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ABSTRACT 

Although the vegetables are profitable for producers and other 

marketing actors, the marketing conduct and performance is still 

weak in Rewa. The study therefore sheds light on the marketing 

chain analysis of vegetables in Western Rewa. Vegetable Marketing 

is highly risky due to variety of reasons from wide yield to price 

variation and hence needs quick disposal because of the perishable 

nature of vegetables. Constraints like lack of market information to 

vegetable growers, unfair pricing and weight cheating by 

wholesalers besides weak organization and lack of infrastructure 

leads to poor market stabilizing of the producers’ final output. The 

study thus implies that for all these reasons, marketing system of 

vegetables need to be alert and attentive towards marketing aspects. 

The sample size of the study was taken as 140 farmers who were 

selected by multi random sampling. For the collection of data the 

interview schedule was utilized. For traders a Rapid Market 

Appraisal (RMA) was conducted in order to get the overall picture 

of vegetable market chain in the district. 

 

                                     ABBREVIATIONS 

RMA: Rapid Market Appraisal 

IIVR: Indian Institute of Vegetable Research 

ICAR: Indian Council of Agricultural Research 

Qtl.: Quintal 
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Introduction 

India is the largest producer of vegetables in the 

world after China contributing over 13% to world 

vegetable production and occupies first position in 

the production of cauliflowers, second in onions 

and third in cabbage. According to Indian Institute 

of Vegetable Research (Indian Council of 

Agriculture Research 2011) India has 8.5 million 

hectares of land under vegetable cultivation with a 

production of 146.55 million tonnes. 

 

Although vegetable crops are important for health 

and economy the amount and mode of production 

is still weak in Rewa. More than 13437 hectares 

of land is under vegetables in Rewa. Rewa has a 

verity of vegetable crops grown in different agro 

ecological zones produced through commercial as 

well as small farmers both as a source of income 

as well as food. However the type is limited to 

few crops and production is concentrated to 

some pocket areas. Major types of vegetables 

currently grown in the district particularly in 

Western area are potatoes, cabbage, tomatoes, 

brinjal, onions, bitter gourd etc. The productions 

of vegetable crops in study area were mainly for 

market.  

 

It is not enough just to produce a vegetable. It 

must be produced efficiently and marketed 

successfully. Like any marketing system, 

vegetable marketing is a process which begins 

with the decision to produce a saleable 

commodity and involves all aspects of market 

structure, functional and institutional, based on 

technical and economic considerations. It also 

includes pre and post harvesting operations 

assembling, grading, storage, transportation and 

distribution. Increased production results in a 

greater percentage increase of marketable 

surplus, accompanied by an increase in demand 

from the urban population which ultimately 

calls for rapid improvements in the existing 

vegetable business system. (Bekel et al, 2016) 

 

As a link between producer and consumer 

marketing plays a very important role, not only 

in stimulating production and consumption but 

also in increasing the rate of economic 

development .Its dynamic functions are thus of 

primary importance  in promoting economic 

activities and it has therefore been described as 

the most important factor in the development 

of vegetable business. 

Objectives of the Study 

The overall objective of the study was to 

analyse vegetable marketing chain in Western 

Rewa District. The specific objectives of the 

study include; 

1. To analyze the cost and determine the 

profitability of production. 

2. To analyze market structure, conduct and 

performance. 

3. To analyze various marketing channels in 

the study area 

Collection of Data 

Data was collected from primary and secondary 

sources. Primary data sources incorporated the 

entire situations of the marketing system from the 

producing farmer up to the retailers through 

structured questionnaire. The most important data 

types collected consists of production, buying and 

selling, pricing, determinates of market and 

marketing problems and characteristics. Besides 

rapid market appraisal was undertaken through 

secondary data. 

 Sampling Procedure 

A multi-random sampling technique was 

employed. The farmers that were taken as 

sample for the survey were those that produce 

and are experienced in vegetable production 

and marketing. A total of 140 farmers were 

interviewed from total population of our area 

of study. 

For traders sampling was very difficult due to 

opportunistic behaviour, but to have possible 

level of representative prior to formal trader’s 

survey, a Rapid Market Appraisal (RMA) was 

conducted in order to get the overall picture of 

vegetable marketing chain in the district. It 
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was estimated that about 29 brokers

can visit Rewa at peak production

which 9 agents were randomly

detail analysis of agents’ market 

The estimated number of vegetable

Rewa was 200 in a market day out

retailers were randomly selected 

Methods of Data Analysis 

To describe the characteristics of 

descriptive statistics like mean and

were employed. 

 

Table: 1 Background of the Study

 

 Result and Discussion 

 Access to Markets 

The survey results reveal that 80%

producers sold their product at

(vegetable market) Rewa. The

respondents sold their product 

consumers or retailers in an open

the villagers of study area came

range of 3-10 kilometers 

Subzimandi. The study area is 

main road of Rewa-Satna and have

easy access for transportation, because

natural gift and access to piece

information, on demand, supply

producers have the chance to sell

in the vegetable market which

distance from their farm land 

reduce transport cost and create

access.Retailing of agriculture and

products take place in Rewa town

basis but the amount handled by
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brokers (agents) 

production prior out of 

randomly selected for 

 participation.  

vegetable retailers in 

out of which 30 

 

 market players, 

and percentage 

Study Area 

80% of vegetable 

at Subzimandi 

The remaining 

directly to the 

open market. All 

came under the 

 away from 

 found on the 

have relatively 

because of this 

piece of market 

supply and price, 

sell their product 

which is at small 

 and seem to 

create easy market 

and horticulture 

town on daily 

by retailer and 

number of buyers was small

market day of the town. 

Access to Market Information

The sampled respondents

major source of market

traders (assemblers, wholesalers),

personal observation and others.

vegetable producers have got

from traders and 20% of 

have got market information

source (personal observation,

Profitability Analysis of Vegetable

Production Producers 

The profitability analysis 

for as vegetable production

is very difficult task to analyse

that are produced in our study

profitability analysis, only four

were taken namely Potato,

and bitter Gourd because

were producing these vegetables.

The survey results indicate

productivity for potato, tomato,

bitter gourd were 121 quintals,

75 and100 quintals per hectare

cost of production per hectare

rupees 39530 for potato, Rs.

Rs. 33530 for cabbage and

gourd and the average return

Rs. 64530 for potato, Rs. 69852

48970 for cabbage and Rs.

gourd. 

Table 2. Indicates that on

can get net profit of rupees

205.07 and Rs. 221 per 

tomato, cabbage and bitter

Seed and labour (family 

the major cost of production

about 75% from the total cost

Table 2. Average cost and

potato, tomato, cabbage 

per hectare for producer

g of Vegetables in Western Area of Rewa (M.P)/Rather et al 
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small relative to the 

nformation 

respondents revealed that the 

market information were 

wholesalers), brokers, 

others. About 80% of 

got market information 

of vegetable producers 

information through other 

observation, brokers etc.) 

Vegetable 

 is very important as 

production is concerned, but it 

analyse all the vegetables 

study area so, in the 

four major vegetables 

Potato, Tomato, Cabbage 

because all sample farmers 

vegetables. 

indicate that the average 

tomato, cabbage and 

quintals, 111.80 quintals, 

hectare respectively. The 

hectare on average was 

Rs. 40830 for tomato, 

and Rs. 33950 for bitter 

return per hectare were 

69852 for tomato, Rs. 

Rs. 56050 for bitter 

on average a producer 

rupees 226.62, Rs. 259.07, 

 quintal from potato, 

bitter gourd respectively. 

 and hired) cost was 

production which constitutes 

cost of production.  

and profitability of 

 and bitter gourd 

producer in Rs. 
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Profitability Analysis of Potato,

Cabbage and Bitter Gourd Wholesalers

The amount of marketing cost 

quintal of potato tomato cabbage and

to reach the consumer of the afore

commodity was Rs. 13.60, 23.8, 

15 in that order. As the survey result

tomato marketing cost was higher

vegetables this could be due to 

cost of tomato.  

Table 3. 

                           Source; survey result

Profitability Analysis of Potato,

Cabbage and Bitter Gourd Retailers

The survey result indicates that

obtained from potato, tomato, 

bitter gourd at retail level was Rs.

200.00, Rs. 120.00 and Rs. 130.00

Table 4. 
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Potato, Tomato, 

Wholesalers 

 spent on one 

and bitter gourd 

afore mentioned 

 15.10 and Rs. 

result indicates 

higher than the other 

 the packaging 

result 2015-16 

Potato, Tomato, 

Retailers 

that the net profit 

 cabbage and 

Rs. 150.00, Rs. 

130.00 per quintal 

 respectively. 

 Marketing Actors 

The major marketing players
rural assemblers, wholesalers,

brokers and consumers. Based

group discussion with some

assemblers and agents, the 

buyers who come to 

production period were 

almost all of them handled 

the product. The number of

area was estimated 200 in 

district almost had equivalent

handling. 

Producers 

These are the primary or first

market channel who cultivate

surplus vegetables to the market.

the vegetable production 

plot, share crop and/or rented

vegetables. Since these 

perishable in nature right after

sold either at open market

Subzimandi (vegetable 

revealed  that 80% vegetable

their produce at Rewa Subzimandi

remaining 20% sold their

market outside the Subzimandi.

adequate,reliable & timely

farmers are forced to dispose

within very limited period

Rural Assemblers (Local

These are one of the actors

Though rural assemblers 

limited in number, they played

the market chain since they

wholesalers who come from

centres, product owners and

them reside on farming in

the year and a few of them

other nonfarm activities.

collected and sold non perishable

like potato, onion, etc. and
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players include producers, 

wholesalers, retailers, transporters, 

Based on the informal 

some of wholesalers, rural 

 number of wholesale 

 Rewa during peak 

 estimated to be 29 

 equivalent amount of 

of retailers in the study 

 the market day of the 

equivalent amount of product 

first link actors of the 

cultivate and supply 

market. The land for 

 was either its own 

rented to produce the 

 products are very 

after harvest they are 

market or at Rewa 

 market).The study 

vegetable producers sold 

Subzimandi and the 

their produce in an open 

ubzimandi.  Due to lack of 

timely market information 

dispose their produce 

period at low selling price. 

(Local Collectors) 

actors in the market link. 

 found in Rewa were 

played a crucial role in 

they had close link with 

from large market size 

and brokers.  Most of 

in the rest months of 

them might engage on 

. Majority of them 

perishable vegetables, 

and they sent these 
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collected products to Rewa Subzimandi 

wholesalers, retailers and sometimes to the 

direct consumers. 

Brokers 

These agents work for a commission on behalf 

of other participants. They operate at all levels 

of the marketing chain. They enhance the 

buying and selling process between producers 

and wholesalers without handling any product 

for sale. The market challenges due to high 

perishable nature of the product, reasonable 

fluctuations of supply and distant trade with 

unknown partners in a market with limited 

information make it difficult for the parties to 

transact independently of other market 

intermediary. The estimated number of brokers 

reported working in Rewa was not more than 

20. 

Wholesalers 

These are known for purchase of bulky 

products with better financial and information 

capacity. They buy vegetables from producers, 

assemblers with a large volume than any other 

marketing actors do. They relatively spent 

their full time in wholesale buying throughout 

the year in the district. The survey report 

indicates that there are about 150 wholesale 

shops in Rewa vegetable market. These shops 

belong to Municipality Corporation Rewa and 

provide to wholesalers on hire base of about 

Rs.15000 to Rs.18000/year. The wholesalers 

charge the commission upon the retailers who 

are selling their vegetables in front of their 

shops. 

Retailers 

These are known for their limited capacity of 

purchasing and handling products and low 

financial and information capacity. Besides 

these are the ultimate actors in the market 

chain that purchase and delivered vegetables to 

consumers. 30 retailers were interviewed out of 

which 6 were males and 24 were females. The 

majority 60% were illiterate they were not able 

to read and write and the remaining 40% were 

able to read and write. 

Structure of Vegetable Market in Rewa 

The vegetable market (SubziMandi) in Rewa 

District was established in 1970 and covers an 

area of nearly about 6 acres. It is under the 

control of Municipality Corporation (Nagar 

Nigam) of Rewa city. As the survey indicates 

that there are 150 shops in the market which is 

the main source of income for the municipality 

corporation of Rewa city. The income received 

from vegetable market by the corporation in 

the year 2014-11 was 9.5 lakh. 

Analysis of the Market Conduct 

According to the survey results, out of the 140 

respondents,(vegetable-producers), 65% of 

respondents reported that they produce and 

supplied to market two times per year. The rest 

35% produced and supplied once per year. 

With regard to time of getting money from 

sales of the product, 100% producers indicate 

that they sold their products for cash. The 

survey indicates that although most of these 

producers sell their produce to regular 

customers though it was not at formal contractual 

agreement. 

The agricultural producers of Rewa have weak 

or no organizations that could strengthen their 

bargaining power from input supply up to 

output marketing. Due to this, weak linkage 

among themselves they lack the power to 

negotiate with different actors to obtain 

abnormal profit. As a result they are price 

takers from input purchase to selling their 

produce and defaulted in weight almost in all 

the market chain. 

Ethics 

The lack of modern post harvest handling 

practice and short shelf life of vegetables 

forced producers to sell at a prevailing price. 

Knowing this, wholesalers put pressure on 

producers to sell a low price. Weighing default 
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by wholesalers and brokers to 

watering some vegetables on 

uprooting by producers are some

manners exercised by the different

actors. 

Analysis of Marketing Channels

Eight marketing channels were

vegetables. None of the channels

the region. As  it can be understood

Fig.1 the main receivers from producers

wholesalers’ retailers, rural assemblers

consumers with an estimated share

5%, 5% and 10% respectively. 

On top of this channel comparison

based on volume that passed 

channel. Accordingly the channel

wholesaler-retailer-consumer carry

followed by producer-wholesaler-consumers

on a volume of 16448 Qtl. and 5495

order. 

 

Channel -1  Producer-Consumer 

Channel-2  Producer-Retailer Consumer

=1374 Qtl. 

Channel-3  Producer-Wholesaler

Consumer=16488 Qtl. 

Channel-4  Producer-Wholesaler

5496 Qtl. 

Channel-5  Producer-Rural Assembler

Wholesaler-Consumer = 554Qtl.

Channel-6   Producer-Rural Assembler

Wholesaler-Retailer-Consumer =

Channel-7  Producer-Rural Assembler

Retailer-Consumer=360 Qtl. 

Channel-8  Producer-Rural Assembler

Consumer = 180 Qtl. 
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 producers and 

 farm prior to 

some of the ethical 

different marketing 

Channels 

 identified for 

nels went out of 

understood from the 

producers where 

assemblers and 

share of 80%, 

comparison was made 

 through each 

channel producers–

carry on the largest 

consumers carry 

5495 Qtl. in that 

 =2448 Qtl. 

Consumer 

Wholesaler-Retailer-

Wholesaler-Consumer = 

Assembler-

. 

Assembler-

= 280Qtl. 

Assembler-

Assembler-

 

 

Conclusion 

The survey result indicated

volume of production in 

27480 quintals in 2011-12 of

quintals were sold. Farmer’s

price for a quintal of potato

for tomato, Rs. 1100 for cabbage

bitter gourd, the average

according to horticulture department

2011-12 was121quintals for

tomato, 75 quintals for cabbage

for bitter gourd. The main

Subzimandi (vegetable market)

largest receivers were the wholesalers

Better access to roads telephones,

other infrastructural situations

Western area of Rewa district.

channel of the vegetable crop

interconnection of different 

producers, wholesalers, rural

transporters, brokers and consumers

different market players brokers

were the main actors in the

were looking to have power

channel due to easy access

information resulting in unfair
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indicated that an estimated 

 Western Rewa was 

of which about 26990 

Farmer’s average selling 

potato was Rs.860, Rs. 990 

cabbage and Rs.900 for 

ge yield per hectare 

department of Rewa in 

for potato, 111.80 for 

cabbage and 100 quintals 

main market places were 

market) in Rewa. The 

wholesalers. 

telephones, electricity and 

situations characterized the 

district. The marketing 

crop was through the 

 performer specifically 

rural assemblers, retailers, 

consumers. Among the 

brokers and wholesalers 

the system. Wholesalers 

power over the whole 

access to up-to-date 

unfair market behaviour 
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in vegetable marketing during peak production 

period. Vegetables produced in Rewa were 

consumed almost within the region. 

The retail stalls were poor and exposed to strong 

sunshine and heavy rain. There were no strong 

support made by government to improve the 

market for centres, for insurance, in improving 

facilities like sound constructed stalls, sewerage 

and sanitation. Has it been due attention to 

retailers and strengthen their competence; it 

would have been easy to manage the overall 

market by retailers. As a result, product loss 

would have been put aside and fair price for 

consumers with better quality of produce might 

have been supplied eventually valuable to 

producers. 

The marketing system for vegetables were 

predominantly constrained by a number of 

troubles like weight cheating, unfair pricing for 

products by wholesalers, brokers and watering 

from field prior to uprooting by farmers and 

weakened cooperative agreement with strong 

wholesaler by local traders to producers were 

some of the major ones.  

Recommendations 

Based on the survey of the study, following 

recommendations were given, so as to be 

considered in the future intervention, strategies 

which are aimed at the promotion of vegetable 

marketing in the study area. 

Group organizations like irrigation, cooperatives, 

water use association and union are assumed to 

play significant role in improving the  bargaining 

power of the agricultural producers and creating 

employment opportunities, however the informal 

survey shows up that the cooperative societies in 

the study area had weak organizational structure, 

low capital and lack of members, sense of 

ownership and lack of infrastructure and hence 

this lead to poor contribution in market 

stabilizing of the producers output. Therefore, 

corrective measures should be taken by 

government and non government bodies in 

general and by members of the cooperative in 

particular in alleviating the infrastructural, capital 

and knowledge gap of the cooperative to 

strengthen their role in input and output 

marketing of vegetable crops. 

The survey result indicated that the overall 

agriculture marketing system was found to be 

traditional and inefficient. Thus, government 

actions are required to certify and scrutinize 

competing vegetable product traders to ensure 

achievement of minimum standard weighing 

units and quality standard in order to 

marketing process. On top of this, cooperatives 

and traders should work together to increase 

the efficiency of the market and to gain normal 

profit in the market chain. 
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