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Abstract 

The Strategic Research and Extension Plan (SREP) is a vital document 
prepared at the Agricultural Technology Management Agency (ATMA) level 
for identifying research and extension gaps. In the first phase of the 
preparation of SREPs, the marketing component could not be incorporated due 
to different systemic reasons. Hence, MANAGE has taken up action research 
in Warangal district of Andhra Pradesh to incorporate the marketing 
component in the SREP of the District. Based on research experience and 
interaction with field functionaries, the fundamental steps for incorporation of 
marketing components in SREP have been arrived at. The components of the 
marketing aspects of Agriculture produce, from the vie¾point of preparation of 
SREP, can broadly be classified as infrastructure (hardware) and different 
marketing practices (software) such as direct marketing, group marketing, 
contract farming, processing and value addition, spot marketing, futures 
marketing, retail chain linkage, support price mechanism, export marketing 
etc. There is a need for a plan for each of these marketing components at the 
district level. The basic formats for development of SREP for marketing 
components have also been developed in consultation with the field officers. 
This paper focuses on these aspects with a hope that this would help ATMAs 
across the country. Considering that all the states have already started 
revisiting their SREPs, the results of this ongoing action research are expected 
to provide some timely inputs to incorporate the agricultural marketing 
components in terms of both hardware and software aspects. 

Introduction 

Production and marketing aspects of agricultural produce are intertwined with 

each other. Market-driven production rather than production - propelled marketing is 

the order of the day. Under the present dispensation, the agriculture and allied 

departments dealing with production enhancement are totally dissociated from the 

marketing setup. This has led to conspicuous absence of integration in planning and 

implementation of different schemes at the district level. The need of the hour is to . 
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agricultural produce. This calls for convergence of schemes and resources therein to 

explore the synergies for the benefit of farmers. Efforts have been made to realize 

this objective through the Agricultural Technology Management Agency (ATMA) 

platform at the district level. The Strategic Research and Extension Plan (SREP), as a 

perspective plan, included Research and Extension strategies required for enhancing 

production and productivity of agriculture and allied commodities based on identified 

gaps. However, the marketing component did not get due importance in the SREP. 

This may partly be due to the marketing agencies not being a part of the mainstream 

administration, and partly due to these agencies being governed under a separate Act 

altogether, with a network of autonomous APMCs. It is against this backdrop that 

there is a need to incorporate the marketing component in the SREPs by bringing the 

production and marketing agencies on a single platform. This article is based on 

action research carried out in Warangal district of Andhra Pradesh. This article is an 

attempt to develop guidelines for incorporating marketing component in the SREPs. 

Need for Marketing Component 

In the present system, the marketing departments are creating infrastructure 

facilities without taking into consideration the needs of the farmers in different 

production areas for various agricultural produce. This in turn, has given rise to a 

number of dysfunctional aspects in the functioning of the marketing agencies. 

The efficacy of the agricultural marketing system has to be assessed, both m 

terms of the infrastructure facilities (hardware) and different ongoing marketing 

practices (software). An analysis of the existing system reveals that the existing gaps 

on the marketing front are mainly due to absence of coordination between the 

production department and marketing department. It is also observed that the present 

agricultural policy/plans are basically production-focused, relegating the marketing 

aspects to the back-burner. Hence, there is an urgent need to bridge the gap in the 

functioning of the marketing agencies, keeping in view the marketing needs of the 

farmers of various agricultural commodities. 

Need for Incorporating Marketing Plan 

The agricultural marketing system is no more confined to regulated markets. The 

change in the dynamics in the agricultural economy has given rise to alternative 

marketing systems in the form of different alternative marketing systems such as 

Contract Farming, Direct Market, Futures Market, Spot market, Group Marketing, 

Hub and Spoke model of terminal markets etc. These instruments have the potential 

to measure up to the challenges posed by the modern agricultural production system. 

Hence, in order to align the marketing system to that of production, there is a need for 
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concerted efforts of both the agencies i.e., production and marketing, through an 

integrated planning process. SREP is a veritable step in this direction. Thus, 

incorporation of the marketing component in the SREP will go a long way towards 

making the agricultural planning process meaningful for the farmers, which is the 

need of the hour, to put the agricultural economy of the country on a growth 

trajectory. 

Steps in Developing Marketing Plan 

Step-I: Interaction between Agriculture & Marketing Department 

In order to bring about requisite top management understanding about the plan, 

interaction between Director (Agriculture) and Director (Marketing) is the first step to 

go ahead with the rest of the activities. 

Step-II: Core Team Formation 

A district level core team is to be constituted consisting of representatives of 

marketing, agriculture and allied departments and scientists from Agricultural 

Universities, Zonal Research Stations, Krishi Vigyan Kendras and NGOs working in 

the district. 

Step-Ill: Orientation of Core Team 

The team will be sensitized about the different marketing practices prevailing in 

the district, to enable them to provide information in the formats developed for the 

purpose. 

Step-IV: Data Collection for the Marketing Component 

APMCs of a district should be the reference points for collecting the primary 

and secondary data, in respect of agricultural marketing, as these cover all the 

representative blocks of all the Agro-Ecological Situations (AES) of the district under 

SREP. The purposively selected sample farmers should be able to furnish information 

on different aspects of agricultural marketing such as contract farming, direct 

marketing, futures markets etc. Before going in for the data collection, the data 

collection team should familiarize itself with the marketing scenario of the district 

with the help of the marketing department. The data has to be collected from 

different stakeholders such as farmers, traders, exporters, processors, APMC 

functionaries etc. 
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Step-V: Analysis & Consolidation of the Data 

The data have to be collected from different stakeholders on different _aspects, by 

using the formats developed. The schedules will help in finding the gaps and the 
reasons for the gaps in the system. This will also help in chalking out future 
strategies in respect of different sub-components of the marketing plan of a district. 

The analysis of the data collected through the formats should be used in preparing a 

broad ~arketing scenario of the district based on the production pattern, crop 

diversification etc., with a focus on future strategies. 

Developing SREP_with the Marketing Components 

The detailed formats for developing SREP in terms of marketing components are 

at Tables 1 to 18. These formats have been developed taking into consideration the 
mid-course results of the action research and the field situation in respect of 
marketing of different agriculture and allied commodities based on production 
realities. The formats placed at Tables 1 to 4 are meant for collecting basic data 
regarding agricultural marketing system in the district. The formats placed at Tables 
5 to 9 relate to infrastructure gap of the SREP and table no. 10 to 19 relate to different 
marketing components to be incorporated in the SREP, for which a brief explanation 
is given bel~w. 

1. Contract Farming 

Contract farming is generally ·defined as farming under an agreement between 

farmers and processing and or marketing firms for the production and supply of 
agricultural products under forward agreements, frequently at predetermined prices. 

Within this broad framework there are different variants of contracts depending on 
the intensity of contractual arrangements. The Contract Farming system addresses the 
traditional yields of agricultural sector in the form of integrating the fragmented 
supply change, better buyer seller linkage, bringing about scale economies, corporate 
management, reduction of transaction costs etc. The crops suitable for contract 
farming are those which are perishable, processible in nature and those with which 
the system is un-familiar (eg. medicinal plant like Ashwagandha). 

How to Incorporate in the SREP 

1. Making a survey of the district regarding existing Contract Farming in agricultural 
marketing and commodities covered, 2. Finding out the potential for contract farming for 

Crops, Commodities and Production pockets of the district, 3. Finding the gaps for 
Contract Farming, such as Operational/ legal hurdles in adequacy of infrastructure, lack of 

funds etc., 4. Determining the gaps . and realizing the potential for contract farming. A 
detailed format for incorporating contract farming in SREP is placed at Table - 10. 
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2. Group Marketing: Farmers formed into groups take advantage of common 

transportation, storage and also improve their bargaining capacity with the buyers. 

While improving the backward and forward linkage for marketing, the groups are in a 

better position to sell to the hotels, hostels, restaurants etc. Groups are also in a better 

position to take.advantage of Government Schemes. 

How to Incorporate in the SREP 

1. Making a survey of the district regarding existing Groups in agricultural marketing and 

commodities covered, 2. Finding the potential for the crop & commodities and production 
pockets, 3. Finding the gaps for group marketing such as operational/ legal hurdles in 

adequacy of infrastructure, lack of funds etc., 4. Determining the gaps and realizing the 

potential for group marketing. A detailed format for incorporating Group Marketing in 

SREP is placed at Table - 11. 

3. Retail Chain Linkage: Retail chains like Walmart, Reliance, Spencer etc. have 

backward and forward linkages, enter into contract farming mode, providing advisory 
services, quality inputs and assured market price to the farmers for their produce. 
They also provide safe food to the consumers, by promoting Good Agricultural 
Practices (GAP) at the pre-harvest stage. 

How to Incorporate in the SREP 

1. Making a survey of the district regarding existing Retail Chain Linkages in agriculture 
marketing and commodities covered, 2. Finding the potential for the Crops, Commodities 
and Production Pockets, 3. Finding the gaps for Retail Chain Marketing, such as 

operational/ legal hurdles in adequacy of infrastructure, lack of funds etc., 4. Determining 

the gaps and realizing the potential for retail chain linkage. A detailed format for 
incorporating Retail Chain linkages in SREP is placed at Table - 12. 

4. Direct Marketing: The Model M~keting Act of the Central Government permits 

direct marketing, under which a trader, exporter, processor can directly buy from the 
farmers and enter into buy back arrangement with them. 

How to Incorporate in the SREP 

1. Making a survey of the district regarding existing direct marketing in agriculture, 

marketing and commodities covered, 2. Finding the potential for the Crops, Commodities 

and Production pockets, 3. Finding the gaps for direct Marketing, such as operationaV legal 

hurdles in adequacy of infrastructure, lack of funds etc., 4. Determining the gaps and 

realizing the potential for direct marketing. A detailed format for incorporating Retail 

Chain linkages in SREP is placed at Table - 13. 
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5. Support Price Mechanism: Under MSP, procurement centres are set up. These 
centres are equipped with requisite quality assessment equipment during the harvest 
season, as prices are· linked to the grade of the produce based on different quality 

parameters, e.g. moisture content for paddy. The procurement centres are also 

supposed to have infrastructure for weighment, storage, transportation etc. There is a 
need for a plan for infrastructure and other logistics for procurement of food grains 

linked to projection of production. 

How.to Incorporate in the SREP 

1. Making a survey of the district regarding functioning of the existing Support Price 

Mechanism in agriculture and commodities covered, 2. Finding the potential for the Crops. 
Commodities and Production pockets, 3. Finding the gaps for Support Price Mechanism, such 

as operational/legal hurdles in adequacy of infrastructure, lack of funds etc . . 

4. Determining the gaps and realizing the potential for Support Price Mechanism. A detailed 
1 

format for incorporating Support Price Mechanism in SREP is placed at Table - 14. 

6. Processing & Value Addition: A processor· of a selected produce needs certain 
processible varieties of identified quality and quantity with an assured supp}y 
throughout the year / season. A processor has. necessarily to go in for buy-back 
arrangement. The states which have amended APMC Act promote and encourage 
processing, which leads to crop diversification and better income to farmers. There 
is a need for a plan for processing in terms of infrastructure and volume linked to 
production. 

How to Incorporate in the SREP 

I. Making a survey of the district regarding existing Processing & Value Addition systems 

in agriculture and commodities covered, 2. Finding the potential • for the • Crops, 
Commodities and Production Pockets 3. Finding the gaps for Value Addition systems, such 1 

as Operational/legal hurdles in adequacy of infrastructure, lack of funds etc., 
4. Determining the gaps and realizing the potential for processing and value addition 

systems. A detailed format for incorporating Value Addition systems in SREP is placed at 

Table 15. 

7. Spot Marketing: A spot exchange (eg. National Spot Exchange) provides an 

electronic platform, an alternative to regulate.d marketing, for online transactions 
throughout the country. Spot Exchanges now have outlets in different market yards. 

Thus the farmer is not confined to a particular market yard or under compulsion to 
sell through a particular commission agent. 
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How to Incorporate in the SREP 

1. Making a survey of the district regarding existing Spot Marketing in agriculture and 

commodities covered, 2. Finding the potential for the Crops, Commodities and Production 

Pockets, 3. Finding the gaps for Spot Marketing, such as operational/ legal hurdles in 

adequacy of infrastructure, lack of funds etc., 4. Determining the gaps and realizing the 

potential for Spot Marketing. A detailed format for incorporating contract farming in 

SREP is placed at Table - 16. 

8. Export Marketing: Exporters directly procure from the farmers' fields by 

entering into a buy-back arrangement with them. They often set up their own 

procurement centres and other infrastructure like storage, cold storage facilities in the 

production pockets. This provides the farmers access to markets, marketing 

infrastructure, quality control, remunerative price for their produce etc. 

How to Incorporate in the SREP 

I. fy'laking a survey of the district regarding existing Export Marketing in agriculture and 

commodities covered, 2. Finding the potential for the Crops, Commodities and Production 

Pockets, 3. Finding the gaps for Export Marketing, such as operational/ legal hurdles in 

adequacy of infrastructure, lack of funds etc., 4. Determining the gaps and realizing the 

potential for Export Marketing. A detailed format for incorporating Export Marketing in 

SREP is placed at Table - 17. 

9. Futures Market and Commodity Exchanges: A future exchange is a financial 

market where different groups of participants trade commodity - linked contracts, 

with the underlying objective of transferring exposure to commodity - price risks. 

This instrument plays a vital role in bringing vibrancy to the marketing process. 

How to Incorporate in the SREP 

I. Making a survey of the district regarding existing Futures Market and Commodity 

Exchanges in agriculture and commodities covered, 2. Finding the potential for the Crops, 

Commodities and Production Pockets, 3. Finding the gaps for Futures Market and 

Commodity Exchanges, such as operational/ legal hurdles in adequacy of infrastructure, 

lack of funds etc .. 4. Determining the gaps and realizing the potential for Futures Market 

and Commodity Exchanges. A detailed format for incorporating Futures Market and 

Commodity Exchanges in SREP is placed at Table - 18. 

Conclusion 

Inadequacy of market linkage is the proverbial Achilles heel of the agriculture 

sector of the country. Since it is an issue that cuts across all the line departments, an 

integrated approach through a common plan like that of SREP is the need of the hour. 
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However, it is admitted that one-size-fits-all approach cannot be recommended for 

agri-rnarketing interventions at the ATMA level across the country. The model 

prescribed by this article for incorporating marketing component in SREP is a basic 

one and it is hoped that it shall go a long way towards meeting the field requirements 

across states. However, the core team entrusted with the task for preparing SREP at 

ATMA level can always have the flexibility to incorporate situation-specific 

variations, if any. It can be fairly concluded that SREP, prepared with the concerted 

efforts of all the line departments, no doubt, is a veritable instrument to slice through 

the Gordian knot of market linkage for agricultural produce. 
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ANNEXURE 

Table-1: APMC Markets and Arrivals in the District 

SL. Name of the Average Annual Major Arrivals or No. of villages 
No. APMC Arrivals of last 5 Commodities covered 

years in M.Tonnes Marketed 

1. 

2. 

3. 

4. 

Table-2: Rural Hatts in the District 

SI. Name of the Name of the Rural 
Major 

Villages 
Commodities 

No. Block Hatt Marketed 
Covered 

1. 

2 

3. 

Table-3: Milk Collection Centers in the District 

Name of the Milk 
Pvt. or Co-

Block/ 
Average Daily 

SI. No. 
Collection Center 

Operative or 
Taluka 

Collection of Last 
Govt. 5 Years in Lts. 

1. 

2. 

3. 

4. 
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Table-4: Livestock Markets in the District 

SI. Major types of Annual Market • 
Managed By , Name of the Block Animals • fee 

No. Marketed Collected 
whom 

1. 

. 

2. 

\ 

..., 
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SI No Infrastructure AVL'ltlctbil1l-r 

1 Drying tards and auction platfocms 

2 V¼1e Houses I Storage facililit='s 

3 Market off1oe 

4 Do1m1IC}(y / Rest homeh for the farmers 
and Traders 

5 \f'..\?19hm9 lac.:1hll~ 

6 Electron'C \l'Ye1g1,1ng Mat;rum~s 

7 Auct+on Halls 

8 Paid phone/ publtc teler>hone booth 

9 Internal roads 1n the Marked yard 

10 Approach mads 

11 Bankm~ St'l\'K:t?S 

12. Rc11sed Plattorll'ls with tin roots 

13 Open ra1sed Platfo1ms 
14 Drinking water fa,::.ihttes 

15 Fire fighting E!'1U1r>01ents 

16 To11ets Lati1esJ Gents 

17 PuU1,; Adclr~Si> Syslern fu r 
;.u1oouncemt:11ts 

15 f"JolM~Board 

19 lllum1nauon in !he marl<t:1 yard 

20 \/\alcf1 ollld w.mJ Cd,l>!ns 

21 Drinking 'Wetter facil1hes 

21 Solid waslt: mariagem&nl urnt 

23 ComPQllr"IJ wall I tenc1ny 

24 Labour (Hamah) c1Va11at,111ty 

Cleaning Urut tor lood g<d1n~, 
25 vegetables 

Cold StOJaoc plcmts IOI frurls and 

2o vegetables 

?i U:;.e of ele<Jrom,: display h0rn1<ls tor 
market mformat10n 

28 Gate Cfledi Pt,st 

29 Can!~n 

30 l ,.1n::.port (accc,ss to htUISJX)tt services) 

31 Parking sp~ lo pc::1rk lhe vehicles 

32 flrst Atd faetl1t,es 

3:l Post OTft:::e 

J4 Polir.~ S1atK>n 

F= Full gap, P= Pa,tial g•p and N= No gap 

Table-5. Gap in Marketing Infrastructure and the Strategies to be Adopted 
Nam~ of the APMC anrl Major arnvals Name of the APMC and Ma1or arrivals tlamt::' of tt1~APMC and Ma or f'lnrvals Name or th~ i\PMG and Ma1or arri'vat5 
C:uhls C,,:tp 

Reds.:,n~ Sfrate.Jy E)(l'StS Getµ Reason. Sirateg;· 
f,osl,; Gap 

Ht:~lSOllS Slraregy 
[x,~s Gap 

Re~~m• Sir.at~)' 
Yes/No F/PIN Yest No FIP/N 'l'E:s/Nn FiPIN Yes/No FIPIN 



TABLE-3. Gap In Post Harvest Technologies and the Strategies to be Aaopted In tne u1strlct 
(For Six Major commodities with Substanllal Marketable Surplus) 

Cleaning & Grading Packaging Value addition Storage Transportation Pledge loan Market information collection Market information 01sseminallon 
orocessina throuah ~mark.net 

Crop/ Existing modes 
Comm No. of No. of markets (Kiosk/Ticker 
<><lily E R G E R G E R G E R G E R G E R G E R G market& boerdffouch Desirable Gap 

covered nol covered acreen/lVRS/Mobile 
elc.l 

E. Extst1ng, R. Recommended and G . Gap 

TABLE-7. Gap In Rural Hatts Infrastructure and Strategies to be Adopted 
Name of Nam e of the Rural Hatt and Major Name of the Rural Hall and Major Name of the Rural Hatt and Major Name of the Rural Hatt and Major 
the Block: arnvals arrivals arrivals arrivals 

lnfraelructure Availability Exists Gap Reasons Slraleg) Exis.ta Gap Reason~ Strategy Exists Gap Reasons Strateg Exists Gap Reason~ Strategy 
SI.No. Yes /No F/P/N Yes/ No F/P/N Yes/ No F1PJN Yc•IN F/P/N 

1. Raised platfomie with tin roof 

2 . Parking place 

3. Dfinking water facilrty 

4. Canteen 

5. Shaded tree• 

8. Internal Roada In the H•tt 

7 Approach Road 

B. Tolleta (Genta/ Ladlea) 

9. Auction Platform 

10. Cleaning Unit for VegatabJea 

11. Toktphona booth 

12. Streat Light• 

13. VilB•hing Place 

14. Hr■tAtd 

15. Refuse bin• I dl~aal unit• to 
AYOld pollution 

16. Market Information 

17. Accuas to pubHc transport 

N 
0 

w 



0 
c:: 

TABLE-8. Gaps in Live Stock Marketing Infrastructure and the Strategies to be Adopted 3 
"' 

Name of the Livestock market and Name of the Livestock market and Type Name of the Livestock market and Type Name of the Livestock market and 
Type of animal marketed of animal marketed of animal marketed Type of animal marketed 

SI. No. Infrastructure Availability 
·Gap Exists Gap Exists Gap Exists Gap Exists 

Yes / No FIP/N 
Reasons Strategy 

Yes/ No F/P/N 
Reasons Strategy 

Yes /No F/P/N 
Reasons Strategy 

Yes/ No F/P/N 
Reasons Strategy 

1. Loading and Unloading Ramps 

2. Access to Veterinary Doctor I 
veterinary dispensary 

3. Water Trough 

4. Fodder Outlet 

5. Drinking water facility 

6. Trees (Shaded trees) 

7. Canteen 

8. Sheds for small ruminants 

9. Internal Roads in the Marlcet 

10. Approach Road to the Market 

11. Toilets ( Gents/ Ladies) 

12. Parking place for vehicles 

13. Telephone booth 

14. Street Lights 

15. Banking Service 

16. Toilets ( Gents I Ladies) 

17. Iron Pegs fixed on the ground to tie 
the animals 

18. Washing place 

19. 
Refuse bin/ waste disposal to 
prevenl pollution 

20. Veterinary shoe makers enclosure 

F= Full gap, P= Partial gap and N= No gap 
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Table -9. Commodity Wise Production and Marketable Surplus 

SI Commodity Ave. Annual 
Quantity 

Marketable 
Av. Annual Av. Annual 

Retained Sale in APMCs Sale in APMCs 
No Production 

by producer 
Surplus 

Within District out of District 

1. 

2. ' 

3. 

Table-10. Gap in Marketing Practices and Strategies to be Adopted in the District 

SI. No. 
Nan,eofthe 

I. CONTRACT FARMING APMC 
f iarne of the Narne of Licence by f'Jo of Formal \Mlether Gaps 1f any ir Potential for Reasons for Strategy to 
sponsoring the the state farmers tied agreement the the other gap bridge the 
company oommodlti Authority up with the - company 1s arrangernent! commodities gap 

es covered company Registered processor. and 
orrotwrtn exporter or productJon 

the trader poc<ets 
competent 
authOnty 

1. 

2 

3 

Note: APMC wise the data has to be collected in the above format, from all the APMCs of the Dist rict. 

TABLE-11 . Gap in Marketing Practices and Strategies to be.Adopted in the District 

SI. No. Name of the ti. GROUP MARKETING 
APMC 

Common 
Marketing 

Type of the arrangements in facilities Gaps If Potential fo 

Group (SHGI Name of the 
lhe group Selling to whom 

(Grading I any in 
other 

Strategy lo 
FIGs/CIGs/ commodities (Grading/ (Institution/ Cleaning the commoditie Reasons bridge the 

Packing/ Exporter/Traders/ and for gap 
producer co; covered /Transportation arrange gap 

etc 
Transportation/ Direct retamng) 

/ Packing/ ments 
production 

Liaison with pockets 
buyer etc.) Branding) 

1. 

2 

3 

Note. APMC wise the data has to be collected m the above format , trom all the APMCs of the 0 1stnct 

28 



TABLE-12. Gap in Marketing Practices and he Strategies to be adopted in the District 

SI.No. Name of the Ill. RETAIL CHAIN LINKAGE 
APMC 

Details of linkages 
Potential for 

other 
Name of Name of the (Buy back / providing transport/ No. of Gaps if any in the commodities Reasons 

Strategy to 
the Retail commodities grading / cleaning / packing / farmers 

arrangements and for Gap 
bridge the 

chain covered advisory to the farmers / tied up production gap 
beneficial price lo the farmers) 

oockets 

1. 

2 

3 

Note: APMC wise the da•_has to be collected in the above format, from all the APMCs of the District. 

TABLE-13. Gap in Marketing Practices and Strategies to be Adopted in the District 

SI. Name of 
VII. DIRECT MARKETING No. theAPMC 

Status of Direct Benefits to the farmer Potential for 
Name of the 

Marketing (Grading/packing/impr Gaps if 
other 

organization 
Commo (Exporter/ oved or assured any in commodities Reasons Strategy 

(Licence 
dities Sponsoring prices/reduction in the and for gap to bridge 

holder) 
covered co;/processor/ wastage I access of arrange 

production 
the gap 

trader/ retail farmer to the market/ ments 
chain etc.,) oromot oavment etc., ) 

pockets 

1. 

2 

3 

Note: APMC wise the data has to be collected 1n the above forma~ from all the APMCs of the District. 



w 
0 

TABLE-14. Gap in Marketing Practices and Strategies to be Adopted in the District 

Name of the APMC: 

SI. 
No. 

1. 

2 

3 

SI. 
No. 

1. 

2 

3 

IV. SUPPORT PRICE 
Name of the 

Name of agency 
lhe 

Whether all Percentage of Gaps if any in Polential for other 
Reasons Slrategy lo (FCI/ 

commodilie 
farmers are commodities not beina lhe cornmodities and 

for Gap bridge the Gap 
s covered benefited sold under MSP arrangemenls production pockets 

Note: Same format shall be used for the selected 10 Farmers In each APMC. Data has to be collected from all the APMCs In the 
district 

TABLE-15. Gap in Marketing Practices and Strategies to be Adopted in the District 
Name of 

the V. PROCESSING & VALUE ADDITION 
APMC 

Backward linkages Benefits to the 
with the farmers farmers Potential for 

Name 
(Contract farming I No. of (improved Gaps if 

other 
of the Commo purchasing from farmers price/ impact any in 

commodities Reasons 
Strategy to 

Organi 
dities Mandi/ Direct tied up on production/ the 

and for gap bridge the 

zation covered purchase from with the beneficial to arrange production gap 
farmers/ pre - company small ments 

pockets harvest contract fa rmer/expa nsi 
etc . .) on of markets) 

Note: APMC wise the data has to be collected in the above format, from all the APMCs of the District. "-' 
0 

w 
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TABLE-16. Gap in Marketing Practices and Strategies to be Adopted in the District 

SI 
Name cf 

No 
the IX. SPOT MARKET 

APMC 
Benefits to the farmer 

Production 
(Grading/packing/ pricing/ Gaps~ Potential for 

price discovery mechanism olher 
Commcd No. of pockets of any 1n Strategy 

ities farmers which 
J impc:1ct on product1on/ the 

commodities Rli!asons 
to bridge 

impact on production plan/ and for gap 
covered benefited farmers are whether It has expanded 

arrange 
production 

the gap 
benefited the market for the farmers ments 

pockets 
e tc.) 

1 

2 

Note:APMC ~ ise the data has to be collected in the above rorma~ from all the APMCs or the District. 

TABLE-17. Gap in Marketing Practices and Strategies to be Adopted in the District 

SI. Name 
of the Vi EXPORT MARKETING 

No. APMC 
Practices Linkage wrth farmers Gaps if Potential for 
foUov;ed (Buy backl Direct buying/ other 

Comma anv in Strategy 
Name cf the 

dities 
(Grad1ng/Cleani Mandi / .Advisory ~o farmers/ 

the 
commochlles Reasons 

to bridge 
organization 

covered 
ng/packag1ng/ supply of quality input3 like 3rrange ard for gap 

the gap 
transportation/ seed. pesticides/ fe1ihz:ers product!on 

brandinq) etc .. ) ments pockets 

1 
I 

2 

3 

Note: APMC wise the data has to be collected m the above format. from all the APMCs of the District. 

TABLE-18. Gap in Marketing Practices and Strategies to be Adopted in the District 

SI. No. Name of VIII. FUTURE MARKET theAPMC 
Benefits to the farmer {Pnce 

Potential for 
(improved price) whether it is Gaps if 

other 
Commodities 

No. of affecting/ impact of production any in 
commodities Reasons 

Strategy to 

covered 
farmers planning/ whether small farmers the 

and for gap 
bridge lhe 

Benefited are benefited / whether it has arrang 
production 

gap 
expanded markets for 11s ements 

farmers etc , ) pockets 

1. 

2 

3 

Note. APMC wise the data has to be collected 1n the above forma~ from all the APMCs of the District. 
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