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ABSTRACT 

The increasing development of agricultural production has brought in its significance. Agriculture sector should face new challenges in terms of finding markets for 

the increased production. In some rural area they don’t find market to sell their product. There is an inadequate information regarding price for their product. The 

issue of agriculture and agricultural marketing is dealt with both by the state as well as the central government in the country. Challenges and Chances that the 

global markets offer in the liberalized trade regime are also to be addressed. For the farming community to benefit from the new global market access opportunities, 

the internal agricultural marketing system in the country needs to be integrated and strengthened. Agricultural marketing reforms and the creation of marketing 

infrastructure has therefore been a prime concern of the government. There is a need to expand all the services that will develop agricultural marketing, relating 

to marketing system improvement, strengthening of marketing infrastructure, investment needs, possible sources of funds including that from the private sector, 

improvement in marketing information system using Information and Communication Technology (ICT), human resource development in agricultural marketing, 

and measures needed for promotion of exports. 

 

KEYWORDS 
APMCs, agriculture market, rural market, agmark. 

 

1. INTRODUCTION 
griculture is an important sector in contributing more revenue to Indian economy. With the greater importance agriculturist should have good marketing 

facilities as economy adopt new policies. Rural development is defines as balancing the rural and urban areas with the healthy competition among those 

which are results in nation’s development. Rural development which much more implies on small farmers agricultural progress, encompasses efforts to 

raise both farm and non-farm rural real incomes through job creation, rural industrialization, and the increased provision of education, health, nutrition, social 

and welfare services. The increasing development of agricultural production has brought in its significance. Agriculture sector should face new challenges in terms 

of finding markets for the increased production. In some rural area they don’t find market to sell their product. There is an inadequate information regarding price 

for their product. The issue of agriculture and agricultural marketing is dealt with both by the state as well as the central government in the country. Starting from 

1951, various five – year plans laid stress on development of markets, on –farm and off – farm storage structures related to facilities for standardization and 

grading, packaging, transportation, etc. Most agricultural commodity markets generally operate under the normal forces of demand and supply. The organized 

marketing provides chances to agricultural commodities in the country through a network of regulated markets.  

 

2. WHAT IS AGRICULTURAL MARKETING ? 
Agricultural marketing is the study of all the activities, agencies and policies involved in the procurement of farm inputs by the farmers and the movement of 

agricultural products from the farms to the consumers. The agricultural marketing system is a link between the farm and the non-farm sectors. 

 

3. DEFINITION OF AGRICULTURAL MARKETING  
According to the National Commission on Agriculture (XII Report, 1976), “agricultural marketing is a process which starts with a decision to produce a saleable 

farm commodity, and it involves all the 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”. 

 

4. FUNCTIONARIES IN AGRICULTURAL MARKETING 
Functionaries’ involvement in agricultural marketing has categorized under three market stages. They are functionaries in:  

• Primary market  

• Secondary market  

• Terminal or Export market 

Primary market functionaries: The producer/farmer/cultivator, pre-harvest contractor, itinerary merchants, transport agents. 

Secondary market functionaries: Financial agents, and processing agents are involved in secondary market in addition to primary market functionaries. 

Terminal or Export market functionaries: in addition to primary and secondary market functionaries commercial analyst and shipping agents are also involved in 

this market stage. 

 
  

A
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5. FUNCTIONS OF AGRICULTURAL MARKETING 
The major marketing functions involved in agricultural marketing are as per following: 

Concentration: The foremost function to be performed in agricultural marketing is to collects the agro produce ready to sale in a central place for economic buying 

purpose. 

Grading of Agro Produce: Grading is the process of segregating the huge amount produce into different categories on the basis of variety, quality, size, etc. This 

can help to establish standards for those produce.  

Processing: It is the stage where the farm products are transformed into consumable products. For example: paddy into rice processing.  

Warehousing: Warehousing is storing the products from production till its final consumption. This helps to preserve the products from spoil, contamination, etc. 

Packaging: Packaging of products is another essential function for easy handling, preventing from deterioration, attracts customers, etc.  

Distribution: The last function performed in all marketing is distribution of products from the place of warehouse to retail outlet for final consumption. 

 

6. REGULATION ON AGRICULTURAL MARKETS 
The rationale of state regulation of agricultural markets was to protect farmers from the exploitation of intermediaries and traders. It also aimed to ensure better 

prices and timely payment for their produce. After some years these markets have though acquired the status of restrictive and monopolistic markets, providing 

no help in direct and free marketing, organized retailing and smooth raw material supplies to agro-industries. The exporters, processes and retail chain operators 

cannot procure directly from the farmers as the produce licensed traders, which are supply chain management. There is, in the process, an enormous increase in 

the cost of marketing farmers end up getting a low price for their produce. Monopolistic practices and modalities of the state – controlled markets have prevented 

private investment in the sector.  

 

7. AGRICULTURAL PRODUCE MARKETING COMMITTEES (APMCs) 
The role of APMCs in India is very important one in giving opportunities to rural farmers to sell their Agro-product at good rices. To achieve an efficient system of 

buying of agricultural commodities, most of the state government and union territories have enacted several legislations to provide for regulation of the Agricul-

tural Produce Markets. The basic purpose in the setting up of a network of physical markets has been to ensure reasonable gains to the farmers by creating a 

market environment, where there is fair play of supply and demand forces. To regulate market practices and to attain transparency in transaction there is need of 

APMCs. With growing agricultural production, the number of regulated markets has also been increasing in the country. There were 286 regulated markets in the 

country at the end of 1950; their number has increased to 7157 by 2010, this shows the positive sign to agriculture development. The purpose of a regulated 

market is to eliminate unhealthy market practices, to reduce marketing charges and to interests of farmers. To facilitate this all the state Agricultural produce 

Marketing Act for the establishment of regulated markets. 

 

8. IMPORTANCE OF AGRICULTURAL MARKETING  
• Break the vicious circle of poverty  

• Optimum utilization of agricultural resources  

• Enhance the standard of living  

• Basis of employment opportunity  

• Basis of industrial development 

• Creation of utilization  

• Basis of foreign trade  

• Source of national revenue  

• Create the environment for investment 

 

9. CHANCES TO RURAL FARMER IN AGRICULTURE MARKETING 
With the regulation on Agro-market government provided to rural farmer by such facilities like infrastructure development, private sector intervention, and im-

provement in marketing information system using ICT, human resources development in agricultural marketing, and measures needed for promotion of exports.  
9.1 THE TERMINAL MARKETS 
This scheme introduced to promote modern terminal markets for fruits, vegetables and the other perishables in important urban centres in India.  

9.2 THE MARKETING EXTENSION 
AGMARK quality control programmes as well as improvements in marketing practices and procedures are advertised through mass media. The information is 

disseminated through exhibitions, conferences, seminars and workshops.  

9.3 THE MARKETING RESEARCH AND INFORMATION NETWORK (AG-MARKNET) 
This is a central sector scheme that was launched by the department of Agriculture and Cooperation in March 2000. This includes networking of markets, devel-

opment of regional portals, market-led extension activities and development of market atlas on Global Information Systems (GIS) platform, etc. 

9.4 THE CONSTRUCTION OF RURAL GODOWN  

The Department of Agriculture and Cooperation introduced a central sector scheme, the ‘Grameen Bhandaran Yojana’, in March 2002 to promote the construction 

of rural Godown. 

9.5 GRADING AND STANDARDIZATION 

The scheme for the development/strengthening of agricultural marketing infrastructure, grading and standardization was launched on 20th October 2004. 

10. CHALLENGES IN AGRICULTURAL MARKETING  

The challenges for rural farmer are: 

a). Inadequate storage facility of food grains,  

b). improper transportation,  

c). packaging facility problem,  

d). cold storage facility problem etc.,  

Inefficiency in the wholesale markets result in a long chain of intermediaries, multiple handling, results in a long chain of intermediaries, multiple handling, loss of 

quality and increase in the gap between the producer and consumer prices. A large number of small retailers, each handling small quantities, create high overheads 

leading to a high marketing margin on the produce. The purpose of regulation of agricultural markets was to protect farmers from the exploitation of intermediaries 

and traders also to ensure better prices and timely payment for the produce. However, due to lack of development of an appropriate market infrastructure in 

tandem with changes in production, intermediation has tended to continue resulting in post-harvest losses at every stage thereby reducing the farmer’s share in 

consumer’s price. There is a strong need for providing an appropriate backward and forward integration to producers for ensuring primary value additions to the 

produce and enhance quality. 

 

11. CONCLUSION 
Agriculture is an important sector in contributing more revenue to the Indian Economy. With the greater importance agriculturist should have good marketing 

facilities as economy adopt new policies. Challenges and opportunities that the global markets offer in the liberalized trade regime are also to be addressed. For 
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the farming community to benefit from the new global market access opportunities, the internal agricultural marketing system in the country needs to be inte-

grated and strengthened. There is a need to expand all the services that will develop agricultural marketing, relating to marketing system improvement, strength-

ening of marketing infrastructure, investment needs, possible sources of funds including that from the private sector, improvement in marketing information 

system using ICT, human resource development in agricultural marketing, and measures needed for promotion of exports.  

 

REFERENCES  
1. Manual on Agriculture Prices and Marketing, October 2010, Government of India, Ministry of Statistics and Programme Implementation, Central Statistics 

Office, New Delhi. 

2. Mishra. P.K (2007) “Agricultural Market reforms for the benefit Farmers“, Kurukshetra, October. Vol.55, No.2.  

3. Report of A National Level Quarterly on Agricultural Marketing, April-June, 2004, Vol.XLVII, No.1. Ministry of Agriculture, Government of India, New Delhi.  

4. Report on State of Indian Agriculture 2011-12, Department and Cooperation, Government of India, New Delhi.  

5. Opportunities & Challenges for Agriculture Marketing, Aug 2013, IJAR, Vol.3. No.8. 

2. www.ijar.com 

  



VOLUME NO. 7 (2017), ISSUE NO. 07 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

117 

REQUEST FOR FEEDBACK 
 

Dear Readers 

 

 

At the very outset, International Journal of Research in Commerce, Economics & Management (IJRCM) 

acknowledges & appreciates your efforts in showing interest in our present issue under your kind perusal. 

 

I would like to request you to supply your critical comments and suggestions about the material published 

in this issue as well as, on the journal as a whole, on our e-mail infoijrcm@gmail.com for further improve-

ments in the interest of research. 

 

If you have any queries, please feel free to contact us on our e-mail infoijrcm@gmail.com. 

 

I am sure that your feedback and deliberations would make future issues better – a result of our joint effort. 

 

Looking forward to an appropriate consideration. 

 

With sincere regards 

 

Thanking you profoundly 

 

Academically yours 
 
Sd/- 

Co-ordinator 
 

 

 

DISCLAIMER 
The information and opinions presented in the Journal reflect the views of the authors and not of the Journal 

or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the journal. 

Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, producing 

or delivering the journal or the materials contained therein, assumes any liability or responsibility for the 

accuracy, completeness, or usefulness of any information provided in the journal, nor shall they be liable for 

any direct, indirect, incidental, special, consequential or punitive damages arising out of the use of infor-

mation/material contained in the journal. The journal, neither its publishers/Editors/ Editorial Board, nor any 

other party involved in the preparation of material contained in the journal represents or warrants that the 

information contained herein is in every respect accurate or complete, and they are not responsible for any 

errors or omissions or for the results obtained from the use of such material. Readers are encouraged to 

confirm the information contained herein with other sources. The responsibility of the contents and the 

opinions expressed in this journal are exclusively of the author (s) concerned. 

 



VOLUME NO. 7 (2017), ISSUE NO. 07 (JULY)  ISSN 2231-4245 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

III

 


