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ABSTRACT

Agricultural marketing covers the services involviedmoving an agricultural product from the Farm the
consumer. Numerous interconnected activities avelwed in doing this, such as planning productigngwing and
harvesting, grading, packing, transport, storaggp aand food processing, distribution advertisiengd sale. Some
definitions would even include “the acts of buyisgpplies, renting equipment, (and) paying lab oarguing that
marketing is everything a business does. Suchiaetvannot take place without the exchange ajrinhtion and are
often heavily dependent on the availability of ahie finance (Penn State College of AgriculturaileSces Agricultural

Marketing, 2012) Marketing systems are dynamicy @ue competitive and involve continuous changeiemmovement.
KEYWORDS: Direct Marketing Model of MSAMB

1. INTRODUCTION
What is Agricultural Marketing

The National Commission on Agriculture defined agftural marketing as a process which starts witle@ision
to produce a saleable farm commodity and it inveledl aspects of market structure of system, batictfonal and
institutional, based on technical and economic icemations and includes pre and post harvest dpastassembling,
grading, storage, transportation and distributidme Indian council of Agricultural Research defiredolvement of three
important functions, namely (a) assembling (conegiun) (b) preparation for consumption (proceskirgd (c)
distribution. Agricultural marketing can be defined the commercial functions involved in transfegriagricultural
products consisting of farm, horticultural and othied products from producer to consumer. Adtimal marketing also

reflect another dimension from supply of producenfrrural to rural and rural to urban and from rui@lindustrial

consumers.
Agricultural Marketing in India

There are several challenges involved in marketinggricultural produce. There is limited accesshes market
information, literacy level among the farmers iglonultiple channels of distribution that eats awhg pockets of both
farmers and consumers. The government funding rofides is still at nascent stage and most of thell faraners still
depend on the local moneylenders who are leechgslzarge high rate of interest. There are too mantiyres that eat

away the benefits that the farmers are supposgétto

Although we say that technology have improved biias not gone to the rural levels as it is comfitee urban

areas alone. There are several loopholes in theepréegislation and there is no organized andlaggn marketing system
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for marketing the agricultural produce. The farnmtasse to face so many hardships and have to oversawveral hurdles

to get fair and just price for their sweat.
Farmers Role in Marketing

Direct marketing is a felt need of the farmers aodsumers of the country as it goes a long waynsueng
higher remuneration to the farmers and meeting détisfaction level of the consumers through direale of the
agricultural commodities by the farmers to the coner at affordable prices. Direct marketing of egjtural produce
helps in complete elimination of middle men and oussion agents who charge high level of commiséé@nfrom the
agriculturists/farmers coming to the market yamissielling their produce and then artificially it the retail prices. The
efficacy of direct agricultural marketing infrastture facility can be increased by providing markstér common facilities
for proper weighing, cleaning, grading and packggdh agricultural produce being brought to the rearkard by the
farmers for sale. In order to give a big boosth® development of direct agricultural marketingasfructure facilities in
the country, the Government of India, Ministry ajriculture has announced the “Scheme for DevelophStrengthening
of Agricultural Marketing Infrastructure, Gradingd Standardization.” The scheme is reform linkeal, Desires the states
to amend their state specific APMC acts for engbtiavelopment of direct agricultural marketing @&sfiructure facilities,
contract farming and participation of private ambjgerative sector in creation of market yards. Wride scheme credit
linked back ended subsidy to the tune of 25 pet akthe total project cost (33.33% of the totadjpct cost for projects in
North East states, hilly and tribal areas, SC/Sfegneneurs or their cooperatives) is available iffplementation period
of the scheme is from 20.10.2004 to 31.3.2007. @veent of direct marketing infrastructure formseoof the

component of the scheme.
1.1 Concept and Meaning of Direct Marketing
It is the establishment of direct linkages betwiamers and consumers.

Direct marketing of agricultural produce helps iliminating middlemen and makes the farmer directly
responsible for selling his/her produce it is kncagnDirect Marketing. This helps in ensuring finahceturns for farmers

as well as increased consumer satisfaction.

The sale by the farmer is direct to the consumifei@nt studies show that many consumers prefexcticontact
with the producer/seller compared to an imperseaatlice, although the latter are in some cases gfbicgent. One of the
main advantages of direct sales to consumers isghertunity to reduce marketing costs and to aaldesto the product.
In this way, the profit margin is increased. Pragigscneed to become aware of existing marketingstaolorder to

maximize sales.
1.1.2. Importance of Direct Agricultural Marketing

Agriculture continues to be the mainstay of theildndeconomy. Agriculture is the principal meandiwélihood
for over 58.4 per cent of India's population andcamts for approximately one-fifth of the total ggodomestic product.
While significant strides have been made in indrepagricultural production over the years, immepsablems continue
to cloud the system of agricultural marketing ie ttountry. Ironically, the burden of inefficient rkating procedures
affects the farmers of the country the most, wimefact as producers they are entitled to the btnefia robust marketing

system.
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An effective answer to these issues lies in thabdishment of direct linkages between farmers amtsemers.
Direct marketing of agricultural produce helps Irménating middlemen and makes the farmer directlgponsible for

selling his/her produce. This helps in ensuringficial returns for farmers as well as increasedwmer satisfaction.

There has been concern in recent years regardingfticiency of marketing of fruits and vegetabliesding to
high and fluctuating consumer price and only a &stere of consumer rupee reaching to the farmark®ting of fruits
and vegetables is complex because of perish al8igsonality and bulkiness. Low efficiency in tharketing channels
and inadequate marketing infrastructure are bdlig¢aebe the cause for fluctuating prices. Indiamfrs depend heavily

on middlemen in fruits and vegetable marketing.
1.2 Global Direct Marketing Scenario

Direct marketing has played a major role in incieg@roductivity across a wide range of consumesdgoand
services in the world. The impact could be beshseeountries like U.S.A., U.K., Mexico, Thailarashd more recently
China. Economies of countries like Singapore, MsilnyHong Kong, Sri Lanka and Dubai are also hgaskisted by the
direct marking sector. Direct marking is the sectardest industry in United States both in numbfezstablishments and
number of employees. It is also one of the largestid-wide. Direct marking employs more than 22limil Americans
and generates more than $3 trillion in retail sad@ually. Wal-Mart is the world’s largest retail&dready the world’s
largest employer with over 1 million associates,|-Wart displaced oil giant Exxon Mobil as the wdsldargest retail
sector.

Direct marking when it posted $219 billion in safes fiscal 2001. Wal-Mart has become the most essful
retail brand in the world due its ability to levgeasize, market clout, and efficiency to createketadominance. Wal-Mart
heads Fortune magazine list of top 500 compani¢kerworld. Forbes annual list of billionaires hhe largest number
(45/497) from the retail business. As regards thentry wise retail share, USA stands first withhare of 38 per cent and
it was followed by Europe (27%), Japan (13%), Cl{Bta), India (3%) and Russia (2%).

Europe
27%

%, Japan

13%

Others
9%

ndia Chjna Russia
3% gy 2%

Figure 1.1: Country Wise International Retail Shareat a Glance
1.3 Indian Direct Marketing Scenario

The Indian marketing industry is becoming intensebynpetitive, as more and more players are tryorgttie
same set of customers. Although still at a nasc#age, organized marketing in India is witnessingadical
transformation. The increase in the number of ntargechains across the country is an indicationt thi@anized

marketing is emerging as an industry and will baora big way in the near future.

Direct marketing is one of the biggest sectors @nd witnessing a revolution in India. The new rant in
marketing in India signifies the beginning of maikg revolution. The windows of opportunity showst retailing in

India was at opening stage in 1995 and now it igdaking stage in 2010. India shows a retail maokétS $330 billion
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that is expected to grow at a pace of 25-30 per aenually. With the modern retailing just begii§ sector contributes

10 per cent of India’'s GDP and the present sizb@brganised retailing sector is approximateheBqent.

1.3.1. Forms of Direct Agriculture Marketing in India
a). Apni Mandi
In Apni Mandi, there is a direct contact betweea thrmers and ultimate consumers. These man déesafied

apni mandi since farmers as producers bring theymtdfor sale directly to the buyers as consumers.
b). Hadaspur Vegetable Market

Hadaspur vegetable market is a model market factimarketing of vegetables in Pune City. It belotmthe
Pune Municipal Corporation and fee for using thacgpin the market is collected by the Municipal g@wation from the
farmers. This is one of the ideal markets in theketamechanism. There are no commission agentshasdmnodern
weighing machines for weighing products. The puselnst make payment of the value of produce dir¢otthe farmers in

cash.
¢). Rythu Bazaar

Rythu Bazaars have been established in Andhra Bmmadéh prime objective to provide direct link beten
farmers and consumers in marketing of fruits, valglets and essential food items. Both producersefisas consumers are
benefited from Rythu Bazaar as producer’s shamoitsumer’s rupee is more than 15 to 40 per centcandumers get

fresh vegetables, fruits and food items at 25-30cpat less prices than the prevailing prices g markets
d). Uzhavar Mandies

The State Government of Tamil Nadu established UmhMandies (farmers markets) in selected municipal
panchayat areas of the State. In these marketsefarenjoy better marketing infrastructure freeco$t and receive
considerable higher prices for the products thaatiley receive from middlemen at villages or priynaarkets at town.

Farmers also get good quality seeds and otherdripuhe market itself.
e). Contract Farming

Contract farming may be defined as an agreementelest processing and/or marketing firms for produrcti
support at predetermined prices. This stipulatesramitment on the part of the farmers to providgeacific commodity
in terms of quality and quantity as determinedhmy purchaser and commitment on the part of the aompo support the
farmer for production through inputs and other tecal support. Contract farming is becoming popiraiecent years and
there are number of success stories like NDDB, PERS etc. The contract farming needs to be furteveloped after
identifying areas, commodities and markets for ratukiented and demand driven production plannidmuyever, while
providing for this system of alternate marketinglenthe APMC Act it is necessary to draft any appiaie legislation

separately for ensuring definition of terms andditions of the agreement keeping in view the oljest
1.5 Objectives of the Study

e To ascertain the activities and importance of fasnakrect marketing model of MSAMB.

e To study the farmers satisfaction about the dinestketing model.

* To study the experiences of farmers in Pune dis&i@ their recommendation and suggestions aboattdi
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marketing.
2. RESEARCH METHODOLOGY

This chapter will explain the methodology adoptedfulfill the objectives under the study. The majopics
covered in this chapter are research design aratidmcof study, nature of respondents. Design efdtudy is mainly
concerned with study of direct marketing systemmetaetivities and benefits of direct marketing aonfiers. Keeping these

points in view, research procedure is adopted #onéixe the above said aspects have been discudsed be
2.1 Location of the Study and Research Design

Pune city is the major city and a district placeéhia State of Maharashtra. So, Pune city and ineaodnd area of
Pune city was selected purposively for the studgabise this area has maximum population. Sampésm used for the
study was both the purposive and random samplirgigdeas the tahsils viz; Mulashi, Junnar, Khed, aBati and
purandar were selected purposively and five farrokiss and farmers were selected randomly. Theysias conducted
in Mulashi, Junnar, Khed, Baramati, and Purandasilsof Pune district. The one Abhinav FarmersbGhom each tahsil

were selected purposively

Figure 2.1: Map of Pune District Showing Location & Study

2.2 Selection of Sample Respondents
2.2.1 Method of Sampling

The sampling method is used for project was puygosiThe sample was selected in such a way that

representative of universe and maximum possiblysawea should covered.
2.2.2 Sample Size

As it is not possible to survey the entire targepydation, 50 Farmers form five Abhinav Farmers tCluere

selected for the study. The farmers were seleeedamly.

2.3 Sources of Data Collection

2.3.1 Primary Data

The primary data for the year 2012-2013 refers tigiral information gathered for a specific purpoeed
provides up to date, accurate and relevant infaomatnd it is collected according to the needshefgtudy. The primary
data were collected by survey method with the hafipquestionnaires and interviews, personal obsenvatdirect

consultation with farmers, and dealers and subedeal
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2.3.2 Secondary Data

The secondary data can be defined as data collbgtethmeone else for purposes other than solvingl@m

being investigation and books, periodical, journaffice records, papers, company records, intezteet
2.4 Analytical Tools Used

The collected data were analyzed according to tjectives of study by using such as percentagesages,

tabular, graphical methods.

3. RESULTS AND DISCUSSIONS
3.1 Profile of MSAMB
3.1.1 Profile of MSAMB (Maharashtra State Agriculture Marketing Board), Pune

The Maharashtra State Agricultural Marketing Bo@tSAMB), Pune was established on 23 March 1984 eund
section 39A of Maharashtra Agricultural Produce kéting (Development and Regulation) Act, 1963. M32\Kas done
pioneering work in the field of Agricultural Markag in the State and achieved success in varioegsatMSAMB is

having an important role in developing and coortiirgaagricultural marketing system.

Profile of Abhinav Farmers Club
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Table 3.1: Profile of Farmers Club

Founded in 15th August 2004
President Shri. Dnyaneshwar Bodake
Members 305

Village covered 17

112 There are 56 groups of which active in direcrkating are 23 groups i
SHG Promoted Abhinav Farmers Club
Protected Cultivation, Floriculture, Indian/ExoWegetables, Dairy, Exposure visits
of bank Officers, Farmers, Govt. Officials, etc.

>

Training Activities

3.3. Profile of Sample Farmers

It is essential to know the agricultural profile thfe selected sample farmers in study area. In chépter,
information regarding to age of farmers, their edian level, land holding , awareness regarding®iMarketing Model

ware collected, analyzed and presented as follows;
3.3.1. Age of the Sample Farmers

The sample farmers were classified according tw gge groups like 25-35, 36-45, 46 55and abovgéesis and

their category wise distribution is presented ibl&a8.2 and Figure 3.3
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Table 3.2: Age Category of Sample Farmers

A
1 25- 35 12 24
2 36-45 20 40
3 46-55 13 26
4 56 and above 5 10
Total 50 100.00

B25-35
B:5-45
B45-55

Figure 3.3: Distribution of Sample Farmers Accordirg to Age

31

From Table 3.2, it is noted that 10per cent pragjvesfarmers having age above 50 years i.e. oldgagap. 40

per cent farmers belongs to middle age i.e. fodB%ears and are engaged in farming businesdittates that among the

respondents middle age farmers are relatively rtitaa other age groups. Generally, middle age fesraez innovative,

they welcome new ideas and ready to adopt new ptedather than the old aged farmers those whexgerienced and

they are not easily diverted towards the new prtelddus, the involvement of middle age person is nedit more in

direct agriculture marketing.

3.3.2 Land Holding Pattern of Sample Farmers

It is essential to study the land holding pattefrs@ected sample farmers. Pattern of land holdifigcts the

cropping pattern of the farmer. Usually marginaha#l farmers are more involved in vegetable produceind large

farmers are more interested in growing cash crbips.average land holding of sample farmers is degin Table 3.3

Table 3.3: Land Holding Pattern of Sample Farmers

Sr. No| Land Holding F’:rorﬁg:s Perz:(yeor)]tage
1 Below 5 acre 30 60
2 | 6-10 acre 15 30
3 | Above 10 acre 5 10
Total 50 100.00
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= 10% N=50

BBclow 5 acre
B)6-10 acre
Bl Above 10 acre

30%

Figure 3.4: Land Holding Pattern of Sample Farmers

From Table 3.3and Figure 3.4, it is seen that nitgjorf the selected farmers (60 %) were small (befoacre)
size land holders. About 30 per cent farmers beddagnedium farmers category (6-10 acre) and 1@@etrlarge farmers
(more than 10 acre). The land is the constraintiiese farmers, hence adoption of high yieldingetias and improved

agro techniques are the only ways of increasindaim income.
3.3.3 Type of Farming

From data collected it is observed that most ofsheple farmers have permanent source of irrigdtionheir
fields:

@ Rainfed
M Irrigated

Figure 3.5: Type of Farming Followed by Sample Farrars

From Figure 3.5, it revealed that among sample éasm0 per cent farmers have permanent sourceigdtion

where as 10 per cent farmers have rainfed typaraf.|
3.4 Existing Marketing System and Marketing Channe/Adopted by MSAMB in PUNE District

Marketing channels refers the route through whitd ¢commodity passes from producer to consumer witho
market players. The effective and efficient markgtchannel decides the profitability of businesgriéulture product is
the perishable commodity, hence very sensitivetifoe factor. Various intermediators involved insttithannel which
affect on price, quality, wastage of material andhfers does [not get the returns That is the res8AMB adopted

Direct Marketing Channel for farmers.

3.4.1. Marketing Channels of MSAMB

Farmers Groups
({ Abhinav Farmers Club)

Producer -—--->Consumer
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3.5. Importance of Farmers in Direct Marketing Modd and Activities Carried Out by MSAMB
3.5.2 Farmer’s Preference for the Activities of MSMB

The aim of marketing is to meet and satisfy tagmisumers needs. Consumer behavior is the studypwf
individuals, groups and organizations select, lnsg and dispose of goods, services, ideas or expes to satisfy their
needs and wants studying consumers provides chresnproving or introducing products or servicesitiag prices,
devising channels, crafting messages and develayirey marketing activities. Marketers are alwageking for emerging

trends that suggest new marketing opportunities.

The following parameters were used for finding putference of the farmers towards activities of NV

direct marketing.
1. Procurement 2 Cleaning 3. Grading 4. PackingfpfySale

For to study the activities MSAMB the farmer opimi@s very much important .The farmers preferenceuab

procurement, cleaning, grading, packing, supplg, sectivities is given in Table 3.5 and Figure 3.6

Table 3.5 Activities Carried-out by Farmers under MSAMB

100
80
60
93

40 80
20
0

Procurement Cleaning Grading Packing Supply Sale

Figure 3.6: Activities Carry by Sample Farmer

From the above Table 3.8 and Figure 3.6 it reviasfarmers were gives first preference to theprement of
vegetables and sale the vegetables in housingtissci@3.33 per cent farmers gives first rank to phecurement of
vegetables and selling of vegetables after thagthe second preference to the supply of vegetahkesis 86.66 per cent

then 80 per cent farmers preference to the pacfiteg that 73.33 per cent to the cleaning and 5&3Be grading.
3.5.3 Importance of Direct Marketing to Farmers
Direct marketing is very important for farmers aallvas for consumer. The beneficial schemes afellasvs:-
»  First most importance of direct marketing is thenglating the middle man
e Because of eliminating the middlemen the profitiddlemen is directly getting to the farmers.
e Farmers directly contact with the customers.

» Benefits of direct marketing apply to producersysuamers, communities the environment and our naltifood

system.
* Producers enjoy higher returns, contributing tagléerm farm viability.

DM is seen as a vehicle for new small farm entry.
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e Provide the employment to farmer.
» It provide transportation facility to farmer

* Providing bridge for conducting money from urbaaato villages and simultaneously generating enméoyt in

village areas.
* Low wastage of material.
» Consumer gives fresh items.
e Because of MSAMB provide cooling vans wastage offemal is low.
3.5. Satisfaction Level of the Farmers about Dirediarketing

In any business the customer satisfaction is tihmagmy aim for increasing sell and achieving a gpodition in

the market. In direct marketing it is easy to im@e the satisfaction level of farmers because laugaber of production.
3.6.1 Prices Received by Farmers in Selling the Rtaces through Direct Marketing

The price of produce of the farmers is depend uponths of production. The price may vary from maentt

months and also at each stage of direct channel.

Table 3.6: Price Structure of Producers

Producer Received
Sr. No. I;:fgug?gre] 2223 Farmers Percentage (%)
Profit (%)
1 10 - -
2 20 10 20
3 30 30 60
4 Above 40 10 20

Figure 3.7: Satisfaction Level of the Farmers

From above Table 3.6 and Figure 3.7 it shows thahérs received price more than production codaBfers
(50 per cent) farmers received 30 per cent profitarthan production cost 20 farmers (33 per cextived 20 per cent
profit and 10 farmers (17 per cent) received ab&¥@er cent profit it means it shows that directkating model is very

beneficial channel and all farmers getting profitnfi production.
3.6.2. Response of Farmers to MSAMB Direct Marketig

In Direct Marketing model MSAMB provides variousgees or additional to the farmers. In followirapte by

using score card technique it is tested that whddnmers were satisfied with this services or not;

Table 3.7: Response of Farmers about Different Aspés of Direct Marketing Model of MSAMB

: Moderate Total Percentage
Sr. No. Source High 3 > Low 1 Score (%)
1 Pricing 50(150) - - 150 100
2 Transportation 30(90) 10(20) 10(10 120 80
3 Training 50(150) - - 150 100
4 Mode of payment (cash) 50(150) - - 150 100
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From above Table 3.7 it shows that farmers werdlhigatisfied with the services provided by the M&3
Among the sample 100 per cent farmers satisfiett wie price they get, training given by MSAMB arg tmode of

payment i.e. cash in hand, 80 per cent farmersfigatiwith the transportation facility.
3.6.3 Additional benefit of MSAMB
For the Benefits of the farmer MSAMB provide vaiscadditional benefits to the groups like,
1) Subsidy?2) Transportation Facility3)Carriage @quiént4)Creating new groups 5)Infrastructure Facilit
6) Sorting Centre7) Pre cooling
MSAMB provide same facilities for the all five gnasiaccording to that following score card has hwepare.

For low wastage of material or easy way of marlgtio direct access with the consumer or to pro¥ideh

product to the consumer. Following table showss&adtion of farmers group about direct marketing

Table 3.8 Response of farmer about MSAMB

Figure 3.8: Satisfaction Level of the Farmers abouAdditional Benefits of MSAMB

From the above Table 3.8 it can be revealed thatigg are highly satisfied with the additional bé&nef
MSAMB and 100 per cent farmers group are satisfiéti the transportation facility, carriage equipmesreating new
groups, followed by 86.66 per cent farmers grougfed with the sorting center, and 73.33 per danhers satisfied with

the subsidy, Infrastructure and pre cooling center.
3.6.4 Rating for MSAMB

MSAMB provides various services and facilities lte farmers. Following Table presents the ratinglierDirect

Marketing Model.
Rating to the MSAMB Direct Marketing scheme is gigy the farmers.

Table 3.9: Response of Farmer about MSAMB

St No Rating for No. of Percentage
- MSAMB Farmers (%)
1 Excellent 10 20
2 Better 15 30
3 Good 20 40
4 Satisfactory 5 10
Total 50 100.00
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Figure 3.9: Satisfaction Level of the Farmers abouMSAMB

From the above Table 3.9 and Figure 3.9 it is riexkthat out of sample farmers, 40 per cent farrhaxe gives
good rating to MSAMB followed by 30 per cent farmeive better rating , 20 per cent have gives éxeetating and 10
per cent farmers have give satisfactory ratingnéians mostly farmers like the MSAMB and satisfieithwhe direct

marketing model.
3.7 Experiences of Famers about Direct Marketing

The various farmers are involved in direct markgtinodel and experiences about the direct marketiodel of

the farmers in general are as under,
» Customer get vegetables of good quality at cheigtes i.e. 10 per cent less than prevailing mapkiees.

* Farmers got direct access to market wherein thaysate their vegetables by the own as this is nssiple to

small farmers.

« It was found that 40 per cent of the goods usquktesh due to local transport but now it has reduoe? per cent

by using the refrigerated vans provided by MSAMB.

» Profit has increased as the farmers are gettin@Q@hger cent price more than cost of cultivation.

AL 45
50 40 = Good quality
40
| 25
30 o5 u Cheaper rates
20 10
10 3 — ‘— ————— H©lowwastage
L e
0 Al - T o R a - ol X = == & -

M direct access to

Good  Cheaper Low direct Profit e

quality rates  wastage accessto grown
market to30%

Figure 3.10: Satisfaction Level of the Farmers

Above Figure 3.10 revealed that among the samplaeis all 50 farmers have good experiences aboattdi
marketing.100 per cent farmers were getting expees about good quality of products followed byfdfiners (80 per
cent) experiences cheaper rate, 45 farmers (3@que) experiences low wastage of material, 10 fesn(20 per cent)

direct access to the market, 25 farmers (50 pd) eaperience the profit has grown up to 30 pet.cen
3.9 Findings

* Among the sample farmers, 60 per cent respondestts syall farmers, 30 per cent medium farmers fariding

and only 10 per cent farmers are large farmersafirate members of abhinav farmers club.
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The major activities carried out by MSAMB in direofarketing are formation of farmers groups, prawdspace
in housing societies in urban area for selling t&lgles and making the arrangement for transparfiigerated

vans.
The Direct marketing is very beneficial to the fann

As the cent percent 100 per cent farmers are igatigfith the Direct marketing as the cent per danners are

satisfied with the Direct marketing

About 40 per cent farmers have give better ratm@dISAMB direct marketing model majority 75 per ceait
farmers satisfied with the transportation facilapd 25 per cent moderately satisfied with the frartation
facility

Nearly 50 per cent farmers got 30 per cent pr8fit,per cent farmers got 20 per cent profit and &7 qent
farmers got 40 per cent profit from the agricultpreduce sold through direct marketing among théabers,
40 per cent farmers sold vegetables, food graid, mrises and 20 per cent farmers have sold fruits cther

products like milk.

The cent percent farmers were highly satisfied \lith services provided by MSAMB, prices fetched aadh

payment however, 80 per cent farmers satisfied trathsportation facility.

The cent per cent farmers have expressed thaatheef group leaders have purchased ‘A’ grade guaiidduct
and 80 per cent farmers have told that the prodwasesold in urban area at the prices 10 per cssttlean
prevailing market price. About 90 per cent farmgpied that low wastage of produce during transpion and
10 per cent farmers said that they get direct actiethe market and 50 percent farmers experieB0quer cent

prices more than production cost.

The members of Abhinav Farmers club suggested faatagement of sorting center precooling centers
refrigerated vans handover to the farmers clubefifective and efficient working of direct marketinghe
permission to members of women SHGs for involvenierdirect selling of vegetables in urban areasukhbe
given by MSAMB.

3.10 CONCLUSIONS

The involvement of small farmers is relatively maradirect Agril. Marketing model of MSAMB as comeal to

medium and large farmers.

In Direct agriculture marketing farmers groups haweducted various activities like procurement efjetables,
cleaning, gradation and packing of vegetables apgly of vegetables through refrigerated vans &abnsumer

societies in urban area.

The activities like cleaning, sorting, packing wegerformed through women self help groups whichegates

employment in village area.

All selected farmers involved in direct agriculturearketing are satisfied with services providedMi$AMB.

However, these farmers need modifications in trartdpcility.
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e The farmers were benefitted in terms of more retirn30 per cent more than cost of production wadtage of
agriculture produce in transit period is less dutrdnsport of vegetables in refrigerated vans.

» For efficient and effective working of direct agriture marketing the farmers themselves may be iteichnto

sale their produce in urban areas and managemesitst@uld be rested to the leader of farmer groups.
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