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Jaggery Production and Trade

At present, nearly 30 per cent of the sugarcane produced in the country in
a normal year (a year in which the production of sugarcane matches con-
sumption) goes into the production of jaggery. Muzaffarnagar in Uttar
Pradesh is considered as Asia’s largest jaggery market. The other main
markets in the country are Anakapalle (40 kms from Visakhapatnam district)
in Andhra Pradesh, Mandya in Karnataka, Salem in Tamil Nadu, Hapur in
Uttar Pradesh, Patna in Bihar and Mumbai and Kolhapur in Maharashtra.

The details of output of jaggery and khandsari from 1982-83 to 1997-98 was
shown in table 4. It is clear from the table that the output of jaggery and khandsari
reached a peak during 1993-94 and 1996-97 due to bumper harvest of sugarcane
crop and was lowest during 1986-87 and -1995-96 as the crop was adversely
affected by bad weather and pest attack. For other years, the jaggery and kandsari
production is concentrated between 80 lalh.MT to 98 lakh.MT. The growth rate
worked out for the production of jaggery and khandsari during this reference
period is only 0.79 per cent (non-significant) and this indicates the production
of jaggery and khandsari is more or less stagnated.

Destination-wise Exports of jaggery from India

The study on the destination-wise exports of jaggery from India reveals the
concentration of exports in a few countries. The direction of jaggery exports

Table 4: Production of jaggery and khandsari in india (Lakh.M.T.)

Year Production Year Production
1982-83 86.65 1990-91 90.73
1983-84 95.41 1991-92 89.67
1984-85 91.05 1992-93 92.00
1985-86 82.48 1993-94 105.18
1986-87 79.25 1994-95 96.00
1987-88 83.00 1885-96 74.09
1988-89 93.91 1996-97 108.07
1989-90 85.73 1997-98 98.57

Compound Growth Kate (%) : 0.79
Raw Data Source: Indian Agriculture, 1999
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to be competitive with the selected countries at Mumbai and Chennai ports.The
table reveals that, jaggery is an efficient exportable commodity from India,
as the average NPCs (1994-95 to 1997-98) worked out are less than unity
for UAE and UK countries. It is moderately competitive in these countries
as the value of NPC falls between 0.75 to 1.00. However, it is less competitive
in Malaysia and Singapore as the average NPCs (1994-95 to 1997-98) worked
out are more than unity. Even though, the quantum of exports to the selected
countries is increasing over the period, the increase in cost of production of
sugarcane and jaggery is hampering its competitiveness in the international
market. Countries like Peru, Egypt and Zambia are exporting jaggery at a very
low price in the international market, thereby, adversely affecting India’s trade
in the international export market. Similar results were obtained from Andhra
Pradesh state, where the export competitiveness was studied for jaggery, by
taking into consideration cost of production ratios.

Table 6: Export Competitiveness (NPCs) of jaggery in the selected

countries
Year Malaysian UAE UK Singapore
India AP * India AP * India AP * India AP *
1994-95 1.46 1.73 0.76 0.90 0.80 0.95 1.43 1.69
1995-96 1.55 1.64 0.70 0.74 0.79 0.83 1.47 1.56
1996-97 1.22 1.39 0.66 0.75 0.78 0.89 1.14 1.30

1997-98 1.12 1.17 0.73 0.77 0.71 0.75 0.80 0.84
Average 1.34 1.48 0.71 0.79 0.77 0.86 1.21 1.35

Note: * indicates Export competitiveness from Andhra Pradesh taking into consideration
cost of production ratios

Market structure for jaggery in Anakapalle market

Gini ratios were worked out for studying the market structure of jaggery, as it
clearly explains the extent of inequality in the distribution of volume of business
in the market. The market is considered to be more competitive as the value of
Gini coefficient approaches zero and vice versa when it takes a value closer to
one. The results of the analysis presented through table 7 reveals that, there exists
a moderate degree of competitiveness for jaggery in Anakapalle market, as the
value of Gini coefficient is only 0.48 and this market can be classified as slightly
concentrated oligopoly based on Bain’s classification. Hence, suitable steps should
be taken to promote the competitiveness of jaggery in Anakapalle market.
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Price spread for jaggery in Anakapalle market

The details of price spread of jaggery in Anakapalle market are presented
in Table 8. The following are the marketing channels identified for jaggery.

1. Farmer - Import Commission Agent - Exporter - Local wholesaler -
Retailer - Consumer

2. Farmer-Import Commission Agent - Local wholesaler - Retailer - Consumer

Table 7: Size distribution of commission agents handling jaggery in
Anakapalle market.

Class $ 1993-94 1994-95 1995-96 1993-96

T CU % CU o CU To CU
<2000 20.00 2.55 2.55 2.92 2.92 2.99 2.99 2.82 2.82
2000-3000 13.33 4.68 7.23 5.19 8.11 4.87 7.86 4.91 7.73
3000-4000 10.00 6.51 13.74 7.04 15.15 7.07 1493  6.87 14.60

4000-5000 16.67 8.55 22.29  9.51 24.66 8.45 2338 8.84 23.44
5000-6000 13.33 11.17 3346 1093 35.59 11.05 3443 11.05 34.49

6000-7000  6.67 13.81 47.27 13.83 49.42 13.72  48.15 13.79 48.28
7000-8000  6.67 16.01 63.28 1470 64.12 1598 64.13 15.57 63.85
8000-9000 10.00 17.13 80.41 16.92 81.04 16.78 8091 1694 80.79
>9000 3.33 19.59 100.00 18.96 100.00 19.09 100.00 19.21] 100.00
GINI RATIO 0.50 0.47 0.48 0.48

NOTE: Classification based on quantity handled by a commission agent (quintals/year)
$ indicates percentage of commission agents to total

% indicates percentage of quantity handled to total

CU indicated cumulative total

Source: Kumar (1998)

Table 8: Producer’s share in consumer’s price of jaggery at Anakapalle

market.

Particulars Channel [ Channel II
Amount % 10 Amount % to
(Rs/qtl) consumer (Rs/qtl) consumer

rupee rupee

Marketing charges 87.17 8.62 97.72 9.66

Middlemen Margins 103.45 10.23 51.26 5.07

Total marketing costs (1+2) 190.62 18.85 148.98 14.73

Price paid by the consumer 1011.25 1011.25

Producer’s share in consumer’s rupee 81.15 85.27

Marketing efficiency Index 4.35 5.79

Source: Kumar (1998)
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It is clear from table 8 that, the total marketing costs paid by the producers,
exporters, wholesalers and retailers was higher in channel I (Rs 190.62
1.6.18.85% of consumer’s price) when compared to channel II 9Rs 148.96
i.e.14.73 % of consumer’s price). As the total marketing costs are lower in
channel 11, the producer’s share in consumer’s price is higher in channel
IT (85.27%) when compared to channel I (81.15%).

Conclusions

To conclude, India is the second largest producer of sugarcane in the world.
But the disheartening aspect is that, the present use of cane to produce jaggery
is on a declining trend (37.4% in 1990-91 to 26.7% in 1995-96). Besides
this, there is a greater need to improve the export competitiveness of jaggery
in the international market, as the jaggery is found to competitive only in
UAE and UK countries. Hence, selecting a suitable variety of seed, improving
processing efficiency, reducing cost of cultivation/production of jaggery,
encouraging farm level grading, and storage facilities, improving
transportation and market information network etc should be given more
attention. In this context, the application of Integrated Pest Management
(IPM), Integrated Nutrient Management (INM) strategies, strengthening the
marketing infrastructure, conducting periodic studies on export
competitiveness of jaggery in the international market, etc. should be given
more importance for earning India’s due share in the world market.
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