), 53
Large Area Multipurpose Co-operative
Societies and 100 Consumer’s Co-
operatives in Assam. These institutions
can be entrusted with marketing of local

agricultural produces. Already there are
moves in the Budget 2008-09 for
revamping the cooperative sectors.
Micro finance is something that these
organizations can take up for their
members and even non-members. The
farmers who have produced the goods
with or without loans would like to
realize the sale proceeds as soon as
possible. Microfmance can fill up this
gap easily. Lastly, allowing contract
farming of certain crops will facilitate
assured markets to farmers. In all this,
awareness among the growers regarding
various aspects of marketing is essential
so that any marketing move can become

farmer friendly.p

(The writer is the Executive Director of
Rastriya Gramin Vikas Nidhi)
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Agricultural market dynamism for
development of agricultural sector

A case In Assam

Agricultural Marketing -Concepts and
Scope:

Agricultural marketing is an integral
component of agribusiness. According to
the National Commission on Agriculture
(X1l Report), agricultural marketing is a
process which starts with a decision to
produce a saleable farm commodity, and
itinvolves all aspects of market structure
or system, both functional and institutional,
based on technical and economic
considerations, and includes pre and post
harvest operations, assembling, grading,
storage, transportation and distribution.
But in a dynamic and growing agricultural
sector, the agricultural marketing system
ought to be understood and developed as
a link between the farm and non-farm
sectors (Acharya, 1997).As such, in its
broadest sense, agricultural marketing
includes all activities involved in supply of
farm inputs to the farmers and movement
of agricultural products from the farms to
the consumers. Agricultural marketing
system includes assessment of demand
and supply of farm-inputs, post harvest
handling of farm products, performance of
various activities required in transferring
farm products from farm gate to
processing industries and / or ultimate
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consumers, assessment of demand for
farm products and public policies and
programmes relating to pricing, handling
and purchase and sale of farm inputs and
agricultural products

There is no differing opinion that
agriculture is one of the most important
sectors in the economy and contributing
immensely in the development process of
the economy. Through the impact of ‘green
revolution’ since mid sixties, India could
modernize and to a great extent
commercialized agriculture with
substantial marketable surplus in
agricultural production. But commensurate
with this development, marketing system
has not developed; thereby it remained
backward, poorly organized and ill
managed. For agricultural development,
market reform should be an integral part
of the policy planning.

Ideal Marketing System :

In agriculture dominated developing
country like India, agricultural marketing
play an important role in sustaining the
tempo of agricultural and rural
development. The ideal marketing has
been defined, as “The ideal marketing
system is one that maximizes the long term
welfare of society. To do this, it must be



physically efficient;
otherwise the same
output could be
produced with fewer
resources; and it must
be allocatively efficient;
otherwise a change in allocation could
increase the total welfare where income
distribution is not a consideration” (Moore,
Johl and Khusro, 1973)

Such a marketing system should operate
with maximum physical and allocative
efficiency. For maximum physical
efficiency, physical functions like
transportation, storage and processing
should be carried outin such a way so as
to achieve the highest output per unit cost
incurred on them. Similarly, the marketing
system must allocate agricultural products
in time, space and form to intermediaries
and consumers in such proportions and
at such prices as to ensure that no other
allocation would make consumers better
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off. To achieve these, prices throughout
the marketing system must be efficient and
must be equal to the marginal cost of
production and marginal consumer utility.

Agricultural Marketing in India and
Role of Government:

Agricultural marketing in India has
been undergoing changes over time in
keeping with the changes in the patterns
of productions, processing and disposal
of the surplus. With the generation of
surplus food crops and commercial crops,
the demand for the agricultural marketing
system has become more varied and
complex. Modern, scientific and efficient
services in the areas of transport, credit,
communication and institutional
infrastructures have become necessary.

As seen in the previous sections,
efficient marketing is a prerequisite for
development and basic objectives of an



efficient marketing are to ensure
remunerative prices to the producers and
reduction of marketing costs and margins,
to provide commodities to consumers at
reasonable prices and promote economic
development thereby. There are many
imperfections in the marketing system and
to protect the interests of various sections
of the society, government interventions
became necessary to fulfill the objectives
of an efficient market system. One such
intervention is establishment of regulated
markets.

To facilitate marketing of agricultural
produce, Government organized
marketing of agricultural produce through
the network of regulated markets
established under the provisions of the
Agricultural Produce Market Act enacted
by the States. In Assam regulated market
became effective with the Passing of the
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Actinl972.

Regulated Markets:

A regulated market
is one that aims at the
elimination of the unhealthy and
unscrupulous practices, reducing
marketing charges and providing
facilities to producer-sellers in the market
Regulated markets have been
established by State Governments and
rules and regulations have been framed
for the conduct of their business.

The establishment of regulated
markets is not intended at creating an
alternative marketing system. The basic
objective has been to create conditions
for efficient performance of the private
trade, through facilitating free and informal
competition. In regulated markets, the
farmer can sell his marketed surplus in the
presence of several buyers through open



and competitive bidding.

The legislation for the

establishment of

regulated markets does

not make it compulsory

for the farmer to sell his
produce in the regulated market yard.
Instead, voluntary action on the part of the
farmers to take advantage of such a
market is assumed. The basic philosophy
of the establishment of regulated markets
is elimination of malpractices in the
system and assignment of dominating
power to the farmers or their
representatives in the functioning of the
markets.

The objectives of regulated markets
are:

@ To prevent the exploitation of farmers
by overcoming the handicaps in

marketing of their products;

To make marketing system most
effective and efficient so that farmers
may get better prices for their
produce, and the good are made
available to consumers at reasonable
prices;

To provide incentive prices to farmers
for inducing them to increase the
production, both in quantities and
gualitative terms; and

To promote an orderly marketing of
agricultural produce by improving the
infrastructural facilities.

Important Features of Regulated
Markets:

The specific important features of
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regulated markets are:

a) Weighment of Produce: To prevent
the exploitation of farmers the
handicaps in the marketing of their
products should be abolished. For
that Weighment of the produce is
done by a licensed weigh man with
standard weights and platform
scale.

b) Grading of produce: The produce
in the regulated markets is
expected to be sold only after
grading; but because of the
absence of some facilities, the
grading scheme could not be
implemented in all the markets in

the country.

Market information: To make the
marketing system most effective
and efficient so that farmers may
get better prices for their produce,
and the goods are made available
to consumers at reasonable
prices, there is an arrangement for
a proper and correct dissemination
of market prices through various
media, such as loudspeakers and
notice-boards in the regulated
market.

d) Payment of the value: To provide
incentive prices to farmers for
inducing them to increase the
production both in quantitative and
gualitative terms it is obligatory on
the buyer to make prompt
payments for the produce without
deductions of prices in the

regulated market.



e) Supervision: The day-to-day
functioning of regulated markets is
supervised by the officials of the
market committee, i.e., the
secretary, auction clerks and other
staff.

Infrastructure facilities: To promote
an orderly marketing of agricultural
produce, the required
infrastructural facilities such as
banks, canteens and post offices
is available in the market yard.
Method of Sale: The sale of
agricultural produce is done either
by open auction or closed tender
method. These methods ensure a
fair and competitive price and
prevent cheating. This is done
under the supervision of an official
of the market committee

9)

A Case study in Assam :

In order to see whether the above
main features are exiting in the regulated
markets in Assam or not and what are the
problems that exists in regulated markets
in Assam, a study was carried out taking
two regulated markets as sample. For this,
purposely two regulated markets were
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selected out of 15
principal regulated
markets in Assam.

The regulation of
agricultural produce
markets in Assam under the Assam
Agricultural Produce Market Act, 1972, is
being implemented by the Assam State
Agricultural Marketing Board. In the year
1976, four markets namely- Howly, Dhing,
Kharupetia and Gouripur were regulated.
In 1978, 11 sub-markets were brought
under the ambit of regulation and thus the
process is going on. Thus the total number
of regulated markets in Assam comes to
34 in March 1995. It is comprised of 15
principal markets and 19 sub-market
yards. As available in the website of the
Assam Agricultural Marketing Board, there
are 20 Principal Market Yard and 204 Sub-
market Yard. Also recently, 185 sub-
market yards are newly declared.

A) Kharupetia Regulated Market:
Kharupetia regulated market was
established in 1979. The marketis
located in Darrang district and is
linked with district head quarter



Mangaldoi, only by the
National highway No.52.
The four sub-markets
under this principal
market are Bangalagarh,
lalpool, Bhakatpara and Udalguri.

B) Bijaynagar Regulated Market:
Bijaynagar regulated market was
established in 1984. It is situated
in Kamrup district under Guwahati
sub-division. The market is linked
with the district head quarter only
by the National Highway No0.37.

Ten villages (five villages from each
regulated market area) were selected
within the boundaries of the each selected
regulated markets. Twenty-five numbers
of licensing traders were also randomly

selected and a set of question was
asked to probe into their problems in
buying and selling of agricultural produce
in regulated markets. Four traditional
markets (two from each selected
regulated market) have been surveyed
also.
Occupational
Population:

Distribution  of

The nature of occupational status
reflects the economic condition of the
people of a society. The number of
employed persons of the sample
households in various occupations is 302,
i.e. 40.50 percent of the total population
is engaged in different occupations.

The occupational distribution of the
sample households is shown in Table 1
given below.

Table 1: Occup ational Distribution of Sample Households

SL.No. Occupation No. of Persons P.C. of working force
1. Cultivation 214 70.86
2. Daily wage labour 56 18.86
3. Business/Trade 21 06.95
4, Government Services 11 03.65
Total 302 100.00

(Source: Data obtained from field survey)

Table 1 show that a very high
proportion of population i.e. 70.86 percent
of the working force is engaged in
agriculture as a means of subsistence.
Thus agriculture seems to be the main

occupation of the sample households. The
proportion of daily wage labour in the
sample households is as high as 18.54
percent against the corresponding figures
of 6.95 percent in business and trade and




3.65 percent in Government services.

Cropping pattern:

Cropping pattern depends on soil,
rainfall and temperature of a particular
area. Rainfall and temperature provide
certain advantage for growing rice, jute
and vegetables in the studied area. The
other important crops grown in these

studied areas are
wheat, mustard and
sugarcane.

Land Holdings:

Many of the technical and socio-
economic problems faced by the farmers
stem from the larger number of
fragmented small and marginal holdings.

Table 2: Cumulative Distribution of Operational Holdings

SL.No. Class size in hectare Percentage of Total | Cumulative No.
1. Below - 0.5 23.6 23.6
2. 05-1.0 16.0 39.6
3. 1.0-20 24.8 64.4
4. 2.0-3.0 09.2 73.6
5. 3.0-4.0 09.6 83.2
6. 4.0-5.0 08.0 91.2
7. 50-75 06.4 97.6
8. 7.5-10.0 02.4 100.0

(Source: Data obtained from field survey)

The size distribution of holdings
during the survey period as given in
Table 2 shows that 39.6 percent of the
holdings are up to 1 hectare, 24.8
percent from 1 to 2 hectares and 9.2
percent from 2 to 3 hectares. The
cumulative percentage of such holding
comes to 73.6 percent. The table also
indicates that the number of large
farmers is quite insignificant as it is
evident from the fact that 91.2 percent
of the farmers are having land below
5 hectares. Thus it can be observed
that a majority of the farmers under the
study areas belong to small and
marginal farmer’s category. This
indicates the importance of
developmental programmes for small
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and marginal farmers so that they can
increase the production of agricultural
crops rapidly.

Marketing is an integral part of any
policy taken for the development of
agricultural sector. Marketing is an
important institution for better return on
their produce which encourages
producers to generate more marketable
surplus through improved agricultural
system. In this connection, the marketing
facilities provided in the regulated
markets in Assam have been examined.

Regulated markets must have some
basic components consisting of some
physical factors like location on the one
hand and infrastructural facilities available



for the functioning of the
markets on the other.

Infrastructural
facilities available in
the regulated markets:

The ability of a given market, to
perform the functions of wholesale and
distribution and to create the service of
ordinary display and sale coupled with
speedy handling of goods, largely depends
on structure and facilities which together
with a sound infrastructure must create
near optimal environment for the
performance of the functions of regulated
markets. The created infrastructural

faciliies will reduce the percentage of
wastage in handling and transformation of
agricultural commodities and will also attract
the purchasers and growers to operate in
the regulated market. The infrastructural
facilities such as auction platform, storage
facility, jute bailing (as under Kharupetia
regulated market a huge amount of jute
is produced) and assortment facilities,
agent's shop, agent'’s office, animal parking
and parking and loading space etc. are
the indispensable part of regulated market
for the sound transaction of notified
agricultural commodities. The market users
of the regulated market s have been
depicted in Table 3.

Table 3: The market users available in the regulated market s

Sl. | Regulated MARKET USERS IN NUMBERS
No.| markets
Auction Storage |Jute Agents | Agents | Animal Parking
platform facility |Bailing | Shop Office | parking | And lo-
& Ass- ading
ortment space
1. Kharupetia |4 2 1 2 Nil Nil Nil
2. Bijaonagar |4 1 1 4 Nil Nil Nil

(Source: Data obtained from respective Market Committee during field study)



From the above table it is seen that
there is no animal parking, parking and
loading space in both the two regulated
markets. In Bijoynagar there is only one
storage facility whereas in Kharupaetia
though there are two storage facilities
but it is not sufficient to meet the growing
demand. The operational infrastructures
include mainly service lanes, drainage
workers and electrification. The facilities
provided in the regulated markets in
Assam are not satisfactory. The lack of
market components in the aforesaid
regulated markets has still been standing
as one of the most important barrier in
the marketing of agricultural produce with
the jurisdiction of market yards in Assam.

Factors affecting non-arrival of
agricultural commodities in the
regulated market:

1. Farmer’s ignorance about
regulated market: In course of field
study, it is observed that the
producer-sellers are not particularly
aware of the advantages of the
regulated market, although some of
them know of the existence of
regulated markets. During the field
survey, it has been observed that,
about 89 percent of the sample
producer-sellers do not know about
the concept, object and functions of
regulated market.

2. Lack of market information: The
provision of market information is
an important task for market
regulation. It has been found through
observations and discussions with
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4.

the sample
producer-sellers
that the farmers in
the study area do
not have any
knowledge about the prevailing
prices of agricultural products at the
regulated markets.

Lack of adequate infrastructure
facilities: It is observed that due to
inadequate infrastructure facilities
most of the percentages of the total
products are not brought to the
regulated market. Because of the
prevailing poor transport facilities
farmers had to pay more as
transportation cost in bringing
agricultural produce from the field to
the regulated market. Due to this, in
case of jute, the difference between
village and market prices per quintal
in roadside villages in Assam is
about Rs. 10.00 while it is as much
as Rs. 25.00 to Rs. 30.00 in the
isolated villages and in case of
mustard this is as much as Rs.
50.00 per quintal in the road side
village and as high as Rs. 100.00
to Rs. 150.00 per quintal in the
isolated villages. (Mahanta, 1984)

Lack of Grading and Storage
facilities: The ignorance of the
grower regarding the techniques
of harvesting results in
considerable damage to his
output. A major vulnerability of
the grower is the lack of
emphasis on grading and
standardization of his produces.



The consequence is
that prices,
production and quality
of produce bear no
relationship to one
another. Farmers
often find it difficult to secure
higher prices for their superior
guality goods, due to lack of
grading facilities in the market.

Malpractices of Markets: In regulated
market there are some malpractices
like manipulation of weights and
measures, adulteration etc. which
stand as a barrier in the agricultural
marketing of Assam

Present activities of the regulated
markets:

As there are little transactions of
agricultural commodities in these
regulated market yards in Assam, the
market committees have been rendering
the following services only as observed
during the field survey of sample regulated
markets in Assam.

1. The present activities of the
market committees include
licensing of the traders in its
respective market areas.

The market committees have
been collecting market fees from
traders at the rate of rupee one
for every one hundred rupees of
the aggregate amount for which
a notified agricultural produce is
brought within the regulated
market areas and also through
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check gate after checking leakage

of market revenues from notified

commodities carried by licenses.

The overall view of the working

of market committees shows that the

Market Committee have, by and

large, failed to achieve the objectives

of regulated marketing in Assam.

There are some major drawbacks

which stand in the way of proper

functioning of the regulated markets

in Assam which are found during
discussions with the samples.

Market Committees are not
making proper use of their
powers to serve the interest of
the growers.

)

The development of regulated
market has been delayed by
the failure of the Gowt., to transfer
the management and control of

the markets from the local
bodies to the Market
Committee.

iii) Non-Cooperation of the traders
with the Regulated Market
Committees and challenge to
the Act by them is another
constraint of the regulation in

Assam.

Another importance hurdle of
Market regulation in Assam is
that the farmers/producers are
not interested in the regulated
market in Assam as they are
totally ignorant about the profits
and advantage of regulated
market.



Suggestions for improvement of
marketing system:

Considering the importance of
proper marketing facilities for agricultural
produce in rural Assam, the following
points can be suggested for the
improvement of marketing system in
Assam.

@ The state government should
urgently consider early disposal
of the matter of transfer of
management and control of
traditional market owned by the
private individuals and local
bodies to the regulated Market
Committees. However, if the
local bodies are not willing to
handover the ownership, at least
the management of such
markets be transferred to the
concerned regulated market
committees, which may annually
pay a fixed amount of
compensation to the local
bodies or owner of the traditional
markets.

@ To make the

1]

regulation of
markets
successful,
active

participation by producer-
farmers, traders, local bodies,
public sector organisations
including the co-operatives and
Food Corporation of India is
necessary. This would facilitate
the producer-sellers to obtain
the reasonable prices under the
supervision of  market
committees.

Propaganda and publicity of the
benefits of regulated market to
the farmers is the important
aspect of marketing. The
farmers of Assam should be
made aware not only about the
existence of regulated market,
but also be convinced about the
benefits.

Another important factor which
is highly essential for the market



regulation is the creation

of infrastructural facilities

within the market yard.

But the infrastructural

facilities provided in the
regulated markets in Assam are
not sufficient for efficient working
of the regulated market. The
minimum requirement of
infrastructural facilities like
storage facilities, auction
platform, grading facilities,
buying and selling complex, etc
should immediately be created
in principal and sub-market
yards.

The difference of price as
between market outlet and
ultimate consumption level
should not be much larger than
the transportation cost. For this
purpose better transport
facilities need to be provided.

There should be well-developed
market intelligence network. To
decide fair price structure for
agricultural produce, there
should be a body to facilitate
fare price determination on the
basis of cost, demand and
supply of the produce. Again
motivation programmes for
growers and traders are

essential. Of late, the Assam
State Agricultural Marketing
Board is using information
technology in order to provide
market information like daily
arrival and price information
through the AGMARKNET and
some market committee are
provided the connectivity and
will be done phase wise. Apart
from the above national
connectivity, a scheme “Krishi
Bipanan Tathya Setu (KBTS) has
been launched in order to link
agricultural producing areas and
market yards to provide market
information to producers.
Besides the board launched its
own website with necessary
information in order to create an
efficient marketing system. But
the training and proper use of
such networking will surely made
a difference in the coming years.

Various trainings on different
subjects like modern technology
of agricultural development,
marketing, co-operative etc. can
also be imparted to the farmers
by the market committees. In
this way, growers can be
attracted to the institution of
regulated market.



Conclusion:

Though the market regulation
scheme has been implemented in the
state, its benefits to the farmers/
producers have not been achieved as
expected. The fact remains that many
improvement are needed for the efficient
functioning of the marketing system. For
this purpose an efficient agricultural
marketing system is an essential
condition for giving proper incentives to
the producer farmers. The market
regulation can be a major instrument for
accelerating agricultural and rural
development in Assam. It would promote
trade, bring the small producer to the
market, and convert their production into
incomes, while linking them to larger
markets in cities and to the total economy
as a whole. In order to achieve expected
results, cooperation of different agencies
like producers, consumers and market
functionaries is a must and then only it
will be able to create an efficient
agricultural marketing system.l
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