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 Abstract 

Agriculture remains as the main component of the Indian economy since times 

immemorial. As per the Economic Survey 2017-18, Indian agriculture contribution to the National 

Gross Domestic Product (GDP) is 17.1 percent. With food being the uttermost need of mankind, 

much emphasis has been on commercialising agricultural production. For this reason, adequate 

production and even distribution of food has of late become a high priority global concern. 

Agricultural marketing is mainly the buying and selling of agricultural products. It is a 

process of moving agricultural products from the farm to consumer. There are three marketing 

functions involved in this, i.e., assembling, preparation for consumption and distribution. Selling 

on any agricultural produce depends on some couple of factors like the demand of the product at 

that time, availability of storage etc. The task of distribution system is to match the supply with 

the existing demand by whole selling and retailing in various points of different markets like 

primary, secondary or terminal markets. Agricultural marketing without the exchange of 

information cannot take place. It also depends on availability of suitable finance. The aim of this 

research paper is to highlight the past, present and future of agricultural marketing in India. The 

paper also describes the importance, hindrances, new trends, target, and marketing strategies for 

the development of agricultural marketing in India.  
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Introduction: 

Our food choices today are unprecedented, but they are also increasingly complex. 

Consumers can buy food from other countries—but are they better off buying food grown locally 

to help the economy? Should a farmer use environmentally responsible practices? What about 

genetically modified foods? ―Organic‖ foods? Such questions offer farmers many opportunities, 

as they attempt to differentiate their produce from similar produce in the market. But such a task 

depends upon successful communication with customers and distributors, as they try to market 

their products better than the competition. Today, instead of buying most of our food from 

farmers, we buy from supermarkets/malls that have gathered selections of food from thousands 

of farms from around the world. This is excellent news for the consumer, but a challenge for the 

farmer, who now must compete in a global market instead of a local one. 

 Agricultural marketing is mainly the buying and selling of agricultural products. It is a 

process of moving agricultural products from the farm to consumer. There are three marketing 

functions involved in this, i.e., assembling, preparation for consumption and distribution. Selling 

on any agricultural produce depends on some couple of factors like the demand of the product at 

that time, availability of storage etc. The task of distribution system is to match the supply with 

the existing demand by whole selling and retailing in various points of different markets like 

primary, secondary or terminal markets. Agricultural marketing without the exchange of 

information cannot take place. It also depends on availability of suitable finance. 

 With a population of 1.27 billion India is the world‘s second most populous country. It is 

the seventh largest country in the world with an area of 3,288 million sq.km. Agriculture, with its 

allied sectors, is the largest source of livelihoods in India. 70 percent of its rural households still 

depend primarily on agriculture for their livelihood. In 2017-18, total food grain production was 

estimated at 275 million tonnes. As per the Economic Survey 2017-18, Indian agriculture 

contribution to the National Gross Domestic Product (GDP) is 17.1 percent. However, India still 

has many growing concerns. As the Indian economy has diversified and grown, agriculture‘s 

contribution to GDP has steadily declined from 1951 to 2011. With food being the uttermost 

need of mankind, much emphasis has been on commercialising agricultural production. 

Agricultural marketing is mainstay of life for majority of the Indian population. It 

employs 65% of the workforce in the country. Government of India has set up specific 

commodity boards and export promotion council for boosting & monitoring the production, 

consumption, marketing and export of agricultural products. Most agricultural commodity 

markets operate under the market forces. However, with a view to protect farmer‘s interest 

government also fixes minimum support price for some of Rabi and Khariff crops. 

 

Objectives 

 To study about the agricultural marketing. 

 To assess the overall scenario of agricultural marketing in India 

 To ascertain the problems which are faced by agricultural marketing in India. 
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 To assess the new trends of agricultural marketing. 

 To study government initiative to support agricultural marketing. 

 To suggest remedial measures for improvement of agricultural marketing in India. 

 

Methodology:  

 This research paper is based on secondary data which has been collected from various 

sources such as (a) publications of the central government; (b) books, magazines and 

newspapers; (c) reports and publications of various associations connected with agricultural 

marketing (d) reports prepared by research scholars, universities, economists, etc., in agriculture 

filed and (e) public records and statistics, historical documents, and other sources of published 

information. 

Importance of Agricultural marketing 

Marketing is fundamentally about communicating information to increase demand for a 

product or service. Agricultural marketing is an economic process under which agricultural 

products are exchanged. This is the base of most of economic activities in country. The 

importance of agricultural marketing is to provide food grains for the population, provide raw 

materials for industries, helps farmer to sell their product at reasonable price, its helps in the 

expansion of international market. It gives incentive to producer to produce more agricultural 

products. 

Farmers seek higher prices for their produce and protection from price fluctuations. They 

try to reduce the amount of post-harvest waste and secure guarantees for the sale of their 

produce. They may also work to open up new markets or channels, such as selling directly to 

consumers instead of through producers. 

Agrochemical companies promote solutions to farm problems, offering farmers higher 

yields and protection from pests. Government agencies at both the centre and state level 

campaign for farm production. The Agricultural Marketing Service runs a number of different 

programs to promote farm sales. 

Present State of Agricultural Marketing in India: 

In India, four different systems of agricultural marketing are prevalent as mentioned 

below: 

 

Sale in Villages: The first method open to the farmers in India is to sell away their surplus 

produce to the village moneylenders and traders at a very low price, The moneylender and 

traders may buy independently or work as an agent of a bigger merchant of the nearly mandi. In 

India more than 50 per cent of the agricultural produce are sold in these village markets in the 

absence of organised markets. 
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Sale in Markets: The second method of disposing surplus of the Indian farmers is to sell their 

produce in the weekly village markets popularly known as ‘hat’ or in annual fairs. 

Sale in Mandis: The third form of agricultural marketing in India is to sell the surplus produce 

though mandis located in various small and large towns. There are approximately 1700 mandis 

which are spread all over the country of which only 585 mandis of 16 states and 2 UTs have 

been registered under e-NAM. As these mandis are located in a distant place, thus the farmers 

will have to carry their produce to the mandi and sell those produce to the wholesalers with the 

help of brokers or ‗dalals’. These wholesalers of mahajans again sell those farm produce to the 

mills and factories and to the retailers who in turn sell these goods to the consumers directly in 

the retail markets. 

Co-Operative Marketing: The fourth form of marketing is the co-operative marketing where 

marketing societies are formed by farmers to sell the output collectively to take the advantage of 

collective bargaining for obtaining a better price. 

 

Problems in Agricultural Marketing 

The most important information signal in the marketplace is price. However, agriculture 

is often subject to price controls, and thus the wrong message can be communicated to 

customers. Market analysts must seek additional sources of information about supply and 

demand, and stay aware of what efforts are being made by companies and countries to increase 

supplies of agricultural products. 

A second challenge for agricultural marketing involves product branding. Similar or 

competitive products often go by different names. Some campaigns focus on the issue of naming 

a product, establishing its brand in the minds of consumers. Following are some of the main 

defects of the agricultural marketing in India: 

 

Lack of Storage Facility: There is no proper storage or warehousing facilities for farmers in the 

villages where they can store their agriculture produce. Every year a major part of the 

agricultural produce are damaged either by rats or rains due to the absence of proper storage 

facilities. Thus, the farmers are forced to sell their surplus produce just after harvests at a very 

low and un-remunerative price. 

 

Distress Sale: Most of the Indian farmers are very poor and thus have no capacity to wait for 

better price of his produce in the absence of proper credit facilities. Farmers often have to go for 

even distress sale of their output to the village moneylenders-cum-traders at a very poor price. 

 

Lack of Transportation: In the absence of proper road transportation facilities in the rural areas, 

Indian farmers cannot reach nearby mandis to sell their produce at a fair price. Thus, they prefer 

to sell their produce at the village markets itself. 

 

Unfavorable Mandis: The condition of the mandis is also not at all favorable to the farmers. In 

the mandis, the farmers have to wait for disposing their produce for which there is no storage 
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facilities. Thus, the farmers will have to take help of the middleman who take away a major 

share of the profit, and finalizes the deal either in his favour or in favour of wholesalers. 

 

Intermediaries: A large number of intermediaries exist between the cultivator and the consumer. 

All these middlemen and dalals claim a good amount of margin and thus reduce the returns of 

the cultivators. 

 

Unregulated Markets: There are huge numbers of unregulated markets which adopt various 

malpractices. Prevalence of false weights and measures and lack of grading and standardization 

of products in village markets in India are always going against the interest of ignorant, small 

and poor farmers. Indian farmers are not aware of the ruling prices of their produce prevailing in 

big markets. Thus, they have to accept any un-remunerative price for their produce as offered by 

traders or middlemen. There is lack of collective organisation on the part of Indian farmers. A 

very small amount of marketable surplus is being brought to the markets by a huge number of 

small farmers leading to a high transportation cost. Indian farmers do not give importance to 

grading of their produce. They hesitate to separate the qualitatively good crops from bad crops. 

Therefore, they fail to fetch a good price of their quality product. Farmers are marketing their 

product under adverse circumstances. A huge number of small and marginal farmers are forced 

by the rich farmers, traders and moneylenders to fall into their trap to go for distress sale of their 

produce by involving them into a vicious circle of indebtedness. All these worsen the income 

distribution pattern of the village economy of the country. 

 

Lack of Institutional Finance: In the absence of adequate institutional finance, Indian farmers 

have to come under the clutches of traders and moneylenders for taking loan. After harvest they 

have to sell their produce to those moneylenders at unfavourable terms. 

Government Policy Support: 

Agricultural Price Policy and Minimum Support Price (MSP): Minimum support prices have 

been a cornerstone of the agricultural policy since 1965. The main objective of MSP is to ensure 

remunerative prices to the producer for their product. Implementation of MSP is undertaken by 

central and state level agencies. Commission for Agricultural Costs and Prices (CACA) 

formulates the recommendation on price policy. 

Agriculture Marketing Support: National Institute of Agricultural marketing (NIAM) set up 

by the Government of India in August 1988. It offers training, Research, Education and 

consultancy in the field of agricultural marketing. 

Agriculture Products Storage Structures: By the Implementing the Rural Godown scheme, 

Government of India fulfilled the need of rural storage structures. The aim of this scheme is to 

create of scientific storage capacity in rural areas by encouraging private and cooperative sector 

to invest in creation of storage Infrastructure. 

Agricultural Market Advisory service:  The aim of agricultural market advisory service is to 

provide for the sustainable enhancement of the capabilities of the rural poor to enable them to 

adopt to factors which affect upon marketing. 
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Standardisation and Grading: Promotion of standardisation and grading of agricultural 

products is the main function of agricultural marketing. In order to improve the marketability of 

products within and outside the country, an effective quality control mechanism is essential. 

According to Directorate of Marketing and Inspection, Ag-mark standards have been framed and 

notified in respect of 224 commodities which include food grains, pulses, fruits and vegetables, 

spices, edible nuts, oilseeds, vegetable oils and fats, fibers, forest products, livestock, dairy and 

poultry products. 

Marketing Training: Marketing is considered a major problem because of lack of transport, 

high post – harvest losses. Learning new skills, new techniques and new ways of obtaining 

information are required for successful marketing. 

Warehouses: For constructing the network of warehouses in the town and mandis, the All India 

Warehousing Corporation has already been set up. The Central Warehousing Corporation (CMC) 

owned and managed nearly 465 warehouses with its total storage capacity of 10.8 million tonnes 

(2012-13). 

Development of Marketing Societies and Regulated Markets: Moreover, the Co-operative 

Credit Societies are also re-vitalised for providing more credit to the farmers. So many general 

purpose primary co-operative marketing and processing societies have also been formed for 

assuring reasonable prices to the farmers and also to remove all existing intermediaries from the 

market. 

Infrastructure Facilities: The central Government is also providing assistance for the creation 

of infrastructural facilities in the markets and also for setting up godowns in rural areas. These 

schemes have been transferred to different States and Union Territories. In order to set up cold 

storage under co-operative sector, the National Co-operative Development Corporation has 

advanced. Moreover, agricultural marketing is also suitably attended by a network of co-

operatives at primary level, state level and national level. 

NAFED: It is a central nodal agency for undertaking price support operations for pulses and 

oilseeds and market intervention operation for horticultural items such as Kinnu/Malta, onion, 

potato, grapes, black pepper, red chilies etc.  

Commodity Boards: Specialised Commodity Boards continue to operate for rubber, coffee, tea, 

tobacco, spices, coconut, oilseed and vegetable oils, horticulture etc. The National Dairy 

Development Board is also engaged in the marketing of agricultural commodities. 

Measures for improving Agricultural Marketing in India: 

The following are some of measures for the satisfactory development of agricultural 

marketing in India: 

Eliminating Middlemen: In order to ensure a fair and satisfactory market for agricultural 

produce, elimination of middlemen is very much required. Such middlemen between the farmers 

and the ultimate consumers usually disturb the normal functioning of the market. 
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Freedom from Moneylenders: Easy finance facility should be developed so as to set free the 

farmers from the clutches of moneylenders who often force them to go for distress sale of their 

output. 

Storage Facility: Suitable agricultural marketing structure needs an improved and adequate 

storage capacity in the form of modern warehouses and cold storages both in rural and urban 

areas. Such facilities can raise the holding capacity of farmers for getting a remunerative price of 

their product. 

Bargaining Capacity: The poor bargaining capacity of the farmers arising out of poor holding 

capacity should be improved for getting price of their produce in the market. 

Regulated Markets: The prevalence of various malpractice's such as short-weights, excessive 

market charges, unauthorized deduction, adulteration of produce and the absence of machinery to 

settle disputes between sellers and buyers were recognized as the main hindrances in agricultural 

marketing. Regulated market is wholesale market where buying and selling is regulated and 

controlled by the state government through the market committee. It aims at the elimination of 

unhealthy and unscrupulous practices reducing marketing charges and providing facilities to 

producers and sellers in the market. A good number of regulated markets should be set up 

throughout the country for removing the practice of exploitation of farmers by the middlemen. 

Weights and measures are also to be modernized. The number of regulated markets has grown 

from 286 in 1950 to 7,114 as on 31st March, 2014, besides which there are 22,759 rural 

periodical markets. Price of important food grains are also stabilized by the Government as per 

the recommendations of the Agricultural Costs and Prices. Lastly, the marketing of agricultural 

produce has also been improved significantly by the Government with the growing involvement 

of the organisations like Food Corporation of India, Cotton Corporation of India, Jute 

Corporation of India etc. Agricultural marketing co-operative societies should be formed 

throughout the country for developing a better marketing structure. Proper arrangement should 

be made through mass media coverage to pass correct and updated information to the farmers 

about ruling prices and marketing operations. 

Adequate Transport Facility: For developing satisfactory agricultural marketing, cheaper and 

adequate means of transport must be developed so that farmer can take their produce in urban 

market or mandis. 

Expectation from farmers: The Royal Commission on Agriculture has rightly observed, ―So 

long as the farmer does not learn the system of marketing himself or in co-operation with others, 

he can never bargain better with the buyers of his produce who are very shrewd and well 

informed.‖ So Farmers should come forward and learn the system of marketing so that they can 

be better off in future.  
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Conclusion: 

 

Agricultural Marketing in the present scenario has to undergo a series of exchanges or 

transfers from one person to another before it reaches the consumer. NABARD had started 

largest micro finance project and Kisan Credit Card for comfort of crores of farmers in India. 

The Food Corporation of India (FCI) ensures effective price support operations for safeguarding 

the interests of the farmers, distribution of food grains throughout the country for public 

distribution system and maintaining satisfactory level of operation and buffer stocks of food 

grains for National Food Security. However, there is a lack of operational efficiency, pricing 

efficiency and distributive justice efficiency. Improvement in the efficiency of agricultural 

marketing system in India requires establishment of regulated markets, encouragement to co-

operative marketing and provision of satisfactory means of transportation. We can see the new 

trends of agricultural marketing. The concept like super market consumer driven agriculture, 

contract farming are significantly influencing the way of marketing takes place.  
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