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INTRODUCTION :

India is a country with diverse agro-climatic
endowments; conditions under which agriculturein the
plainsand hills present differing scenario. Among the 34

AsstracT : The Himalayan region extends all along the Northern boundary of India. The diverse eco-
habitat of Himalayan region hosts a wide range of plant diversity aswell as crop diversity on which
native peoplerely for their food and nutritional security. Traditionally, agriculture on hillswas practiced
on a subsistence basis but, with the development of means of transport, storage facilities and other
infrastructure, hill agriculture has become commercial in character. The present study hasbeen carried
out in Bhaderwah and Bhalla blocks of Doda district of J&K state which fall in the North-Western
Himalayan region of J&K state. A sample of 100 farmers was drawn for the present study which
comprised of 78 marginal farmers, 14 small farmersand 8 medium farmers. Primary datawere used to
analyze the results. The results revealed that both marketable surplus aswell as marketed surplus was
higher in case of medium farmersfollowed by small farmers and marginal farmers. It was found that
three types of marketing channels mainly channel-1 (Producer - Village Trader - Retailer — Consumer),
channel-I1 (Producer — Retailer — Consumer) and channel-I11 (Producer — Consumer) were involved in
the marketing of Rajmash inthe study area. Thetotal marketing cost and marketing margin wasfound
higher in channel -1 followed by channel-I1 and channel-111. The resultsalso indicated that the marketing
efficiency of channel-111 (1.85) was highest as compared to channel-11 (1.44) and channel-1 (1.28) and
the producer’s share in consumer’s rupee was also maximum in channel-111 (97.51 %) followed by
channel-11 (82.49 %) and channel-1 (76.25 %) in the study area.
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million peoplethat inhabit the Himalayan region, alarge
percentageisof thehill farming communities. They sustain
largely on subsistence farming which they practice on
marginal, rainfed and someirrigated farmlands. The
uniqueecol ogical entity and topographical diversitiesare
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the exclusive characteristics of the hill and mountain
regionsinindia. Thedesignated areaunder hillsinIndia
is estimated to be 6.91 lakh sgq km. Agriculture is the
dominant activity inthe hilly economy athough confronts
many risks and uncertainties. About 76 per cent of the
grosscropped areaof the Himalayan regionisunder staple
food grain crops. The entire Himalayan range is
favourablefor growing awide range of fruits, vegetables,
pulses and other cash crops.

Pulseshaveavital roleto play inIndian agriculture
and society for various factors like their nutritive value
(protein), predominantly vegetarian diet, ability toimprove
soil fertility, low resource requirement and their
contribution to farmer’s income and employment. India
isthelargest pulse producing nation.In India, pulsesare
grown on an areaof about 25-26 million hectarewith an
annual production of 16-21 million tonnes(MT).Among
pulses, Rajmash (Phaseolus vulgaris L.) is a potential
cash crop grown mainly in Kharif season extensively in
subtropical or temperate regions.Like other pul ses, they
arerichin proteins, carbohydrates, vitaminsand minerals.
It provides crude protein (21.25%), fat (1.7%) and
carbohydrates (70%) and represents 50 per cent of the
grain legume consumed worldwide (McConnell et al.,
2010). Globally, Rajmash is cultivated over an area of
29.92 million hectareswith an annual production of 23.23
million tons. Currently, Brazil isthe No. 1 producer of
Rajmash followed by India, Myanmar and China
(Anonymous, 2013). In India, Rajmash is grown on an
area of about 10.80 million hectares with an annual
production of 4.87 million tonnes (Anonymous, 2015).

Jammu and Kashmir is a hill state with varied
topography and great diversity in cultural, social and
economic practices in its different regions. However,
agricultureremainsthe backbone of the economy of J& K
with over 65 per cent of its population depends on
agriculture and allied sectors. The North-Western
Himalayan region of the state exhibits agreat variation
inthe agro-climatesand indicatestheinherent agriculture
potential for cultivation of Rajmash crop.The areas in
which Rajmash is grown in the state includes Doda,
Poonch, Rajouri, Udhampur, Ramban, K athuaand Reas
districts and Marwah, Dachhan, Mandi, Bani and the
other parts, mainly dry temperate areas of Kishtwar
district of J&K state. In Dodadistrict, itismainly grown
in Bhaderwah, Bhalla, Marmat, Ghat Doda, Bhal essa,
Bhagwah, Thathri, Gundana and Assar blocks. In this
backdrop, the present study was undertaken with the

obj ectiveto estimate the marketed and marketable surplus
of Rajmash and evaluate the marketing efficiency of
the different channels involved in the marketing of
Rajmash in the study area.

MATERIALSAND METHODS:

The present study has been carried out during
agricultural year 2015-16 in Doda district of J&K state
purposively as this district has the second highest area
(around 6000 ha) under Rajmash in Jammu region and
also Rajmash grown in this district is the niche and
valuable cash cropand popular not only in the state, but
even at national level for its taste, texture, aroma and
palate (Agriculture Department, Jammu) (Anonymous,
2014). Two blocks of Doda district, namely Bhaderwah
and Bhalla were selected purposively on the basis of
maximum area and farmers under Rajmash cultivation
inthedistrict. From each block, fivevillageswere sel ected
randomly. Further, from each village, 10 farmers were
al so selected randomly without replacement to constitute
asamplesizeof 100 farmersintotal. The samplefarmers
werefurther categorized into marginal (upto 1 ha), small
(1.01-2 ha) and medium farmers (2.01-4 ha) based on
their land holding size. Thus, the total sample of 100
farmers comprised of 78 marginal farmers, 14 small
farmersand 8 medium farmers. Required dataregarding
marketing of Rajmash were collected througha pre-
tested scheduleby visiting farmers, villagetradersaswell
as different markets involved in the marketing of
Rajmash.Tabular analysis has been used to obtain the
result of the study.

Marketing efficiency:

For estimation of marketing efficiency, Acharyaand
Agarwal approach was used. The modified marketing
efficiency (MME) formulaisgiven below.

_ NPe
MM +MC+ML
where,
NP, is net price received by the producers (Rs./kg),
MM isthe marketing margin,
MC isthe marketing cost.
ML isthe marketing loss.

ME

Marketing margin :
Marketing margin of middlemen was calculated as
the difference between thetotal payment (marketing cost
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+ purchase price) and receipts (sale price) of the
middlemen and was cal cul ated as:
A,=P - (P, +C)
where,
A, istheabsol ute marketing margin of i middlemen
P .isthetotal value of receipts per unit
Ppiis the purchase value per unit

C_.isthe cost incurred on marketing per unit.

Marketing cost :

The total marketing cost (MC) incurred by the
producer / seller and by various intermediaries was
calculated as:

MC=C_+C,+C,

where,

MC isthe marketing cost

C. isthe cost incurred by farmer

C,, isthe cost incurred by wholesaler and

C.isthe cost incurred by retailer.

Marketing loss :

Thelossinthetotal value of produce dueto injury/
damage caused during handling of producefrom the point
of harvest till it reached the consumerswas estimated as

per equation:

ML ={L_xGPJ} +{L,, x GP,} +{L.x GP.}

RESULTSAND DATA ANALYSIS:

An efficient marketing structure minimizes costs
and benefitsall section of society. Thus, marketing of
any product is the ultimate stage of any production
system. A marketing system should be such that the
produce should reach to consumer in good state
without damage with least cost and within a shortest
time after harvest. An efficient marketing system is
an important mean for raising the income level of the
farmers. The marketing analysis for Rajmash in the
study area has been presented below.

Production, consumption, marketable surplus and
marketed surplus of Raymash in the study area :

Per family production, consumption, marketable
surplus and marketed surplus of Rajmash was worked
out and presented in Table 1 which revealed that on an
average, marketable surplus of medium farmers (9.92
quintal/family) was highest followed by small farmers
(5.31 quintal/family) and marginal farmers (1.43 quintal/
family). The per family marketed surpluswasalso highest
in case of medium farmerswith 9.61 quintal followed by
small farmerswith 5.02 quintal and marginal farmerswith
1.35quintal. Theaverageall farms per family marketable
and marketed surplus was found to be 2.40 quintal and
2.29 quintal, respectively. Quantity of produce retained
for home consumption and other purposeswas 1.13 quintal
on marginal farms,1.45 quintal on small farmsand 1.69
quintal on medium farms. Per family quantity retained
for seed was 0.21 quintal on marginal farms, 0.38 quintal
onsmall farmsand 0.57 quintal on mediumfarms. Overal,
for all farms, quantity retained for home consumption
and other purposes and seed was 1.46 quintal and 0.28
quintal, respectively.

Marketing pattern :

The main marketing channelsidentified in the study
area which were involved in the marketing of Rajmash
can be summarized asfollows:

Channél I: Producer - Village trader - Retailer-
Consumer

Channel 11: Producer — Retailer - Consumer

Channel 111: Producer — Consumer

These three types of marketing channels were
worked out in the study area and are presented in Table
2and 3.

Marketing cost, marketing mar gin and price spread
of Rajmash under different marketing channels:
The marketing cost, marketing margin and price
spreadunder different marketing channels of Rajmash
inthe study areawasworked out and presented in Table

Table1: Per family production, consumption, mar ketable and marketed surplus of Rajmash on sampled farms under study

Particulars . Production Consumption and other Retained for Marketable Marketed
Main product (q) By- product (q) purposes (q) seed () surplus (Q) surplus (Q)
Marginal 2.77 2.50 113 0.21 143 135
Small 7.14 6.40 145 0.38 531 5.02
Medium 12.18 10.90 1.69 0.57 9.92 9.61
All farms 4.14 3.72 1.46 0.28 240 2.29
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2, which revealed thatfor one kg of Rajmash producer
received maximum net price in channel-111 (Rs.141.40)
followed by channel-11 (Rs.131.99) and channel-I
(Rs.129.62). Net margin of producer wasalso highest in
channel-I11 (Rs.72.96) followed by channel-Il (Rs.
63.55) and channel-l (Rs.61.18). The net margin of
village trader and retailer in channel-I was Rs.13.61/kg

and Rs.18.35/kg and net margin of retailer when producer
directly sold the produce to retailer was Rs.22.83/kg.
The results related to marketing loss indicated that in
case of channel-1, marketing losses were highest
(Rs.1.85/kg) as compared to channel-1l (Rs. 0.90/kg)
and channel-111 (Nil). Theresults also revealed that the
marketing cost was higher in channel-I (Rs. 6.57/ kg) as

Table 2 : Marketing cost, mar keting mar gin and price spread of Rajmash under different marketing channels (Rs./kg)

Sr. No. Particulars I Chaﬂnels m
Producer’s sale price 133.14 135.69 145.00
Marketing cost incurred by producer
Packaging and weighing 1.00 1.00 1.00
Transportation 0 150 150
Loading and unloading 0 0.10 0.10
Commission 1.32 0 0
Miscellaneous charges 1.20 1.10 1.00
Total 3.52 3.70 3.60
Net price received by producer 129.62 131.99 141.40
Cost of cultivation 68.44 68.44 68.44
Net margin of producer 61.18 63.55 72.96

3. Marketing cost incurred by village trader
Transportation 1.50 - -
Loading and unloading 0.10 - -
Miscellaneous 0.90 - -
Total 2.50 - -
Marketing loss 0.75
Net margin of village trader 13.61 - -

4. Marketing cost incurred by retailer
Loading and unloading 0.10 0.10 -
Miscellaneous 0.45 0.48 -
Total 0.55 0.58 -
Marketing loss 1.10 0.90
Net margin of retailer 18.35 22.83 -

5. Price paid by consumer (Rs.) 170.00 160.00 145.00

Table 3: Marketing efficiency of different marketing channelsfor Rajmash in study area (Rs./kg)

Sr. No. Particulars I C?Ian nels m

1 Net price received by producer 129.62 131.99 141.40

2. Marketing cost (MC) 6.57 428 3.60

3. Marketing margin (MM) 93.14 86.38 72.96

4. Marketing loss (ML) 1.85 0.90 0.00

5. Price paid by consumer 170.00 160.00 145.00

6. Producer’s share in consumer’s price (%) 76.25 82.49 97.51

7. Marketing efficiency (ME) 1.28 1.44 1.85
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compared to channel-11 (Rs. 4.28/ kg) and channel-111
(Rs. 3.60/ kg). It was @l so found that when there was no
intermediary involved in between producer and consumer
(channel-II1), both producer and consumer gained
because the net price received by producer was highest
and price paid by the consumer waslowest (Bhat et al .,
2011 and Sharmaet al., 2013).

Marketing efficiency of different marketing
channels for Rajmash :

Table 3 indicated the marketing efficiency and price
spread of Rajmash in different channels under study. It
was found that net price received by the producer was
Rs.129.62, Rs.131.99 and Rs.141.40 in case of marketing
channel-1, 1l and I11, respectively. The marketing cost
and marketing margin in channel —I, 1l and Il was Rs.
6.57, Rs. 4.28, Rs. 3.60 and Rs. 93.14, Rs. 86.38 and Rs.
72.96, respectively. The marketing loss incurred in
channels-1 and Il wasRs.1.85 and Rs. 0.90, respectively.
The table also indicated that producer’s share in
consumer’s rupee was maximum in channel-Ill (97.51
%) followed by channel-Il (82.49 %) and channel-I
(76.25 %), indicated that direct sale of produce to
consumer provided a higher share to producer in
consumer’s rupee. The marketing efficiency was found
maximum in channel-111 (1.85), when the produce was
sold directly to consumer. When the produce was sold
through intermediaries, the marketing efficiency was
lower asit was 1.44 in channel-I1 and 1.28 in channel-I.
Similar results were obtained by Sultan et al., 2014 in
common bean.

Conclusion:

Based onthereaults, it can beinferred that in general,
marketable surplusaswell asmarketed surpluswashigher
in case of medium farmers followed by small farmers
and marginal farmersin the study area. On an average,
per family marketable and marketed surplus was
estimated 2.40 quintals and 2.29 quintals, respectively
There were three types of marketing channelsinvolved
in the marketing of Rajmash viz., channel-I (Producer -
Village Trader - Retailer — Consumer), channel-I1i
(Producer — Retailer — Consumer) and channel-11l
(Producer — Consumer). The total marketing cost and
marketing margin was higher in channel-1 followed by
channel-11 and channel-111. The marketing efficiency of

th

channel-I11 (1.85) was found maximum followed by
channel-Il (1.44) and channel-1 (1.28). The producer’s
share in consumer’s rupee was also found maximum in
channel-111 (97.51 %) followed by channel-11 (82.49 %)
and channel-l (76.25 %). This indicated that when the
produce was directly sold to consumer, marketing
efficiency as well as producer’s share in consumer’s
rupee was found maximum.
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