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Abstract ] » =
present study was .conﬁneddto 10 talukas Situated in ope district of
: |-progressiveness, dynamic agricultural keti :
agricultural- b 4 marketing and consumer with reasonable awa
and proportionate sensitivity for agrlcu]tu.ral marketing in particular. The sociological and psycholﬁ?izzsl
research is called for to gain u.nderstandmg psycholog i.e. the farmers of the land cTh
economic status and the situational profile of the Jang t; i e

. , . , . tail. The present
study is an attempt to un’derstanc! the various features and profile of the producers of the distribution
channel in the agricultural marketing system.

Maharashtra known for it

Keywords: socio — economic, psychological, situational features, producer, distribution channel.

Introduction .

Producer is a vital component initiating the process of agricultural marketing and therefore assumes

greater significance. This makes us to understand him in his overall perspective. With a view to receive
realistic picture producer respondents were further grouped into three categories — Big producer,

- medium producer and small producer based on their size of land holding possessed. Therefore

information pertaining to his personal, social, economic, psychological and situational features was

gathered and the same is depicted in the study below.

Personal,social,economic,psychological and situational featux:es of the respondents...

(members of distribution channel) involved in the Agricultural Marketing system — Personal

Featu i ) )

Pel'sonraclsfeaun-es were broadly grouped into — personal features consisting of age, education, native

background, type of family and size of family.
Gunawardana and Sharma (2007) conducted a
Yarious categories of producers in actual ﬁelq con
Moducers considered were type of the family, s

Xension contacts and size of land holding. Al traits of model farmers in technolog

S e - studv on person C X :
1shore Kumar and A Sailaja (2012) in their stud ucation, farming experience, farm size, and

e DL oe. ed .
SSemination selected profile characteristics as age; o contact were measured using schedules

: » . i d extensio : relope
fining received, mass media exposure an were measured using scale developed

“eloped for study. Social capital and achievemen
or Sllldy ‘

study on identifying the information seeking behavior of
dition. During the study the personal features_of
ize of the family and age, education, level of

t motivation

Sog;
Gal ang Economic Features

© Socia] feature of the respondent is very

A e the producer respondents were a5

Monetary return received by the producer
:\e."’°°me.

“,m “al (2004) in his study titled

® Farmers and Their Adopli

derstand the social connects of an individual
n

involved in any type of social participation.
€ producing of the crops is taken to mean as

important to U
ked if they Wer
respondent from ‘
0 Socio-Economic Characteristics of Rural

Relationship betwec Southern_Ebonyi State, Nigeria

jes In
chnologi€s
Farm T€
on Of
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Joseph et al (2013) conducted a study on the effect of socto-econor Thesdiffereditisocio= eqorionta
producers in Apa local Government Area of Benue State, ngerla. f <5, PoVEr: St AT
characteristics considered were age, family size, education, ncome, artlln - on,e US dollar per day
farming experience. They concluded that most of the farmers live on less .ﬁ not only enhance tht;
Human capital development and training opportunity if PTOV'ded s
acquisition of more human capital, but also more income that will combat poverty.

Psychological and Situational Features - T i

In order to understand the psychology of the respondents the psycho.loglcal featurlc;st\.ve;re ] ngrsrl]lpjfemto
economic motivation, risk bearing capacity and attitude towards agricultural marke m:id the foll Tpt
to understand the-situation-in-which the respondent takes efforts to produce his ye ll? Ol Owing
parameters were considered like availability of irrigation, source of irrigation, agricultural implements
owned, market infrastructure, distance from market place and co-ordination between the channe|
members. i s

Cropping Pattern in use by the producer respondents — . y ;
Cropping pattern means the proportion of area under different crops at a point of time. A change in
cropping pattern implies a change in the proportion of area under diﬂ’eren.t crops. The Producer
respondents were interviewed to know the cropping pattern in Nasik. The different categories were
jowar, :

wheat,

cotton,

soyabean,

pulses,

oilseeds,

fruit crops,

vegetables including onion

One of the interesting studies in this regard is by (Mruthyunjaya and Praduman Kximar, 1989) who
extensively worked on cropping pattern changes in Indian agriculture, 1o examine the changes in input
use, productivity cost of production, profitability and employment in crops. He identified and
explained the cropping pattem changes, by suggesting ways and means for controlling the imbalance
in the cropping pattern and thereby widening the base for crap production in Indja.

Marketing System used for sale of Agricultural Produce by the producers -

Generally the producers sell their producc' through wholesaler, retailer, agent or themselves. These
different marketing systems of sale of agricultural produce are used by the producers to fetch good
price to their products. In the present study. the author tried to understand the marketing system worn
by the big, mcdiuzn mjd small producers. The different groups of the respondents for marketing
system for sale of agricultural produce were —

i Self
i Through Wholesaler
i Through Retailer

Sharma and Mittal (2011) in a study on knowledge level of producers on agricultural marketing in
India reported that, about 72 per cent of the sample producers were not aware on the reforms in
agricultural marketing. The study further revealed that only about 30 per cent of the producers were
aware of the alternative marketing methods. This might be due to inadequate knowledge level of
ersonnel working in agricultural marketing. who are responsible for mar

PMR A ket- led extension as per
Model APMR Act,

Difficulties encountered by the producer towards Agricultural Marketing —

Page | 157 Copyright @ 2020 Authors
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The producer is the starting point Of'tl‘e-diétribution chain, Tq enab]
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all the P

narketing:

ts were asked to tick the difficultieg fz;ced

by them duri
The respondents were grouped according t . uring the process of aor:
Frequent Fluctuations in Rateg gtothe difficulty were. 7 agricultural

) ] Ongricultural
Enhanced Prices of Chemical Fertilizers and Insecticides .

~ - Non availability of Fertilizers e uired
Climatic Changes duired (Type and Quantity) -

'VV Faulty Auction system -
- - Non Co-operation of Intermediaries for 0
vi . S for provision- _
o Unsatisfactory Transport Facilities p n-of money as and whep, required
i Lack of prot‘e'ctlon from human and inhuman factors . __
iy Non availability of cold storage facility
< Lack of funding for storing agricultural produce in cold storage

i Unpredictable rates of the agricultural produce in market

dTh;e stsgz (z.zaii)e/n?engi?I;iiglat t.he-fnajor dlfﬁcu.lty faf:ed by all the categories of producer
respondents 9 DS rates of ‘agricultural produce which counts to 13.51
percent, 13.70 percent and 16_.62 percent in big, medium and small producers respectively. The big
producers  reported Ot'her dlfﬁcyltles like Non availability of Fertilizers required (Type and
Quantity), Lack of funding for storing agricultural produce in cold storage and unpredictable rates
of the agricultural produce in market. The least of the experienced difficulty by the big producers was
Non Co-operation of Intermediaries for provision of money as and when required. In case of medium
producers the minimum reported difficulty was Unsatisfactory Transport Facilities (4.57 percent). In
small producers the lowest difficulty reported was Faulty Auction system which amounted to 3.55
percent. . - - ' -
Ina similar study conducted by Shahbaz (2010) on Problems Faced By Producers In The mountains Of
Northwest Pakistan: Challenges for Agri. Extension. They conclu@ed that the local p.ro.ducers were
using time old traditional technology of-crop and fruit production, and. were obtaining veﬁ low
yield. Due to small land holding and illiteracy, most of the producers couldn’t access angle{ltll.ra ,‘Oa'nsl
~ offered by the banks. Most of the producers were not satisfied with-the sc;rv;_ces tockplfoq\r::icnli
Department of Agriculture. Women share-equal work with men in the crop kaT.T f(;‘lf::sﬂ?e Ioc;l o
Keeping in view the conservative nature of the area, female extension- WOIKers ir :
S
M2y be appointed who can-communicate-with the rural women. -

{ i in Agriculture _ and
Suggestions offered by _the producers for ease and convenience g

0 ] - N : ..
Agricultur Marketing system — [tural marketing process, it was thought appropriate to
Nowing iy i ies in agricultural 1 g P ] al ketine system. As
. o ural marketin Sy
Invite sﬁgoeslio‘::llfglidtlll:fe‘lc::s ondentz to enhance the ex15t|ngbzf’sn?;gresenlh;g vario:ils categories
Was amici?)ated ﬂlOl o ecl:)eive Sugoestions from the mem

author could r 24

dentswere )
Nder study. Suggestions offered by the producer resp°_? most appropriate manner
Implementation of crop insurance scheme 11 i

. hen required at proper prices
Jable as and W . . -
Fe”ilizers and-insecticides slieuldie msq;?ovjilded at critical stages of crop production
e

. . o= . alloted to pay the bills
]mgation water and Electricity Shou]dzed rate and more time should be allo pay

i

v 4 : e
v Clectricity should be available at subsid ed by the Government e Payment

i €quate storage facility shopld b_e Pr;)(\)’illd be solicitated 'for adqvlan;:r:()duce B i
Vii O-Operation from Intermediateries S1 jamities for Agriculture

. ca
P Totection from Human and inhuman

a -
ket place Copyright @ 2020 Authors
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h'ould be provided at critical stages of crop
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Cursory look in the study conducted reveals that the 1

category suggested irrigation water and -Electricity S

_ . ducers and low prqducers Category
production and 18.52 percent and 18.97 percent from hlgll:ml:: calamities for Agricultural Prodyce

respectively suggested that protection from Human and 'Qh iven by minimum number (74
should be provided at Market place. The suggestion e %) was fertilizers and insecticideg
percent) of big producers and medium producers (949 Percen nsidering the data further v
should be made available as and when required at proper prices. By C(])ementation of crop insurance
may infer that 18.97 percent of medium producers .SllggeSFed ]mp tegory. The suggestion Whicﬁ
scheme in its most appropriate manner which was the highest mn the.lr c? °5 rlyr;termediaries should b
received the lowest percent (8:91) in low -producers was co-operation Irom ©
solicitated for advance payment. it d' ¢ Pro
Kumar 2012 revealed in his stud on-Perception an ttitude o oo )
Commodity Finance that Commogity finance is availed by large producers and this facmltykhhas still noot
percolated to small producers. Majority of the producers (82%) borrow less th:m Rs 5 lakhs, .and 18%
borrow between Rs 5 — 10 lakhs on a per annum basis. Most producers (65.79%) arrange their money
from banks, and 34.21% from middlemen. Most of the respondents are charged between 12-13%
rate of interest. The agri firms feel that commodity finance is safe a more beneficial from other means
of finance. Commodity finance has more benefits, but it is not easily available and it depends on the
availability of warehouses. Producers and agri firms who avail of commodity finance are overall
satisfied with the services and dealings with banks.

ducers and Agri Firms towards

Findings — s : -
1. Majority of the respondents from all the categories of farmer, put together were in between 41 to
50 years of age with formal education received upto HSC, reporting rural native background
representing joint family system with 4 to 6 members therein having participated in variety of social
activities. Majority of them fall into the category of income upto Rs 2.5 lakhs. They had high
economic motivation and bearing medium risk capacity besides expressing favorable income towards
agricultural marketing. o T

2. Frequent fluctuation in the rates of agricultural produce is the difficulty spelt out by majority of the
farmers representing different categories in totality included in the study at hand.

3. Out of affinity and concern maximum number -of _respondents from different categories of
farmers has rightly suggested necessary steps to_be taken for protection of agricultural produce from
human and inhuman disaster at market place. =~ -~ -
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