PREFACE 

Agricultural marketing and external trade in agricultural commodities are assuming increasing importance in the wake of ushering in second green revolution, improving the living standards of farm families, making India hunger free and turning poverty into history in the shortest possible time. The challenges facing the marketing system are quite different than what these used to be about two decades before. 

The Working Group identified the bottlenecks in the domestic marketing system, assessed the size of agricultural markets and supply chain for different farm products and reviewed the working of agricultural markets and wholesale mandies. It reviewed the present status of marketing infrastructure at village haats, assembly centres and terminal markets and projected the infrastructure requirements based on the increases expected in marketed surplus of agricultural commodities. The Working Group also looked at the emerging alternative marketing channels and vertical linkages of marketing groups of farmers with retail and terminal markets and processors. Market information system and existing institutional infrastructure for human resource development in marketing and agribusiness were also analyzed. The Group also reviewed the export performance and identified the constraints in promoting exports of agricultural commodities. 

Based on the comprehensive analysis of existing marketing and external trade system, current policies and experience of implementation of various schemes during the past and the X Five Year Plan period, the Group has come out with several recommendations. The main focus of the Working Group in identifying its recommendations had been on (a) improving the efficiency of the marketing system and reducing the costs of marketing, particularly the avoidable waste in the marketing chain; (b) to help value addition at the farm and village level as well as at the secondary level for creating employment in rural areas/small towns and for expansion of the demand for farm products; (c) to develop markets but with less regulation; and (d) to segregate products according to quality and increase quality consciousness both among the farmers and actors along the value-chain. The Working Group, while framing its recommendations, recognized that there are three essential/necessary requirements for evolving an efficient agricultural marketing system in India. These are (a) continuous evolution, perfection and transfer of science and technological inputs in agricultural marketing; (b) introduction of ‘scale’ in agricultural marketing for reaping the benefits of economies of scale; and (c) continuously refining and putting in place a conducive policy and regulatory framework, including withdrawal of the state in many areas. 

The recommendations include those relating to marketing system improvement, strengthening of marketing infrastructure, investment needs, possible sources of funds including that from the private sector, improvement in marketing information system using ICT, human resource development in agricultural marketing, and measures needed for promotion of exports. The Group has also suggested for reorientation of the policy paradigm for boosting agricultural marketing and trade. 

The Terms of Reference of the Working Group were very comprehensive and the assignment had been a challenging task, which was accomplished with the help and support of many stakeholders. The Group is grateful to Hon’ble Dr Montek S. Ahluwalia, Dy. Chairman of the Planning Commission for assigning this important task to us. 

Our interaction with Prof. Abhijit Sen, Member (Agriculture), Planning Commission, during the first meeting of the Working Group was very fruitful in perceiving the expectations of the Planning Commission from this Working Group. We are grateful to Prof. Abhijit Sen for his presence during our meeting and sharing his insights and oversights on the important theme of agricultural marketing. 

We approached the task by splitting into four Sub Groups. The main groundwork for the Working Group was accomplished in the Sub Groups, which engaged in several rounds of formal and informal interactions. Each Sub Group came out with quite elaborate report and shared its findings with the members of the whole Working Group in a daylong meeting held at Jaipur. The Sub Groups finalized their reports after incorporating the suggestions and inputs received during our discussions at NIAM, Jaipur. 

The arduous work of putting together the four Sub Group reports in a consolidated report of the Working Group was done by the Chairman and Member Secretary, with the support from their respective staff members. It required achieving consistency, avoiding repetition, and properly sequencing the contents in different parts of the report. This apart, framing the recommendations was another daunting task. Though, it required continuous reading and rereading the contents, we could bring out the report, which will help the Planning Commission in formulating the XI Five Year Plan for the very important sector of our economy. 

We express our sincere thanks to Dr Sukhpal Singh (Professor, IIM, Ahmedabad), Shri P.M. Sinha (Chairman, Agriculture and Rural Development Committee, FICCI), Dr M. Moni (DDG, NIC), and Shri K.S. Money (Chairman, APEDA) for chairing various Sub Groups and finalizing respective Sub Group reports. Our thanks are also due to Dr W.R. Reddy (Director, Marketing, DoAC, MoA) for his contributions as convenor of Sub Group II on Agricultural Marketing Infrastructure. We also co-opted some senior officers in the Sub Groups. Our thanks are due to these officers viz. Dr M.S. Jairath (Director) of NIAM, and Shri Lallan Rai (AAMA), Shri Hari Prasad (Dy AMA) and Shri Narayanswamy (SMDO) of Directorate of Marketing and Inspection, Faridabad for their inputs in various ways. 

We also thank Shri Surinder Singh (Director, Agriculture) and Dr V.V. Sadamate (Advisor, Agriculture) of the Planning Commission for their support to the Working Group. Finally, we sincerely appreciate the hard work done in computer processing of the document by Shri Hemant Sharma, Technical Assistant of the Chairman of the Working Group. 

Anurag Bhatnagar  




   S. S. Acharya 

Member Secretary 




       Chairman 

    (DG, NIAM)  



    (Honorary Professor, IDSJ) 
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