CHAPTER 6

AGRICULTURAL MARKETING INFORMATION SYSTEM (AMIS) AND HUMAN RESOURCE DEVELOPMENT

6.1 IMPORTANCE OF AMIS 

Rural (primary and periodic) Markets (about 21731) are the first contact points of farmers with the market economy, both for selling and buying. As there have been high price differentials many times between the Wholesale Markets and the Rural Markets, there is room for arbitrage which is being exploited by the traders to their advantage. Therefore, it is imperative to make the Wholesale Markets as the price discovery point and the Rural Markets as the price takers with due consideration for transport and other costs. As the Rural Markets have few traders, the tendency to collude among them is high. In the Wholesale Markets, as traders are many, one can expect a fair price. In a country like India with 70 percent of its population living in about 6.25 lakhs villages and depending on agriculture as their main occupation, accurate and timely information about the market prices of the agricultural commodities is of extreme significance. Lack of information is not the only marketing constraint facing the farmers in remote areas who are trying to earn money by growing agricultural produces for sale,  but  also  other difficulties which include poor roads, distance from urban markets, lack of transport, lack of a good grading system, and poor packaging. 

The Inter-Ministerial Task Force on Agricultural Marketing Reforms (June 2002) had made a number of recommendations to make the Agricultural Marketing System more vibrant and competitive. Government initiatives aimed at bringing about regulatory reforms and infrastructural development in agricultural marketing and private sector investment in infrastructure creation (aimed at streamlining the Supply Chain Management (SCM) for their retail initiatives) have created much desired vibrancy in this sector in recent times.   

The most important marketing information is price data. Agricultural price data are based on thousands or millions of transactions, many of them on a small scale, that are taking place every day all over the country. Collecting an adequate sample and making sure that these are representative enough to be useful is not an easy task. As farmers become more market oriented, extension workers need to be in a position to advise them not only on how to grow crops but also on how to market them. Knowledge of produce handling, storage and packaging is also essential. An understanding of costs and margins is essential for all those involved with agricultural marketing. Before any agro-processing venture is started, or before an existing venture decides to expand its product line, an understanding of the market for the planned products is essential. Market research can never guarantee success but it can certainly increase the likelihood that the new business will turn out to be profitable. It can identify at an early stage those processing ideas that are unlikely to lead to profitable operations.  

According to FAO, improvement of marketing systems for both farm produce and inputs in developing countries and the emerging economies necessitates a strong private sector backed up by appropriate policy frameworks and effective government support services, which include: 

· Provision of market infrastructure, 

· Supply of market information, and 

· Agricultural extension services to advise farmers on marketing. 

FAO's Marketing Group is active in promoting efficient and sustainable market information services in its member countries. FAO has collaborated with the Developing Countries Farm Radio Network to produce a series of radio scripts and plays on the topics of market information and post-harvest handling, which can be downloaded from its Network's web site. The following publications of FAO require to be customized for India with localization in 22 languages: 

· “Understanding and Using Market Information - A Marketing Extension Guide” ;

· “Guide to the Establishment of Market Information Services”; 

· “Farm Radio and Market Information”

· “A Guide to Marketing Costs and Margins”

· “Food Supply and Distribution to Cities” 

· “Rural-urban Marketing Linkages”

· “Retail Markets Planning & Designing Guide”

· “Seed Marketing”

· “Fertilizers Marketing : Fertilizer Retailing Guide”

· “MARKET RESEARCH for Agro Processors” 

As it has been learnt from the implementation and operation of information systems in many sectors, the provision of large amounts of data and the development of computer-based information retrieval tools are not effective enough solutions for diverse groups of users, unless the same information is presented to users who have different levels of education and different capacities to understand and absorb the information. “Marketing information is a means to an end, not an end in itself”. The Agricultural Market Information System must be thought of in both the contexts of the user's cognitive capacity and also in terms of the means, format, and language of the presentation of the knowledge objects.  

Market information is crucial to enable farmers and traders to make informed decisions about what to grow, when to harvest, to which markets produce should be sent, and whether to store it or not. The needed categories of information (Knowledge Objects) are as follows:  

· Daily/weekly retail and auction prices; 

· trends in aggregated auction prices, retail prices, quantity traded through auction, export, import, and production; 

· information on farm inputs (types, sources, and selling price); 

· description of prevailing market conditions (supply and demand situation); 

· information on marketing and post-harvest practices; 

· information on existing food standards and regulations; 

· market situation and outlook reports (annual report); 

· market research and development reports; 

· investment advice and success stories in agribusiness; 

· relevant information/news on export markets in the region; and 

· a directory of existing exporters and importers. 

The main purpose of Agricultural Marketing Information System (AMIS) is to disseminate accurate and timely marketing information so as to support in marketing decision making and marketing efforts of entrepreneurs, farmers, government, development organizations, academicians, and researchers.  Agricultural Market Information System (AMIS) helps in ensuring that produce goes to markets where there is a demand for it. It shortens marketing channels and cuts down on transport costs, and helps ensure that each marketing transaction is a fair one, and that all participants share the risks and benefits. However, this does not happen if marketing information is distributed unequally, as is generally the case when many small-scale farmers in Asia are selling to a relatively few large-scale dealers. The farmers then end up bearing the greater part of the risk, while the dealers end up with the greater part of the profits. Farmers must be able to seek out and compare the information available for different outlets if they are to sell to best advantage. Price information is less useful if there is only a single market outlet, or if farmers are price takers rather than price seekers. Where there is a very wide gap between the farm gate price and the price paid in wholesale markets and by consumers, marketing information can help narrow the gap, but only as part of an efficient marketing system.
6.2 CURRENT STATUS AND ROLE OF AMIS 

The following categories of institutions of public, private and cooperative sectors, are involved in the existing Agricultural Marketing Information System (AMIS) in the country:  

· About 4,018 Special Commodities Societies for Oilseeds and other such commodities;

· About 2,759 general-purpose societies at the mandi (wholesale markets in India) level;

· Agricultural and Processed Food  Export Development Authority (APEDA);

· Agro Processing Units (more than 2400);

· Central/State Agricultural Commodity Boards;

· Central Warehousing Corporation (CWC)/State Warehousing Corporations (SWCs);

· Centre for Monitoring of Indian  Economy (CMIE); 

· Commission for Agricultural Costs and Prices (CACP);

· Commodity Exchanges;

· Cooperative sugar factories, spinning mills, and solvent-extraction plants;

· Cotton Corporation of India (CCI);

· Directorate of Economic and Statistics (DES);

· Directorate of Marketing and Inspection (DMI);

· Food Corporation of India (FCI);

· Framers’ SHG for promotion of Marketing;

· Jute Corporation of India (JCI);

· Krishi Vigyan Kendras (KVKs);

· Marine Products Export Development Authority (MPEDA);

· Marketing Cooperatives (NAFED, TRIFED, State Federations – General and Commodity specific);

· Ministry of Civil Supplies and Consumer Affairs;

· National Cooperative Development Corporation (NCDC);

· National Dairy Development Board (NDDB) and its Milk Societies;

· National Horticulture Board (NHB);

· National Informatics Centre (NIC)

· Mass Media: Newspapers (including AGRIWATCH) and Magazines (including  Agriculture Today), Radio and Television; Internet resources (Portals including AGMARKNET)

· Public Distribution System (a network of more than 4 lakh fair-price shops);

· SMEs (e.g. rice mills, oil mills, cotton ginning and pressing units, and jute baling units);

· Specialized Marketing Boards (for Rubber, Coffee, Tea, Tobacco, Spices, Coconut, Oilseeds, Vegetable oil, and Horticulture);

· State Agricultural Marketing Boards (SAMBs);

· State Trading Corporation (STC);

The Central Ministry of Agriculture (MOA) plays a critical role in coordinating and integrating various marketing information systems operational in the country, and improving and bringing together the isolated efforts made by different agencies. The Annual Supplement to the Foreign Trade Policy (2004-09) has also focused on the twin export promotion programmes: (a) “Focus Product” and “Focus Market”, scrapping the scandal-riddled “target Plus” scheme; and (b) Videsh Krishi and Gram Udyog Yojana (VKGUY) for reaping the benefits of foreign trade further to rural areas.  This policy has also envisaged enhanced use of ICT-EDI initiatives: 

· to bring all the community partners with international trade on EDI-enabled Platform to reduce transaction cost;

· to extend the Online Web-enabled Application Procedure for issuance of licenses/authorization to other categories of licenses and authorization; and 

· to consolidate  the Message Exchange System with customs and extending its scope to cover all categories of shipping bills relating to different export promotion schemes;

The role that ICTs can play in different areas in the Agri-Value-Chain is immense. An evaluation of the Indian scene, based on primary survey of extension professionals, suggests that, while presently market information and weather updates are the critical information gaps in the agricultural system, illiteracy, cost and lack of awareness are the major adoption constraints for ICTs. Further, ICT can act as a critical networking tool which can connect the small farmers to emerging markets in order to promote their participation in the emerging niche and high-value agriculture fields such as organic farming, and medicinal and aromatic plants. Thus, there is a need to develop a comprehensive “Agricultural Marketing Information System” that can be used to deliver a package of information to assist small farmers and entrepreneurs at the village level so as to enable them to take well-informed business decisions and minimize business risks.  

The ideal Agricultural Marketing Information System (AMIS) should be responsible for:

· sourcing all the market data/information being collected by various agencies; 

· initiating collection where it is nonexistent and strengthening existing collection procedures; 

· processing and analyzing such data/information to turn it into useable knowledge; and 

· developing mechanisms/systems for information/knowledge dissemination through various media such as radio, TV, newsletters, bulletins, and websites.
It must be borne in mind that any information system that is developed would have to support market research and planning and also support economic and policy analysis, unlike a system that attempts to disseminate prices only. The system would also need to include information on current and historical production, market supply, wholesale prices, trade, market potentials, consumer preferences, and other quantitative data. The development of the system should thus be guided by the following objectives: 
· To collect and develop a comprehensive baseline information system (production, market supply, wholesale prices, key markets, etc.) on major crops and allied enterprises;

· To produce market “Outlook Reports” that will include trend analysis and market forecasts for potential market creation or expansion;

· To compile information that will be used for preparing strategic marketing plans and feasibility studies;

· To compile relevant quantitative and qualitative data into an electronic database system that can be accessed easily by data users;

· To disseminate this information to extension workers, businesses including farmers and policy analysts for use in decision-making;

The establishment of a sustainable ICT system that meets the needs and wants of the rural user requires a framework that addresses critical need-gaps. This can be achieved by:

· Identifying available secondary information on key products including literature review and sources of data;

· Identifying areas of missing secondary information; 

· Collecting primary data, as needed (e.g. industry surveys);  

· Establishing baseline information on production, markets, trade flow, competition, market potential and consumer; 

· Characteristics for the top products or product;  

· Identifying resources needed for an electronic database and determine the most efficient way to organize the data electronically; 

· Start assembling the data and organizing them in an orderly and useable fashion; 

· Creating computer database for various information, including wholesale prices, supply and other production statistics; 

· Enhancing existing portals to serve as an effective medium for information dissemination; and 

· Performing basic data analysis and customized presentation.

Global competition and new Information and Communication Technologies (ICTs) are forging new relationships within and between, different layers of agribusiness, transforming the industry from a chain to a complex web. Internet Commerce (or e-Commerce) is growing fastest among businesses and facilitates companies to integrate and maximize changes (i.e. restructuring, business-process standardization, enterprise resource planning, etc). The industry developments provide an insight into trends, potential impacts and prospects, as given below:

· e-marketplace/Neutral e-Hub

· e-distribution sites/Distributor model

· e-procurement sites/Aggregation model

In view of globalization, the main players of the future would no longer be conventional landowners but agri-businesses linked directly to multinational food corporations. e-Marketplaces are emerging as a dominant force in e-Commerce.  "Business to Business" (B2B) and "Business to Consumer" (B2C) raise questions for agriculture, because traditionally farmers have never been equal trading partners with either the upstream input suppliers or with the downstream retailers and distributors. Another trend is the current domination of B2B developments by large and medium sized farms. There appears to be a distinct difference between "farm business" and "Up and Down Stream Business". The "Farm Business" has limited web presence. It is restricted to direct trade with final customer often in niche market and not necessarily to retailers or processors. The “Up and Down Stream Businesses" is a significant development which have sites for buying or selling with a large number of individual businesses, farmers or customers.

Classical farm businesses do not appear to have either the capacity (capital, labour, and expertise) or the necessity (output) to set up and maintain sites at the same level as for up-stream and down-stream business. In essence, individual farmers cannot replicate offline behaviour online. This requires a large scale capacity building and capability building through human resources development (HRD) and also massive ICT Infrastructure at grassroots level.

The Central Government and its agencies, the state governments and their agencies and the private sector have undertaken some path-breaking initiatives (e.g. AGMARKNET – www.agmarket.nic.in) by the Union Ministry of Agriculture, the e-Vipnan initiative by the Madhya Pradesh state government, ITC’s e-CHOUPAL, DCM SHRIRAM’s Hariyali Kisan Bazar, etc) besides strengthening traditional information sources such as individual State Agricultural Marketing Boards, Commodity Boards, and Commodity Exchanges. However, the absence of inter-linkages between these sources demands the establishment of a comprehensive information networking system that straddles across commodity groups and markets while delivering real-time, authentic information in a user-friendly format through localization. National Institute of Agricultural Marketing Institute (NIAM) has helped various State Agricultural Marketing Boards in developing their Agricultural Marketing Portals and also involved in implementing, through NIC, the “National Atlas of Agricultural Markets”. The website for Domestic & Export Market Intelligence Cell (DEMIC) (www.tnagmark.tn.nic.in) of the Government of Tamilnadu, both in Tamil and English, provides forecast information on the supply, demand and future prices of important agricultural commodities in Tamilnadu.  The website interfaces with AGMARKNET website for display of daily data on arrival and transaction of important commodities. 

Many State Agricultural Marketing Boards, National Federations, and Agri-Business organizations, have developed Web portals on Market Information both in English and their local languages (in most cases) and their Web sites URLs are given below: 

· www.rakmb.com 

· www.msamb.com 

· www.maratavahini.kar.nic.in 

· www.agri.rajasthan.gov.in 

· www.market.ap.nic.in 

· www.mandiboardpunjab.com 

· www.mpmandiboard.com 

· www.gov.ua.nic.in/uamandi2

· www.upmandiparishad.in 

· www.bsamb.com 

· www.megamb.nic.in 

· www.osamboard.org 

· www.nafed.com 

· www.assamagribusiness.nic.in 

· www.hortibizindia.org 

Some of the websites which are providing agricultural products marketing information in the private sector are as given below:  

· www.agriwatch.com 

· www.kisan.com 

· www.indiagriline.com 

· www.iopea.com 

· www.echoupal.com 

At the national scene, both AGMARKNET and e-Choupal systems have emerged as operational systems with scaling up in a sustainable manner, and have received national and international appreciation and awards for their impact at grassroots level. They have established a significant trend in the Indian economy by directly linking the industry and the peasant-dominated farm sector. ITC’s e-Choupal system aims to streamline the Supply Chain Management (SCM) of the Cereal Crops that the ITC deals in, and provides online information to about 24,000 villages with 42,000 kiosks, which are managed by Commission-Based-Managers (CBM) to support information access and direct market linkages of farmers to ITC. But AGMARKNET scheme covers about 300 agricultural commodities and their 2000 varieties and extends over more than 2800 agricultural wholesale markets located through out the country.

6.3 
AGMARKNET 

As a step towards globalization of agriculture, the Union Ministry of Agriculture has embarked upon an ICT project: NICNET based Agricultural Marketing Information System Network (AGMARKNET)" in the country, under its Central Sector Scheme titled “Marketing Research and Information Network (MRIN). This AGMARKNET project networked 735 Agricultural Produces Wholesale Markets (APWMs), during 2000-02 and embarked upon additional 2000 Markets during the Tenth Plan Period (2002-2007). With about 2700 markets already covered under the project, AGMARKNET is well on its way to exceed the target of 2810 networked nodes to be established during Tenth Plan Period. The Government initiative of the networking of agricultural produce markets (AGMARKNET) and the AGMARKNET Portal would facilitate the development of B2B and B2C e-Commerce Model in the country. This project has the potential of expansion to about 7557 Wholesale Markets located through out the country and further to about 22000 Markets in India. This ICT Project is a 'farmer-centric" project to put the farmers on "global free trade zone on Internet".

The AGMARKNET project has led to a nation-wide information network for speedy collection and diffusion of market information, computerization of market related information such as market fees, and market charges, ensuring regularity and reliability of data and increasing the efficiency in agricultural markets. AGMARKNET project has also been designated as one of the Mission Mode Projects of the Department of Information Technology (DIT), Government of India, and has won recognition nationally and internationally, for effectively fulfilling the objective of speedy collection and dissemination of agricultural marketing information for better market access and price realization by the farming community. The AGMARKNET portal has, among the others,  details on: 

· Commodities and Varieties for 300+ commodities and 2000+ varieties

· Daily Mandi-wise/commodity-wise Prices and Arrivals 

· e-Directory of Markets of over 7000 APMCs, 48 Marketing Boards 

The advantages of this database accrue to the farmers, as they are not forced to sell their produce in the nearest market at uneconomical prices. The challenge, if the full potential of such ventures have utilized, is to take IT to rural India in a big way. Constraints/Challenges are (a) connectivity in rural areas, (b) training of the stakeholders and (c) ensuring data updation in real time frame. 

The Inter-Ministerial task force on Agricultural marketing Reforms (2002) has suggested creating an "Atlas of Agricultural Markets" as well as "e-Commerce" on AGMARKNET Portal so as to enable producers (farmers) directly transact business with the buyers. The AGMARKNET venture benefits the farming communities from the new global market access opportunities and also strengthens the internal agricultural marketing system in India. There have been requests for AGMARKNET venture in various developing countries of Asia and Africa, in view of its operational efficiency in India. AGMARKNET is an effort to bring rural people into the mainstream economy, through an e-ALERT System being visualized in the Kerala state.

A National Spot Exchange for Agriculture Produce (NSEAP) has been set up for linking all 7325 APMCs and other physical market players on electronic platform between the consumers and the producers across the country. During the Tenth Plan, a Memorandum of Understanding (MOU) has been signed among Financial Technologies (India) Limited, Multi-Commodity Exchange (MCX) and NAFED, with SBI as the Principal Clearing and Settlement Bank of the Exchange. NSEAP has planned to act as an integrated market for all 7325 APMCs of the country with a cumulative annual turnover of Rs 3,095 billion.  

The Central Department of Telecommunication (DOT) has delicensed the 2.4 GHz and 5.1 GHz bands, on which WiFi platform works. This move will make WiFi to take off in various metros and small towns. Smart hand-held devices will drive the WiFi revolution as they are cost effective, lighter, user-friendly, and can be customized for specific applications. WiMAX (Intel’s Plan – Intel Wireless Connect) is a long distance wireless networking technology designed to replace DSL and Cable Internet Access. WiMAX is a radio technology that can blanket entire cities with high speed internet access, and plans to sell Chips to be used by WiMAX service providers as well as for individual PCs. WiMAX could be to DSL and Cables what cellular phones were to landline phones. 

Under the NSEAP, all the agricultural wholesale markets (numbering about 7325) will be enabled with WiMAX Technology to act as e-Bridge for the farmers and also to act as “Rural Hubs” for e-Trading.

6.4 
E-BRIDGING THE FARMERS TO ORGANIZED RETAIL CHAINS 

The growth of the organized retail sector is likely to be a boon to the job market. Retail is the second largest employer in India, after agriculture, but is largely disorganized. Some studies have indicated that presently, the Indian retail business employs nearly 12 million people, which is around 7 percent of the total employment. Although the country has about 12 million retail outlets, the largest number in the world, the share of organized retailing is merely 2 percent as compared to 80 percent in USA, 70 percent in West European Countries and 40 percent in Brazil. This only indicates the huge scope for the growth of the organized sector in India. Studies also indicate that organized retail in India will grow from 2 percent of the total retail industry to a significant 20 percent by the end of 2010. According to CRIS INFAC Study, organized retailing in India is expected to triple its revenue by 2010. The market size is forecast to grow to Rs 109,500 Crore by 2010 from Rs 35,000 Crore in 2004-05. Food and Grocery revenues are bound to multiply and retail franchises may turn into joint ventures.  

Organized Retailing (OR) rewards producers and consumers by slashing middlemen margins. By tapping into farm produce, it can improve the lives of people who have so far not benefited from reforms and high growth. The industry can create a virtuous cycle of generating the disposable incomes it needs. ITC, Bharti, Pantaloon, Godrej, Mahindra&Mahindra, Subhiksha, DSDL, and Reliance Retail (RR) are establishing a significance trend in the Indian economy through establishing direct linkage between organized industry and the peasant-dominated farm sector. This can catalyze the much vouchsafed Second Green Revolution, and may well lead India’s transition to a broad-based consumer society. However, this requires removal of barriers to FDI in retail.  

The benefit to the farmer is not all that obvious or automatic. An IIM-Bangalore study finds the share of the farm-gate price in the final price paid by the consumer to be quite low. This ratio can be brought up either by eliminating the series of middlemen and enormous amount of wastage and inefficiency that have conventionally plagued the Supply-Chain Management (SCM) linking the farmer and the end-consumer; or by hiking the farm-gate price. Probably a bit of both may be required. To ensure that the farmer gains as much as he can from the planned growth of organized retail and food-processing, some policy changes are called for, in the areas of APMC Act and Land Ceilings Laws, and also Institutional Innovations. 

Small holdings have their own merits (equitable distribution, emotional involvement, opportunities to introduce appropriate intensity in farming, compulsion to collaborate with neighbours, soil conservation and composite farming) and hence they fit into the Supply Chain concept well. A nodal agency with market insight and vision is a prerequisite for every supply chain. The Government of India has announced a policy for agriculture over the first two decades of the twenty-first century, and the policy contains elements of SCM.  A commodity approach to fixing the complete chain is the most appropriate strategy whether it is Mango in Uttar Pradesh (U.P.), Litchi in Bihar, Pineapple in Tripura or Poultry in Tamilnadu. Typically, the Chain is broken or is weak in several links. Agri-business can realize its potential by applying the principles of ICT based Supply Chain Management and Value-Chains.

At the international level, there is no competition among firms, but it is among supply chain networks. The network in India is primitive and exploitative. The trick is to bring about an intensive collaboration among producers, processors, logistics providers, wholesalers and retailers to supply what the consumers in India and abroad want cost effectively. Horizontal collaboration among policymakers, researchers, extension agencies, technology companies and financial institutions add strength to the chain. The whole chain, and not just production alone, should be defined as agriculture. 

The Government of Punjab and M/s Reliance Industries Limited (RIL) signed a Memorandum of Understanding (MOU), in the recent past, to promote agri-business: “Farm-to-Fork” Agricultural Mega Retail Project in Punjab, so as to achieve the following objectives:   

· to translate into rising farm incomes;

· large employment generation at farm gate;

· a major export drive for selling the produce of Punjab globally;

· large scale credit access to the farmer  with high quality banking;

· increase  in farm productivity in fruits, vegetables, dairy and coarse grains;

· give an impetus to crop diversification programme and enhance yields;

· provide high quality inputs;

· establish a world-class Supply Chain (SC) infrastructure; and

· promote food processing industries.

While the biggest beneficiaries would be small farmers, a widespread retail food network would come up, in addition to supporting grain procurement for the central pool, providing warehousing finance to prevent distress sale at harvest time, promoting education and health care, and further strengthening infrastructure for improving the living standards.  

Supply Chain Management (SCM) can be derived from the concept of social capital. It demands enlightened self-interest where all the links in the network work towards maximizing the value for all, including the customer, in a collaborative way. The key messages of supply chain successes are customer rank, quality, price, specification, timely delivery and relationships with suppliers as their priorities. India is a large market for multinational companies, but the farmer cannot freely move his produce. But agriculture in India needs some critical management inputs, particularly that of Supply Chain Management (SCM), so as to collaborate among various stake-holders, non-exploitative vertical and horizontal integration, market reforms, precision farming, contract farming, demand-led diversification and the extensive and intensive use of Information and Communications Technologies (ICTs) for real-time communication across the chain. 

6.5 E-COOPERATIVES 

Farmers are to be empowered, if the rural economy is to be liberalized, as the success of our democracy rests with the rural poor. One of the best ways of achieving is through cooperatives. Cooperatives comprise a special category of business organizations because their raison d’etre is not profits for distant shareholders, but returns to farmers who invest in land and animals. The entire Value Chain from procurement to marketing is the sole and exclusive domain of the farmer, as operationalised during the last four decades by AMUL. When AMUL (Anand Milk Union Limited) entered the market, there were giants like Glaxo, Nestle, Lever and Cadburys. Yet AMUL emerged a strong brand and gave them all a run for their money. 

The network of Indian Cooperative Movement which covers 100 percent villages and 85 percent of rural households, occupy a key position in agricultural development with respect to resources use, inputs use, harvesting of water resources, marketing channels, storage facilities, distribution channels, value addition, market information, and a regular monitoring network system. Cooperatives are also engaged in economic activities like disbursement of credit, distribution of agricultural inputs (seeds, fertilizers, and agro-chemicals), and arranging for Sanitary and Phyto Sanitary (SPS) measures of farm products. A network of cooperatives at the local, state, and national levels assists in agricultural marketing in India, by handling food grains, jute, cotton, sugar, milk, fruits, vegetables, and areca nuts. With a view to ensuring appropriate positioning of cooperatives in the emerging liberalized competitive economy, it is essential to e-link the cooperatives at different tiers and provide online services to the members.  

To begin with, it is suggested to network about 1.46 lakhs Primary Agriculture Cooperative Societies (PACS), 19 national level Cooperative Federations, 367 state level Cooperative Federations and 2890 district level Cooperative Federations. Networking of Cooperatives (CoopNet) through state-of-the-art information technology is essential, which will facilitate to get connected to a National Data Centre (24/7 Infrastructure) for achieving the followings:  

· Build relationships and alliances faster

· Re-engineer and integrate their processes

· Develop more and better value-added products and services

· Share knowledge and experiences

· Enhance innovation 

· Promote Web-based business trading
The envisaged CoopNet is a necessary for collaboration among the cooperatives and also for Total Process Computerization of Cooperatives during the Eleventh Plan. 

6.6 
E-NETWORKING OF LABORATORIES FOR TESTING OF RAW MATERIALS AND PROCESSED FOOD PRODUCTS

There is an increasing need to provide greater assurance about the safety and quality of food to consumers both in the domestic and the international markets. A large number of testing laboratories are existing within the ambit of BIS, AGMARK and Health Departments of the Central Government, besides Departments of the state government and municipal authorities. However, limited coordination between various food testing laboratories is reported to have led to inefficient utilization of the existing food testing infrastructure. Further, many of these laboratories do not have basic facilities to test antibiotic residues, heavy metal contamination and other toxic contaminants in food products.   

For the international marketing, it is required to have a network of food testing laboratories which have accreditation as per internationally accepted systems.  The infrastructure available at these laboratories needs to be strengthened for testing of raw materials and processed food products in accordance with internationally accepted protocols. As it has been done for 28 Plant Quarantine Stations under the DACNET Scheme of the Central Department of Agriculture and Cooperation (www.dacnet.gov.in), networking of these laboratories for testing raw materials and processed food products, should be undertaken on a mission mode. Necessary budget allocation is required to be worked out under the DACNET Scheme, which is a Central Sector Scheme and has been successfully implemented during the Tenth Plan Period.

The APEDA has been making constant efforts by working with the trade and industry for meeting Sanitary & Phyto Sanitary (SPS) requirements of importing countries. APEDA have been closely working with corresponding organizations in the importing countries in association with Ministry of Agriculture (MoA), and ICAR institutions. However, APEDA responds mainly on the basis of demand from the importing countries. The institutional framework needs to be developed for creation of a database on the incidence of various diseases and pests in the major production areas of agro-produce for exports through regular survey and surveillance for collection of data and monitoring of the situation. This measure will facilitate APEDA to provide the data and gain market entry without waiting for the results of fresh surveys and studies. The Plant Protection Information System (PPIN) developed under the DACNET System of the Central Department of Agriculture & Cooperation (www.dacnet.gov.in) has networked 28 IPM centres and 28 Plant Quarantine Stations located throughout the country. Efforts are on to interface with the Customs Computerization network through EDI Message Transfer Protocol. This Plant Protection Information System (PPIN) shall be strengthened with the database on the incidence of various diseases and pests in the major production areas of agro-produce for exports through regular survey and surveillance for collection of data and monitoring of the situation. Necessary budget allocation for this purpose is required to be worked out under the DACNET Scheme, which is a Central Sector Scheme and has been successfully implemented during the Tenth Plan Period. E-networking of all these laboratories will help in improving the system at a relatively lower cost.  

6.7 
RURAL BUSINESS HUBS (RBH) – AN INITIATIVE OF THE MINISTRY OF PANCHAYATI RAJ INSTITUTIONS (PRIS)

Rural India is the mandate of Panchayats and its development is contingent on an integrated approach in which agriculture and allied activities have to act as growth engines, complimented by non farm activities which can sustain in a competitive environment. In June 2004, the Central Government introduced the concept of Rural Business Hub (RBH) as an initiative towards increasing rural incomes, getting rid of chronic mass poverty and giving control to the local levels to plan for themselves. RBH initiative works on the platform of 4Ps i.e. Public-Private-Panchayat Partnership. In this effort, industries will contribute product differentiation; marketing and other professional skills and rural entrepreneurs will produce standardized products and deliver on time so that they reach wider national/international markets. These RHBs can be e-linked with exporters, supermarkets, and retailers, which will make them vibrant and viable self supporting business hubs. 

6.8 
CAPACITY BUILDING FOR AGRICULTURAL MARKETING SUPPORT SERVICES THROUGH HUMAN RESOURCES DEVELOPMENT

Apart from pursuing policies and creating formal organizations to intervene in agricultural marketing, governments have adopted several programmes of providing market support services. It appears that the types of programmes initiated cover a very wide spectrum of possible solutions to help small and marginal farmers. However, the benefits have not adequately reached the intended target groups. The main reason is that agricultural marketing and business related aspects of training, education and research have remained neglected in National Agricultural Research, Education and Extension System. The emphasis has remained on production related activities. Initially, the emphasis on production was justified but now post-production activities and systems should receive more emphasis. 

Farmers get benefit from deregulation of markets, minimum guaranteed price scheme, contract farming, and crop/income insurance, only to the extent they organize in marketing groups, self-help groups, cooperatives or companies and learn skills suited to the new marketing environment. Understanding quality standards (including FAQ), learning the terms of contract and insurance, and choosing and preparing the produce for the market are going to be essential skills for farmers. All stakeholders in the Supply Chain (i.e. from farmers to consumers) should be exposed to the following characteristics and complexities of the marketing system to make it more efficient.  

(i) Marketing practices, agencies and institutions 

(ii) Rules of the game in marketing system 

(iii) Demand, supply and how prices are determined/discovered 

(iv) Government intervention, schemes and provisions 

(v) Responsibilities of stakeholders and rights of farmers and consumers 

(vi) Legal framework of agricultural marketing 

(vii) Market infrastructure and its management 

(viii) Marketing costs and margins 

(ix) Marketing policy 

(x) Marketing extension and education system 

(xi)  Agricultural market information services 

(xii) Science and technology services including laboratory analysis and laboratory quality assurance 

(xiii) Transportation and packaging services 

(xiv) Farm input marketing system 

(xv) Contract farming and its provisions 

(xvi) Urban food marketing 

(xvii) Linking farmers to markets 

(xviii) Warehouses, storage godowns and practices 

6.8.1 Institutions in Agribusiness and Agricultural Marketing

Following institutions are currently involved in education and training of skilled manpower in agricultural marketing: 

· All the Agricultural Universities (Central, State and Private);

· Agricultural Colleges (300);

· Agricultural Related Research Institutions coming under ICAR (89);

· NGO’s, Trusts, and Charitable Institutions Specialized in Agricultural marketing;

· MANAGE, Hyderabad and its associated franchises;

· Indian Institutes of Management (IIMs);

· Institutes of Cooperative Management;

· NIAM,  Jaipur and its associated franchises; 

· IRMA (Anand, Gujarat); and 

· Public Sector Banks  Farmers’ Training Institutes. 

Another Working Group of Planning Commission for XI Five Year Plan has estimated the requirements of skilled professional manpower in agricultural marketing and agribusiness management and has come out with the assessment that the current output of professional graduates in these areas is only one-fifth of the current requirements of the organized sector. It is in this context that this Working Group feels that – 

(a) the institutions like NIAM and agricultural economics/agribusiness departments of State Agricultural Universities should be strengthened to increase intake capacities in agrimarketing and agribusiness courses; 

(b) all State Agricultural Universities should initiate degree and diploma courses in agrimarketing and agribusiness, on the pattern of GBPUAT, Pantnagar. 

All these courses will be self sustaining but would require initial strengthening of Departments of Agricultural Economics of SAUs and also of concerned division of NIAM. 

6.8.2 Training of Extension Workers and Development Functionaries 

Apart from higher level skilled manpower, there is a dire need for training of agents of transfer of technology on agricultural marketing and agribusiness. The agricultural extension workers (including even the district and block level functionaries), secretaries of gram panchyats and elected leaders of farmers groups need comprehensive training (including orientation at suitable interval) ranging from three days to one month. Presently, this is being done by Krishi Vigyan Kendras (KVKs) and SAUs. But the capacity of KVKs is inadequate. There is no scientist in KVKs on agricultural marketing and agribusiness. The Working Group feels that keeping in view the emerging needs, each KVK in the country should be provided with a post of specialist in agricultural marketing/agribusiness with sufficient funds for a demonstration unit and training programmes. The financial requirement for the entire XI Plan period is Rs 102 crores. 

6.8.3 Training of Farmers, Farm Women and Rural Youth 

Training of farmers, farm women and rural youth on aspects related to agricultural marketing and agribusiness can be taken care of by trained extension workers or by KVKs as suggested in section 6.8.2. Only, it is suggested that training and promotion of agricultural marketing should included as a mandate of KVKs. 

6.8.4 
Strengthening of Marketing Information Infrastructure

(i) 
There is a need for establishment of National Agricultural Marketing Resource Center which is  an electronic, national resource for producers interested in value-added agriculture so as to facilitate: 

browse 

www.agmrc.org/agmrc/commodity/default.htm, 

investigate

www.agmrc.org/agmrc/markets/default.htm, 

study 


www.agmrc.org/agmrc/business/default.htm, 

read 


www.agmrc.org/agmrc/research/research.htm, and locate 


www.agmrc.org/agmrc/directories/default.htm. 

(ii) 
There is a need for creation of a AGMARKNET Cell at the Department of Agricultural Economics of all the Colleges of Agriculture; with some core staff and infrastructure with necessary budget provisions. 

(iii) 
Specific projects can be initiated with all 300 Agricultural Colleges where the subject on Agricultural Marketing and Economics is being taught, for development of a sound database in agricultural marketing, in phased manner, as given below:-

· Phase I: Baseline data collection, analyses and validation; 

· Phase II: Database design and management; 

· Phase III: Production of outlook and related market reports; and 

· Phase IV: Industry outreach and information dissemination. 

(iv) 
There is also a suggestion to establish State Institutes of Agriculture Marketing on the pattern of NIAM. At present, there is no institute even in the states like Punjab and Haryana, to provide skill upgradation in agricultural marketing field. Alternatively, separate departments of agricultural marketing may be created in existing state level training institutes like SIRDs. 
(v) 
A massive programme of training of farmers in drying, cleaning, sizing, grading and packaging,  and making arrangements for transporting farm-packed commodities directly to retail outlets from farm-gate level,  so as to reduce gross marketing margins (GMM), needs to be initiated jointly by KVKs and ATMAs. 

(vi) A programme for production of a series of Multi-Media Scripts and plays for broadcast/telecast over mass-media/Internet (IPTV), may be taken up on the topics of Market Information, and Pre-Harvest/Post-harvest handling, as it has been done by FAO for various Developing Countries under its Farm Radio Network (DC-FRN) to produce a series of radio scripts and plays on the topics of market information and post-harvest handling. 

(vii) The project on Atlas of Agricultural marketing, currently with NIAM, needs to be continued during the XI Five Year Plan. 

6.9 
SUGGESTIONS FOR XI FIVE YEAR PLAN 

Rural areas are still not taking benefit of ICT usage in Market Information Services and its dissemination. The state and national level infrastructure on market information and human resource development shall be of immense help not only to the policy makers, but also in improving marketing efficiency and reducing farmers marketing risks. The development of a systematic information technology system that links all the players of marketing will help the farmers.  

6.9.1 
Strengthening of Agricultural Marketing Information System (AMIS) Using ICTs

(i) 
Integrated Website for all agencies of both State and Central Government involved in Agricultural marketing services like APEDA, APMCs, CWC, SWCs, CACP, CCI, DMI, FCI, JCI, KVKs, MPEDA, NAFED, TRIFED, NCDC, NDDB, NHB, SAMBs, and STC.    

(ii) 
Integrating AGMARKNET with State Wide Area network (SWAN) and NICNET. 

(iii) Establishment of AGMARKNET Nodes at KVKs and Panchayats with IT infrastructure along with Internet accessibility.  

(iv) All agriculture wholesale markets to be the WiMAX based Internet Hubs.  

(v) Computerization of all mandies/APMCs under E-Mandi project undertaken with the existing AGMARKNET Nodes  (about 2850 in numbers) as the Phase-II Programme of the MRIN Scheme.  

(vi) Development of Agricultural Commoditywise Portal for 300 Commodities and 2000 varieties to facilitate supply-chain (farmgate to international) management models, and development of marketwise, commoditywise, regionwise, countrywise marketing intelligence system.  

(vii) Dissemination of market information through electronic media, ICT media, telecommunication media and print media. 

(viii) Linking all cooperative marketing organizations through provision of computerization and internet facility and putting them on common or inter-linked websites. 

(ix) E-networking of quality testing laboratories in the country. 

(x) E-linking of rural business hubs with exporters, supermarkets and retailers. 

6.9.2 
Human Resource Development for Agricultural Marketing   

(i) National Institute of Agricultural Marketing (NIAM) and agricultural economics/agribusiness departments of State Agricultural Universities should be strengthened to increase intake capacities in agri-marketing and agribusiness courses. 

(ii) All state Agricultural Universities should initiate degree and diploma courses in argi-marketing and agribusiness, on the pattern of GB Pant University of Agriculture and Technology, Pantnagar. Though the courses will be self-sustaining but basic strengthening of Departments of Agricultural Economics of SAUs and also of concerned division of NIAM should be done during the XI Five Year Plan. 

(iii) Each Krishi Vigyan Kendra (KVK) in the country should be provided with a post of senior scientist in agricultural marketing/agribusiness in addition to the existing strength of six scientists. Also, KVKs should be equipped with sufficient funds for a demonstration unit and training programmes for extension workers and farmers group leaders in the field of agribusines and marketing management. The financial requirement for the entire XI Plan period would be Rs 102 crores. 
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