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The present report on "Marketing of Farm
Products and Inputs in Barani areas of Punjab and
N.W.F.P" marks the culmination of an important con.
tractual research assignment made to the Economic
Research Institute in July/August 1978 under the
Agency for Barani Agricultural Development/US AID
sponsored 'Barani' Development Project.

The need for studying the existing market-
ing system both for the farm products and agriculte
ural inputs in 'barani' areas was felt in view of
the groving importance of developing marketing in-
frastructure for raising farm productivity in these
regions. ‘'Barani' or rain-fed areas constitute a
major segment of the agricultural economies of the
Punjab and NWFP. These areas have different econo-
mic priorities in comparison with the irrigated areas
of these two provinces. As such, the strategy for
agrichltural development in 'barani' areas is some-
what different from that of irrigated areas. New
projects for increasing agricultural production in
these areas are to be launched by the Government for
which detailed empirical eviderce on the marketing
of farm products and inputs is an essential pre-requi-
site. T:e present study was difected to generate the
required information and subject it to scientific ana-
lysis so that results so derived could form the basis

of development programme formulation.
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mic subjcct. The final output in the shave of this
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Mr. M.A, Cheema, Staff Economist of the same Faculty,
whose assistance he¢s been greatly beneficial and is
apprecizted. While working on the study, the Insti-
tute's research staff members, nakely, Messrs. M.A.
Cheema and Tahir Shahbaz handled the data collecticn
work in the Punjab, whereas similar work was carried
out in the N.W.F.P. by the 'Barani Project' personnel
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farmer respondents in the study area is also highly
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The impact of marketing as a dynamic force
in enhancing farm output and productivity, minimizing
the food gap, and also in distributing gains from ina
creased production has been well demonstrated in the
more advanced economies of the worl.d. 'Market-incen-
tive' has been argued as one cf the essentials for
agricultural development, because the farmer's incen-
tive to prcduce :nore would depend chiefly on what the

market would pay him for his farm produce,

Thus production and the productivity potential
of the agricultural sector can be better exploited
under improved marketing network. An efficient market-
ing system with an adequately responsive pricing policy
can induce more production through increased efficiency
in resource mobilization and use. Therefore, ignoring
the contribution of marketing in improving farm plann-
ing, resource allocation, and czpital generating capa-
city at the farm level can engender negative effects

on production increases,

The importance of agriculture in Pakistan's
economy cai not be over empnasised. Agriculture is
still a dominent sector and mzjor contributor to the
G.D.P. However, despite the complimentarity of mar-

keting in the context of agricultural development, the



marketing system in the country is still traditional,
incapable of properly handling increased production
and providing further incentive to growers. One of
the major factors has been that the public policies
and programmes have mainly been 'prcduction-oriented!
basically biased towards techno.ogical reforms in
farming with the objective of feeding the fast growing
population* under subsistence farming condftioﬁg. As

a result of a disproportionate emphasis, the develop-
ment of the marketing infrastiructure and the market-—

ing institutions has received very little at-ention

* The accrlerated urbanization rate during tne past dr:ede
h-.3 2132 place’ a h=avy demand for food sur Hly for city
dewellers, besides feeding the non-farming szctor of
rural economy. The distribution system, ther=fore, must
be capable of maintaining food supplies to both sectors
of the popul:tion,

** Those advocating public policies directed to fostering
conditions favcurable for an enhanced productivity level
and aggregate production argue that subsistence farming
generates a imited marketable surplus which does not
call for vigyorous efforts for the development of market-
ing infrastructure. This may be true at the micro-level
€.9., very small sized farms that engender little or no
surplus for the market, particularly of foodgrains like
wheat and maize. This thesis, however, does not hold
gocd in the case of other farm size categories and crops
like cotton, sugarcane, rice, potatoes, and onion. Beca-
use, the recent seed-fertilizer technology alongwith
other important components of this technolecgy package has
resulted in imporving, if not revolutionizing, producti-
vity at the fann level and enhancing aggregate production,
Seasonal periodic food surpluses, losses under inadequate
storage arrangements with the public sector and private
enterprises during the peak marketing season, and lack of
adequate transport faciltties needed for handling regional
surplusec resulting in chipmen: losses are some of the
obvious evidences of tiie quantum of marketable (food)
surplusecs flowing to the market even under subsisterce
agriculture. This makes the eiforts for realizing the
importance of an aprropriate marketing infrastructure
more relevant and worth consideration.
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by public policy planners. This has impeded the results
anticipated from technological reforms and addcd to the
existing problems of market imperfections, market price
instability, inadequate transport, storage, grading/stand-
ardization, livectcck markets —nd procassing industries.
Further shift is, thcrefore, needed in public policies to
recognizing the rnle of n-rketing in order to develop a 'mar-
ki."-oriesnted’ e:onoﬁ%{

The 'barani' a-eas in the Punjab and N.W.F.P. consti=-
tute an impcitant component of the total agricultural base of
the tvo provinfeé. Tl.is is evident from the fact that 54 per
cent of the total reported -rea and 43 per cent of the farm
units in the province of Punjab are totally or partially rain-
fcd. About 39 per cent of the total croppinc is becing under--
taken under 'barani' conditions which accounts for approximat-
ely 36 per cent of the total agricultural production in the
province of Punjab. Similarly, the economy of N.W.F.P, provin-
ce is domin-ted by 'barani' agriculture, as 55 per cent of the

farm area in this province is rainfed and the contribution of

1_/ For example, see, A.T. Mosher, Getting Agricu Moving,
(Newyork: Frederick A, Fraeger, Fublishers, 1966); R.L.Kpohls,
Marketing of Agricultural Products (Newyork: The Macmillan
Company, 1967); USDA, Changes in Agriculture of 26_Developing
nations, 1948-63, (Washington D.C.: USDA, 1965); J.C. Abbot,
Marketing - Tts Role in Increasing Productivity. F.A,0, F.F.H.C.
Studies No: 4 (Rome; Food and Agricultural Organization of
The United Nations, 1967); F.a.0., Marketing - A Dynamic Force
in Agricultural Developmen%, Worlid Food Problems. No:1@ (Romes
FAQ, 1970); Abdur Rashid, The State of Aqricultural Marketing
in Pakistan. (Lyallpur: West Pakistan Agricultural University
Press, 1969),




‘barani' lands to the total provincial agricultural pro=-

duction is about 12 per cent,

Recognizing this importance, the Government of
Pakistan initiated new projects for the development of
'barani' areas to enhance the total production particule
arly that of foodgrains. The additional production would,
however, require increased marketing facilities. There=
fore, the important contribution ¢f an improved market-
ing system in handling the increased agri.production
and in providing an incentive for further production
increase. suggests that an improvement in marketing ser-
vices is of crucitl importance in the context of 'barani’

agricultural development.

Need for the Study:- Considering the importance of mar-

keting in agricultural development, need was felt to study
the existing markéting system both for the farm products

and agricultural inputs in 'barani' areas and suggest poli-
cy measures for the devz=lopment of marketing infrastructure
needed for raising farm productivity in these regions. The

presentstudy is an attempt in this direction,

The focus of this study is essentially on the

markcting of farm produce =and the channels through



which the farm surpluses move from the producer to the
final consumer. Quantum of production and marketable
surplus with various farm and family size categories,
production incentives needed and the existing factors
limiting producticn, credit needs and marketing impro-
vement aspects also formed part of the subject of this
study. The study also examines the existing marketing
infrastructure, and the role of the marketing middle-

man in the marketing process.

Objectivesg~ The sne:ific objectives of the study

were to e:ramine:

- rincipal elements, pattern and practices of mar-
keting farm products of both the farmers and dea-
lers and farm inputs of farmers with special emph-
asis on the s*udy of marketing channels for major
crops, and farn/market price structure.

- Existing markeving infrastructure (markets, roads,
storage, transpoctation, market information) to
provide baseline data for studying future changes
in the marketing system in 'barani' areas.

- Farmers and dealers marketing/business problems,
examining their impact and suggesting improvements

for alleviating such problems within a feasibility
framework,

RESEARCH METHODOLOGY AND SCOPE

Sampling Design:-

According to the research plan, the sample

consisted of- (a, 'barani' markets; (b) dealers ope-
rating in these markets; and (c) farmers located in
the villages that feed these markets, in both the

provinces under study.
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The selection of sample markets, arnd villages was made
stepwise, and separately in each province. The selact-
ion procedure followed according to the finally settled
sampling plan, after the pretesting of the questionn-~

alre, is described below:

A, Punjab

1., Selection of Markets:- Two markets, namely, the

grain market Chakwal and the sub-market Dhudial in
Jhelum District were selected for study from the Pun-
jab province. These markets/'mandies' were selected
keeping in view the level of business activity and giv-
ing due representation to the crop production and the

marketing patterns obtaining in the 'barani' Punjab.

2. Selection of Villages:- The feeding area of grain

market Chakwal was stratified into three concentric
radii, i.e, 0-~5, 5-=10 and above 10 miles from the mar-
ket place, For the Dhudial market, that has a relat-
ively smaller feeding area, only two zones (0-~5 and
5-10 miles) were used. This zoning was done in order
to ascertain the influence of factors like the road
type and distance on price formation, marketing and
transport charges, and the marketing behaviour of both

the farmers and the dealers. The villages falling in



these zones were separately listed for the two markets,
Ten villages, about three from each concentric cii-le
in Chakwal and 5 from each concentric circle in Dhudi-
al, were selected through a systematic 'random sampl-
ing technique', giving a total of 20 sample villages
for the two market places. While making t..e village
selection, effort was made to give proportionate rep-
resentation to the villages linked by both ‘'kacha' and
'pacca’ roads. Iliustration 1.1 indicates the locat~
ion of sample villages s .lected in the Chakwnl and

Dhudial market areas.,

3. Selection of Farmer's Sample*:- The farmer's

sample was selected with the help of Xey village in-
formants, mainly the 'Numberdar' and local officiels.
The sample selection was made through random sampling
technique by listing the farm households in the sample

villages. Ten farmers, almost equally distributed in

* Farmers with cultivated land area upto 100 kanals
(12.5 acres) were considered small, while those
with holdings of more than 100 kanals were taken
as large for the purpose of this study. Further-
more, cultivated farm land, instead of total farm
area, was used as the basis for startification,
because quite a large proportion of the farm area
weas reported as uncultivated on different sized
category farmc,
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the size category of upto 100 kanais of farm land
and the size category of larger thai: 100 kanals

were selected as respondents rrom each village,

4, Selection of De<lef's Samgl;:- For selection
of the dealer sample in Chakwal market, a survey

of the markct premises was undertaken. Every third
shop starting frum the right corner of the main en-
cerance, and proceading in a c¢hunterclockwise Air-
ection was then randomly selected. In all, 16 dea-

lers were selected from this market.

In Dhudial market, about 30 shopkeepers
were found dealing in agricultural commodities,
but only 16 of them were handling a reasonably
volume of wholesale + 'karyana' business. All

of these 16 dealers were included in the sample.,

* In the case of market dealers, +those hardling
up to 5000 maunds of different commodities dur-
ing the business year were considered as small,
while those handling more than 5000maunds were
taken as large,



B.

]l

N. W. F. P.

1. Selection of Markets:- In the North Western Fron-

tier Province, we selected the Mansehra market as it

is considered to be well representative of the cropping
mix and the marketing pattern of the 'barari' areas in
this province. Additionally, places lile Oghi and Ba-
ttal, that exhibited relatively larger farm produc:
assembly activities and were located in th- feeding
area of Mansehra market, were taken to represent the
'primary markets' and thus also were included in this

study.

2. Selection of Sample Villages:~ Some l.aitations

were faced in selection of villages in this area when
attempting the procedure followed in the case of Pun-
jab; The hinter-land around the selected market places
could not be easily strztified into three concentric
radii as used in Punjab, mainly on account of a lower
density of agricultural production, and non-availabi-
lity of the required number of pure 'barani' villages,
and farmers with an adequate volume of marketable sur-
plus within the planned distances. The village sample
selection, therefore, had to ke made without following
a standardized approach. Villages located on differ-
ent link roads connecting the setilers in the hinter-
land with tlie Mansehra market like Balakot, Oghi, and
Baktal routes had to be considered for drawing the

sample., For this purpose, lists of villages located on
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all of these routes were prepared separately with the
help of local field staff of the Agriculture Depart=-
ment, After some preliminary scrutiny, 22 villages
were finally selected. The villages included in thne
sample were reported to have adequate production volume
under rainred conditions and were generating some sur-

pluses for Mansehra and the primary markets.,

3. Selection of Farmer's Sample:- After the select-

ion of sampi. villages. 4-6 farmers with an adequate
marketakie surplus, both from the small and large size
catecories. wer. identified rum each of the .'2lected
villages with the help of key informants. From this
list, 1-3 farmers per village were then selected ran-
domly. In all. 35 farmers were selected from 22 sam-

nle villages,

4., Selection of Dealer Sample*:~- Mansehra market is

located in an area that generates a limited marketable
surplus at the farm level. Difficult access to the
hinterland around Mansehra market also inhibits the
easy flow of marketable surplus to the market place,
Under these circumstances only economically sound mar-

keting enterprises could handle assembly-distribution

* Due to lower business volume handled by village dea-
lers, the dealers handl..ng commodities upto 600 mds.
were considered small, and the rest as large. The
analysis of busiress activities of these dewlers has
been made on the basis of this stratification.
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of farm products. This has given rise to a monopsoni-
stic situation in the market under study. Consecuen-
tly, only two big marketing agents were found handing
the whole marketable surplus reaching Mansenra market.
Seasonal 'beovaries' usually operating on behalf of the
big dealers, and/or the village shopkeepers/dealer:
were the major entities assembling farm prc luce from
the hinterland around the Mansehra markct. Addition-
ally, about 40 ci:y retail shops were also found assem-
bling farm p.oduce in small quantities in exchange of
goods sold tc the faracrs The farm products thus ass-
embled were also finally channelled through these two
big marketing agents. In view of this peculiar market
structure, the required dealer sample was taken from
two types of dealers. (a) The two big marketing agents
located in Mansehra markect and, (b) The village shop-
keevers/'beoparies' operating on seasonal basis in the
sample villages. Accordingly, the largest marketing
agent of Mansehra market who controlled about 70 to 80
per cent of the business was included in the sample.
Seventeen village shopkeepers/!'beoparies' randomly se-
lected from the 'beoparies' listed with the help of
farmers of sample villages were also included in the

sample.



Illustration 1.3 shows the route-wise posit-

ion of farmers and the dealers sample,
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Total Sample Size:=~

The total sam:le comprising markets, villages,
dealers, and farmers for both the provinces, 1is given

in Table 1.1l:-

Table 1.1: Total Sample Distribution Minjab/

N.W.F.P.
Province Markxet Sample Size
Villages Dealers Farmers

Punjab Chakwal 10 16 102
nuctal ic 16 98
20 2 200
NWFP Mansehra 8 g8* 16
Others*¥ 14 10 19
22 18 35
TOTAL: - 42 50 235

The table shows that the number of villages
studied in each of the provirces was almost equal. How=-
ever, both the dealer and farmer sample in NWFP was sma-
ller than that of the Punjab. The major reason for this
shortf .11l was non-availability of recuired number of res-

pondents in the planned survey arca,

* Consists ot o.e big commission agent and 7 village
shopkee)pzrs.

** Refers to Oghi, Battal and other village markets.
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Scope and Modalities of Field Work:-

Separate interview schedules were developed
for farmers and dealers, The schedules were pretest-
ed in the planned survey areas. The farmer schedule
covered major aspects like farm size, ddsposal of
marketable surplus, farm prices, storage a:4 gross
farm income. The dealer questionraire included dea-
ler business volume, marketing practices, storage
capacity, credit needs and overall business problemg,
The interview schedulzes for both types of respondents
inn NWzpP were revised an? shortened in view of hc type
and amount of information expected to ke available

from this area,

The field survey focussed on the production
and/or marketing of 'barani' crops and farm inputs as

listed below:

Crops Inputs

Wheat Fertilizer

Gram HYV seed

Groundnut Pesticides

Maize Small Tools/implements
Oilseeds.

The unit of analysis for the purpose of this
study was a 'barani' farmer producing some marketable
surplus of some or all of the major 'barani' crops

under study and a dealer operating in an organized
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market, or a village dealer handling sale and pur-
chase of farm produce on seasonal basis as a local
intermediary in the marketing of farm products and/of

farm inputs,

Data Collection @nd Reliability Check:-

The data collection work was undertaken
by the Inccitut~'s research stafs during 1978 and
1979 in the Punjab. The field work in NWFP was
handled by the 'Barani' project staff and its Ad-
visory staff. The survey teams were imparted tra-
ining by giving “hem demonstration on the interview-
ing techniques in the field. About 10 per cent of
the respondents were re-interviewed to ensure reli-
ability of data., All the filled-in interview sche-
dules were edi;ed in the field and inconsistencies in
recording information were removed to avoid compli-

cations during data processing stage.

Statistical Treatment of Data:-

Hypotheses: - The following hypotheses were framed
to give appropriate analytical orientation to the
study. The hypotheses relate to the marketing pra-
ctices of both types of respondents, namely, the far-

mers and the dealers.



H
1.
2.

3.

4.

5.

7.
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he Re in o Fa tm

The larger the farm size, the greater is likely +to
be the amount of marketable surplus,

The larger the farm size, the larger is likely to
be the gross farm income.

The larger the farm size, the larger is likely to
be the on-farm storage capacity.

The larger the farm size, the smaller are likely
to be the proportional cales at harvest time,

Sale prices at harvest time are likely to be lower
than the post harvest prices,

More the information sources used, the better the
prices farmers are likely to receive.

Larger the farm size, lesser is likely to be the
use of credit. '

Hypotheses Relating to Dealexrss~

1.

2,

3.

The greater the volume of the dealer, the more is
likely to be the volume of commodities handled on
his own account.

The greater the dealer size, the lesser is likely
to be the amount of credit utilized.

The larger the dealer size, the more (in proport-
ionate terms) are likely to be the business costs..

e e eama

* For N.,B.F.P., only 5 hypotheses (No 1 through 5)

could be tested due to nature of data,
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Statistical Technigues Applied:=-

The statistical techniques such as correlation,
the multivariate regression model. chi-square, T test,
and difference-of-means were identified as alternative
tests for testing various hypotheses. But in view of
the computational limitations, the statiscial treatment
was limited only .o the use of correlation and'differ-~
ence-of-means' iests followed by the T test, coeffici-
=nt of determination (RZ) and standard error of estima“
to see the significrance of results obtained., The corre-
lation test was 2pplied to see the relationship between
farm and family size and marketable surplus, storage
capacity, farm incomé, and volume of sales at harvest
time etc, The difference-of-means test was applied to
See the relationship between time of sale and produce
prices (i.e. behavior of prices at the harvest and post

harvest pcriods),

The relationship betwecn dealership type and
size with business volume. credit utilization, and
business costs was examined through test of correlat-
ion. The influence of farmer dealers on business vol-

ume was seen through weighted means.,



=20-

Data Limitatings;-

As is generally the case with field survev,
several limitations were faced during data collection.
Dealer as well =s farmer data was based mainly on the
memory of the individuals. The data on business vol-
ume, credit, and storage practices were apparently
under reported by the dealers. Price data were also
based on memory recall. The secondary datz on busi-
ness quantum and prices collected from the market comm-

ittee office also showed similar defficiencies.

Similarly, the timing of farmer sales, volume
of each transaction =and prices were also based cn memory
recall and zre likely to be under stated or sometimes

over stated.

Farmer sample size in NWFP can also be consi-
dered a limitation of this study which was mainly due
to non-availability of the respondents. However, it
is to be noted that during pretest, very little vari-
ation was observed in the paramcters covered by the
study on different sized farms ard different sized
deaiers., Hence, it was decided to study the available

sample but to examine the various issues falling within
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the purview of the study objectives in thorouch dekails,
Howeber; the implication: of sample size on the plau-~
sibility of the inferences drawn through statistical
tests are fully appreciated. Our recommendations are
riding more on the strength of the descriptive data

and details as opposed to the value of 't' and 'r!

statistics in theés case,

*S. AZHAR*



Revicw of Literature

Ample reseuzrch work on various aspecﬁs of
agricultural marketing like commodity markecting chann-
els, marketing margins :nd cocts, trade malpractices,
2nd farmer/dealer marketing practices has been dor.e
pertzining to irrigated agriculture, But esearch work
on marketing of farm products in 'barani' areas is
scanty. The revicw of liternture made in the follow-
ing pages refcrs mainly to irrigated agriculture. This
effort has baen made urde.: the assumption that socio-
economic setting of firigated and tbarani' areas is
similar in most respects, hence the research findings
obtained regarding irrigated agriculture can be referr-
ed in relevance to 'barani' agriculture. However, the
Objective is not to review the whole body of literature
on the subjecct, neigher such a coverage is called for.
Hence we have attempted to review some of the research

work that had direct relevance to our study .

Yasin et al (1976) conducted a study on "Marketing of
Agricultural Products in the Punjab", Through this
study data about production, cost of production and
marketing of 14 commoditics (which included pulses,

fruits, =2nd veget-bles) were generated py surveying 5



-23-

wholcsale markets of the province., The sample compri-
sed both farmers and markect intermediaries involved in
the marketing of these commoditics at various stages
like the supplicr (farm gate), the wholesale and tie

retail stage.

The authors obsecerved that market imperfections
and the consequent unfair dealing on the part of mar-
ket functionaries with the farmers in marketing of farm
products were 2rising mainly =s 2 result of farmers'
lack of knowledge and in:dequate marketing facilities,
difficult accuss to and zbsence ¢f proper regulztion
in the markcts like licencing of market functionaries,
clear definition of market eharges/deductions, enfor-
cement of disputes in marketing of farm products. Con-
sequently, under weighment of growers produce and 'watta!l
at 1 to 2 seers per maukd, commission charges over and
above the prescribe¢d rates under the market regulations,
other deductions on . account of mosque fund, weight
of gunny lags, and absence cf open auction were some

of the common trade mzlpractices in the markets studied.

The market committies were zlso not supervis-
ing auction of products. Furthermore, retailer was
poc..eting the maximum share (43%) of retail market

price of pulegos fol.owed vy miller/wholesaler. Village
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'beopari' was also reported to share adequate propor-
tion of retail price. The amount of margin was influ-
enced by the number of intermediaries involved in the

marketing channel of 2 particular commodity.

Chzudhry et al (1970) in an "Evaluation of
Agricultural Marketing in the Punjab" found that far-
mers used different sources for collecting price infor-
mation. Personal visit to market was reported as the
major source of price information collection followed
by village 'kbeopari'/village shopkecper., Mass media
{radio/newspaper) as a source of price information was
reported Ly a small number of farmers. The authors
further observéd that market price quotations issued
by the market committees or other agencies involved in
price informatio. collection were mostly supplied to
higher government offices, radio and newspapers for
publicity, but these were seldom disseminated among the

growers,

The authors also found that no grower or dea-
ler w»s doing proper grading and sorting of commodities
which could form the basis for price formation and en-
hance pricing efficiency. Open agreement between sell-
ers and buyers in village markets »nd underhand cover
in city markets were the two major price formation pra-

ctices investigated,
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Regarding various market charges, the study
indicated that such charges varied between R, 6.70 to
10,21 per maund which were charged by the dealers f£:om
the farmers. The major components of such market < 1ar—
ges were commission, brokerage, handling, driage and

miscellanenus deductions (mosque fund, market fee, etc).

The authors also reported that 70% of wheat,
80% of ma’'.e, and 90% of saleable gram produce was dis-
posed of in the village through village 'beopaxi'/shop-
keeper, Lecouse e producers were satisfied with the

7illage level prices offered bv ‘hese functionaries.

Rashid (1971) in a study on "The Marketing of
Wheat in West Pakistan" pointed out that farmerélwheat
marketing channels comprised village shopkeeper/'beo-
bari'; 'kacha' arhtia, broker, 'pacca' arhtia, process-
ors, whent flour wholesaler 2nd retailers. Government
procurements and cooperative commission shops were also
reported to be a part of the channels, but the propor-
tion of marketable surplus flowing through these chann-
els was minor. The vclume handled by €ach intermediary

was also not precisely known.

The author further investigated the mechanism
of price formation in wheut markets and identifiecd two

major pricing practices, namely open auction, an-. under
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cover or private negotiation being follcwed by sellers
(farmers) and buyers (dealers)., However, the major
and customary method of price formation was the under-
cover method, which mainly goes to the disadvantaage of
the grower bécause he never knows the pricc settled
for his produce between the commission agent and the
buyer. Private negotiations (individual agreement) .

was observed to consume 1ot of time and efort.

Rashid et al (1973) conducted a study on
"Costs "nd Contributions of Market Intermediaries" in
relation to four agri.:ommodities, namely, wieat, cotto:r,
rice and desi' sugar. The data were generated by sur-
veying a sample of 594 respondents consisting all com-
ponents of marketing channels i.,e. producer, village
'beopari’, ‘kacha' arhtia, 'pacca' arhti., regional
buyers, processors, ginners, retailers and consumers
in six markets of the Punjab. The sample was selected
through stratified random s:mpling technique. Farm
size formed the basis for stratification of farmer's

sample, while income for dealers.

The authors reported that the volume of wheat
flowing through various channels was: village 'beopari
70 per cent,; 'kacha' arhtia, 53 per cent,” 'pacca' arh-
tia, 9 pcr cent, Government 8 per cent, and consumer o

per cent. The major protion (53 per cent) of wheat

produce was sold during four immediate harvest/post
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harvest months, 38 per cent during remaining months and 9
per cent as pre-harvest contract sales, The reasons for
this dispos2l pattern were urgent need for money (88 p-r
cent), storace problem (22 per cent), while four per cent

indicated little expectation for better future orices,

Further investigations of the authors showed that
the major considerxtions kept in view ky the farimers for
the sale of wheat in the market place were: better nrice
ex;;ectation, distance to market, facility of transport, so-
clal relations/r:idit ties with dealers, a2nd village 'beopari’
not availaoble. Sales in the village were made mainly due to
a) low volume of marl.etable surplus (b) transportation pro-
blem, (c) delay in payments of sales made in the market,

(d) credit ties with viliage 'beopari', etc.

The study also provided information about the
trade practices of dealers. It reported that 'ﬁacca arhtia'
who is assumed to conduct the whole business entirely on
his own account was handling 38 per cent business on comm-
ission and the rest on his own account. The major commodi-
ties handled were wheat, rice and desi sugar, the respective
proportion of volume being 41.5, 11.0, 19.3, and 28.2 per
cent. Whercas, 'kacha: Erhtia‘whose major practice is hand-

ling of commodities on commission basis, also purchased 34
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per cent of wheat for sale on his own account. This shows
that the business practices of these dealers were not clear-
ly divisible into two categories of 'kacha' and ‘'pacca

arhtia',

Regarding the pattern of further disposal of wheat,
the study revealed that 34 per cent of wheat was sold to
oucside/local marchants, 40 per ceént to the Government, 25
per cent to whez2t processors, and the rest to consumers.

The retailers were mainly getting their supglies from pro-~
cessors (65 per cent),'kacla arhtia' (31 per cent)s and the

rest from 'pacca arhtia',

Marketable surplus of wheat and rice as proportion
of total production was reported at 62 and 83 per cent res-
pectively. The net prices received by the producers were,
however, the lowest in case of sales made to village 'beo-

bari' as compared with other intermediaries.

Rashid (1970) in a study on "Economic Aspects of
Distributive Margins" found a numbcr of factors that caused
the existence of large network of market intermediaries.

One of the major factors, as observed by the author, was
lack of finance at various intermediary levels, because
commercizl bzinks were not mostly meeting the cradit require=~

ments of dealers due to inadequate collateral arrangements



20

and risk and uncertainity involved in business. This factor
was a major business problem for the dealers, and alleviat-
ion of this problem could be helpful in improving the m-rket

performance,

Siddigi et al (1979) conducted a study on "Market-
ing of Agriculturzl Products in Sind". The stuly focussed
on two major aspects, namely, determining of cost of produ-
ction of selected comrodities and study of the marketing
system including the channels, marketing costs/margins, and
price analysis for these conm dities. The data were gener-
ated by surveying commercia. [arms and potential merlets
scattered in all the 12 districts of Sind Province, The
total sample size consisted of 1265 respondents that inclu-
ded 310 producers, 115 assemblers/constractors, 420 whole-
salers/processors, and 420 retailers involved in production
and marketing of various fruits, vegetables and pulses in

the province,

The study showed that the mgrketing system for var-
ious commodities covered was centralized, invoiving a long
and complex chain of intermediaries. The commodities moved
through the selected few central markets to the reta -1 (con-
sumer) markets. The commodity prices were mainly determined
by the marketing agen:ies located in the centra . markets.

The prices in other markets moved around such predetermined
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bPrice levels with a little allowance for marketing/shipment
costs "nd a rarginal influence of supply 2nd demand in a
particulsr market. This type of marketing system gave .ise
tc several imperfections in the mirketing system like wide
farm - retail price differentials through accumulcted mar-
keting charges and exaggerated margins at various interme-
diary levels. The study showed that the middl- man's pro-
fir share as a per cent of retail price varied between 28
to 40 for various pulres in the province, The marketing costs
were on the ovder of 27 - 34 per cent. Thus farmer share
was reduced to 5-9 per ceat o retail price. Marketing mar-
gins were unjust particularsy for wholesalers and retailers,
the respective margins being 22 to 40 per cent (wholesalers)
and 10 to 17 per cent (retazilers). This shows that whole~

salers were pocketing thc maximum share,

The study recommended that market committees should
be reargmnized so as to provide marketing f:zcilities and also
Supervise mariiet transactions to minimrigze imperfections.
Procurements in the public sector, grading, and cooperative
marketing of commodities were other measures suggested to

improve the marketing system,

NFC (;977) conducted a stuidy cntitled "General Far-
mers Investigation Surveyr" in Punjab, NWFP and £ind provinces,

The study showed that in sample ‘barani' areas, there were
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about 56 per cent non-users of fertili.:r. The proportion
of . fertilizer users on irrigated sample farms was gquite high
(30 per cent). The study also shows that in 'bairaci' areas,
village shopkeeper =nd Goveri..ent depots were the major su-
pply sources. Foc ransportation -f fertilizer, 70 per cent
respondents used non-mechanical means including 'tonga’,
camel, 'rechra', bullock cart, and buffaloes whilc)13 per cent
uscd mechanical means such as buses, wagons. Donkeys and
‘heads' were the commor means of transportation in ‘*barani'
zreas, The transport cost varied between Rs. 1/- a2nd over

Rs. 2/= incurred by about 42 per cent of farmers reporiing

incurring trarsport cc.t.

NFC (1978) in ancther study entitled "Intensive
Farmers Survey" conducted in four villages (2 in irrigated
and 2 in 'barani' aiczs) of Punjab and NWFP, found that in
Punjab's 'barani' village average cropping intensity was
about 92 per cent. Wheat, gram and maize were the major
crops of which marketable surplus was available with the
farmers., The average quantity marketed was about 19.0, 31.0
and 55,0 maunds., constituting 7, 58, and 85 per cent of
total production. Village shopkeeper was the major channel
of sales. Most commodities were sold when neced arose as a

precautionary measure in view of lack of funds.
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The study fruther showed that of the sample farmers)
26 per cent were non-users of fertilizer, while the rest had
applied some fertilizers to a part of their cropped aci age
in varying amcunts, Village shopkeeper was the major supply
source. Bus/vac. was the most commor means used to trans-—
port fertilizer from outside the village. The average cost

incurred was Rs, 2.40 per bag.

Regardino the use of credit by farmers, the study
ievealed that a major'ty of farmers repcrted taking credit
from ocoth insticutiorn2l and non-irsti‘ution=zl sources. The
lecans were partly used for domestic purposes and partly for
sexd, livestock and farm equipment., As remittances were an
important source of farm families income, 35 per cent of
farmers reported rece:’ving remittances from family members
working off the farm. The amount so received was used for
home consumption.. The Intensive Farmers Survey conducted in
NWFP 'barani' village showed that average cropping intensity
was about 99 per cent. Maize was found to be the major crop
grownaby asample farmers. Wheat was grown by a small per cent
of farmers which occupied a small proportion of their cropped
area. No farmer had marketable surplus of wheat or maize.
Fertilizer use w:s reported to be very limited =s only 37 per
cent of the sample farmers were using or had used fertilizer

on their land,
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A majority of sample farmers (63 per cent), how-
ever, reported using credit. Relatives/friends, and village
shopkeeper were the major sources of credit for the sample
farmers. Remittances also formed a major source of supple-
menting farm families income as 50 per cent of the respon-
dents reported receiving remittances which were mainly used

to meet domestic needs.

Eckert and Khan (1977) in 2 study on "Rural-Urban
Labour Migrations Evidence from Pakistan" investigated that
average remittances per migra::t family were Rs. 10 . €.
in Punjab and Rs. 70 in NWFP. This excluded the migrants not:

remitting any amount to their families.

The CENTO Travelling Semin.r (1967) on "Marketing
of Livestock Products" pointedout that livestock marketing
facilities were almost non-existent in the countries visited
(Pakistan, Iran, and Turkey). No auction sales were taking
place, The a ilable facilities were inadequate to provide
services needed by livestock producers. Refering to Pakis-
tan, the Seminar repori~d that there were no iarket places
entirely run by the Government. The marketing of livestock
was done under the auepices of local bodies by holding cattle
shows on fixed dates every month. Cattle markets are also
arrnged Ly private parties throughout the yelar except on
medtless days. Animals are transported either on foot (for

short distances) or by truck, rail, and ferry boats(for long
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distances),

The seminar recommended that: (a) stockyards - ith
feeding, watering and resting fac.:lities should be constru-
cted along ruilroads, 2and highways so that farmers are not
compelled to sell their animals at low pricesy (b) The
Government Department concerned with livestock .arketing
shnould underteke the responsioility of planning and const-
ructing livestock markets, (c) Livestock assembling points
should be established Qlose to the production points/areas

with all the needed facilitie: mentioned above.,

*S. AZHAR¥*
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PUNJARB

CHAPRACTERISTICS OF THE MARKETS

Characteristically, the existing marketing system

*
traditional and centr:lized. The farm products flow to

the consumer markets through an intricate network of market-

ing channels. The market intermediaries involved in physi-

cal

assembly-distributive functions of farm products at

village, primary, and wholes~le market level inciude the

*%
village shopkeeper, village ‘beoparies' (itinerant dealers)

'kacha arhtia' or commission agents, and 'pacca arhtia' or

wholesalers, Another market functionary, the broker, also

plays an important role in concluding various transactions

*k

The existing marreting system is 'traditional' in the

sense that few radical market structiral changes have
occured over the past few dacades except Govt. partici-
pation in essential commodities trzde (wheat, rice,

cotton, potato, onion, etc) through price sup:orts, zon-
ing, public sector procurement/stor2ge oper .tions =and
export promotion programs which hazs contributed to improve
market performance. Functionally, however, substantial
improveinents have been effccted in physical infrastructure
like increased reil =nd ro=d transport facility, marketing
information communication arrangements through a tele-
communication system resulting in a fair degree of market
integr-tion with respect to temporal ~nd spatial commodity
movements and their prices. Development of new wholesale
grain markets is also .:n nchievem-nt of the l-2st decade.
Grading, st ndardization, refrigerated transport facilities,
development of livestock markets, and aphropriate livestock
transport:tion arrangements -re, however, c:ill in primitive
st ges .nd need considerzble improvement,

Villege 'beoparies' (itinerant dealers) operate mainly on a
seasonal basis. They either handle business indewnendantly
on their own account or on behalf of some wholesale dealer
in the market,
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between producers and dealers, or between dezlers. These
brokers very often :lso work as auctioneers employed by the

market organizations, The sale trans=ctions are gonernlly
1

—— —"

concluded through open auction or indiviidual agreement.

The grain markets of Chakwal and Dhudiz2l stud’ed
in Punjab's 'barani' area represent the tradit’onal centra-
lized marketing system prevalent elsewhere in the country.
The farm products reaching the primary and wholesale market
undzr study were assembled in a variety of ways: (a) direct
sales by farmers in the rauxcts; (b) commodities assembled
by vililage shopleepers, or . illage beoparies! voriing on
a seasonal basis and brought to the markets, and (c) direct

'purchases from farmers by the wholesale dealers/commission

l_/ For example, see USNDA, The Markcting Challenge,
(Washington, DC: 1970); Uma, J. L. le, Study of Grain
Markets in Selected States, India, 1955-56 to 1964-65
(Itheca, Newyork: Cornell University, Depirtment of
Agri. Economics, 1968); J.C. Abbot, "The Development
of Marketing Institutions" in Agricultural Development
and Zconomic Growth, ed. Herman M, Southworth and Bruce
F, Johnston (Itheca, Newyork: Cornell University Press,
1968) ; Muhammad Msnzoor Ali, Price Discovery and Formation
in Khanewal Wheat Markets, Unpublished M.S, Thecis,
American University of Beirut, Lebanon, 1971; USDA,
Changes in Agriculture in 26 Developing Nations, 1948-63,
Foreign Agricultural Research Report No. 27 (Washington,
DC: Economic Research Service, USDA, 1965).,

Based on the recent data collected, a fuller treatement
of this feature of the murketing system is made in
Chapter VI of the report, which provides ample support
on the above viewpoint.
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agents,

Both sample markets were found tc be comp=titive,
the transactions being concluded through open auction or
individual agreement between sellers (mainly farmers) and
the buyers. Huwever, experience gained through participant
observation showed two major imperfections as will be supp-
or :ed by the sample survey findings later on. Firstly, the
open auction, though a2 competitive practice, entailed coll-
usive behaviour of marketirg agents allowing only marginal
interplay of racket rorces. The dealers were observed by
int rview rs while iuteracting wit!' them At the ti e of
interview to aygree on a generzl market price level for var-
ious grades of products exhibited for sale in the market
before the actual auction of commodities. The highest bids
were allowed to move around that price depending upon the
grade of the products, This general market price was mainly
based upon current prices in region:l wholesale markets after
allowing an attractive profit margin on each transaction.
Thus the farmers were not really benefitting from this 'com-
petitive' pricing practiCe. Despite this, the farmers conti-
nue to sell their produce through the dealers, as they have
no alternstive marketing channels. For this reason, we have
recommended opening of public sector procurement centers in

this area.
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Secondly, the element of monOpson; was also obser=-
ved by the field survey team to enter into the m=rket tran-
sactions, On certain occassi' ns, a2 single buyer used i
indicate his plan for purchasing the whole volume of a par-
ticular commodity available in the market on a particular
day. &An open auction was held with the other competing buy-
ers and.the'auction bids concluded at the price level desired
by the monopsonistic buyer and invariably to the disadvantacge
of the producer. Suchi monopsonic conduct was more prominent

in Dhudizl mairket.

Market Conditions:- Both the sample markets were regulated

under the Agricultural Produce Market Act, 1939. The legal
provisions of this Act are enforced through an institution
called a 'Market Committoé', established within the legal
framework of the said Act. The market committee was located
at Chagkwal with a sub-office at Dhudial. However, only the

Chakwal market was located on an orgmnized mmarket premises,

* The term monopsony in theory, is mostly discussed with ref-
erence to "resource markets". Whereas, it is also applicable
to the product markets, where there is a single buyer of a
product, See Richard H. Leftwich, The Price System and Resource
Alloc:tion (Newyork: Holt Rinehart »nd Winston, 1966).

* The Market Committces through their by-laws define market
trade practices, mrrket charges to be paid by dealers, and
the protection the frrmers can «xpect under the provisions
of the Market Act and by-laws. The Market Committees also
regulate business through licensing and check on trade
practices, commodity ~rrivals, prices, auctions, and busi--
ness charges sucn as commission, nnd trade zllowances.
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while the subsidiary market of Dhudial was located in a bazar;
extending North-South in Dhudial Village. The market premises
of Chakwal market belonged to the Government whereas, -he mar-
ket place in Dhudial was owned by private individuals. The
significance of location of Chakwal market in 2 Government
owned ~nd organized premise wis that it had consideraily
farnilitated effective control over traffic, business trans-
actions, arrivzl of farm products, better manacement of other
facilities like drainage, drinking water, anim2l sheds, stor-

age platformz, etc., by the markct committee,

Contrary to this, fewer amenities could be provided
in the Dhudial mairket due to luck of spacs= and ownership
rights of the shopping =2rea. The market place was not capa-
ble of efficiently h-ndliig the total business volume, and
animal traffic., There was also very Llittle scope for further
expansion as it was loczted in the central and congested part

of the Dhudial village.

Size of Market:- Chakwal market being the principal whole-

sale market was serving the largest number of the 'Tehsil’
villages. Dhudial market h-d a smaller service range and
was covering the villages in close proximity to or the ones
directly linked with this market by 'kacha' or ‘pacca' road.
The information ccllected abott the distribution of sample

villages with respect to the market-pull of Chakwal and
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Dhudial markets is indicated in Table 3-1, In order to see
the influence of these markets on the marketing activities
of all 'Tehsil' villages, the distribution of 'Tehsil' vill-
ages was inferred from the distribution of sample villages,
as indicated below: |

Table 3-1: Distribution of Villages Served
by Various Markets

Villages Served
Tehsil Villages

Sample Villages

] ]
Market ' i

¢ [}

, No % ‘ No | %
—_— — ] — : H
Chal-ral 10 50 160 61
Dhudizl 3 15 56 21
Chakwal »nd Dhudial

both 6 30 20 8

Other Markets* 1 5 26 10
TOTAL 20 100 262 100

As may be seecn from the takle above, Chakwal market
attracted farm products from 50 per cent of the viilages under
study. Farm produce from 61 per cent of 'Tehsil' villages was
also received in this market., The table further chows that 30
per cent of sample villages located in the Dhudial market were
also found selling 2 considerable part of their farm products,

particularly of gram and groundnut, in Chakwal market. The

* About 5 porcent ofth. oo plé farmers and 10 per cent of 'Tehsil!
villages were also renorted selling in other .iarkets, mainly
at Gujar Khan. The major reason for such & marketing behav~
iour was location of these villages 2t a l¢ ager distance from
Chakwal market.
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principal reasons explained by the respondents for such a
marketing behaviour were that Chakwal market was more orga=-
nized, competitive and orffered better prices. The add:. *“io-
nal facilities available were a direct road link and trans-
port facility, and facility of attending other affairs at

the 'Tehsil' headquarters.

The information collected about various services
available to tha farming community in the study markets
shows that, besides facility of sale/purchase of farm pro-
duce; services like farm machinery repair workshops, oils
and lubricants, seed, fertilizer, pesticides and other
censumption articles were also available to them at these
Places. The offices of Agricultural Extension Service and
other departments were also located =2t these places. How-
ever, no Government procurement center was functioning in

these areas,
2/
Market Structure:- The study indicated that there were

*
39 wholesale dezalers in Chakwal market and 30 dealers in

Dhudial market. The pattern of business of these dealers

2 / Generally, the activities of dealers in the market were
not clearly identifiable as a 'conmission agent'ar 2 whole~
saler, hence the term commission agent or a wholnrsaler has
bezen used interchangeably.

* These dealers were also handling 'karyana' alongwith whole-
sale business,
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was typical of other markets located in the irrigated or

'*barani' areas. Two types of dealership were identified.

a) 'Kacha arhtia' or commission agents; These dealers

were wcrking purely on commission basis.

*
b) 'Kacha' + '‘pacca' arhtias:

Dealers working partly on commission basis and
partly on their own account fall in the latter category.
A majority of the dealers in these two markets werc of
this type. However, the 'kacha-pacca' dealers of Dhudial
market were somewhat different from the ones found in
Chakwal market. Thus the former group, besides dealing
in agricultural commodities on a commission basis or on
their own accoupt, was also handling a sizeable volume
of retail business at the same time. The distribution

of sample dealers is given in the table below:-

* No pure 'pacca arhtia' was working in either of these

markets.
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Table 3.,2: Classification of Dealers in
Chakwal and Dhudial Markets

Dealership Type

l .
Market !Sample Purely Kacha Kacha + Pacca‘

[4
i
[
[) ] 1
]
'
bl

g No ! % No : %
Chakwal 16 5 31 11 69
(5) (42) (7) (58)
Dhudial i6 1 6 15 94
(1) (9) (10) (81)
TOTI. 2 32 d 19 26 81
- (6) (26) (17) (74)

Figures in the parantheses c¢ive dealers' distribution by
their ancestoral profession as farmers. The remaining
dealers belonged t& non-farming category.

The table indic~tes that a majority of sample
dealers in both the markets belonged to 'kzcha + pacca!l
category. This practice helped them in hedging against
business risks anticipated in purely 'pacca‘' business.
The table also shows that a large percentage (72) of
dealers belonged to the farming community in both the
markets, This implies that farmer dealers are able to
attract more business from their village-fellow farmers.

The data gathered indicate that the average quantity of
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commodities purchased by farmer dealers was about 7300 maunds
compared with about 4637 maunds for non-farmer dealers which
clearly supports the above viewpoint. Farmer dealers could
also represent their own interests more effectively in the
market committee affairs both as dealers' and farmers' repre-~

sentatives,

Owrership of Godowns/Shops:- The ownership of godowns and

sl:ops was mainly related to the business practices of dealers.
'Kacha' dealers work on a commission basis and hence obviously
wld not need to own a storage facility. Whereas, 'kacha + pacca
arht‘a' required both & large storage and shopping space in
order to handle the large business volume and to store farm
products to hedge against unexpected and wide fluctuations in
prices, This is clearly evident from the information contai-
ned in table 3,3:

Table 3.3: Ownership of Shops :nd Godowns by
Dealer Type

Market : Kacha Dealer SKacha + Pacca Dealer] Total
) ‘ 1
iOwned|Rented-in} Owned |Rented-in jOwned!Rented=-in
Chakwal 1 4 3 8 4 12
(20)  (80) (27) (73) (25) (75)
Dhudial - 1 10 5 10 6
(100) 67) (33) (62.5) (37.5)
TOTAL 1 5 13 13 14 18
(17) (83) (50) (50) (44)  (56)

Figures in the parantheses give the ownership + rental status

of shops and godowns in percentage,
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The ta2ble shows that about 83 per cent of the
'kacha' dealers had rented-ih shops and godowns, while
50 per cent of the ‘liacha + pacca' dealers had rented-in
shops/godowns in both the markets. oOn the whole, 56 per
cent of the dealers used rented-in stores/shops. This
shows a clear relationship of ownership status of shops/
godowns to business type, the ownershin being confined

mainly to ‘kacha + pacca arhtias',

Livestock ‘mandies':=- Reportadly, there were twoe livestock

'mandies!' in Chakwal market area and one 'mandi’ in Dhudial
area, These 'mandies' were organized on a weekly basis for
one day on different week days to provide greater opportuni-
ties for sale and purchase of livestock. These 'mandies'
were under the control of lozal councils and were held in
the open space specified for this purpose by the concerned
council. The space is leased out on a yecarly basis to a
contractor, who charges an entry fee per animal. No other
marketing facilities are available to sellers or nurchasers,

except the open space for the animals brought for sale.

*S. AZHAR¥
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CHARACTERISTICS OF THE 'BARANI' FARMERS

This chapter presents a description of the sample
farm households. The description covers sample villages
location with reference to grain markets, sample distribut-
ion by farm size, average net oper: tionzl holding/farm area
'uhder cultivation, farm production activities, marke%able
surpluses, family structure, family consumption needs, and

gro.s income,

Location of Sample Villages:~ As discussed in the section

on ﬁgthodology, the sample villages were selected, almost

in equal proportion, from within tﬁree concentric radii
extending over 10 miles in the case of Chakwal and two radii
extending upto 10 miles in the case of Dhudial market area.
Table 4,1 indicates that only 25 per cent of the sample
villages were located on 'pacca' roads, while the rest were
conrected by both 'kacha + pacca' roads. The distribution
of sample villages of the Dhudial érea was similar to the
one described above. In Chakwal area, 57 per cent of sample
| villages were located on 'kacha + pacca' roads, and the

remaining 43 per cent were linked by 'pacca' road.
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Table 4.,1: Location of Sample Villages*

(Distance radii in miles/Type of 1link road)

1

[}

]
Market =5 B T 5 - 10 ' Over 10 Total

' P! K+P ! P ! K+P ! P ! K+P ' P ' K4D
— [ 1 et - 1 - | 1 1
Chakwal 1 2 1 3 1 2 3 7
Dhudial 1 4 1 4 - - 2 8
TOTAL: 2 6 2 7 1 2 5 15

* The figures in the table indicate number of villages in
each category.

The type of roads linking the sample villages shows
that the majority of the sample villages were locatea on
'kacha + pacca' roads. The number of villages located on
'pacca' roads was.quite small, This implies that 'pacca!
road linkage was inadequate, which could possibly be taken
as a factor limiting farmers' ability to sell their produce
in relatively more competitive and developed markets like

Chakwal.

Farm Size Distribution:- The respondents sample consisted of

small and large farmers stratified on the basis of the size
of cultivated farm area owned. Table 4.2 below indicates
that 45 per cent of the sample farmers were of small size.
Cultivated farm area ranged betwen 3 and 12.5 acres. The
rest of the sample comprised large farmers owning holdings
of betwe=n 14 to 200 acres. &s is generally the: pattern

elsewhere in the country, the small farmeres were cultivating
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their land more intensively. This is evident from the fact
that small farmers had large proportion of close to 94 per
cent of cultivated land compzred to the large farmers; in
whose case the average proportion of cultivated lend wad
found to be 75 per cent (Tabie 4.2). This implies lower land

use intensity at large farms.

Table 4,2: Farm Characteristics

—— e m-

Average Farm Size(Acres)

]
I
' —-=—=—-0n the Basis Of-===- !Cultivated Land

[]
1
'
Market/ {S;mple*;Total:Cultivated+:Net-Operat-:(as a Percent of
®.,Size !} Sizsz (Land | Land tional Hpld-!the Total Farm
. ! .4 ! ting*¥ ‘Land) e
CHAYWAL | H : ! i
Small 48 8.4 B8el 8.6 95.6
Large 54 57.5 40,9 32,6 71.1
DHUDIAL
Small 52 9.6 9.0 9.2 93.5
Large 46 34,6 28.8 28,2 83.3
TOTAL
Small 100 9.0 8.5 8.9 94.4
Larage 100 47,0 35.3 30,6 75.3

Sample stratification was only done by size. However,among
our sample respondents, there are 12 owner-cum-tenzant farmers.

* Five large farmers in Chakwal and four in Dhudial had
rented-out land .

** Average net operational land holding = area owned-area
rented-yut+area rented-in.

+ Cultivated area means that farm area which was sown at
least once during or betfore the survey.

The above tablz shows that the average farm size,

measured in terms of total land ownership, was 9 acres in
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the case of small farmers and 47 acres in the case of large
farmers. The average farm size based on cultivated area
was 8,5 acres and 35,3 acres respectively for these two

categories of farms,

Renting-out of land in 'barani' areas is quite
conmon as most of the able bodied males try to work at non-
farm jobs. Income from the rented-out land serves as a good
supplement to the off-farm earnings. Contrary to this, the
same families 21so rent-in land to increase their farm in-
come, Our study shows that the average crop share received
from the rented-in land by the sample households was 17.3
maunds in the case of small and 32.0 maunds in the case of
large farmers during ‘'kharif', and 28.3 maunds and 54 maunds

respectively during ‘'rabi'.

Farm Production Activities:- Farm production activities

included farmer cropping, livestock, and poultry production
plans. Various aspects of these activities reviewed in the
following sections are farmer plans for increasing crop pro-
duction, disposal of incremental production, prices needed
to cover cost of production, factors limiting farm production
activities, and incentives needed to maintain their interest

in farming.

Cropping Pattern:~ Farming in 'barani' areas has a subsis-

tence oricntation., The farmers prefer to grow whatever is
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permitted by the ecological conaitions of the reégion, mainly
for home consumption. Small farmers use their land resources
more intensively compared to the tarce farmers but no discer-
nible difference exists in tho variety of crops grown by these
two categories of farmers, Information on cropping intensity¥*
and cropping pattern for the sample farms is presented in the

table 4,3:

Table 4.3: Cropping Pattern on Sample Farms

(a) Kharif, 1977

¥ . . . ettt -
Farm ,Average,Cropping {GroundiKharlf:Jowa::BaJra:Others:Tota¢
]

Sizn {Cropped, Intensity} nut ‘'Pulses! ! H !
—nAr:a ! - H : —_ 1
Small 4.2 120.4 45.6 8.0 30.8 12.4 3.1 100
(88) (34) (89) (51) (12)

Large 11,9 84.1 53.2 7.2 23.3 12.3 4,0 100
(95) (37) (83) (59) (22)

TOTAL: 8,1 91,2 51.2 7,4 25,3 12.3 3.8 100
(91.5) (35.5) (86) (55) (17)

* Cropping intensity refers to whole year and represents the

total cropped 2rea in terms of total cultivated area multi-
plied by 100, ond indicates the extent to which cultivated
are2 was used for cropping in a year. The formula is

Total cropped area ;

Totaul cultivated area X 100.

(b) Rabi, 1977-78

ks
Farm ,Average;Wheat ' Gram i Pulses | Oilseeds !Others | Total
Size !Cropped| ! ! ! ! !
i Area ! : : 1 H :
Small 6.0 73.5 24.6 1.3 0.3 0.3 100
(100)  (90) (6) (3) (2)
Large 17.0 75.6 21,2 1.6 1.3 0.3 100
(100)  (96) (13) (11) (4)
TOTAL:ll.? 75.1 22.1 1.5 1.0 0.3 100
(100) (93)  (9.5) (7) (3)

Area under ecch crop expressed as percentage of total cropped area

for the season.

Figures in parentheseés give the percent

tile crop in each size category.

**Other crops comprise maize,gowara, sesamum and cownea

L=

includes ar:«a both for grain and fodder.

Jowar+Bajra
oats during 'rabi!

S.
Barely and

age of resepondents growing

Area under
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The above table shows that cropping intensity
of small farmers was 120.4 per cent compared to “abouut
84 per cent of large farmers indicating small farmers
more intensive efforts in crop cultivation. The over-
all cropping intensity works out to 91 per cent which
is comparable to the average intensity of 'barani'
areas, The table also indicates that the farmers in
the study area were growing crops like groundnut, pul-
ses, anad fodder (jowar & bajra) during 'kharif' and
wheat, grna, puises, oilseedg, and fodde; in ‘rabi'. .
The propcortion of area under ‘kharif® crops was less
(40.5 per cent) compared to 'rabi' (59.5 per cenzy.
.Wheat, gram, and groundnut were, however, the three
major crops invariably grown byralmost all farmers.
Among these major crops, groundnut and gram were mainly
raised for the market; whereas, wheat production was
hardly sufficient to meet the farm household consu-
mption requirements., The percentage of respondents
growing other crops and the relative position of these

Crops in the cropping pattern was considerably lower.

Table 4.3 shows that groundnut ranked highest

among the ‘kharif' crops, occupying 51 per cent of the

* Oilseéds were usually intercropped in wheat fields
and mostly used as fodder alongwith barley/oats.

** On the basis of average cropped area.
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'kharif'-cropped acreage, followed by jowar which had
25 per cent of the 'kharif' area to its share., Simi-
larly, wheat was the main croo activity in the ‘rabi'
Season claiming 75 per cent of the areas followed by
gram which was raised on 22 per cent of the *rabi’

acreage,

Production by Farm Size:- In view of the low crop
productivity in the ‘baraeni! areas, the size of the
total production volume on different categories of
farms was relatively small,. As may be seen from table
4.4 smzll farmers, on the average, nroduced about

15 maunds and large farmers about 43 maunds of ground-
nut. The average production of wheat on sm2ll and

large farm was about 43 maunds and 97 maunds respect-.

ively,
Table 4.4: Average Production of Major
Crops on Sample Farms*
(a) Kharif- 1977
(production fiqures in
Farm SizejGroundnut]Pulses'Jowar yBajra 1 /Maunds)
HE H 1 (Grains) } (grains)! Others
Small 15.3 2.2. 1.9 1.5 5.7
(88) (34) (89) (51) (12)
Large 43.1 6.3 4,2 4.4 8.1
(95) (37) (83) (59) (22)
TOTAL 29,7 4,3 3.0 3.1 7.2
(91.5) (35.5) (86.0) (55) (17)
For explanation see footnote under part (b).of

table 4.4,
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(b) Rabi ~ 1977-18

Farm Sizéf Wheat-[' Gram | Pulses ! Oilseeds ! Others

A 1 ']

Small 42.8 11,7 7.2 3.4 -
: (100) (90) (6) (3) (2)
Large 96.6 30 9.2 4.4 8.4
(100) (96) (13) (11) (4)

TOTAL 69,7 21,2 7.0 8,2 5.6

(100) (93) (9.5) (7) (3)

* Total production of all sample farms divided by
sample farms actually growing crops in each farm
size category. :

** No -graein yield obtained -~ fed to animals,

Figures in parenthescs indicate the percentage
of respondents producing the crop.,

In the case of gram, the average total produ-
ction was about 12 maunds on small farms and 30 maunds
on large farms. The production of the other Crops was
fnsign.ficant. On the wholg, average production of
groundnut, wheat and gram on the sample farms, was

about 30, 70 and 21 maunds respectively.,

Plans to Increase Production:- For increasing crop

production, two standardized approaches are followed
i.e. through increase in area under a varticular crop
or by increasing per acre yield through more intensive
input use., The farmers generally frsme their production

plans in the context of these two approaches in order
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However,

our

sample survey shows that about 90-93 per cent of the

small farmers did not have any plans to increase pro-

duction of any of the major crops, either by increas-

ing acreage or per acre output for the reasons discu-

ssed in a later section.

The remaining farmers did

mention the possibilities of increasing total produ-

ction by bringing some fallow fields under major crops

like gram, wheat, and groundnut,

Table 4,5: Farmer Plans for Increasing

Production

'~ 1 Contemplated Increase (in acres) 'No Plan tu
p ] 1 =0 G L€ ]
S ImICrops 15T S0 " 11 - 15 !Increase
1zelr ! ! H
{Wheat 7 - - 93
3 (7) (93)
Smal.!.Gram 6 - - 84
; (6.7) (93.3)
: Ground- 8 - - 80
Inut (9.1) - (90.9)
[) r
iWheat 28 8 1
: (28) (8) (1) 63
E ‘ (63)
Gram 23 2 3
Large 68
5 (24) (2.1) (3.1) (70.8)
[ ]
EGround- 22 4 - 69
‘nut (23.2) (4.2) - (72.6)
P
!

Figures in parentheses show percentage of

respondents,
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The small farmers mentioned the possikili-
ties of minor increases in their cropped acreage, -
but large farmers saw potentials for 2 perceptible
increase provided the price incentives were there
and the rainfall constraint would not hinder their
"plans. As may be seen from table 4.5, about 24 per
cent of the large farmers had plans to increase the
acreage area unJier gran by as much as 5 acres, A
small component (5 per cent) of the respondents con-
templated an increase of even vp to 15 acres. A
large category of farmers also planned to increase
wheat acreage, and 36 ver cent of them menticned the
possible increase of up to 10 acres. Surprisingly,
a majority of the respondents did not contemplate

any increase in the acreage under groundnut.

Prices Needed to Cover Cost of Production:-

Farm produce prices are one of the major
determinents of farmer production response. The
farmers concieve of a minimum price which could be
sufficient just to cover their ccst of production
of a particular crop. During the survey, the far-

mers were asked to express their views on minimum
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commodity prices acceptable to them for continuing
their interest in f=rming. Accordingly, a large per-
centage of sample farmers (48 per cent) mentioned
Rse 85/~ or above as the minimum essential price to
cover the cost of production of groundnut (table
4,6). However, about 38 per cent of the respon-
dents were of the view that a price of between

Rse 65 and 85 per maund would be sufficient to in-
duce the growers to continue producing groundnut,
In the case of wheat, a price of between ks, 45/-
and 65/~ wns considered attractive by 38.5 per cent
of the respondents. A small minority (about 16,5
per cent) of the sample farmers, however, consid-
ered a price of between Rs. 25 and 45 as the needed
incentive price. The remainder of the respondents
could not conceive properly the acceptable price

level, hence offered no suggestion.

For gram, 63.5 per cent of the growers in-
dicated that a minimum price of between Bs, 25 znd 45
per maund should be ensured. On the other hand, about
19.5 per cent of the respondents expressed thé view
that a price of between Bs. 45 to 65 would be reason-

able enough to cover the cost of production of gram,
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Ten per cent of the gram growers could not suggest

any- price level.

Table 4.6: Prices Cons'dered Sufficient
by the Samp..: Farmers to
Cover the Cost of Production

Crop . . Price Ranges (Rs/Maund) - |

] 1 ]
] ] !
1 ] -
135-44,0 145-64.9 165264, 9;85'% 1po i Total
s s T L5 e
Ground-
nut* - 7. 76 95 5 183
' (3.5)) (38.0) (47.5) (2.8) (91,5)
Wheat 33 77 - - 90 200
(16.5) (38.5) - - (45) (100)
Gram¥* 127 39 - - 20 186
(63.5) (19.5) - - (10)  (93)

Figures in parentheses indicate the percentage of
respondents that regarded these jprice ranges as atte
ractive,

* The percentages do not add up to 100 in the case of

groundnut and gram because a2ll sample farmers did
not grow these crops.

Disposal of Incremental Produce: The utilization

of income from incremental production was distributed
over two major purposes i.e. family needs and purch-
ase of farm inputs. Small farmers planned tc increase

whesat production mainly for domestic use, and use the
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proceeds from the sale of gram for purchasing farm
inputs., A similar pattern was observed in the case

cf large farmers (Table 4.7).

Table 4,7: Utilization of Incremental

Produce
] [} ]
Farm :Cro INo Plan toj Utilization
Size p 1 Increase |To meet Domes-!To Purchase
: iProduction!tic Needs {Farm Inputs
C} 1 | | 1
)
'
|Wheat 93 7 -
: (93) (7) -
SMALL}
1Gram 84 - 5
E (93.3) (6,7)
]
{Groundnut 80 3 5
' (90.9) (3.4) (5.7)
Lo ek ad J: -
iWheat 63 24 13
5 (83) (24) (13)
]
LARGE: . .m 68 18 10
' (70.8) (18.8) (10,.4)
1 .
]
{Groundnut 69 10 16
1 (72.6) (10,5) (16.9)
] .

Fiogures in parentheses show percentage of respondents.

Factors Limiting Production:- Both production and

productivity in the rainfed arecas is mainly limited
by the pattern and the guantum of rainfall, availabid~

lity of draft powcer and manual labour, and the nature
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of the terrain, The respondents =21so mentioned some
similar reasons th-t they thought were ceonstroining
further improvem:nt in crop xind crop-based production

activities,

Crops:= Of the several factors impeding farm pro-
ductivity, shortage of irrigation water or uncertain
rainfall was the most prominent limiting factor men-
tioned by betweer 35 and 29 per cent of the small and
the large farmers. This shortuge ¢f water was agg-
ravated in the absence of proper water conservation
practices which resulted in wistage of water due to
run-off, Rats. and rodents damaging the soil accele-
rate the run-off problem. Water shortage problem
could be reduced by proper conservation practices

and control of rodents. Low use of f2rm inpuats was
also an important factor affecting crop production.,
High cost of fertilizer and its non-availability,
difficult accessibility to and non-availability of
inputs like new sced varieties, pesticides, farm ma-
chincery and farm labour were the major factors causing
low or non-use of these inputs.as mentioned by a fair-
ly large percentage of respondents, Financial const-
raint due to difficult access to farm credit and high

cost of input was another important factor limiting crop
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production.

Table 4.,8: Factors Limiting Crop
Production

Farm Slze'Shortagel ability of!Fimmencial i rodent |

TWater* (Non-Avail-;Cost and 1Insect/Others***

! !  Inputs**!Constraints}attack |
Small 88 61 15 27 62
(34.8) (24.2) (5.9) (10.7) (24.4)
Large 81 79 22 23 70
(29.4) (28.8) (8) (8.4) (25.4)

Figures in parentheses indicate percent of respondents
mentioning a particular factor.

* Represents uncertainty and quantum of rainfall.

** Refers to non-availability of fertilizer and other
inputs on time, and within easy accessibility.

**x*Tncludes Waterlogging, land regmentation, uneven
terrain, rodd, quality and electricity not available.

In addition, somc othcr factors like wnrter
logging, lnd fragment tion, l-ck of el.ctricity,
pacca ro:ds, :nd guidence from extension service
also influrnced the crop production nctivitics

of firmers,

Incentives Necded:=- As mny be seen from table 4.9,

the supply of irrigation water through small dams and
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installation of tubewells, wherever feasible and
timely supply of inputs from €2sily accessible dis-
tribution points and .t che=per rates were the two
major incentives considered ncecessary by both the
sm-1ll 2nd large farmers to improve crop production-
Some of them also suggested that the inputs like
fertilizer be made more ~ttractive by further sub-
sidizing the fertilizer price in the 'barani' srens
because simil-r subsidy levels in both arcas were
not justified., Ancther group of respondents expre-
ssed the view thut for meaningful improvement in
crop productivity, proper contouring, soil conser-
vation and lund levelling were import nt oper~tions
for which public agencies should hire out machinary
2nd technical advice at lower rates.

Table 4.9: Incentives Needed to Increase
Crop Production

Farm 1 SupplyTimely, easy 1bowering jCost andjOthers*{Tot~1%

Sime § of (Supnly cf 1of Char- |Financi-! !

(Wolkar | Prputs ot Chea-ges for 'al Cone ! '

: { p/Subsidized!Use of  !stroints! i

H H Rate {Farm M-ch!} ! !

H : pinery : HE
Small 83 61 21 17 27 209
(39.7) (27.2) (10.1) (8.1) (12,9) (100)
Large 82 79 32 15 34 242
(33.9) (32.6) _ (13,2) (6.2) (14.1) (100)

* Credit f cility, trrctor workshop, 1l-nd consolidationyagris
dep-rtnent cooper-tiom, incre-sed nrice of farm.products’etc.
* Multiple respondes:
Figures in parentheses indicate percentage of respondents
mentioning a particular incentive or facility.


http:machinr.ry

-2

Livestcck and Poultry Production:-= Due to low crop
productivity; livestock and poultry production is con=-
sidered an attractive complementary activity to supple-
ment farm income from crops. It is, however, equally
diéturbing that even in these sectors no major improve-
ment has so far been renlised. Whatever production of
iivestock and poultry there is, it is essentially of'a
non=-commercial type carricd on in traditional =nd un-
scientific style, Farmers were asked s to what were
the factors in their view that were constraining live-
stock and poultry production in the 'barani' areas.

The responses are recorded in table 4.10 and 4.11 below:

Table 4.10: Livestock Production¥*

Limiting Factors

!
%1 Incentives Needed
Totaly

]

[}
Farm lbhOrtagﬂTﬁctonL‘bour Medicali No . Provide!Market}Provid
Size :( §Ub§tl% and 'Care/ .Limit-: 'Veteri- for (Loan

H =ter/ itution {Other }Breed- !ing | ‘nary  Live~ ;Faci-.

'Foddgr -ifor Bu<Const-!ing !Factor! !Care/ .stock }lity

' +10Ck Mraints! ' ' 1Good qut '

E Power | ! ' ! tality | H

" : : ' _ H yBreeds | :
Small 34 18 31 9 10 102 17 - 4

(33.4) (17.6) (30.4) (8.8) (9.8) (100) (81.0) - (19.0)

Large 40 15 33 16 15 119 26 4 1

(33.6) (12,6) (27.,7) (13.4)(12.7) (100) (83.9) (12.,9) (3.2)

* Multiple Response,
Figures in parentheses indicate percentage of respondents.

As may be seen from the above table, sample
farmers reported several factors limiting production

of livestock. Althcugh the magnitude of these factors
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for small and large farmers was compareable, yet
replacement of bullock dr=aft power by trnctor, par-
ticularly in irrig-ted arcas, followcd by shortage of
labour, water/fodder nnd other constraints were the
most prominent factors influencing small and large

farmer's plans to incrcase livestock production,

Farmers were also asked to mention any
incentives needed by them to improve livestock pro-
duction. Improved breeds -nd vaterinary care for
protection of livestock from dise-scs were the maj-
or suggestions mude or incentives needed by sm2ll
and large faormers to undertake more livestock farm-

ing.

Poultry:~ A high incidence of poultry disease was
the major factor reportcd ns a deterrant to increa-
sed production by 49 per cent of the sm-~il f~rmers,
who also mentioned a shortage of family labour as
nother factor constraining poultry production,
Large farmers mentioned the shortnge of family lab-
our and the losses due to poultry disenscs ns the
two mnjor factors ~ffecting their interest in this

enterprise (Table 4.11).
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Table 4.11: Poultry Production*

]
1
Limiting Factors !1Incentives Needed

No IDisease att3Shortage**| No sFinan-{Poultry,;CreditiMedica .

fgrm 1Limit-{ack/Lack of!of Family jProperjcial |Breed- |Faci- !Care
ze ting  iMedical iLabour andjGuid- }Const-{ing Ex-ility !
1Factor|Facilities !Other Con-!ance | raints| tension! !
: H Jstraints ! ! ! ! !
mall 2 49 45 2 3 26 ‘ 3 38
f (2) (48.6) (44.4) (2) (3) (39.4) (3.0) (57.6)
arge 4 41 54 9 1 23 2 33
(3.7) (37.6) (49.5) (8.3) (0.9) (39.7) (3.4) (56.9)

Fa. w—

~ Multiple responses.

* Lack of interest, unable to pay attention due to old age, poultry

- breeding not a popular practice in the arei, feeds not available,
lack of electricity.

Figures in parentheses show percentage of respondents mentioning
a particular factor/incentive.

Establishment of veterinary hospitals for
treatment of poultry birds and arranging poultry
breeding training courses were the two major impro-
vements mentioncd as important by the small and large
farmers which could maintain their intercst in the

poultry breeding enterprise.

Markztable Surplus:-

Crops:- Uncertain rainfall conditions and consequ-
ently the limited use of improved farm inputs, par-
ticularly fertilizer, was the main deterent to fur-

ther improvement in crop productivity. The marketable
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surplus originating on the sample farms was thus
quite meagre, Groundnut during 'kharif' and gram
during ‘rabi' were the only two principal crops in
whose cases sizeable marketable surpluses were re-
ported on 90 and 83 per cent of farms respectively.
Between 83 and 86 per cent of the production of
these crops was sold in the market, implying that
a negligible portion was retained for home consu-
mption, A small amount of 'kharif' pulses and
jowar was also available for sale with about 21

per cent and 18 per cent families (See table 4,12.a).

As wheat constituted the principal compo=-
nent of the farm families' diet, most of its produ=-
ction was normally consumed ~t home. Home grown
wheat w-.s further supplemented with maize and jower/
bajra grains raised during 'kharif' or foodgrain
purchises made during later parts of the year. As
such, a marketable surplus of 42 maunds cf wheat was
available with about 40 per cent of the sample farmersk,
Some markctable surpluses were also reported in the

case of ‘robi' pulsec and about 10 per cent of the

* Due to supplementing of wheat production with ‘kharif!
foodgrain supplies and later pur¢hases, the amount of
marketable surplus of wheat was initially high.



respondents reported marketing of Masoor. Table 4. 12
below contains inform~tion on marketable surpluses by

crop and farm size,

Table 4v12: Marketable Surplus cof Major
Crops on Sample Farms

(a) Kharif 1977

Farm iGroundnut{Kharif | Jowar ' Bajra ! Others
Size ' 1Tulses ; H
Small 1%.3 2.9 10.9 3.6 6.0
(87) (19) (10) (7) (7)
Large 36.4 7.4 7.3 7.8 10,1
(93) (22) (26) (21) (15)
Total 24,7 5.3 8.3 6,7 8.8
(90) (20.5) (18) (14) (11)
(b) Rabi 1977-78
Farm ; Wheat | Gram ! Pulses 'Oils.cds 1Others™-
Size ! ] : H :
Small 21.8 10,5 6.1 3.4 -
(21) (76) (6) (2) -
Large 49,1 24,7 8,0 6,8 5.1
(58) (90) (13) (3) (2)
TOTAL 41.8 18,2 7.4 5.5 5.1
(39,5) (83) (9.5) (2.5) (1)

— -y

-

¥ Fig&res un

der each crop indicate average quantity

in maunds of marketable surplus by farr sige,
” Figures in parentheses indicate the percentage of
respondents selling the crop.
L Other crops consisted mainly of Maize, gowara, cesa-
mum etc. and 'rabi' crops like barley and oats.
Ld It may be noted thatthe survey ycar had bad wre. & harvest,
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As may be seen from table 4,12, marketable
surpluses of qgroundnut, 'nd gram were available with
almost all the sample farmers. The surplus of these
cuommodities over and above the amount required for
domestic use (seed and consumption) was disposed of

in the market.

In order to see the relationship between
farm size and marketable surplus, the coefficient
of ccrrelation 'r' between the marketable surplus
and the farm size was determined and its signifi-
cance ascertained by applying the T test., The in-
fluence of farm size on variations in marketabie
was seen by computing the coefficisnt of determi-
nation (Rz). The 'r' value came to 0,674 and the
coefficient of determination (R®) as 0.4541. The
results indicated a highly significant correlation
at the 5 per cent confidence level implying that
the variations in farm size accounted for a consi-

derable variation in marketable surplus.,

Livestock:- Livestock production is a good supple-
ment to the farm income from crop produce. As such
the sample farm families were raising sufficiemt

income from livest .ck sales. (Table 4.13)
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Table 4.13: Livestock Sales During the

Year
[ [] []
1 Bullocks ! Cow/Buffalces 4 Sheep/Goats
" {Aver- (Farmers|Avcrage!Aver- i1 Farm={Average,;Aver- |Farmer ;Average
12ge NojSelling|Amount }age No'er SelAmount 1age NojSelling!Aamount
! Solg ! i (Bs) ! Sold !1ling! (Rs) ! Sold ! 1_(Rs)
1 1.1 44 2692,6 1,2 16 1590.6 2.4 20 704.5
: (44%) (16%) (20%) B
Ee 1,2 52 2955,2 1,1 22 1877.3 10 10 14320
: (52%) (22%) (10%)
L 1,2 96 2834,8 1.2 38 1756,6 4,9 30 947.0

As the above table shows, about one half of
the farmers sold 1 to 2 bullocks during the year and
earned an average income of about Rs, 2835/~ Milch ani-
mals sale generated an average amount of Rs, 1757. Sheep/
goat were also sold by about 1/6th of the sample, which
provided Rs. 947/- cash income to ecach farm family selling

these animals.

Farm Family Consumption Needs:-

Family Structure:- As may be seen from table 4,14 most

of the sample familics were large in size, 70 per cent
with members ranging between 5 to 10, and 21.5 per cent

between 11 to 15 or above., The largest families con-
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tained about 7 members including those living away
from home. Only 8.5 per cent of the families con-

tained less than 4 members.,

Table 4,14: Family Structure of Sample
Farm Household

Family Composition*

Family \Distribut- 1Child=-}Adults|Non-Family}Average

Size Cate=!ion of Sa- !ren** ! ! Members |Family

gory imple House-! ! H ! Size
tholds . ! ! ! !

; y No ' %! H : H

Under 5 17 8,5 5 52 - 3.4

5-10 140 70,0 323 689 17 7.4

11 - 15 34 17.0 136 270 9 12,0

16 and above 9 4.5 57 142 4 22,6

TOTAL: 200 100.0 521 1153 30 8¢5

* Number of respondents' families in each category.

** Up to 12 years of age irrespective of sex.

Table 4.15 below shows family size distribute
ion on farm size basis. As may be seen, majority (71
per cent small ~nd 65 per cent large) of sample fami-
lics had a fairly large family size ranging between
5 to 10 members. The proportion of small and large
farm size families in other family size categories

was relatively small.
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Table 4.15: Family Size Distribution by
Farm Size

Family Size

Farm 1§ Under 5 | 5 - 10 ! 11 - 15 ! 16 and{ Total

Size ! H ! Y Above !

Small 23 71 6 - 100
(23) (71) (6) - (100)

Large 18 65 12 5 100
(18) (65) (12) (5) (100)

TOTAL 41 136 18 5 200
(20,.5) (68) (9) (2.5) (%00,0)

The large family size for the majority of the
farm households could be attributed mainly to the tra-
ditional joint family system prevalent in the rural
areas, Most of the farm families live and cultivate
land jointly, relieving some of the adult male members
for off-~farm work, to provide financial support to the
family through remittances. This is a peculnr feature
of 'barani? farming, where most of the productive labe-
our prefers to be gainfully employed in off-farm work
instead of engaging themselves in rela2tively less re-
warding 'barani' farming. Non-family members like
relatives, servents, residing with farm families also

caused large family size.
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Consumption Pattern:- Wheat is the m-in st=plc diet of
the rurnl families in ‘barani' areas. Mnaize -nd millcts
arc the other foodgrhins th-t supplcment whe~t. Groundnut
is not a requl-~r componcnt of thc diet -nd thc m~jor prot-

ion of production is sold in the market.

The -weragc consumption lcvel of mijor commodities
(foodgrnins, pulses ~nd sroundnut) is d..scribcd in the foll-

owing pagces with respect to family size ~nd frrm size.

T:ble 4.16 indic-tes th~t s mple fmilies of =ll
size categories purchased whe t, thc aver2je qunntity per
frmily being zbout 14 maunds. This suggcsts that the s2m-
ple familics were not self-sufficient in foodgr-ins, All
f~milics were purchasing -t least somc -mount of whcat to
m.ot their ~nnu:l food recquircments. The purchases varied
with the f-omily sizc, being largjer in the case of lnrge fam-
ilies. Thcre was very little vori-tion with regard to pur-
chasec of foodgr-ins within thc sm~ller f-milies. No purch-
ase of cram -nd other pulscs wis reported, -s home produ-
ction. wzs not only sufficicnt for domestic consumption but
ws 1lso av~ilable as marketble surplus : In thc casc of
wheat 1 peculinr phenomenon was also observed. Some of the
farmers were found to h-ve sold a part of their home produ-
ced whe't "fter h-rvest, but had to purchase somc quintit-
ies in the 1l ter months of the yenr to méet their domestic

requircments.
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Table 4.16: Average .Production and Consu-

mption of Wheat and other Crors

Classified by Family Size

Family {No.of

] L)
: T Wheat* Gram ! Pulses
' | J— e, 1
Size :Famllles:Producthonsu-:Purchai?rodu-:Consum-:Producthonsuma
H ‘ion inption!ses** Jction !ption !ion ption
i ] '] L Lo ' [ L
Under 5 41 54.3 35 7.7 18.1 3.1 6.8 1.4
(100) (100) (39) (92.7) (82.9) (22) (17.1)
5«10 136 69.6 40.1 14,1 20,8 3.4 4,7 1.1
(100) (100) (50.7) (93.4) (82.4) (47.8) (29.4)
11 - 15 18 9745 54.8 13.9 23.4 4,2 7 1.0
(100) (100) (61.1) (88,9) (83.3) (72.2) (55.5)
16 and 5 99.8 77.2 48.3 46,6 3.1 4,8 142
Above (100) (100) (60,0) (100) (100) (60,0) (40,0)
Weighted 200 69.7 41,3 14.1 21.2 3.4 5.2 1.1
Average (100) (100) (49.5) (93) (83) (45,0) (29.7)
* All figures in maunds on pcr family basis. Pulses include both

'rabi' and 'kxrarif!

pulses,
** Average purchases of wheat during 1976-77.
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Average consumption of various commoditics on
farm size basis is indicated in table 4.17 below.
Inferior millets 2nd pulses were the main ‘kharif’
products consumed by respondent families 2lthough the
numbcr of families was not very large. The average
amount in thesc cases worked cut to about 2,6 and 1.2
rnunﬂsrespectively which did not v-~ry much between f~rm
sizes. In the casc of ground;dtée amount consumed/
annum w2s negligible but mere th-n 60 per cent f=-milies

consumed this product.

Table 4.17: Average Consumption of Major
Crops_on Sample Farms

Kharif

Farm Size;Groundnut{Pulses !Jownr y Bajra ! Other
i 1 L I /']

Small 0.6 0.8 2o 2 3.2 3.2
(56) (19) (12) (11) (6)
Large 1.4 1.4 2.8 2.4 1.6
(65) - (27) (23) (23) (5)
TOTAL 1.0 1.2 . 2.6 . 2.6 2.5
_-___“__.-_£§9:.5.l-____£Z§2.--£lZ:§l_____SEZl__--_Sézé)__
R abli

Farm {Wheat 1Av,Purhcascs! Gram 1 Pulses)Oilsced!Others
Size ! !  Viheat ! : :

Sma1ll 30,7 13,9 2.3 0.7 . 0.9 -
(100) (75) (75) (3) (3) -

Large 51,9 - 14,4 4,4 1 3,1 7.5
(100) (25) (91) (9) (8) (2)

TOTAL: 41,3 14,1 3.4 2.5 7.5

1 of
(100) - (49.5) (83) (645) (5.5) (1
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Among the 'rabi' crops, wheat occupied the
prominent position. The amount consumed by sm-ll farms
was considerzbly lower (31 miunds) than lirge farmers who
were consuming 52 maunds per £-mily per ~nnum. The
proportion of gram consumers wvaried between 75 to 91
per cent with 2 to 4 maunds per household in both farm
size categories, Pulsca and other crops were consumed

in very sm~ll ~mounts.

Marketable Surplus by 7 mily “ize:- A marketable

surplus in the cnase of whezt was available from about

40 per cent of the sample f-rm families. T=ble 4,18
shows that the respondent f-milies in -11 frmily size
categrries were selling some -mount of wheat, .he ~mount
of markcitable surﬁlus with medium nnd l-rge famdlies

wis reported to be tbout 48 ~nd 34 mhunds of whent,
respectively. On the avernge, 1ibout 42 m~unds of wheat
was marketed by the sample farm houschclds. The amount
Of miriketnble surplus decreascd with the incre-se in

family size,

As may be scen from tables 4,17 =nd 4.18,a
rel~atively smill proportion of the totnl gram nd
pulse production w-.s being retained for home consun-

ption. About 83 per cent of the sample households
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reported the sale of gram as comp~red to 30 per cent
selling 'rabi'/‘kharif' pulses. The ~verage size of
the marketed gquantity w=us 18 m~unds in the case of

gram, =nd 6 maunds in the case of pulses.,

Table 4,18: Mnrketablg Surplus of Major
Creps by Faumily Size

(in m=unds)

Family  (Sample! Wheat

' Gram i Pulses*
Size ' Size ! ! !
Under 5 41 27,4 16 7.6
(46.3) (87,8) (19,5)
5 - 10 136 48,2 17.7 5.9
(38) (81.6) (29.9)
11 - 15 18 34.3 20.2 5.3
{33.3) (77.8) (61.1)
16 and Above 5 20 39,6 4.8
(20.0) (100) (60)
Total 200 41,8 | 18,2 640
Average (39.5) (83,0) (30.0)

Figures under each crop show ave ige guantity
markected by the sellers.

Figures in parentheses show percentage of funilies
selling in each categery.

* Pulses c¢f 'kharif' and 'rabi' scason.

Payments=in-Kind: -~ As traditicnally custcmary in

irrigated parts of thc country, 'barani' farm families
also engaged village nrtis=ns :nd other agricultur-nl)
labour to get ~gricultural implements prepared =nd re-

piired, °nd =21so for other opcrations on a seasonal-
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or regul:r busis, These ~rtisans gener~lly work under
the 'seyp' system and are usually waid in-kind accord-

ing to the institutionally established rates.

The sample findings indic-ate that bl=cksmiths,
carpenters and barbers were the threc major artisans
engaged by =1l the farm houscholds. Poayments to 'Imam
M2sjid' werc made by 111 the sample farmers. Hired
farm lrbour nlso shared a smnll propcrtion of such pay-
ments, particularly the pryments made from groundnut for

harvesting this crop.,

The payments were made mainly from wheat -nd
groundnut =nd also partly from gram. Table 4,19 gives
the inform~tion on payments made in-kind.

Table 4,193 Payments-in-Kind by Farm Size
on Sample Farms

(in maunds)

Farm Size ! Whezt , Gram . Groundnut
CHAKWAL
Small 5.1 1.8 5.4
(45) (11) (20)
Large 8.0 2.1 5.8
(54) (22) (36)
DHUDIAL
Small 3.5 - 2. 2
(51) - (23)
Large 6.3 2.2 4,4
(46) (5) (29)
TOTAL 5.8 2.0 4,2
(98,8) (19,.0) (54)

Figures in parentheses show the familics mnking payments-

in=kind 2s a percentage of the total sample households,

* For both the size categories taken together in the two
market 1reas,



Table 4.19 shows that large farmers were .
making larger payments to the village artisans
commensurate with the services obtained by them.
The.average payments made in ths form of wheat and
groundnut by all sample farmers were ~bout 6.0 and

4.0 mhunds respectively.

Faria Househcld Income:-

In ‘'barani' areas, agriculture is not the
only source of household income., Off-form employe
ment is a common phenomenon in these areas as is
evident from the fact th:t many fimily members of
farm faﬁilies were engaged in non.farm persuits in
our areas of study. While considering £zmily income
in the 'barani' areas, it is import:unt tc toke into
account the income from both the £arm nnd the non-
farm activities., Our study shows th-t -~mong farm
sources, the crop production activity contcibuted
the l~rgest share (64 per cent) to the gross family
income, Livestock/livestock products was the other
source of household income. The share of the income
from the sale of animals ~nd =~nim~l producis wns,

however, larger on small farms compared to the large
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farms (Ta2ble 4.20).

Table 4,20: Gross Income of Sample
Households by Farm Size
and _Income Sources

T ] !
Farm 1Farm Income Sourdes Non-Farm Income Sources | All Sources
Szze 1Field !Livestock/Off-Farm Remitt-— 1O0thers{ Farm !Non-Farm
1Crops jLivestock} Work* !ances(F-- : ! !
H {Products H ‘mily Member) ! ! !
Small 2181.3 2662,9 4787.5 5874.2 1762,3 3992.0 5812.0
(45) (55) (38,.5) (47.3) (14.2) (40.7) (59.3)
Large 7972.1 3029,.6 B226,2 5075.0 7429.5 10.83. 7 8080,4
(72.5) (27.5) (33.2) (27.1) (39.7) (55.8) (44,2)
Wt. . 5076,7 2852,7 5239.7 5474,6 5397.9 7087.9 6922,2

Average(64,0) (36,0) (32.5) (34) (33.5) (50.6) (49.4)

- Figures under each source indicate avernge amount in rupees per
sample household,

- Figures in .arentheses indicate .ercentage share of each income
source in the total.

* Only the e2rnings of respondents themselvis have been considered.

A highly signific-:t correlation was observed
between farm size -nd gross i-:: income. The value of
of

'r' figurcd cut to 0.598 and that/h2 {cocefficient of
determination) =»s 0,3580, which supported the hynothe~-

sis that large f2rms had larger gross income.

Off-farm work was nlso an important source

of iacome for bcth the sm:ll and large farmers, with
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monthly income per self employed reporting farmer
r~-nging between Rs, 399/~ and Rs. 513/-. Remittan=-

ces from f-mily members wecrking ofif the firm were

the major non-farm income source (47 per cent) in

the case of sm2ll farmers. Avernge monthly remitt-
ances were reported to be Rs. 489/- and Rs. 423/- per
family migrant, in the case of small =nd large farms,
respectivel;. The large farmers were, however, gett-
ing more income from scurces such 2s pension, suzuki
van, etc,, which constituted as much as 40 per cent

of their non-farm income.

Taking all the income sources togebkher, crop
and livestock activities contributed about 51 per
cent of the shz:re of the gross fzarm household income,
Non-~farm income, on the other hand, contributed about
49 per cent of the total f£:mily income, both on small

and large sized f~rms,

* TIncome from off-farm work(sclf) -nd remittanccs from

family migrantson per family bosis(reporting -ind non-

reporting both) works out to Rs. 39.9 -=nd Rs. 51.9 in

the foérmer c-se, ~-nd Rs, 48.9 ~nd Rs, 42.3 in the l-ter

case respectively,

*S. AZHAR*



CHARTER - V

MARKETING _ACTIVITIES OF _FARMERS

Farmer Crop Marketing Calendar:-

Sale timing: or seasonality of marketing
have a direct impuct on the commodity market prices.
The preoportion of volume marketed 1t harvest time or
in the immediate post harvest months frequently ser-
ves as an index of holding capacity of the farmers.
Greater sales at harvest time arc one of the princi-
pal variants influencing the prices received by the
farmers. The marketing pattern of major crops like
groundnut, whe3it, nd gram diécussed below, highli-
ghts the price phenomenon faced by férmers 2t the

harvest and the post harvest months,

Groundnut:-= Groundnut was the principnl cash income
gener=ting crop for 'barani' farmers. Under the
peculiar subsistence farming conditions =nd in view
of a variety of family needs pressing for cish income,
the sample farmers sold a large part (45 per ceat) of
their marketable surplus of this crop at harvest time.
Thc entire balance of the marketable surplus was dis-
posed of during the immediate post harvest months.

The groundnut prices ranged between Rs. 80 to 125 per
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maund duriﬁg harvest months :nd between 85 and 150/=v:"
during the post-harvest months. The pricing struct-
ure showed considerable variation between the sale
periods. It was found th~t the groundnut prices dur-
ing post=-harvest months remained higher and stnble

by Bss 5/= to 25/- per mnund, conforming to the usual
seasonal behaviour of farm prices. T-ble 5.1(a) shows
that ne sales of (roundnut were reported during the
off-seascn periods as the purchises made during the
harvest and post h2rvest months were sold to the buy-

ers from the region-l markets almost concomitt-ntly.

The hypothesis that sale prices =t harvest
time were lower than post harvest prices was tested .
on the basis of difference-of-menns crieterion. The
difference in mean values was found to be significmnt
as the me=n value of 12.9 wis gre~ter than twice the

stindard error value of 2.604.
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Table 5.1: Farmer's Marketing Calendar

(a) Kharif Crops

————— _
Sale Period ! Groundnut Pulses
1

e = ouf

1Respondent{Quantity !Sale Price :Respondent:Quqntity 1Sale Price
1Selling** 150ld(mds) JRange (Rs/Md) $Selling 1 501d (Mds) !Rnge (Rs/MA)
-——d ' [l - N ] 1

At Harvest 107 1995.3 80 to 125 13 48,8 60 ~ 120

Time (44.7) (22,5)

Post Harvest 121 2463.8 85 to 150 33 168.3 40 - 125

Time (55.3) (77.5)

Off-Se-son - - - - - -

TOTAL 228 4459,1 80 to 150 46 217,1 60 - 125

(100) (100)

* Commrdity-wise s-le periods.
Commodities Harvest Months Post-Harvest Months Qff-Se=son Months
Groundnut October-November December-Febru-ry March-September
Kharif Pulses November-Decernbar January-February March-October

**Multiple respcnse: Sales of each farmer were distributed over various months
within each sale period.

Figures in pzrentheses indicate proportion of produce m~rketed during
differcnt periods.
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Kharif Pulses:= The above table 2lso shows that ~bout
23 per cent of the sample farmers sold some quantities
of 'kharif' pulses like 'Mash' and Moong' to raise
additional cash. The total quantity mnrketed was,
however, small compared to thzt of groundnut. Of

the farmers marketing 'kharif' pulses, 71.7 per cent
reported the disposal of more than 2/3rd of their sur-
pluses during the post harvest months. Sales in the
harvest months were relatively small, whilec no sales

were reported in the off-ser-son.

Wheat:i- As may be seen from table 5;1(b)¢ marketable
surplus of wheat was Aavailable with a little more than
1/3ri of the sample farmers. These farmers dispcsed
of “he major portion (52 pecr cent) of the saleable
wheat during off-season months 1nd the remainder dur-
ing harvest (18 per cent) ~nd the immediate post-
harvest period (30 per cent). The off-seasonal sales
of wheat were mainly on account of precautionary
reasons. Wheat being the main staple foodgrain,

the farmers preferred to hold on to their surpluses
till another grain h-rvest (like maize) was assured,
or the prospects of the next whe~t crop were clearly’
Known, Off-season sale of wheat also provided farmers

cash when no other farm product was available for sale,



Table 5.1 (b): Farmer's Marketing Calendar

Rabi Crops

. Wheat { Gram i Pulses
%

Sale Pericd 1Respon-;Qu-ntity;Sale Pricc|{Resp- 1Quantity!Sale jResponiQuan-!Sale Price
!dent i Scla | Ronge (onlent ;S5la(M) (Price {dent |tity ! Range
1Selling} (MJ) ;(vad) ;Selling: ;Raqge 1Sell- {Sold | (R/MA3)

i : ; ; i : J(Rs/M-;.’.) J:ing J (MQ) E
At Harvest Time 21 ( 602 40 - 55 50 (810 ) 46-=75 - - -
18.2) 26,8

Post Harvesec 21 993 50 - 65 119 2103 47-80 13 67 60 - 120

Time (30.1) (69.6) (47.5) ‘

QOff-Seascn 42 1708 50 - 70 1 109 60-180 6 74 100=-- 110

(51.7) (3.6) (52.5)
TOTAL 84 3303 40 -- 70 170 3022 46-100 19 111 60 - 120
(100,0) (100.0) (100.0)

Figures in parentheses give the sz2le in a given se-2scn 2s percent~ge <f the t=tal mzrketable
surplus,

* Commodity Harvest Months Post-Harvcst Months Off-Seascn Mcnths
Wheat April, M=y, June July, August, Scptember  October= M-=rch
Gram Apri.., May, June July, August, September Octcbers March

Rabi Pulses April, May June, July August; - March
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Grams- Gram was the main cash cr.p fcr 11l sample
farmers Aduring 'rabi' seascon (Table 5.1(b) ). The
sale pattern cf this crcp indicates that the major
pertion (96 per cent) of the surplus gram prc-iuced
was lispuscd of by mere than 99 per cent ¢f the sam-
ple farmers growing gram .‘uring the harvest ~nd imme-
diate post harvest months. Largest proprrtion of the
total volume <f s=les was, however, made during imme-
diate pest harvest months, A price differential £
Rse 1 to & per m=zund was repcrted between harvest =2nd
post=harvest pecricds on various transactions. The
prices ‘uring the (ff-senson showed n sharp rise re-
sulting in a Jiffercntial ¢f kbetween Rs. 14 and 25 per
maund betwecn the harvest and ff-scason prices.
However, the amount 2ispceseld of during the ¢ff-season
was :nly about 4 per cent. This amcunt wns retained
orimarily by lorge firmers with bettcr fin-nci2l po-
siticn. Illustraticn 5.1 shcws month-wise/pericd-

wise sale pattern ¢f maj-r crops described above,

A weak ccrrcl-ticn, as indicated by the
'r' valud@ of 0,277, was found between farm size 2nd
the volume of snles 2t harvest time(from marketable
surplus of all crops ~vailable with f=rmcrs). The

reascn for low 'r' value was that all farmers were
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folliwing a simil~r mnrketing pattern luc to pressing
family nceds for cash., The hyppthesis th-t l~rge
farms werc making lesscr stlcs -t harvest time i
nct get any support from the results o f stotisticnl

analysi-,

Marketing Channels_-nd Place_ . f S-les:~ The sample

findings indicate that the princip-l ch-nnel for

sale ¢f the farm pr-<ucts was thc commission agent,
handling ~beut 85 per cocnt of gr-undnut nnd 7. per
cent «f gram proliuce as estimntcd from the flew of
business volume =it various lecvels. The rest of the
farm surpluses werc channclled through the vill-ge
'becparics' and the ret:ilers. A small propartion
“f ccmmsdities wnhs 2lso Jdirectly sold to the consu-
mers. Figures 5.2 =and 5,3 show the mrrketing cha-

nnels for groundnut and grom respectively,s

The majority ~f the s-mple farmers prcfe-~
rred to sell their farm provituce in the grmin mz:xrkets,
anticipating cimpetitive/high prices. S-les in the
market whs particul-rly a prominont pattcern « £ the
farmers in Chakw2l “re~ s ~bcut 85 pcr cent of the
sample farmers dispose? ~f their f-rm prodnce in

this m-rket <due to its e-sy accessibility ~nd better
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Ilustration 5.3
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infrastructural facilities (sce t=ble 5.2).

Table 5.2: Farmers Classificd by
Place .f S-lc of Their
Produce

] ]
Place «f Sale }Farmcrs Selling | Tl

t 1

Ch=kwal; Dhudi~l | ! b

5 Area ' Arca i No :PorCuntuge
Chakwal Markct 87 34 121 60.5
Shudial Market - - 22 11.0
Chakwal and )
Dhulial Market* - 7 7 3.5
Vill~ge Preper 7 9 16 8.0
Other Places** 8 26 34 17.0
TOTAL 102 98 200 100,0

* Major sales were, however, myie in Dhudi~l Market

** Includcs sales partly made in the markets -~nd
partly in the villages.

On the “ther hond, the Dhudinl markcet was
foun¢ to be less preforrei, Only -bout 22 per cent
¢f the prolucers from villages in the surr.unling
Areas werc rep rtod to be brinzing their markct-ble
surplus tc Dhui -1 market . Alm'st ~n caual number
(7 per cent) cf the £-rmers in Dhulial narc2 were
selling their produce in Chakwal market, which was
better organized -nd wns 21so rel-tively more compea-

titive,
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A sizeable ccmponcnt of the farmers in
Dhucial ~ren (3% per cent) fournd beth Chakwal ~nd
Dhu.linl markets as attractive and reportesd to be
partonizing these tws markets., S-alcs male thr-ugh
the village 'beopari! /village sh pkeeper werc limi-
ted to only a couple of f£armers who had limitel sur-
pluses ~nd found the village tievel prices cequilly

attractive,

Tactors Influencing:-

Choice ¢of 2 Market:- The s mple farmers reported

scveral factors influcncing their choice of A mar—
ket an? ~ buycr. The inform-tion cont-ined in table
5.3 (a) shows thrt the most impert it consider-tions
influencing the frrmer's ecision regariding chcice of
a markct for the salc &f farm pro ucts were the come—
petitveness an? the crg-niz-tinnal featumes of the
market plahce. About 39 per cent £ the s mple far-
mers menticned these two aspects of the market aS

the basic choice criteria, Accessibility (short dise-
tance) as a fact.r influcncing the decision reg-riing
the choice ~ £ a market w-as mentioned by abcut 28 per
cent of the growers in ur sample. Price Aifferen-

tial and the typc ¢ f road -ink:ge were some other
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factors reported by the f£rrmers, that played some

role in such decision m:king.

Tablce 5.3 (a): Fact:-'rs Influcncing Choice

of Market
FACTORS ]
iDistﬂnce:Orgﬁnizeﬂ/:Bet?er:Better Road/:Total*
Farm | 1Competit= | Price!Transportat-=s—
Size | tive Market] tion H
Small 50 50 37 11 148
(33.8) (33.8) (25.0) (7.4) (100,0)
Large 206 67 35 12 156
(23.7) (43.0) (22 .4) (11.5) (100,0)
TOTAL 86 117 72 29 304
(28.3) (3845) (23.7) (9.5) (100.0)

* Multiple rcsponse.

Figurcs in parenthescs inlictte perccntage of res-
pondents.

Choice of a Buyer:- Table 5.3 (b) shows that per-

sonal ~cqu-intance/rclationship with the de-ler was
the majcr factor censidered by bath smnll nl large
farmers in the ch ice of a buycr - f their farm pro-
duce. The f-rmcrs ~tt-chod more importance to the
pers.'nalised touch ©f the sale transactions as com=
pared tc the free play . f m~rket terces. This is

evident from the fact that the lwrgest number (85,5
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per cent) 2f them preferred to sell their prcduce

to thaese 2enlers with whem they h2? fricndly relal
tiocns/or the Jealers belonging to their own village.
Factors like better prices, credit f£ocility =nd

easy loc-tion of the dealer, per se, sccmed to be

of lesser import-nce to them. They were ~f the

view that the dealers -f their choice were morally
obliged to .ffer them - compar-ble <enl in respect

of prices -r.? credit focilities in order tc s-fequ~rd

against the loss f theiyr clicntele.

Table 5.3 (b): Factors Influencing Chcice
' of n Buyer

Farm IBdarding) (Ethr.c LinkiBettcr Price jTotal*
Sizme 'Lodging Addiwith the 'Credit Faci- :
'Strrage ! Dezaler 'lity 2nd Pro- ,
tFrcility! tvision <f cther
: H ! _services :
Smal.l 2 86 14 102
(2.,0) (84.3) (13.7) (100)
Large 5 97 10 112
(4.5) 86.6) (8,9) (100)
TOTAL 7 133 24 214
(3.3) (85.5) (11.2) (100)

* Multiple response in 14 cns::s.

Figures in parentheses indicate percentage < f respun-
dents menticning ~ given factor.
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Transp.rtation of Fairm Procuce:=

The samplc farmers, transp rte” their farm
prciuce either thpough hired ¢r ¢wn means., The tabkle
5.4 below shows that cf the totzl s=2mple respendents,
93 per cent used hired means £ tronspoert. Among the
vehicular mcdes, the bus was fruna t¢ ke the most pro-
minent, follcwed by the suzuki van on 'pacca' and
'kacha '+ pacca' routcs (see tablc 5.4). A sruck
w2s used Dy a smiill number ¢f Inrmers whe had a
large volume <f marketnble surplus. Among the pack
nimals, the camel ranked numbxer one followed by the

donkey.

The Suzuki vin amcng vehicul-r m es nd don-
kecy among pack anim~ls turned out tc be the cheapest
modes of transpcertsticn, with the “werage cost per
maand of R, 1.50 2nd 1,2 respectively. The average
transpert cost for camel ~nd lrnkey wts comparable
over short dist=~nces upt:. 10,miles. The frequency
of tse 0f vehicular modes f transport showed much
variation cver various Jdistince ranges; nl their
use exhibited quite a propcrtionnl listributicn for
all distances, while nim~lz modes were mminly confined

to short dist-nces., The average transp: rtation cost/md
on 'kacha + pacca' rcals was highcer cempare? to the one

charged on 'pacca' roads,
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Table 5.4: Mode and Cost of Transport; by. Type of Road and
Distance of Markets o

(Cost in Rs/Md)
)
5 = 10 Miles . Above 10 Miles

0 - 5 Miles

[] 1

2 Respondents) Pacca = JKacha+Paccd Pacca : Racha +! Pacca ;Kacha+Pacca!
Mode of 1-——Using ! : : H Pacca ! : :
p s o t:Hired: Own :No.of:Average:No.of:AverLNo.of:AverlNo.of:AverlNo.of:Aver-No.of:Aver-{Overall

ranspor iMeans|Means!Resp.! Cost iResp }age [Resp.!age iResp. !age iResp.!age 1Resp.!age 1Average

H t : 3 : 1Cost! 1Cost! 1Cost! 1Cost! iCost ! Cost
Donkey 11 10 8 1.0 2 1.50 - - 1 2.0 - - 4 4,12 1.18
Camal 38 - 4 1.0 14 1.64 - - 16 2,21 = - 1 2 2.07
Van 26 - 9 1.05 3 1.33 4 1,50 8 2.0 1 2 37 2.10 1,51
Bus 94 - 14 1.50 6 2.0 4 1.25 8 1.87 25 1.96 1 2 1.91
Truck 8 - - - - - - - 2 1.25 5 1.80 - - 1,68
Tractor/
Trolly 1 2 - - - - - - - 1 2.0 - - - - .

Tonga/Rehre 13 2 - - 1 1.0 7 1.85 < 2,0 - - 1 4.0 2.0
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Other Marketing Expenses:-

Thie marketing expenses other than transport
cost included octroi, handling charges (loading/un-
loading, packing), market fee, commission, and ille-
gal decductions made by the dealers in the market.

The average marketing expenses of a farmer for mar-
keting groundnut were Rs, 4 per maund and Rs, 3 for
other crops in Chakwal market, while such expenses
amounted to Rs, 4 for all crops in Dhudial market,
These expenses were in addition to farmer's personal
expenses on items like transportation and food. A
prominent malpractice in these markets was manifest-
ed in the charging of market fee to the growers in-
stead of paying by the dealers to the market committee
at the prescribed rate under the Market Act. Thus
market fee was a lucrative source of income to the
dealers for which they were providing no special ser-

vice to the producers.

Trade Malpractices:- The sample farmers reported
several malpractifes prevalent among the dealers of
farm products., As ray be seen form table 5.5,under
weighment, illegal deductions, =2nd price cnllusion

were the most important malpractices mentioned by 15
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te 60 per cent of sample farmers., LoOw pricing was
also an important malpractice reported by 5 per cent
of the respondents. These malpractices were experien-
ced and reported by most of the small and large far-
mers., However, about 4 per cent of the small and

the large farmers seemed to be satisfied with the
available marketing facilities and did not report any

malpractice on the part of the dealers.

Table 5.5: Trade Malpractices Experienced
Ly the Sample Farmers

iUnder 'Illegal; Low ‘Price |[No Mal- !}

g?rz :Weighted{Deduct-{Pricing{Collus-:practiceiTOTAL
2€ 1 Yinn ! !ion & 3
Small 17 86 6 16 5
(13,1) (6642) (4,.,6) (12..3) (3.8) 130
(38.,6) (50,3) (40,0) (34,.,8) (45.5) (100,0)
(45,3)
Large 27 85 9 30 6 157
(1242) (54.1) (5.7) (19.1) (3.8) (100.0)
(61.4) (49.7) (60.0) (65.2) (54.5) (54.7)
TOTAL 44 171 15 46 11 287
(15.3) (59,6) (5.2) (16,0) (3.8) (100.0)
(100) (100) (100) (100) (100) (100)

Figures in upper parentheses indicate relative position

of responses about various malpractices exp-:rienced by

each farm-size category, and those in the lower jarentheses
indicate their relative position between small and large
farm size categories.
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Training about new weights and measures re-
cently enforced under metric system, and supervision
by the market committee at the time of commodity arr-
ivals and transactions were the two major suggestions
put forth by the respondents ror conntervailing these
malpractices. The need for training was emphasized
in order to check malpractices on account of under
weighment., Supervision was suggested because the
Market Committec was not effectively looking after
the grower's interest in the marketing farm products
by supervising auction of produce in the market, en-
surinr correct weighment of produce, and dissemination

of price information to them,

New Service Outlet:-

Most of the sample farmers located away from
the market towns suggested opening of new service out-
lets either in their own village or in nearby centrally
located villages. They expressed the view that these
centres, besides procuring farm products, should also
have farm machinery repair facilities :nd the supplies

Of plO.L.

Market Information Use:=~

All sample farm families used some means of

collecting market price information before sale of
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farm products, 'Fellow farme:;' was mentioned to be

the chief source of information both by small (42 per
cent) and large (41 per cent) farmers. Personal visit
to the market and cont :act with the commission agent
was another important method of collecting market in-
formation. One of the interesting findings of this
study was that the use of formal sources such as, radio,
newspaper or extension agent for obtaining price infor-
mation vas repoiced by a very small number oOf farmers.
Regarding the timeliness and reliability of inform:.t=-
ion, almost all farmers showed their satisfaction and
expressed a high degree of confidence in the informat-
ion supplied by their fellow farmers and commission

agents. (Table ..6)

Table 5.6: Market Information Sources Used
by Sample Farmers

Farm | Personal {Fellow ,Commission}Radic ! Total

S?ze ! Visit |!Farmer ! Agent ! !

Small 51 80 a1l 24 192
(264 B) (4%,3) (19.3) (12.5) (100)

Large 50 84 42 28 204
(24.5) (41.2) (20.6) (13.7) (100)

Figures in parentheses show percentage of respondents,
who used more than one source.
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The relationship between multiplicity of
information sources used and the average prices (oL
groundnut) received was found insignificant, showing
that the farmers were merely price takers due to mar-
ket imperfections. The price information reaching
the farmers through various media was baded on the
prices predetermined by the marketing activities of
dealers. Thus it did not help the farmers to improve
their bargaining position viz-a=-viz the dealers. Hen-
ce the hyoothesis that use gf more information sources
helped to get better pricegjgbt find statistical

support.

Improvement Suggestions:-

The 'barani' farmers generally complained that
the mass media did not give adequate coverage to the
mar’:eting of the products that they grew. The Bxten-
sion Service was also not playing any meaningful role
in the marketing of their farm products, Formal sour-

ces, there.ore, were not being made use of by them,

Despite complaints about the price informat-
ion communication system, a majority (79 per cent) of

farmers could not concieve of valuable suggestions for
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improving the systém. Of those who offered some su-
ggestions, a majority (14 per cent) of them suggested
announcing price information twice a day through mass
medja giving full coverage to the major 'barani' crops
like groundnut, gram and pulses. About 6 per cent of
the farmers expressed the view that minimum support/
procurement price of these major crops stiould be fixed
to help them in negotiating a better price with deal-
ers. They also Cesired that in situations of depress-
éd market prices, the Government should make arranges-
ments for purchase of 'barani' farm products at the
guarantceed prices, as is being done in the irrigated

areas,

Table 5,7: Suggestions for Improving Price
Information Communication

Farm ; No . Price In- {Fixation of|Others |!Total
Size |Response) formation {Minimum/ ' !
! ! Through , Procurement| !
! iMass Media! Price H . H
Small 88 10 3 - 101
(87.1) © (9.9) (3.0) - (100,0)
(55.,7) (34.5) (27.3) -
Large 70 . 19 8 3 100
(70,0) - (19,0) (8,0) (3.0) (100,0)
(44,.3) (65,5) (72.7) (100.0)
TOTAL 158 .29 11 3 201
(78.6) (14.4) . (5.5) (1.5) (100,0)
(100.0) 1100.0) (100,0) (100.,0)

* No suggestions offered.
Figures in upper parentheses indicate relative position
of responses within the same farm size category, while
these in the lower »arentheses show the proportion of res-
ponses given by small and large farm size categories.
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Farm Storage Arrangements:

Storage Types znd Capacity:-~ The major storage

arrangements at the farm level consisted of mud
bins and/or separate 'kacha/pacca' rooms, as is
customary in other parts of the province. Table
5.8 shows that the majority (74 per cent) of small
farmers used mud bins for storing their crops.

Mud bins, however, accounted for about 45 per cent
of tutal storaye arrangements of the small far-
mers. Separate 'pacca' and 'kacha'’ rooms, though
used by a relatively small number of farmers, pro-
vided the largest storage space (41 per cent) by
_'pacca' rcoms and 9.5 per cent by 'kacha' rooms.
Mud bins were also used by the highest number

(56 per cent) of large farmers but these provided
only 17 per cent of storage capacity to these, foll-
owed by 'pacca' rooms used by 25 per cent of them
but this arrangement accounted for the largest (70
per cent) proportion of the storage space with this

category.

Table on next page.
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Table 5,8: Farm Level Storage
Types and Capacities

: [ X D
Farm Size , SMALL ’ LARGE
Storage |Respon*Average 'Storage i RespontAverage tStorage
Type '*dents {Storage ;Capacityidents !Storage 1Capacity as
'Uslng 'Capacityjas %agel|Using |Capacity i%age to
! ' (Mds) !to Total} ! (Mds) !Total
Mud-Bins 55 71
(73.3) 27.8 45,3 (56,3) 30.8 16,7
Steel Bins 5 17
(6.8) 50.0 4.5 (13.5) 43,2 5.6
Céncrete - - - - - -
Bine¢
Separate Ka- 4 7
cha Room  (5.4) 80,0 9.5 (5.6)  148.6 7.9
Separate 10 31 294.8 68.8
Pacca Room (13,5) 137,6 40,7 (24.6)
TOTAL 74 126

(100,0) 45.6 100,0 (100.0) 104 100.0

Figures in parentheses give percentage of respondents using a
particular storage type.

Farmers expressed a preference for room type
storage and in most cases even the mud bins were eith-
er covered by a shed or were built inside a living
room to save stored commodities from losses on account

of rains,

On the whole, storage capacity was found

related to farm size, large farmers had more than
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double the storage capacity compared with small farmers.

The test of correlation between farm size and storage

5

capacity showed a significant relationship at the per
cent confidence level with an 'r' value of 0.641 and a

coefficient of determination (R2) value of 0, 415,

Storage Lossess:—~ According to the estimates of the

respondeqta,'the average amount of storage losses in the
case of wheat was about 3.8 per cent of the total produce
stored, Reported losses were higher on small farms than
on large farms. Storage losses in the case of gram were
higher on large farms compared to the small farms because
large farmers had relatively bigger quantities in store.
In the case of groundnut, a major porticn of which is dis-
posed of immediately after harvesting, storage losses cf
between 4 to 10 per cent were reported. It is to be noted
that the losses reported by the farmers werc perceived
losses and we made no effort to precisely measure these.
(Table 5.9)

Table 5.,9: Estimatced Storage Losses

(in maunds)

Farm | WHEAT H GRAM K GROUNDNUT
Size !'Quantity JTotal {QuantityiTotal {Quantity;Total
1Storec. ILosses,; StcrfedjLosses} StoredjLosses
] [} . \ [] ] 1 ]
L 1 Vi L - i A
Small 528.4 23,6 11.5 3 34,2 1.3
Large 2269,.,2 83.4 207 7.6 83 8.1
TOTAL 2797.6 107 218.5 7.9 117,2 9.4
(3.8) (3.6) (8,0)

Figures in parentheses indicate losses

as a percentage of

the total quantity stored.
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Suggestions for Improving Storage Arrangementss:-

In order to save losses occuring to stored

crops; the farmers were asked if they had any prefer-
énce for certain types of storage arrangements. As
observed earlier, farmers did not show much concern
about the storage arrangements and the storage losses.
Hence, a majority (55 per cent) of the farmers mentioned
that there was no particular nced for improving the
existing storage arrangements. The number of farmers
indicating no preference was the highest among large
farmers @&e table 5.10). Only a small percentage

(12 to 17 per cent) of the respondents thought that
steel bin and ‘'‘pacca' room type storage would be better
compared to tke arrangements that they were presently

having.

Table 5,10: Storage Type Preferred
by the Sample Farmers

Farm | No {Steel!Pacca '!Provide!Wooden! Total
Size |Preference! Bin !Room !Pesti- |Planks!

i H A Jdcide ! H
Smal 1 17,6 29,4 29.4 11.8 11.8 100
Large 64,2 13.4 7.5 10,4 4,5 100
TOTAL 54,8 16,7 11.9 10.7 5.9 100

Figures indicate percentage of respondent.
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Treatement of Stored Crops: - Almost all the

small sample farmers and 84 per cent of large
farmers treated their crops against pests through
indigenous method i.e. sun-drying. Large farmers,
however, also used chemicals for protection of

stored commodities. (Table 5.11)

'lable 5.,11: Treatement of Stored

Crops
TREATMENT
Farm | Sun ! Use of ! TOTAL*
Size ! Drying! ! Chemicals !
Smal 1 87 6 93%*
(93,5) (6.5) (100)
Large 96 18 114
(84,2) (15.8) (100)
TOTAL 183 24 207
(88,.4) (11.6) (100)

* Multiple Responses.
** Seven small farmers did not treat crops, due to
small marketable surplus.

Figures in parentheses indicate percentage df
respondents using a given type of treatment,



Grading of Products:= As may be seen from table

5.12, 78 per cent of the respondents were not grad-
ing their products before marketing. Due to the
subsistence nature of 'barani' farming and low mar-
ketable surpluses, grading was considered of limited
significance by the growers. The other reason for
this could be the absence of official grades tiit. -
L be followed for grading of crops. Eetween
15-29 per cent of the respondents reported some

crude type of grading, mainly in the case of ¢roundnut.

Table 5,12: Grading of Crops

Farm 1Respondent s} Respondents | TOTAL

Size 'Grading {not Grading |}

Small 15 85 100
(15) (85) (10 0)

Large 29 71 100
(29) (71) (100)

TOTAL 44 156 200
(22) (78) (100)

Figures in parentheses indicate percentage of res-

pondents,
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Purchase of Farm Inputs:- Due to the uncertain

and low rate of natural precipitation, resource
productivity in 'parani' agriculture is very poor.
Farming is essentially a part time and subsistence
activity. Modern farm inputs, that are cash inten=-
sive, have therefore found a very limited accept-

ance with the 'barani' farmers. This is well borne

out by the information given in table 5,13 below.

Table 5.13: Use of Farm Inputs(Fertilizerz)

+

Farm | Fertilizer Use : 1 Financing Purchase
[] K ) 1
Size iUrea | D.A.,P. !Urea and|Non- |Total}Cash |[Credit | Total
3 H £ D.A.P. jUsers; H H aH
Small 21 3 22 34 400 44 2 ¢6
{21), - (8) (22) [543, (100) [ (95.7) d4+3)) :(180)
Large 23 4 43 40 100 53 ¥ 69
(€213%, “(4)7: (43) 4Dy, (100) (88.3) (14,7) (160)
TOTAL 34 7 65 94 200 97 9 106
AT {3%5) {32.5) (47)-~) (10C)(91,%5) (8,58) (109)

Figures in parentheses indicate percentage of respondents.
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The table shows that about 53 per cent of
the respondents mentioned using some quantities of
Urea, DAP or both DAP and Urea on part of their cro-
pped acreage. The percentage of users was, however,
higher in the case of small farmers compared to the
large farmers, Financing of fertilizer purchases
was mainiy with their own funds, and reliance on
credit sources, both institutional and non-institut-
ional, was neglibible, The study showed that the
use of improved farm inputs was dmost negligible on
the sample farms, Fertilizer was the only“major
input purchased by some of these farmers., No far-
mer reported to have purchased any pesticides, imp-

iplements, Home produced -

. d :
roved SGed/%%s the exclusive source of seed supply,

both for the small and large farms.

Credit Utilization:- Of the total sample farmers,

only 14 per cent reported the use of credit. Alto-
gether 27 loans were taken by the sample farmers, out
0of which 68 per cent from institutional éources and
32 per ment from ncn-institutional sources. However,
in terms of the borrowed amount, 78 per cent came
from the institutional sources. These sources acc=

eunted for only 28 per cent of loans in the case of
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small and 78 per cent of the loans obtained by
the large farmers. Low use of credit was probab-
ly due to the availability of cash through private

family remittances. (Table 5,14)

Table 5.14: Credit Use by Sample
Farmers

Farm | . N
1Credit UseiSource of Credit Purpose of Credit

[
v
- L]
Size iNon=-} User!Insti- iNon-InstiiDomestic|Agricul-}Tetal
éUser} j tutional}tutional | 1 ture Ve
H ! H H sPurposes;
Small 90 10 9800 25000 4 6 10
(50} (50) (40) (60) (100)
(28.2) (71.8)
Large 82 18 102109.5 5850 4 14 18
(77.8) (22.2) (22.2) (77.8) (100)
(94.6) (5.4)
TOTAL 172 28 111909.5 30850 8 20 28
(67.9) (32.1) (28.6) (71.4) (100)

(78.4) (21.6)

Figures show total amount of credit in rupees obtained from
different sources,

Figures in upper parentheses show the percentage of respon-
dents using credit, while the lower parentheses show the
percentage of credit used from each source.



=111~

Regarding the use of credit, 71 per cent of
the loans were taken for agricultural purposes such
as the -purchase of livestock, tractor, fertilizer and
some components of the Persian Wheel. Large farmers
borrowed funds to meet some of their agricultural pro-
duction costs with the loan amount. Whereas, 40 per
cent of the small farmers used loans for domestic
needs. As use of credit for financing of agricul-
tural needs was not a common practice among the sample
farmers, no meaningful suggesticn reilating to credit

was put forth by them,

The farm size and credit (both agriculture and
domestic needs) use showed very weak relationship('r'=0-115
and R2 = ,0132) implying that credit utilization probably
depended on other factors like accessibility to credit

source, timeliness of credit availability, use of remitt-

ances, and farmers' attitude toward credit use, etc.

Farmer General Problems:- The farmers were asked to
mention their general problems relating to farming.

Lack of irrigation water was the major problem mentioned
by 41 per cent of the sample farmers, while pest/rodent
attachm unlevelled land and land fragmentation were other

proklems of a higher magnitude. Some farmers also comp~

lained about the unsatisfactory performance of the
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Agri., Extension worker and suggested that the fun-
ctioning of extension service be improved so that
they could get technical advice on the problems

specific to 'barani' farming.

Table 5.15: Farmers Major Problems

iLack of}Poor!UnievelFragm- |Water!Pest, !Poor tHigh ChartTotal

2ig§et 1 Irrig- (Roodilled &{entat- jLogg-;Insect ;Exten- !ges of Agt

1atlen  |LinByErodedjion of }ing !and Ro-}sion ‘riculture!

iWater }age }Fields!Holding! !dent {Service!Machinery!

L 1 H H : (Attal . |} : H
Chakwal 70 10 9 12 17 27 3 10 158
(44,3) (6,3)(5.7) (7.6) (10.8)(17,1) (1.9) (6.3) (100)
Dhudial 67 11 13 13 13 33 7 20 177
(37.8) (6.1) (7.4) (7.4)  (7.4) (18.6) (4.0) (11.3) (100)
TOTAL : 137 21 22 25 30 60 10 30 335

(40.8) (64.3) (6.5) (7.5) (9.0) (%7.9) (3.0) (9.0) ° (100)

Figures in parentheses indicate percentage of farmers.

*S, AZHAR*



MARKETING PRACTICiS .JOF DEALERS

Dealer Busincss Profile

Commodities Handled:~ The business pattern of sample dealers
was diversified and according to the cropping pattern of the
sample 'barani' areas. They were dealing in almost all comm-
odities grown in the area and offered by the growers for salew
'The table 6.1 shows that the majority (53 per cent) of sample

. dealers were handling 4 or more than 4 commoditics*.

The number or commodities handled was found related
to dealership size. A larger proportion (62.5 per cent) of
large dealers were handling more than four commodities, while
majority (56 per cent) of small dealers were dealing in less
than four commodities, - It was also observed that no large
dealer handled less than two commodities, whereas 12 per cent

of the small dealers were handling only two commodities.

Table 6.1: Commodities Handled by Dealership Size®

Size of Dealers:. Commodities Handled ' Total
! Upto four ! Cver four '

Small - 9 7 16
(56.3) (43.7) (100)

Large 6 10 16
(37.5) (62.5) (100)

TOTAL: 15 17 32
(46.8) (53.2) (100)

Figures under each column show the number of respondents., Figures
in parenthesgs indicate the %age of dealers in each category.
*Groundnut and gram was handled by all dealers, while mash, guara,
wheat, oilseed and other pulses were handled Dy a varying number
of dealers,
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The major commodities handled by all small and
large dealers were groundnut and gram, Mash, guara and
wheat were other commodities, of reiatively lesser impor-
tance, handled by 50 to 63 per cent of the dealers. The
commodities were mainly assenbled by the dealers through
farmers or village 'beoparies', while self-assembling
formed a minor proportion of total kusiness. None of the
dealers, however, was involved in distribution of farm

inputs.

Volune Handled, Seasonal Variability
and Business Pattern

The dealers included in our sample were doing bus#é-
ness in farm products both in the 'kharif' ard 'rabi' sea-
song, Of the total volume of commodities handled, 'kharif’
business volume constituted 69.6., per cent, while the co-
mmodities traded in 'rabi' season accounted for the balance
(table 6.2 a,). Groundnut was the major commodity traded
in 'kharif' season and gram in 'rabi'. Business volume
varied with dealer size during both the seasons. As may
be c een from table 6,2 (a), small dealers handled 15.5 per
cent of 'rabi' crops as against 84.5 handled by large dea=-
lers. Simil.rly, during 'kharif' the largest share (70
per cent) of the commodities traded in was hznd’led ky

large dealers (table 6,2 a,).
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Table 6.2 (a): Volume of Commodities Handled Classified by Season
and Dealership Size

(Figures in Maund)
1
]

Rabi : Kharif : Total
i | 1 1
Size of} Own T CommissioniTotal | Own ;CommissiTotal | Own ;Commission; Total
Dealer !Account! } ‘Account! ion [ YAccount! H
Small 3017 '
: (30.6) 6834 9851 10545 33365 43910 13562 40199 53761
(14.5) (69.4) t100) (24.0) (76.0) (100) (25.2) (74,.8) (100)
(16.0) (15.5) (35.4) (28.8) (30.2) (26.8) (25.4) (25,7)
Large 17795 35829 53624 19285 82313 101598 37080 1181582 115222
(33.2) (66.8) (100) {20,C) (81.0) (100) (23.9) (76.1) (100)
(8545) (84.0) (84.5) (64,0} (71.2) (69.8) (73.2) (74.6) (74.3)
l\‘s'v.ae)
TOTAL: 20812 42663 63475 29830 115678 145508 50642 158341 208983
(32.8) (67.2) (100) (20.5) (79.5) (100) (24.2) (75,.6) (100)
(100) (100) (100) (100) (100)  (100) (100) (100) (100)

Figures in the upp: r parentheses give relative position of responses within each size
category while those in the lower parentheses indicate the position of responses within
small and large category.
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Table £.2 (b): Business Volume Variability by Szle Period and Business

Practice
(in maunds)
L 1] ]
H Peak* H Slack* : Total*
] ] 1
Size of} Own {Commission! Totzl ! Own ;Commission!Total ! Own (Commission! Total
Dealer !'Account! ! 'Account! ' 'Account! !
Small 12965 37511 50476 597 2688 3285 13562 - 40199 53761
(25.7) (73.3) (100) (18.2) (81.,8) (100) (25.2)  (74.8) (100)
(27.0) (27.0) (27.0) (23.0) (14.0) (15.1) (26,8) (25.4) (25.7)
Large 35080 101657 136737 200 16485 18485 37080 118142 155222
(25.7) (74.3) . (100) (10.0) (90.0) (100) (23.9) (76.1) (100)
(73.0) (73.0) (73.0) (77.0) (86.0) (94,9) (73.2) (74.6) (74.3)
TOTAL: 48045 139168 187213 2597 19173 21770 50642 158341 208983
(25.7) {74.3) (100) (11,9) (88.1) (100) (24.2) (75.8) (100)
(100) (100) (100) (100) (100) (100) (100) (100) (100)

* Dealer's peak business period refers to the sum total of all periods in which commodity
afrivals in the market are maximum 2nd sl.ack period means when commodity inflow is relat-
ively less. For example, groundnut business conducted during Novemwer to January, grain
business guring May to July would constitute dealers’ peak period and the rest of the
month ~s slack period for these commodities,

Figures in upper parentheses give relative position of responses within same size category
while the lower parentheses indicate position of responses within small and large size
categories, )
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As may be seen from table 6.2(b), sample dealers
were handling commodities in two ways: (a) purchases/szle
on their own account and (b) on commission basis. The
sample dealers' business pattern shows that commission
business was predominant both in Rabi and Kharif seasons
as it formed between 69 z=nd 76 per cent of the total busi-
ness. This pattern was primarily foli.owed with the object-
ive of securing against risk of price instability and was
mainly followed by ‘'kacha' or 'kacha-pacca arhtia's' (table

602-bl).

The business activity was most hectic during har-
vest and post hnarvest months, About 90 per cent of the
total business was conducted during the peak period and the
rest during the slack period. Trading on commission basis
constituted almost 76 per cent of the total business, while
the rest of the purchases and s ales were on the dealers!
own account. About 74 per cent of the peak business and 88
per cent of the slack period was on commission basis. The
slack period business consisted mainly of balances carried
oveq~from the peak period to gain advantage of the rise in
prices over time. The proportion of volume handled by small
and large dealers during peak 2nd slack periods on commission
and on their own account did not show much variation. How=-
ever, small dealer business volume was only about 26 per

cent of the total business as compared with large dealers
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who were controlling about %th of the total business in the

Dhudial and Chakwal markets.

The hypothesis thu:t large dealers were doing more
business on their 'own account! compared to small dealers
was tested. The hypothesis was accepted as the 'r' value
figured out to 0.55 with 't' value of 4.32, implying a highly

significant relationship 2t 5 per cent level of confidence,

Market Price Structure:= Market price structure (of pur-

chases/sales) is discussed with reference to both the sample
markets and both the business periods considered in analysis.
As may be seen from the tabkle below, groundnut purchase prices
in Chakwal market during the peak period varied between

Rse 101/- and 140/~ per maund, while the price range during
slack period was between 111/- to 140/- per maund., A
majority (70 per cent) of the dealers in Chakwal market
purchased groundnut during peak period a2t prices ranging
between Rs, 111/- and 130/~ per maund. Purchases of ground-
nut in slack period were on the other hand at prices of
betweén B¢ 111/~ and 130/~ per maund. In Dhudial market,

the purchase prices, both in the peak snd the slack season

were lower compared to that of Chakwal market (t:ble 6.3).
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Table 6.3: Market 2rice Sturcture

GROUNDNUT

A = Peak Period

Price H Purchase ' Sale ' Total
[} r 1

g??gg?);Chakwal } Dhudial | ChakwaljDhudial}Chakwal]Dhudial
80 - 90 - 4 - 1 4 1

- (10.8) (2.8) (7) (2.2)
91 -100 - 8 - 3 8 3

- (21.6) - (84.3) (14) (6.7)
101-110 3 14 - 16 17 16

(15) (37.8) - (44.4) (29.8) (35.5)
111=120 5 Q 4 9 13 13

(25.0) (21.6) (44.,5) (25.0) (22.8) (28.9)
121~-130 9 3 2 7 12 -9

(45.0)  (8.2) (22,2) (19.5) (21.1) (20,0)
131-140 3 - 3 - 3 3

(15.0) - (33.3) (5.3) (6.7)
Total 20 37 9 36 57 45

(100) (100) (100) (100) (100) (100)

Figuresin the parentheses indicate the percentage of respondents,

B -~ Slack Period

80 - 90 - | 1 - - 1 -

- (25,0) - - (11.1) -

91 -100 - 1 - 1 1 -1
- (25.0) - (25.0) (11.1) (20.0)

101-110 - - - 1 - 1
- - - (25,0) - (20.0)

111-120 1 1 - 1 2 1
(20,0)  (25.0) - (25.0) (22.2) = (20.0)

121-130 4 1 ) - 1 -5 S|
(80,0) (25,0) - (25.0) (55.6) (20.0)

131-140 - - 1 - - 1
- - (100) - - (20,0)

Total 5 4 - 1 4 9 5
' (100) (100) (100) (100) (100) (100)

figures in the parentheses indicate percentage of respondents,
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The purchase prices were often lower in Dhudial
market by approximately Rs, 20 per maund as 69 per cent of
sample dealers purchased groundnut within price range cf
Rse 80 to 110 per maund. This supports the earlier finding
that farmers of Dhudial area were 2lso selling in Chakwal
market and suggests that: (i) Dhudial was a secondary, less
organized and less competitive market without direct contacts
with any major buying markets, (ii) the total volume of mar=-
ketable surplus in Dhudial market area was not large, thus
discouraging large dealers from pursuing more vigorous pur-
chasing campaigns and (iii) the market was not easily acc-
essible as it was located in the congested part of Dhudial
village., The farmers having direct link with Chakwal market

preferred to sell their crop. there.

Purchases during slack season were very small and
were mainly made at price range of Rs. 121 and 130 in Chakwal

market and between R, 90 and 131 per maund in Dhudial market,

The phenomenon of seasonal variability of groundnut
arrival; and the consequent price levels, as discussed ear=-
lier, is illustrated iﬁ Figure 6.i and 6,2. As may beseen,
groundnut prices were lower during high arrival periods. The
prices touched the maximum level of the prices prevailing
during the previous months when arrivals were the lowest, sho-

wing the usual relationship between commodity arrivals and

prices,
* Arrivals refer to dealer purchases of the commodity mode. during
the season,
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Grams- The purchase and sale transactions of gram were

reported for the peak season only, because the survey did
not cover the slack period of gram business., It was also
observed that gram purchase prices were higher in Chakwal
compared to Dhudial market as larger number of dealers

(46 per cent) in Chakwal purchased this commodity at Rs. 71
to 75 per maund. Whereas, a sizeable proportion of dealers
(41 per cent) reported their purchase of gram between Rs. 60
and 65 per maund. The reasons for this price differential
between Chakwal and Dhudial markets were the same as expla-

ined earlier under groundnut (see table 6.4).

Table 6.4: Market Price Structure
GRAM

Peak Season

Price ! Purchase H Sale . Total¥
[ [
gfjﬁgfiqhakwal {Dhudial|Chakwal}Dhudial |Chakwal | Dhudial
60 = 65 3 12 - 2 15 2
(23.1) (41;:4) - (9.5) (35.7) (7.1)
66 = 70 3 11 2 13 14 15
(23.1)  (37,9) (28.6) (61.9)  (33.3) (53.6)
71 - 75 6 6 2 6 12 8
(46.1) (20.7) (28.6) (28.6) (28.6) (28.6)
76 - 80 1 - 3 - 1 3 .
(7.7% - (42.8) - (2.4) (10.7)
TOTAL 13~ 29 7 21 42 28
(100) (100) (100) (100) (100) (100)

* Multiple response.
Figures in parantheses indicate percentage of respondents.,
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Marketing Calendar:-~ The marketing variability of commo-

dities handled by dealers on their own account and on comm-
ission basis during peak and slack periods/season is discu-
ssed rere.with reference to three major ‘'barani' crops, i.e.
groundnut, gram and guara. As the information contained in
table 6,5 indicates, .- of the total gquantity of groundnut
handled by large dealers on their own account, about 92 per
cent was disposed off during the peak months (November, Dew
cember and January) of business. Similarly, 82 per cent of
the groundnut purchased on a commission basis was also sold
by dealers during the peak period, while the balance being
dealt in the slack season. The small dealers, however, dis-
posed of a larger proportion of the groundnut (97 per cent
and 93 per cent) handledon.own account and commission basis
respectively during the peakperiod, compared to large dealers.
It seems that the large dealers were able to defer the sales
to slack season because of their better holding capacity and
were thus able to gain from the price increase in the post

'peak' period months.

The marketing pattern of gram was different, however,
from that of the groundnut. Both the small and the large dea-
lers disposed of the total amount of the gram purchased during
the peak period. However, in the case of guara, the pattern
was observed to be similar to that of groundnut, the major

handling/disposal occuring during the peak period, with some
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sales also taking place during the slack months, (see table
6.5)s Figure 6.3 (a,b) explain the phenomenon of seasonality
of marketing for the major commodities like groundnut, guara
and gram on the basis of total business volume handled on their
own account and on commission basis. The figures in the table
do not exactly reconcile with the percentages given in the fig-
ure 6.3, because the latter are worked out on own account and
commission basis separately.

Table 6.5: Marketing Calendar of Major Crops Pure

chased by Dealer Size
(in maunds)

]

2 Own Account ! Commission Basis
CommoditiesiPeak " "Slack ! Total |} Peak ! Slack ; Total
Groundnut
= Small 8070 230 8300 28180 2150 30330

(97.2) (2.8) (100) (92,9) (7.1) (100)
Large 14268 1840 16108 51390 15060 66450
(88.,6) (11.4) (100) (77.3) (22.7) (100)
Total 22338 2070 24408 79570 17210 96780
) (91.5) (8.5) (100) (82,2p (17.8) (100)
GUARA
Small 1783 228 2011 1668 95 1763
(88,7) (11.3) (100) (94,6) (5.4) (100)
Large 520 160 680 1770 410 2180
(76.5) (23.5) (100) (81.2) (18.8) (100)
Total 2303 388 2691 3438 505 3943
(85.6) (14.4) (100) (87.2) (12.8) (100)
Gram
~ Small 2580 - 2580 5750 - 5750
(100) - (100) (100) - (100)
Large 16260 - 16260 29590 - 29590
(100) - (100) (100) - (100)
Total 18840 - 18840 35340 - 35340
(100) - (100) (100) - (100)
CroundnNut=e=—eccecccamea————— Peak Period (Nov. Dec. Jan.)
GUArd,. =——ccccc e mem—————— " " -do- .
Gramem——=r-—ces e —cm————— " " (May, June, July)

Figures in parentheses indicate relative position of responses.
within the same size category.
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Marketing Channels of Major Commodities

The marketing channels are discussed here for two
major commodities in whose case sizeable marketable surplus
was YbYeing gencrated and that were also an important source
of cash incocme for the farmers/dealers of the area, (sce
figure 5.2 and 5¢3). Two year-round marketing wheels have
- been constructed, one for dealer purchases and the other for
sales of major crops. The peik season for each crop, When
most of the sale-purchase activity takes place, 2and similarly

the salck season has been identified in these diagrams.

Groundnut:- The main functionaries through whom the ground-
nut surpluses moved from the farmers' field to the ultimate
consumers were the village dealer, 'kacha + pacca arhtia',
wholesalers from the regional markets, oil processors, and
the retailers. In addition to these, groundnut was also
directly received by the rctailers from farmers or the vill-
age'beoparies! The implications of involvement of such a
long chain of intermedi~ries was that it raised the consumer
prices and depressed the farmer prices, However, the aggre-
gate amount of marketing margin zt each lcvel was also a

strong determinant of prices desired by the farmer and/or

paid by the consumer.

Gram:- The marketing channels for gram were also similar to

those for groundnut, The proportionate volume handled and the
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prices prevailing at each level are indicated in iilustration

5.3,

Business Costs:- Staff wages, telephone eharges, shop/

godown rent, entertainment, =nd taxes were reported to

be the main items of expenditure incurred by dealers in

the business of buying farm produce. On an 3veraée, Rse 512/~
per month were incurred by all dealers to run their farm
business activities, The amount spent by large dealers

was -almost double the amount incurred by small dealers

‘table 6.6%

Table 6.,6: Monthly Expenditure on Business .

—-——— Cost Components
. *x.
Dealer;Staff | Teke- | Taxes}Shop iGodown,;EntertainzOthers!Total
Size |Wagcs . phone | iRent [Rent !ment : |
1 i 1 1 L | 1 1
Small 18.9. 50.3° 3.8 62.5 62.5 174,4 3.8 376, 2

(5.0) (13.4) (1.0) (16.6) (16.6) (46.4)  (1.0)  (100)
Large 135.9  75.6 12,4 94,2 94,2 205.3  30.6  648.3
(21,0) (11.7) (1.9) (14.5) (14.5) (31.7) (4,7)  (100)

Avg.77.3 63.0 8.1 78,4 78.4  189.8 17.2 512.1
(15.1) (12.3) (1.6) (15.3) (15.3) (37.1) (3.3) (100)

* Personal travel expenses to rccover outstanding amounts elsewhere,
or to have bhusiness contacts in region=al markets.
Figures under each column give average amount of cost for the
item while the figures in parentheses give the proportion of cost
of each item in the total.
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Among the various cost components described above,
entertainment constituted the largest portion of total busi-
nese cost,. followed by shop/godown rent (17 per cent) and
staff wages (15 per cent). Stariff wages, however, was an
important cost item for large dealers who were incurring
about 21 per cent of thcir total cost on this item as they
employed 'Munshi' to handle their business. Similarly,
entertainment appeared to be the major cost item on small
dealers' account, making up 46 per cent of total costs. The
probable reason for this could be the small dealers effort
to catch more business through non-pricing competi:ion., Tax
expenditure was, however, under reported by both dealer cate-

gories,

The business costs were found highly correlated
with dealership size, larger dealers incurring more business
costs. The co-efficient of correlation, 'r' value obtained
was 0,52, which was significant at 5 per cent confidence

level as shown by 't' statistic having a value of 3,41,

Marketing Charges Passed on to Farmers:-

Dealers werec reported to pass on certain charges to
farmers while handling their farm produce ih-order to meet their
business cost 2nd raise capitnl for future investment. An
effort was made to estimate the mhgnitude of various business

charges thiat. were reportedly being passed on to farmers.e
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Table 6,7 shows that the farmers were bearing an average cost
of Rs¢ 8 per maund oft the commodities sold in the market which
were being passed on to them by the dealers. Major charges
included loses in weight/driage, (over weightment by 1 to 2
seers/maund), cond commission which accounted for 53 and 40 per
cent of total charges. Handling charges form.d about 6 per
cent of total charges. An interesting finding of the airvey

was that dealers also reported charging of market fee from
farmers for making payment to the market committee ', This

item worked out to about 1.2 per cent of total charges. There
was not much wvairiation in the average amount of expenses passed
on by small and large dexler to their customers, although indi—
vidual items showed considerable variation (table 6.,7). Thus

net sale receipts received by the farmers were Rs. 92 per maund

Table 6.7: Markcting Charges Passed on to Farmers

(Average amount inRs, per maund)

Market 1 S2le lLoss in Weight Labour iMarketiMosque; Total
{Commisstmoisture/,ua~ |Charges} Fee ' Fund !
E ion ;%%Ey'dlscount j E E ' E _
Chakwal 3.0 3.8 0.5 0.1 0.1 7¢5
(40,3) (51.0) (6.7) (1.4) (0.7) (100)
(39.0) (55.3) (4.5) (1.2) - (100)
Weighted
Average 3.0 4,0 0.4. 0.09 0.03 745
(39.8) (53.1) (5.6) (1.2) (0.4) (100)

Average price per maund of groundnut has been considered as Rs, 100
to work out commission charges/maund.

Figures iparentheses indicate the percentage of marketing charges
passed on to farmers.
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(given sale prices of groundnut as Rs, 100 per maund). Farmers
expenses on items like transportation, octroi and food were

in addition to this. To reduce these costs, some substitute
channels or salec agency need to be established. JSuggestions
included (1) opening purchasing outlets seasonally ne@r vill-
ages, and(2) encouraging village dealer activity through a cre=-
dit programme to enable them to handle a major portion of the

marketable surplus at the village level.

Factors Influencing Marketing Decisions:-

In farm procduct business, the dealers have to make
decisions about time of sale and s torage of commodit rfes in
order to &irmbetter margin on various transactions. The dea-
lers were asked to express their views about these activities,
Regarding sale timings, more than 87 per cent of both the
categories of dealers, mentioned that high prices were the
major factor effectiﬁg sale decision at different times. As
soon as the decalers observed prices were high enough, tﬁey
sold the available commodity. In the case of falling prices,
either due to slack in demand or enhanced supplics, the usual
practice was to store the commodity for certain period. In
situations of expected rise in prices, speculative consider-
ations also guided the dealers' decisions of building their
stocks for sale at higher prices. Thus about 41 per cent of
dealers mentioned prevaleht low prices as the main reason for

storing the commodities with the expectation of sales at higher
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prices in the subcsequent periods and thus to increase their

margin on commodity transactions.,

Storing/Selling Decisions:- In table 6.8, various dealer

decisions affecting when and where toc buy or sell are summ-
arised, Large decalers can apparcntly adjust operations more

easily than small dealers.

Tdble 6.8: Factors Influencing Decisions Regarding
Marketing of Farm Produce

Selling H Storing
High PrlCL'AntlLlpattd Total Low Prlce'Ant1c1pated. No | Total
'Dccrgase in, : i Increase in,Res- |
: Price : : } Price !ponse}

14 2 16 5 4 7 16
(8745) (12.5) (100) (31.3) (25.0) (43.7) (100)
14~ 2 16 8 6 2 16
(87.5) (12.5) (100) (50,0) (37.5) (12,5) (100)
28" 4 32 13 10 9 | 32
(8745) (12.5) (100) (40.6) (31.3) (28.1) '(100)

Figures Inrparenthescs indicate the percentage of respondents.b

t
Buying : Shipment
Antlc;pated Low PricelHigh § No i Total}Local , Other
Decrease inj 'Demand:Response:v iMarkets | Markets
Price ; ! ! ! H !
4 7 - 5 16 16 8
(25,0) (43.75) - (31.2°) (100) (100) (50.0)
6 8 1 1 16 16 10
(37.5) (50.0) (6.2) (6.2)  (100)  (100) (62,5)
10 15 1 6 32 32 18
(31.2) (46.9) (3.1)  (18.7) (100)  (100) (56.2)

Figures in parentheses indicate the percentage of respondents,
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Price Formation:-

Price formation is == * portant activity in farm
proauct busineéé resulting in exchange of commodity owner-
ship. It takes place at two stages (1) between farmers and
dealers and (2) between dealers. Accordingly, the dealers
mentioned various methods of price formation between buyers
and between farmers and dealers. Open auction was the most
important practice, followed by individual agreement between
buyer and seller (or say between the dealers and the farmers),

used for disposal of f&wm .produce in the market.

Some dealers also reported use of a chit *.as another
important practice of price formAation between the dealers and
the farmers - 2 practice which
auction, In this practice, the buyers or their representat-
ives write their bids (i.e. price per maund) on a piece of
a paper and fold it. All such bids are collected from the
participating buyers and then opened in the presence of var-
ious sellers, The transactions are concluded in the name of
buyer offering highest prices., This practice was assumed to
increase marketing efficiency by helping disposal of a large
number of lots of a commodity, and avoid buyer price compe-
tition, This practice is, however, gene: ally to the disad-
vantage of farmers as compared to open auction. Table 6,9
shows th" methods used for price formation in the sample

markets,
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Table 6.9: -, Methods of Price Formation*

(a) Between Farmer & Dealer

. 10pen AuctionjUse of Chit]Agreemecnt Between
. ] ’ 1
Size of Dealer. | |Farmer & Dealer

Small 16 1 7
(100) (643) (43.8)

Large 16 4 5
(100) (25.0) (31,3)

TOTAL 32 5 12
(100) (15,6) (37.5)

Figures ibh parentheses indicate percentage of respondents
mentioning a particular method.
Multiple response.

(b) Between Dealers*

JSize of Dealur"'Open AuctionjAgreement Between
'Buver and Seller .

Small 14 10
(87.5) (62.5)

Large 13 10
(81.3) (62.5)

TOTAL 27 20
(84.4) (62,5)

Figures in parentheses indicate the percentage of respondents.,
* Multiple response.

Net price was arrived at after deducting various

charges discussed earlier.

Price Informations:-

Market/price information is of basic
importance in price discovery and formation in commodity

trade, This also increases pricing efficiency in the market.
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Accordingly, the dealers were found actively engaged in
acquiring recent information @muprices, supply and demand,
and'ﬁrospective arrivals/buying. Such information was coll-
ected by dealers both for local and regional markets. The
sample dealers reported a number of ways of collecting price
information. Use of a telephone for obtaining information
on con.iodity prices and buying activities from regional mar=
kets was an equally important source of price information
for the majority (51 per cent) of large and small dealers.
"Daily Business" and other newspapers were other important

sources of information for recgional markets.

Table 6.,10: Sources of Price Information and
Adeguacy¥*

(a) Sources

Size of,Tele-,0Observing ;Op<n Auction;Daily {Telegram ;Total
Dealer !phonelbuyer Acti! Business &Businessjfrom Othcr)
H 1 vity : i { Markets |
Small 15 4 2 6 - 27
(55.5) (14.8) X7.5) (22.2) - (100)
Large 14 8 (18.0) 3 2 30
(46.7) (26.7) ° .(10,0) (6.6) (100)
TOTAL 29 12 5 9 2 57
(50.8) (21.0) "(8.8) (15.8) - (3.5) (100)

* Multiple response

(b) Adeguacy

Size of Dealers | Yes : No ! Total

Small 4 12 16
(25,0) (78.0) (100)

Large 9 7 16
(56,2) (43,8) (100)

TOTAL .13 19 32
(40,6) (59.4) (100)

Figures in parentheses indicate pexzcentage of respondents,
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Regarding price information assembly within the
markets, 6bserving/participation in open auction, supply
and buyer activity (demand) were the major sources/metl.nds

of gathering price information.

The dealers were asked to express their views reg-
arding the existing price information commnunication system,
Majority of the dealers showed dissatisfaction about the system
of price information communication and desired improvemznts,

like improvement in telephone communication efficiency.

Farm Products Grading:-

Grading is nr: importznt operation in marketing farm
products that improves pricing efficiency and brings better
prices to producers, However, the dealers reported that grad-
ing was neither popular among farmers nor among dealers as a
majority of farmers (81 per cent) ~nd 62 per cent of dealers
did not grade farm products (table 6-11). The only commodity
graded was groundnut. Thosc grading products were also not
grading strictly according to the usually accepted grading
standards. The major factors considered in grading of geound-
nut were moisture content cf the produce, its colour, thickness
of the pod, etc. Since we know that a grading program can |
benefit farmers willing to produce high guality crops,it is
obvious that a strong educational program is needed in grading,
Both farmers and dealers inust be shown how they can benefit by.

adopting product gradinge.
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Table 6.,11: Grading of Farm Produce

]
Farmer Grading Dealer Grading |

PactQrs Considered for Grading

Y ¢ s! N o 'TotallMois-|Colour!Thickness!

Dealer; Y e s ! N o {Total
Size . H H

Size |Total¥*
]

H H jture | : H H
Small 2 14 16 5 11 16 1 4 3 4 12
(12.5) (87.5) (100)(31.,3) (68.7) (100)(8.4) (33.3) (25.0) (33.3) (100)
Large 4 12 16 7 9 16 2 6 3 2 13
(25.0) (75.0) (100) (43.7) (56,3) (100) (15.4) (46.1) (23,.1) (15.4) (100)
TOTAL 6 26 32 12 20 32 3 10 6 6 25
(18.7) (81.3) (100)(38.5) (62.5) (100) (12.0) (40.,0) (24.0) (24.0) (100)

Figures in parentheses indicate percentage of respondents.

* Multiple response.
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Storage Capacity:-

Adequate storage facility is a pre-requisite in
farm product business in order to store farm produce to
overcome low or errntic price periods and as a speculative
activity to securing larger margin on sale transactions.
The dealers are, therefore) supposed to have proper stor-
age facility according to the nature and volume of their
business. The survey indicates that all dealers had storage
facilities, owned or rented-in, mainly attached to their
shops. The average storage capacity available with small
dealers was about 582 maunds and that of large 672 maunds,
Large dealers had proportionally large storage capacity

(table 6.12).

Table 6.12: Storage Capacity

(a) Storage Capacity Available
to Dealers

7 ;
Size of | Sample !Total Storage:Average Storage;Capacity as
Dealer- | 1 Capacity ! Capacity ! percentage
H H ; 'to Total
Small 16 9300 581.3 46,4
Large 16 10750 671,9 53,6

TOTAL 32 20050 626,6 100.0
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(b) Suggestions for Improvement

of Storage Arrangements¥

: Suggestions !
iConstruction of yStorage;No, of Sugg-;
gfgéeriMedium Size Storage; Pest |estion ! Total
1in the Market iControl} ‘ H
Small 13 1 4 18

(72.2) (5.6) (22.2) (100)
Large 14 2 3 19
(73.8) (10.5) (15.8) (100)
TOTAL 27 3 7 37
(73.0) (8.1) (18.9) (100)

Figures in parentheses indicate the percentage of
respondents,
* Muitiple response.

Storage Losses:= It was observed that dealers were not
very conscicus about the benefits of better storage arzange-
ments/practices and the magnitudes of losses ACCTVLaL Tt on
account of improper storage. Therefore, the dealers ra;ely
concerned themselves about proper storage and check the
losses. Thus the data supplied by dealers on storage losses
was not reliable as they never measurcd storage losses.
Hence no details on this account are available, It is
obvious that an educational program on causes of storage

losses, and methods of recducing such losses is needed.

Storage Improvement Program:- In response to the question
Of expressing their views on storage improvement:, ;.. :f e

age improvement suggestion offered by 73 per cent dealers
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was construction of medium type storage at market level
by the Market Committee or the government while the other
important suggestion was control of storage pests in the

existing storage.
Credit Utllization:-

Two major aspects of dealer credit
practice~.were studied. (i) credit advanced by dealers to
their farmer clients, and (ii) credit utilization by dealers
themselves. The discussion that follows focuses on these

two aspects.

Dealer Credit for Farmers:- Table 6,13 shows that 84 per

-

cent of the dealers extended credit to farmers, the proport-
ion of small and large dealers being comparable to a large
extent. The major purpose for which credit was extended was
domestic use. The deakrs extending 2 loan gave it for more
than one purpose.. No dealer mentioned any charges Or con-
ditions for loan repayment. The loan cost was imputed. The
farmers getting a loan were supposed to bring their produce

to the dealer providing the loan. The loan cost was made good
through the margin secured on purchase/sale of farmer products

brought by farmers and marketing charges passed on to them,

Table 6.,18: Dealer Credit to Farmers
Purpose of Credit

Size of | Y e s ! N o ! Farm Inputs ! Domestic Needs
Dealer . ! ' ! s _ -
Small 13 3 10 13

(81.3) (18.7) (43.5) (56.5)
Lagge 14 2 11 12

(87.5 (12.5) (47.8) (52.2)
TOTAL 27 5 21 25

(84,4) (15.6) (45.6) (54,4)

Figures in parentheses indicate responses within same category.
* Multiple response.
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Dealer Credit Utilization:=-

Credit use among dealers was a common practice;
Table 6,14 shows that of the total respondents, 15 (47 per
cent) obtainea credit to finance their business, while
others relied on their own sources. Of the credit users,
87 per cent used institutional loans, while 13 per cent
used non-institutional credié.. The proportion of the
large dealers using credit was higher than of small dea~-
lers, Similarly, the large dealers had 77 per cent’of
the total instituticnal credit and 62,5 per cent of total
loans, indicating their compa -atively larger share in
-loans obtained from both sources compared to small dea-

lers, (table 6.14)

The test of correlation between dealership size
and credit utilization showed significant correlation at
0.05 confidence level. The value of coefficient of corre-

lation 'r' in this case was 0, 407 and 't' wvalue = 2,278,

Institutional loans were obtained against security.
Table 6,14 shows that property and s:ock pledging were the
two major collateral arrangements for obtaining bank loans
for large and small dealers., However, security against pro=-
perty was used by a majority of the dealers, while about 24

per cent dealers also received loans against their bank
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Table 6,14: Dealer Credit Use

T T e | ] ) _
. ...—ainstitutional Credit !Non-Institutional Credit Total Credit Hk Collateral
Dealeri{Nc, of!Total 1Average;No, of;Total 1Average,;No.of;Total 1ABerage;Stock;iProperiOver i Total
Size (Resp. jAmount jAmount ; Resp !Amount!Amount iResp !Amount!Amount iPled-;ty PleiDraft !
! HIR D), i XRs) 4 3 (R) | (Rs) ! i (R) § (Rs) iging !dging ! H
Small 6 126000 21000 1 30000 30000 7 156000 22285,71 2 5 - 7
(80.8) - - (19.2) - - (100) - - - - -
(23.3) - - (37.5) - - (26.1) - (28,6)(71.4) - (100)
Large 7 415000 59258 1 50000 50000 8 465000 58125 1 5 4 10
(89.3) - - (10.7) =~ - (100) - (10.0) (50.0) (40.0) (100)
(76.7) - - (62.5) - - (74.9) - - - - -
TOTAL 13 541000 41615 2 80000 4000 15 621000 41400 3 10 4 17
(88.7) - - (13s3) - - (100) - (17.7X58.8) (23.5) (100)
(100) - - (100) - - (100) - - - - -

Figures in upper parentheses give the share of each credit source in the total lending, while the
figures in lower parentheses show the proportion: & amount taken by small and large deazlers.
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accounts as 'over drafts'. The proportion of small non-
users of credit was slightly higher than the large cate-
gory. Low use of credit by dealers reflects the existence

of certain constraints as discussed below:

Credit Improvement Program:-

The various constraints discussed by dealers were
high interest rate, the nature of existing terms and con-
ditions of issuing and repayment of the loans such as low
credit liimits of credit followed by banks, and stock ple-
dging, These constraints were reflected in suggestions
put forth by the respondents. Availability of credit at
low interest rate or free of interest was the most promi=-
nent suggestion to help the dealers use more credit. Ra-
ising credit limits, and making the other terms of credit
flexible~like op:npledging* of stocks and property were

some other suggr:stions (table 6.15).

* Open pledging refers to cases where the stocks and
property pledgedwith the banks is easily accessible
to the loanee as and when needed for showing stocks

to the interested buyers,
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Table 6.15: Suggestions for Improvement in a Credit Programme

Deal 1Easy Terms; Open |Stock 1 Low |Ipter-|Perso-'No Con-jLimit {Proper- iNo., of!
Siz:r: and iPledg-{Pledging }{Ipter-'est/ !nal 1dition ;Should |ty Ple- iRespo-! Total*
,Conditions!ing yon Market!est 1Free |Surety:to Open'!be In- 1dging on !nses !
: H i Price | 1Loans !} :Account:creased;Full Value) !
Small 1 - - 9 5 1 3 1 1 4 26
(3.9) - - (34.6) (23.0)(3.9) (11.5) (3.9) (3.9) (15,3) (100)
" Large 1 2 2 7 4 1 1 1 2 4 25
(4.0) (8.0) (8.0) (28.0) (16.0) (4.0) (4.0) (8.0) (8.0) (16,0} (100)
TOTAL 2 2 2 16 10 2 4 2 3 (15-7) (188)
(3.9) (3.9) (3,9) (31.4) (19.6) (3.9) (7.8) (3.9) (5.9) ‘

—

Figures in parentheses give the percentage of responses.

* Multiple response.
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General Problems of Dealers:-

The dealers problemé mainly related to the impro-

vement in the credit system and marketing facilities.

About

49 per cent of the dealers mentioned non-availability of

credit~high interest rate as a major problem affecting their

business activity.

Lack of proper amenities in the market

premises such as an animnl shelter and drinking water faci-

lity was another problem,

Other problems included non-grad-

ing of produce by farmers (14 per cent), and lack of pacca

roads (11 per cent) in the rural areas (table 6.,16).

Table 6.16: General Problems of Dealers-Puniasb

Dealer

Size |Credit

{Required}High
iRate off of
INot Ava-Inter- Pacca} not

tilable .lest

Small S
(39.1)

Large 3
(21.4)

Total 12
(32,5)

3 3 5
(13.0) (13,0) (21.8)
3 1 -
(21.4) (7.2) =

6 4 5

(16.2) (10.8) (13.,5)

* Multiple responses.
Figures in parentheses indicate the percentage of respondents,

*S. AZHARY*

'Roads!Graded!Market

1Lack ;Commo-,No Watch-!No Shelter;Total*
tditiesiman in

{Arrange- |
i the iments for |
{Animals H
2 1 23
(8.7) (4.4) (100)
- 7 14
- (5040) (100)
2 8 37
(5.4) (21.6) (100)
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CHARACTERISTICS OF THE 'BARANI' MARKETS

Mansehra market exhibited rather more typically
the characteristics of a centralized marketing system,
In all of 'Mansehra Tehsil', this was the largest market
serving the majority of the rarmers seéttled in the surr=-
ounding villages. According to our estimate, 38 per cent
of the villages in 'Mansehra Tehsil' were being served by
this market. Farm produce assembled at the village level
primary markets iike Oghi, Battzl, Jabori, Nawazabad, Dhu-
dial and Ballakot, was brought to Mansehra for onward sh-
ipment to other regional consuming markets. Among the
primary markets, Oghi was the largest, as the markeced
surplus from about 25 per cent of the villages in Manse-
hra Tehsil was being brought here for sale. Other markets
like Battal, Jabori, etc. were providing marketing ser-
vices to the farmers in the rest of the villages in this
'"Tehsil'. Table 3.1 indicates the distribution.of sample
and 'tehsil' villages with respect to the pull of the

primary and whole sale markets,
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Table 3.1: Number and Percentage of Vill-
ages Served by the Markets

] ]
Market ! Sample Villages ! Tehsil Villages(0)
[} 1
E No ! % ; No ; %
Mansehra*
(Wholesale
Market) 8 36,4 . 80 37.7~
Oghi (Primary
Market) 7 31.8% 53 25,07
Battal (Primarg
Other**
(Primary Markets) 3 13.6. 37 17.5%
TOTAL: 22 100 212 100.0

* Villages falling near Balakot are also included in
Mansehra.

** Other Primary markets included Nawazabad, Jabori and
Dhudial.

(0) Inferred from the sample distribution.

Market Structure:- Due to the lower density of agricultural

production, no regulated and organized market existed at Man-
sehra. Only two commission agents/wholesalers were found en-
gaged in the trade of agri. produce at Mansehra. One of the
commission agents controlled 70-80 per cent of the bus iness

of farm products, and was running a thriving business in this

fielaa The other large dealer of Mansehra market who was_

i/

The dealer used to assdmble commodities through his employed
agents or through village ‘beoparies’ having business terms
with him, in addition to the commodities directly marketed
with him by the farmers of adjoining areas.
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purchasing farm produce on his own account brought by
the farmers or petty itinerant de=lers was also found

to be disposing it of through the largest commission
agent referred above., In addition, there were about

40 retail (karyana) shops that were also having frequent

inter=action with the main dealers.,

The structure of Manscehra market, when exami-
ned in the context of 2 theoretica2l market model of
perfect competition showed maximum deviation because
of the strong mouopsonistic element in the market.
However, the final performance of this market did not
show 2 high degree of imperfection as one would assume
due to the monopsonistic structural settingy The main
dealer was not making exhorbitnt profits despite his
apparent control over the tot=l business in f£2rm pro-
ducts. The prices set by him were found in line with
and based on the recent quotations of the regional mar-
kets. The price differentials between the village
purchése prices announced by him were Aalso commensurate
with his shipment costs (transport, handling, and octori,
etc) plus nominal profit. His sales in the regional
markets were mainly (95 per cent) on a commission basis,
Commodities were shipped to the ordering firms on the
price quotations they had conveyed and agreed to on
the telephone. Only 5 per cent of the commodities
were stored by him as a speculative activity to

gain advantage of the overtime rise in prices. Another
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check on the profit lcvel of this denler was th:t the reg-
ional de~lers uscd to get information 2bout prices preva-
iling in Mansehr2 m~rket through other sources in ordcr to
know whether or not the commission -gent was making =n ex-
cessive profit. As the commission =¢ent knew -bout this
activity, he used to keep his margin within a reason-ble )
limit in order to mnint~in his hold on the rcgion-l m1rk3€:/
The village (prim~ry) m~rkets s¢rving Mansehra
mirket were char~cteriscd by sm 11l ~nd economiczally unvi=-
2ble marketing units oper~ting ~t 2 low level of efficiency
with limited cnhpit~l investment., These units werc handling
mainly rctail business 2nd partly asscmbling £orm products
for the commission -gents durin:; the hirvcst season. None
of them was found in » position to handle a large business

volume independently -nd economically..

Table 3.,2: Ciassificiation of Denlers in
Manschr» and Other Markets

Market +Sample;Commission Agent!Villace Shopkeeper
1Size | np ! % ! No {} %
Mansehra 8 1 12.5 7 87.5
(5) (62,5)
Battal 5 - - 5 100 |
(3) (60)
Oghi 1 - - 1 100
(1) (100)
Other M=rkets 4 - - 4 100
(4) (100)
TOTAL : - 18 1 5.6 17 94,4

(13) (72,2)
Figures in parcentheses ( ) indicate de-~ler distribution
by sncestornl profession s frmers.
2_/Despite this, the de~lcr was clerrly eatning a profit in
two ways through his pricing practices. First, through the
differcnce betwecn the farm purchasc nrice and the market
price set by him on the b-sis of re¢rional market price., Sdc-
ond, through his sales on commission to ordering firms. In
this case he further sccurcd his profit in two ways. He uged
"0 rell when prices were f:vour-ble -nd nssuring hichest diff-
erential. The commission sales served as a hedrge against any
market price fluctuntions.
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The inform-tion collected on the ancestoral profess-
ion of dealers shows that the majority(72.2..) of market and
village dealers belonged to the farming community, However,
due to the lower farm productivity level, dealers were foll-
owing virious off-farm persuits like the farm products busi-
ness to supplement their income from farming., They were not,
however, @apable of managing a farm product business on a lar=-
ge scale due to the. 1limited capital availability for invest-
ment, The information collected an the business volume of
dealers having farming as an ancestoral profession, revealed
that they were attracting more farm product business as com=-
pared to the dealers coming from non-farm households, The
weighted average volume of the f .rmer category was 946 maunds

and that of the lsgger was 654 maunds,

Shops and Godown Ownership:~ The table below shows that.a

majority of dealers (78 per cent) were having business in ren-
ted-in shops ~nd godowns. This was in conformity with the
nature of their business as the majority of them were having
asmall seasonal business volume, Only the bigger unit- in
Mansehra market was owning zhops =2nd godowns. (Téble 3.3)

Table 3,.,3: Qwnership of Shops/Godowns

: Owned Rented-in : Total
Markets T 7 No ! % v No | %
Mansehra 1 14,3 6 8577 i} 100
Battal - - 5 100 5 160
Oghi - - 1 100 1 100
Other Markets 3 60 2 40 5 100
TOTAL: = 4 22,2 4 _____77.8______18_____100_
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CHARRCTERISTICS OF 'BARANI' FARMERS STUDIED

The major topics discussed in this chapter.are,
location of'sample villages with respect to Mansehra and
the type of reads linking the hinterland with this market
town, Also discussed in this chapter are, distribution
of sample farm households by farm size and family struct-
ure, and the production and markc¢table surplus of major

crops.

Location of Sample Villages:- The discussion made earlier

in the section on methodology shows that the sample vill-
ages in NWFP werc selected from a distance extending up

to 30 miles from Mansehra, due to the low densigy of ag- -
ricultural production., The irrigated cropping in thé
wcinity of Mansehra also necessitated the selection of
villages from longer distance., Consequently, the villages
arround Mansehra were selected beyond a distance of 5 miles
from the market town. As may be secn from table 4,1, Man-
sehra markect was receiving farm products from eight (36
per cent) sample villages, more than half of which were
located within 5.-10 miles =nd the rest in over 10 miles
radins, The village primary markets like Oghi and Battal

were attracting from 32 and 18 per cent of the sample vill-
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ages, respectively. These villages were, however, located

within 2 radius of five miles from these markct places.

Table 4,.,1: Distribution of Somple Villages*

Distance radii(in miles)/Type of Linx Road)
(]

)
Maiket H

i1 0=-575-10 {Over 10,Al11 Villages , Total

: [} : ] : [] : ] [) :

L K P 1 PIK4P ' P IK+P! K ! P } K+P |

[} 1 ! ] L ] [} [} [{ ]

;
Mansehra - - 3 2 1 2 - 4 4 8
Oght 3 4 - - - - 3 4 - 7
Battal 1 3 - - - - 1 3 - 4
Other
Markets 2 1 - - - - 2 1 - 3
TOTAL 6 8 3 2 1 2 6 12 4 22

* The figures in the table indicate number of villages in
each category.

Table 4.1 shows that of the total sample villages,
more than 50 per cent of the villages were connected by
'pacca' road, while about 29 per cent were located on 'kachal
roads and the rest on 'kacha + pacca' roads. This implies
that the quality of roads linkage necded improvement, alth-
ough it was comparatively better in the NWFP sample area

than in the Punjab's study area.
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Farm Size Distribution:- The farmer sample studied in

Mansehra market area was comprised of 19 (54 pzr cent)
small, and 16 (46 per cent) large farmers. The small far=-
mers cultivated land ranging between 16 and 100 kanals.
The cultivated land area of large farmers ranged between

120 and 500 kanals, except for one farmer who had 2000 -

kanals.,
Table 4.2: Farm Characteristics
H : Average Farm Size (acres) ;Cultivated Land
4
g?;ﬁ :Sg?gée. .es.es On the basis of.... { as a percent of
! i Total;CultivatiNet Operational ;the Total Farm
H 'Land ,ed Land | Land : Lanc
1 l [l 1 .
Small 19 17.3 7.9 6.5 45,8
Large 16 121.9 42.6 17.6 35.0

* Both the farm size categories consisted of 31 owner
operators =2nd 4 owner non-operators. No tenant or
owner-cum-tcnant was included in the sample.

** Net operational land = owner cultivated land + rented-in
land -~ rented-out land.

Table 4.2 shows that the average farm size on a
total land area basis was about 17 acres in the case of small
farmers and 122 acres for large farmers . The uverage farm

size based on cultivated area was 8 and 43 acrcs DX these
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farmer categories respectively. The percentage of uncul=-
tivated land was again higher, as it was in the Punjab's
'barani' area, in the case of large farmers compared tn
small farmers, with lower land use intensity »n larqge farms.
A higher percentage of cultivated larnd with small farmers
shows their more intensive use of land rescurces. This
ailso implies that improvement in land use intensity on
large farms can make available more cultivable land to

enhance the crop area,

As customary elsewhere in the country, it was also
common to rent out land in this area, The information coll-
ected about the amount of crop share received from rented-
out land showed that the average amount received was 223
maunds in the case f large and 87 maunds for small farmers
during ‘'kharif', and 64 and 40 maunds during ‘'rabi', res-

pectively.

Farm Production Activities:-

Cropping Pattern:- The cropping pattern followed by far-

mers of this area was also of a diversified nature and sub-
sistence oriented. Due to ecologicil factors, the cropping
was also limited to only a few major crcops, like wheat and
maize, raised by almost all sample farmers.

Table 4.3 reveals that the cropping intensityf of

- ]

* Cropping intensity refers to both seasons (kharif' énd "rabi')
of the year,
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large farmers was 70 per cent, which was considerakly lower
than small farmers who were cultivating their land at an in-
tensity of 93 per cent. This pattern of cropping intensity

was similar to that of the Punjab study area. One of the
major reason for low cropping intensity was that large farmers
were using a large part of their land for rzising poultry/live-
stock, and forests/orchards. The contribution of these sources
to total farm households income was also higher than that of
the field crops. Additionnally, inefficient land operation by
large farmers was another reason for low cropping intensity.

It is also noticeable that under the peculiar agro-climatic
conditions of tr2 study area, the sample farmers were allo-
cating a higher percentage (72) to 'kharif' crops compared

to 'rabi' crops, in which case the proporiion of area culti-
vated was only 28 per cent. Similarly, che proportion of area
allocatéd to 'kharif' crops, by small and large farmers was

considerably higher than for 'rabi' crops.

Table 4.3: Cropping Pattern on Sample Farms¥*

(a) Knarif, 1977

Farm}Average Cropped}Cropping { Maize | Mash | Other
SizelArea (acres) 'Intensity! - !  Crops*¥*
Small 5.0 93.1 88.9 8.2 2.9
(100) (52.6) (41.1)
Large 22.3 70,2 90,5 2.9 6.6
(100) (50  (112.5)
TOTAL 13.0 75.1 90.2 4.0 5.8
(100) (51.4) (74.3)

* Area under each crop exprcssed as percentage of total area.

** Other crops comprised moth, beans, groundnut, rice, etc.,
grown by different farmers.

***Multiple Response,
Figures in parentheses give the percentage of respondents
growing the crop in each farm size category.
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(b) Rabi, 1977-~78

FarmiAverage Cropped; Wheat ! Sarcon | Masoor ! Bareiy
Size'Area (acres) ! H ! H
(100) (36.8) (15.8) -
Large 7.6 80,0 5.8 2.7 1.5
(87.5) (21.2) (18.7) (6.2)
TOTAL 5.0 82.7 13.8 2.4 1.1
(94.3) (34,7) (17.1) (2.8)

For explanation, refer to footnotes under table 4.3 (a).

The cropping pattern of sample farmers presented in
the above table shows that maize was the principal 'kharif!
cron grown by all the farmers, who planted 90 per cent of *ue
cropped area to this crop. Fifty one per cent of the respon-
dents allocated about 4 per cent of the cropped area to mash,
Other ‘kharif' crops like moth, lobia, groundnut, rice, were
grown by 74 per cent respondents on about 6 per cent of cro-

pped area,

among 'rabi' crops, wheat occupied the largest pro-
portion claiming about 83 per cent of the cropped acreage.
This crop was grown by 94 per cent of the respondents as some
of the respondents could not grow wheat due to snowfall during
the survey period. Cultivation of sarson and lentil was limi=-

ted to about one third of the sample farmers.

Production by Farm Size:- The discussion that follows, des-

cribes the average production per household of major 'kharif'

and ‘rabi' crops produced on the sample farm households. As
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may be seen from table 4.4 the average quantity of maize
and wheat produced by each farm household was 140 and 51
maunds respectively. However, average production on small
farms was much less compared to the large farms, The table
also shows that the average production of maize and wheat
on small farm households was 83 and 39 maunds respectively.
Large farmers on the average, were producing 208 and 66
maunds of these crops. The position of other 'kharif!

and 'rabi' crops on small and large farms was similar to

that described above.

Table 4.4: Average Production of Major Crops
by Farm Size on Sample Farms

1 ]
! Kharif H Rabi
Farm ; Maize | Mash ! Others* | Waeat | Others*
Size ! H ! : H _
Small 83,4 1.6 6,4 39,0 2,7
(100.0) (52.6) (36.8) (100,0) (47.4)
Large 207.5 4,0 20,3 66,2 12.6
(100.0) (50.0) (68.8) (87.5) (50.0)
Wt.Avg: 140.1 2.6 14,9 50,6 Ted
(100.0) (51.4) (51.4) (94.3) (48,6

Figures under ecach crop indicate average guantity in maunds
of production by farm size,

Figures in parentheses indicate the percentage of respondents
producing the crop.

Other crops considted mainly of ‘kharif' pulses(like moth,
methi),soyabeen, rice, groundnut, and ‘'rabi crops like
sarson, mascor and barley.
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Plans to Increase Production:- The sample farmers were

asked whether or not they planned to increase production.
They were also asked to mention the ways in which they
planned to do so. The table below shows that zbout 26 per
cent of the respondents did not have any plans to increase
productiog. The remaining farmers mentioned two ways of
increasing production; through an increase in area under
crops, and through an increase in yield per acre by using
improved inputs. The majority of small (60 to 62.5 per
cent) sample farmers were equally interested in increasing
maize and whezt production by increasing 1-10 kanals of
area under these crops. Morc than 12 per cent farmers
planned to increase production by using more inputs. This
implied that the small farmers were making intensive eff-

orts to get more production from their small farms.

Table 4.5:'Plans to Increase Production and
Utilization of Incremental Pgoduce

Farm : rop H Increase in Production: 'Utl1kZ°L10n if Incre-
Size H “Through Increase in Area;Through morejmental Produce
= e (kanals) 'Fertilizer& } To Purchase
H jl-lO T11-25!26 & Above! Machiner ry iNecessities|Farm
SMALL i1of Life | Inputs
Maize. 10 3 1 2 13 6
(62.5) (18,3) (6.2) (12.5) (68.4) (31.6)
Wheat 9 3 i 2
) (60,0) (20.0) (6.7) (13.3) - -
“ARCE \oise 3 3 1 1 A 6
(37.5) (38.5) (12.5) (12.5) (40.0) (60,0)
Wheat 5 2 2

(55.,6) (22.2) (22.2)

* 16 per cent small and 38 per cent large farm size category (on the
whole 26 per cent)
Figures in parentheses indicate the percentage of respondents.
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The above table also shows that about 75 per cent
of tﬁe large maize growers planned to increase wheat pro-
duction mainly by increasing area under this crop up to
25 kanals. The reason for this tendency was scope of in-
creasing area because of their large farm size. The table
further shows that the major use of incremental produce
reported by 68 per cent small farmers was financing domes-
tic needs, while 60 per cent of large farmers mentioned
purchase of farm inputs. This implies small farmers' less-
er commitment to farming because of other compe;ing family

needs,

Prices Needed to Cover the Cost of Production:-

Sample farmers were asked to indicate the level
of prices that would be sufficient to cover the cost of
production cf various crops. More than 80 per cent of
the farmers under study mentioned Rs. 50/- to 70/- as
the most appropriate price level meeting their cost of
procducting one maund of maize. A minor percentage of far-
mers said prices should be above. Rs, 100/- pcr maund., (Lo-
gically, the prices quoted seem exaggerated as this much
cost is not incurred in the case of maize production under

'barani’ farming,)

Similarly, mash prices were prcferred by majority

(62.5 per cent) of sample farmers at B, 100 or ébove, keeping
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in view the increase in production costs. (Table 4,6) e -

Table 4.6: Prices Considered Sufficient Enough
by the Sample Farmers to Just Cover

Cost of Production

Price range (R per maund)

|}
Crop~  170-49.5750-59.9760-69.9}70-79.9'80-89,9190-99,9] 100 &) Total*
1 ] I ] ‘ ] lAbove!
Maize 4 20 6 1 - - 1 a2
(12.5) (62.5)  (18.8) (3.1) - - (3.1) (100)
Mash - - - - 1 2 5 8
Wheat 8 15 - 2 - - - 25
(32,0) (60.0) (8,0) (100)
Other
Rabi - - 2 1 1 3 6 13
(15.4) (7.7) (7.7) (23.1) (46.1) (100)
Other
Kharif - - - 1 '3 1 5 10
(10,0) (30.0)  (10,0) (50,0) (100)

* Remaining farmers did not respond.

Figures under each column show number of respondents while
figures in parentheses indicate their percentages.

The above table shows that the majority (60 per cent)

of farmers desired wheat prices between Rs, 50/- to 60/~ to cover

cost of production, However, this price range also seems to be

high in view of the cost of production incurred by 'barani!

farmers. The prices seem to be described with reference to pre-

vailing market prices,

Factors Limiting Production:- The sample farmers mentioned seve-

ral factors limiting their interest in crop production,

One of
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the major constraints mentioned by 56 per cent of the sample
farmers was non-availability of farm inputs/agri-machinery

on time and at cheaper/official prices followed by financial
constraints to finance crop production activitiesf Shortage

of irrigation water/uncertain rains were some other constraints

in this respect.

Table 4,7: Factors Limiting Production and
Incentives Nceded to Increase
Producticn

Limitinc Factors Incentives needed

Farm tNon=-AvailiFinancial!Shortage |Supply of {Interest !IrrigatQ_
'ablélity ;and Othertof IrrigatiFarm Inputs/{Free Cre-;ion Water

Size ‘of Farm jConstra- jion Water/i{Machinery at}dit/Other,Facility/
!Inputs/ {ints* ‘Uncertain ;Cheeper 1Facilit~ ;Tubewell
IMachinery! ! Rains IRates thesk* !and Con-

! H v H . i struction
H H H : H of!small Dang
Sm2ll 47 22 12 34 15 8
(58.0) (27.2) (14.8) (58.6) (26.3) (14{0)
Large 37 26 6 33 17 5
(53.6) (37.7) (8.7) (60,0) (30.9) (S.1X:
TOTAL 88 48 18 67 32 13

(56.0) (32.0) (12.0) (59.8) (28.6) (16.6)

Figures in p.rentheses indicate the percentage of respondents.

* Inklude: ‘Kacha' road, ineffective pesticides, 1lack of technical
knowledge, low priceSof farm produce, soil erosion.

** Include: Provision of 'pacca' road, credit, and supply of
electricity, etc,

Regarding incentives needed to maintain farmer inter-
est in increasing crop production, a majority (60 per cent) of

them desired supply of inputs at cheaper rate fcllowed by impro=-
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ving liquidity through interest free loaning.

Marketable Surplus:- - As may be noted from table 4-8, maize
was the only major crop generating a sizeable amount of mar-
kétable surplus cn all sample farms. A marketable surplus.
of wheat was available from about 29 per cent of the sample
farm households, while 31 per cent of the sample families

had a marketable surplus of other 'rabi' crops. (table 4.8)

"fable 4,8: Marketable Surplus of Major
Crops on Sample Farms

Rabi

[ ] . []
Farm | Kharif :
Size | Maize* | Mash | Others**} Wheat y Others**
small 16.3 = 2.3 . 4.0 8.5 1.9
(100.0) (10.5) (21.1)  (26.3) (26.3)
Large 74.0 . 5.5 - 20,0 37.4 9.9
(100.0) (18.8) (31.3) (31.3) (37.5)
Wt.Ave. 42.5 4.2 15.4 23.0 6.3
(100,0) (14.3) (20.0) (28.6) (31.4)

Figures under each crop indicate average quantity in maunds
of marketable surplus by farm size,

Figures in parenthescs indicate the percentage of respondents
selling the crops in each farm size category.

* The proportion of wheat and maize was ~alculated on the
basis of total marketable surplus available during each
season on the two farm size categories.

** Other crops consisted mainly of ‘kharif! pulses (1ike
Moth, methi) soyabean, rice,and 'rabi' crops like sarson
and lentil.



-164-

The above table shows that the average amount of
marketable surplus varied according to farm size and to
the crops grown. In the case of maize, the average amount
marketed was 16.0 maunds by small farmers and 74.0 maunds
by large ones. In the case of wheat, theaverage amount of
marketable surplus on 26 per cent small farms w=s 8.5, and
37,4 maunds with 31 per cent large ones. A peculiar pheno-
menon was observed that 11 per cent of the sample farmers
sold wheat at a higher rate to meet their financial needs,
but purchaised wheat flour & a subsidized rate from ration
sho s during thc cff-season, On the whole, 211 maize gro-
wers sold about 43 maunds of maize, while on an average,
23 maunds of whoat was marketed by about 29 per cent of

the respondents.

Correlation coefficient ‘',' was computed to examine
the relationship between farm size and marketable surplus
followed by t-test to see the significance of results. The
values obtained were 0.251 and 1,488 respectively. This
showed weak relationship between the two variables. The
explanation for low Value was that the amount of marketable
surplus was influenced by other variables like family size,

as large families mainly belonged to large farm size categories.

Family Size and Consumption Needs:-

Family Structure*:- The distribution of the farm family

* Due to unusually lafge family size, the farm families have
been divided into more size categories than the ones used
in the Punjab. :
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sizes presented in table 4.9 shows that on the average
each farm family consisted of about 16 members. How-
ever,the larcest percentage of sample families compri-
sed about 13 family members. The reasons forjdnusmhgly
large family size were high fertility rate among farm
families and a larger number of non-family members like
Dehkans, servants and relatives residing with each fa-
mily. The implication of the large family size was
{Liuh: a major portion of the foodgrains prodiuced by the

farm household was retained for home consumpt.ion,

Table 4.9: Family Struture of Sample
Farm Households

Family Composition

1
Family ,Distribut-;Child-!Adults {Non-Family!Average Fam-

Size ! ion¥* i ren** ! iMember*** !ily Size

1 =05 2 3 4 1 4
(5,7)

6 - 10 5 19 19 6 8.8
(14.3) :

11-15 12 45 84 25 12.8
(34,3)

16-20 7 40 58 27 17.9
(20,0)

21=25 6 28 68 36 22
(17.1)

26 & Ahove 3 30 44 29 34,3
(8.6)

TOTAL: 3E 165 277 124 16,2

(100,0)

* Number of respond:nt families in each size category.
** Upto 12 years of aye irrespective of sex category.
***Non-family memkzrs include ‘Dehkan' families, which
raised the average family size,
Figures in parentheses indicate the pereentage of respondents.
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Production and Consumption by Family Size:- The

pattern of food consumption in the area under study
was also similar to that of other parts$of the coun-
try. However, due to agroclimatic/ecological fact-
ors influencing the production pattern, maize grain
was the chief component of the farm family diet.
Accordingly, the sample households of various family
size categories were producing an adequate amount

of maize, the average quantity being about 140,0
maunds, Although wheat was also an indispensible
component of the farm families diet, its production
was not sufficient to meet domestic requirements & famm households
purchased, on average, 25 maunds of wheat during the
year. It is, however, worth noting that none of the
sample farm households purchased 'kharif' or 'rabi'
pulses, as the home produced quantity was sufficient

for domestic requirements. (Table 4.10)

Table on next page.
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Table 4,10: Average Production, Consum-
ption and Purchases Classi-
fied by Family Size

(a) Kharif

Family Maize o Mash

(in maunds/family)
! Others*

Size

[ ]
'Produc-; Consum-

! Produc~| Consum- | Produc= | ConsumtPurch-

ttion ‘ption !tion 'ption !tion 'ption jases
1 -5 45 13.5 4,3 0.6 20.0 16.0 -
(5.7) (2.9) (2.9)
6 = 10 236.8 37.2 1 0.7 25.5 3.8 -
(14.3) (5.7) (8,6)
11- 15 106 56, 2 1.0 0.64 7.6 6.7 4
(34.3) (17.1) (20,0) (5.7)
16~ 20 ©9.9 42,5 4,2 1.1 2.0 23 -
(20,0) (14.2) (14.2)
21—~ 25 191.2 78.5 1 1 13.6 6.5 12
(8.6) (5.7) (20.0) (2.9)
26 and &170.7 86.9 6 1 4.0 - -
Above (8,.6) (5.7) (8.6)
TOTAL: 140,1 54,9 2,6 0.8 10,3 4,9 6.6
(100.,0) (51.4) (74.3) (8.6)

Figures in parentheses indicate the percentage of respondents

* Mainly Pulses.

.'Thc tzble hlsd shdws’that the ~v.rage mount
of consumption of m ize ~n2 whe t whs positively related
to £ mily sizc; larger  "mounts bein; consumed by large
he ~v.r-—-e amount of rroduction o=

f-mili.s. However,

these crops did nct show ~ clenr rcl=ationship with the.

family size.
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(b) Rabi
. - (in maunds/family)
Family Size | Wheat H Others*
(]
EProduc-:ConsumlPurchas-:Product-:Consum—
'tion iption jes 'ion ‘ption
1 - 5 27 9;6 6.8 3.8 0.3
(5.7) (2.9) (2.9)
6 — 10 65.2 27.9 14.6 - -
(14.3) (11.4)
11 - 15 45,9 32.1 17.3 1.5 0.9
(34,.3) (28,6) (5¢7)
16 - 20 54,4 17.9 28,3 1.3 1.0
(20,0) (17.1) (2.9)
21 - 25 29,8 20.6 35.1 0.2 0.2
26 and Above 79.0 32,2 37 15,0 2.0
..(8.6) (5.7) (2.7)
TOTAL: . 50,6 25.8 24.5 3.3 0.8

(94.3) (82.7) (20.0)

Figures in parentheses indicate the percentage of resp-
ondents.,

* Mainly 'Rabi pulses (lentil) and sarson (for extrac-
ting oil) .,

Marketablc Surplus by Family Sizei-  The gizc of farm
household and- its fipancial needs are =~ssumed to in-
fluence the av-ilakility =nd qu-ntum of marketable
surplus particularly th-t of feodyr :ins and pulses.

The amoupt.ofim=rket-blc surplus of vsrious crips esti-
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mated on the basis of family size is presented in

table 4.11,

Table 4.11: Marketable Surplus by Family

Size on Sample Farms (1977-78)

{in maunds)

Family Size | Kharif ! Rabi
[ ] 1 -
{ Maize |} Mash |} Others* |} Wheat | Others**
l =75 16.5 2.5 3 20,0 2.3
(5.7) (2,9) (2.9) (2.9) (2.9)
6 - 10 99,2 - 62 25,0 13.4
(14.3) (2.,9) (5.7) (5.7)
11 - 15 26,5 - 5 2.0 1.2
(34,3) (2.9) (2.9) (8,6)
16 - 20 27,3 3.5 0.9 19.5 8.1
(20.0) (8.6) (2.9) (14.3) (8.6)
21 - 25 57.7 - 12.5 - 4
(17.1) (5.7) (2.9)
26 and Above 35.0 8 12 60,0 12.0
(8.6) (2.9) (2.9) (2.9) (2,9)
Wt,Aberage. 43,5 4,2 15,4 23.0 6.3
(100.0) (14.3) (20.2) (28.6). (31,6)

Figures under each crop show average quantity marketed
by the sellers.

Figures in parentheses indiccte the percentage of families
selling in each category.

* Rice,

groundnut,

** Sarson and lentil.

soyabean, moth,

methi,

etc.
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Table 4,11 shows that a marketable surplus
of maize 3nd wheat did not show any relationship w:ith
family size. The average amount available with di-
fferent family size groups varied between 16 to 99
maunds in the case of maize and 2 to 60 maunds in

the case of wheat.

Payment-in-Kind:- 'Dehkans' and village artisans

were the two majcr types of the agricultural labour
~mplcved by the farm families., The survey findings
show that fifteen families had engaged 'Dehkans',
while all families hired artisans. The services of
village artisans were utilized throughout the year
to prepare/repair farm implements. The village fun-
ctionaries were paid an annual 'seip' in~kind mainly
from mgize and wheat produce . by both categories of

farm size,

'Dehkans' were also engaged in farming ope-
rations throughout the year. All the farm recources,
i.e., land, implements, and bullock power were pro=
vided by the land owner. The 'Dehkans’ Siwply pro-
vided manual labour for carrying out farming activite-
les. The usual share paid to them was 1/4th of the

total produce in each season,.
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Table 4.12: Payments-in-Kinds by Farm Size on
Sampl: Farms_ (1977-78)

[
1 Mai:e Wheat Others**

' . L ok 1.
Farm ;Arti-; Imam |Others|Usher!Dehkans!Arti=1 Iman i0thers|Usher}Deh-{Arti~] Imam JOthersiUsher tDehkans
Size !sans !Masjid/! ! ¢ isans {Masjid/! ! tkanslsens IMasjid/! !

: tKhadim | 4 H \ tKhadim ¢ H H H {Khadim } '

L'} 1. 1 L 1 2 1] L '] 1L 1 L 1] i
Small 7,7 1.6 0.9 8.9 21.1 3.4 1.0 0.6 4,3 9.8 0.5 0.6 -\ 0.3 1.2

(100.0)(00.0) (63.2) (36.8) (31.6) (100.0) (100.0) (63.2)(36.8)(31.6)(31.6) (5.3) " {26.3) (26.3)
Large 20,1 7.3 0.9 19,7 40.8 8.9 2.1 0.5 9.2 14,4 2.1 0.2 . 0.2 1.8 2.5

(100.0) (100.0) (75.0) (56.3) (50.0) (81.3) (25.0) (75.0J.(43.8) (31.3) (25.0) (6.3) (6.2) (25.0) (37.5)
Wt.Av-13,4 4.2 0.9 14,9 32.4 5.7 1.5 0,6 6.8 11.9 1.1 0.4 . 0,2 0,9 1.9
erage(100.0) (100.0) (68.6) {45.7) (40.0)(91.4) (88.6) (68.6) (40.0) (31.4) (28.6) (5.7) (2.9) (25.7) (31.4)

1) Figures under each category show average guantity paid in maunds,
ii)Figures in parantheses indicate the percentage of respcondents making payment.

* Cobuler, Potter, Chokidar, Mlrasi, Donkey man, and household servant engages by a small
number ¢f respondents,

** Rice, Kharif pulses, masoor and sarson etc,
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Table 4.12 shows that 'Dehkans' got about
32 maunds of payments from maize snd 12 maunds nf
wheat produce, while the artisans(carpenter,‘black-
smith and bkarber) on the average, got about 13 and
6 maunds of produce from the two cror. respectively.
The amount of maize and wheat paid to artisans by
small farmers was about one third of the quantity
paid py large farmers, while it was about one half
of the amount paid to ‘Dehkans'. The amounts paid
indicate the level of services obtained by small

farmers compared to large farmers.

An important feature observed in the Man-
sehra area regarding in-kind payments was the pay-
ment of 'Usher' from fam produce. This payment con-
stituted a large part of total in-kind payments as
the sample farmers, on the average, paid about 15
maunds of maize, 7 maunds of wheat, and one maund
of other commodities as 'Usher'. The amounts paid

by small farmers were again about one half of the

amount paid by large farmers, indicating small far-
mers' relatively weak financial position. The pay-
ment of 'Usher' by sample farmers from farm produce

also shows their strong affilistion to religion.
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Farm Household Income:- Chief sources of in-

come of sample 'barani' farm families comprised
of field crops, and livestock/livestock produc-
ts, Field crops contributed 54 per cent of
income for small farmers, and 37 per cent to
large farmers. The prominent position occupied
by livestock/livestock products among sources
of income for small farm families could mainly
be attributed to non-profitzable small ‘barani'
farming, and the availability of ample grazing
space(pastures) on hills. For large farms,
however, poultry (28 per cent) followed by
orchardsy’forest, and green grass/fodder sales
were other important sources of income, This
pattern of income for large farmers was proba-
bly attributable to their large farm size, on
which forests and orchards could be raised, and
poultry frorming could?ﬁanaged as a specialized

enterprises (Table 4.13),

Table on next page.
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Table 4.13: Gross Income on Sample Farms
by Farm Size

] .
H Farm Income Sources {Non-Farm Income Sources }All Sources
A 1 I
F tFieldjLive~ }Poul-|Others*!{Off- !RemmittantOther {Farm {Non-
Sgrz 1Crops}stock/ try | !Farm |{ces From }Sources |Scur-'Farm
1z ! ! produ=-| ! !Income}Family : (Pension;ces !Sources
H icts ! H ) (Self) !Mcmber  !etc) H H
Small 934 787 11 - 351 353 2737 1732 3441
(53.9) (45.4) (0,6) - (10.2) (10.3) (39.5) (33.5) (66,.5)
Large 4687 2028 3500 2404 - 20212 902 12619 21114
(37.1) (16.1) (27.7) (19.0) - (95.7) (4.3) (37.4) (62,6)
All 2650 1354 | 1606 1099 191 9431 1898 .6709 ;1520
Farm (39.5) (20.2) (23.9) (16.4) (1.7) (81.9) (16.5) (36,8) (€3.2)
Vit.Ave-

rage.

Figores under each income source indicate average amount in rupees

per sample
Figures in

farm household.
parentheses indicate percentage share of each income

source in the total.

* Forest,

Orchard. Grass and “reen fodder of wheat,

Like the 'barani' areas of Punjab province, the
sample farmers were =lso following off-farm persuits
to supplecment their farm income. Among thzse non-
farm sources, other sources of income (such as pension'
'karyana' business, suzuki van, etc) contributed (upto
€0 per cent) towards small farm households income, while
remittances from family members emerged as the chief source
(96 per cent) of income for large farmers. It is, however,
worth noting that no large farmer was personally engaged in
off-farm work, while earnings from off-farm work and remi-

ttances were equally important sources of income for small
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farmers. The monthly income from off-farm work per
self-employed émall farmer was Rs, 29/=-,while remit:an-
ces from family members were reported as ks, 29/- in
the case of small and Rs, 1684/~ in the case of large

farmers.,

The overall analysis of income scurces shows
that non~iarm sources contributed the largest share
(about 63 per cent’ for large and 67 per cent for small)
of income, vhile the res*t of the income ¢ame from farm
sources., The emergence of such a pattern of income sou-
rces was mainly due to uncertain and non-profitable far-
ming undzr rainfed conditions. This also exhibited a
similzrity between 'barani’ farming in the Punjab and

NWFP,

The test of ‘orcelation performed to see the
relationship between farm size and cross farm sources
income indicated weak relationship between these vari-
kbles, (r value = 0.209 and t = 1.224). The obvious
reasons for this phenomenon were that non-farm sources
dominated the farm income sources. The contribution
of farm sources for small and large farmers was 2also

compareable,

*8, AZHARY¥



MARKETING ACTIVITIES OF FARMERS

Farmer Crop Marketing Calendar:- Crop production
activity in the 'barani' part of N.W.F.P. was com-
parable to that of the rezinfcd Punjab. Maize and
pulses were ths two main crops that necessitated

an interaction of the producers with the market
functionaries, Wheat production was hardly suffi-
cient to meet the family consumption needs, and
farmers' participation in the market place for its

- sale was quite limited. Whatever marketable surpluses
of these commodities farmers had, they spread their
sale over three distinct marketing periods, namely,
harvest, post-harvest and the off-season. As may

be seen from table 5,1, one-fourth c: i marketable
surplus of maize was sold at harves: . .-2, while
disposal of the remaining quantity wés almost equally
distributed over the immediate post-harvest and the

off-season months. The farmers deferred sale of a



-177-

part of the maize to later months, mainly to avoid
the risk of a foodgrain shortage. They released
their maize stocks in the off-season after ascer-
taining the prospects of the next wheat crop. This
practice also helped the farmers benefit from a
temporal price rise hecause a margin of Rs, 5«8 per
maund was observed between harvest and off-season
maize prices. However, 79 per cent of mash produce
was marketed during harvest time and post<harvest
montns, in orcer .o meet immediate cash needs. A
similar marketing pattern emerged in the case cof
other 'kharif'_crops like beans, rice and groundnut,

(table 5.1, a)

The test of correlation between harvest
and post harvest prices of maize showed negative
relationship with 'r' value of (0,371) and 't!
value of (2.273). This relationship was due to
peculiar marketing pattern in these areas as dis-
cussed above., The amount of saleable #gks relea-
sed during post harvest/off season mcenths influenced

the prices during this period,
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Table 5.1 (z): Crop Marketing Calendar - 'Kharif' Crops

' Maize Mash ! Other Kharif Crops

Sale Pe;lOd tRes;;ontTotal (Price jResponiTotal (Price{ResponiTotal { Price
' idents*|Quan- jRange ;dents jQuan- jRangejdents }Quantity ! Range
1Sell- jtity |(RyMd ISell- {tity |(R/Md !Sell- |} (Mds) ! Rs/MA
ting i (Mds) 1 ting - 1(Mds) | ting H
At harvest
Time ** 15 390 32-50 3 8.5 80-100 3 86 50-80
. (26.2) (40.5) (79.7)
At Post-Har- 15 560 35«53 1 8 70.0 2 ‘ 18 80-~110
vest Time (37.6) (38.1) (16.7)
Off=-Season 16 539 40-55 2 4,5 110-120 2 " 3.8 70-80
(36.2) ' {21.4) (3.6)
TOTAL: 46 1489 32-55 6 21 70=-120 7 . 107.8 . 50-110
(100.0) (100.0) (100.0)

Figures in the parentheses indicate sales as a percentage of the total marketable
surplus. .
* Multiple response, farmers sold in different mbnthé.

** Harvest months for maize include November, December; post-harvest months,
January to March; and off-season April to October.
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In the case of wheat and other ‘rabi' crops,
a little more tharn 90 per cent of the marketable sur=-
plus of wheat 2nd other ‘rabi' crops was disposed of
during post~harvest months, Sales in the harvest sea-
son were very small. Wheat growers did not want to run
into a situation of Podgrain shortage, and thas deferred
the sale of their surplus produce till the prospects for
the next maize crop were properly known. This viewpoint

is also suprorted by the wheat price structure.

Table 5,1 (b): Crop Marketing Calendar

Rabi Crops
(in maunds)
i Wheat t Other Rabi Crops
Sale PeriodjRespon-!{Quanti-iPrice;Respon~;Quanti- }Price
tdents* ;ty . tRange;dents ty . 1Range
1Selling} 1Rs/Md 1Selling} 1Rs/Md
]
At Harvest 2 18 40-50 1 2.3 60,0
Time** (7.8) (3.3)
At Post-Har- 10 211,6 35-50 9 64.8 60-110
vest Months (92.2) (94.2)
Off-Season - - - 1 1.8 80.0
(2.5) '
TOTAL: 12 229,6 35-50 11 68.8 60-110
(100,0) (100.0)

Figures in the parentheses indicate sales as a percentage of
the total marketable surplus.
* Multiple response, farmers sold in difference monchs.

** Harvest months for wheat, May and June; post-harvest months
July to September; off-season months October to April.
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in differeut periods wheat prices were high 2t harvest
time. Contrary to the usual situation of low commodity
prices during tnis period because of restricted sales

by farmers.

The tests of correlation and 't' performed to
see the relationship between farm size and harvest time
sales indicated thait farm size was related to harvest
sales. In this case ',' value obtained was 0.426 which
was significant at .05 confidence level with ‘'t' value

= 2.70.

A negative relationship was observed between
the ievel of harvest and post harvest prices, with 'r!
value being - 0,371 and 't' value - 2.473. The reason
for this relationship was th=t due to peculiar sale
timings of farmers discussed earlier, prices were re-
latively lower 1t post harvest period °s against the

usual situation of low prices at ¢he harvest time.

Marketing Channels and Place of Sale:=- Table 5.2 below

shows that 80 per cent of the sample farmers sold their
produce in their own village. A small percentage of
farmers marketed their surplus farm produc= in Mansehra

market directly. Oghi, and similar village primary mar-
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kets attracted about 11 per cent and 6 per cent of the
sample farmer's produce, respectively. This pattern
of marketing farm products emerged due to the distant
location of sample villages from, and difficult access
to the central or village primary markets. For this
reason, village 'beoparies' constituted the major cha-
nnel for marketing farm produce in the study area.

The farm products assembled by the village 'beoparies!
were finally disposed of through either of the two

big dealers operxting in Mansehra market. Figure 5.2
and 5.3 depict the marketing channels respectively for

maize and wheac in this study area,

Table 5.,2: Place of Sale of Farm Produce

Farm ; Own (@ghi !Mansehra !_Other Markets ;Total¥
Size {Village! ! ! (Nawazabad/ H
; H H i Jabori) :
Small 17 1 - 1 19
Large 11 3 1 1 16
TOTAL 28 4 1 2 35
(80) (11) (3) (6) (100)

* All sales through village shopkeeper/seasonal
village 'beoparii,
Figures in parentheses indicate the percentage of
respondents,
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ILLUSTRATION 5,2
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ILLUSTRATION 5,%

MARKETING CHANNELS FOR WHEAT (NWFP)
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Transportation of Farm Producet= As 80 per cent

of the sample farmers sold a major portion of
" their farm produce right in their own villages,
very little transportation of produce was in-
volved at the farm level. Table 5.3 shows that
.apout 43 per cent of the sample farmers did nct
use any transport means, Of the farmers sell-
ing a part 6f their produce in village primary
markets or Mansehra wholesale market, 70 per
cent used hired means of transport while the
‘rest of them used their own means. Due to the
pefuliar road conditions, pack animals like
donkeys emerged as the predominent and chea-
pest mode of transport, particularly for sh-
orter distances. Use frequency of vehicular
modes like the Suzuki van and truck was Qery
small, and confined mainly to transnortation
of produce for longer distances beyond 6 miles.
The transport cost per maund in the case of
pack animals like donkeys was found to vary
between ks, 0.45 to 0,90, for short and long
distances, while it was about Rs, 1/~ per maund
for carrying produce by vehicul~r nodes over

.various distances.



-186-

Table 5.,3: Transport Cost by Dis-
tance to Market and
Tvpe of Road

Type of Road/“ransnort Cost per Maund

1]
]
t . '
:Reagg?gsnts: 0 = 5 (miles) 1 6 _-10 (miles)
Mode {HiEEETb ned= Kacha ! Pacca i Kacha + Pacca
{M aﬁs:MZans{Number ! Aver=NumiAve~|Num~}AveriTotal,;Overall
H € H 'of Res-,age lberlrageiber }|age {(Hired|Average
‘ ! tpondent)} (k) |} | (Rs) | i (Rs) v (Rs)
J 1 ® ] ] ] ] ] ] ] .
H : H H H H H : : :
Donkey 7 6 3 1.0 2 0.4 2 1.2 7 0.9
Jeep 1 - - - 1 1.0 - - 1 1,0
On Head 4 - 2 1.8 1 0.5 1 0.6 4 1,2
Suzuki
Van 1 - - - 1 1.0 - - 1 1,0
Truck 1 - - - - - 1 1.0 1 1.0
TOTAL: 29 6 - - - - - - 14 -

Due to the major sales in the village, no other marketing expenses
such as commission, oct<; i, market fee, hendling charges were paid
by the farmers,

Price Information Sources and Use:-

Sample farmers used a variety of sources to
collect market price information beforesale of farm

produce. The principal source mentioned by 61 per cent
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of the respondents was the wvillage 'beopari!/vill-
age shopkeeper. Fellow farmers and personal visit
to the market were other important sources used by
about 18 per cent of the farmers, Quite a few far-
mers made use of mass media like radio or newspapers
for collecting price information. The sample far-
mer's major reliance on price information supplied
by the village shopkeeper could mainly be attribut-
ed to the non-existence ¢f an organized and compe-
titive market in the study area, and hence non-
availability of competitive price quotations for

announcement on radio and in the newspapers,

Table 5.,4: Market Price Information
Sources

iPersonal (News-;Fellow, Radio !Village ;Total*

g?:g 1Visit to |peper}Farmer® ! Shopkee~|
' ithe Market! ! ; Eper E
Small = 6 1 5 1 17 30
(20,0) (3.3) (16.7) (3.3) (56.7) (100,0)
Large 3 - 5 1 17 26
(11.5) - (19.2) (3.9) (65.4) (100,0)
TOTAL: 9 : 1 10 2 34 56

(1641) (1.8) (17.9) (3.6) (60.7) (100,0)

Figures in the parentheses indicate the percentage of
respondents mentioning a |rarticular source.
* Multiple response,
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Farm Storaqge Arrangements:-

The sample farmers used two main types of
storage arrangements Le.%., ‘kacha ~mbar' 2nd 'pacca
amb~ir'. Among the sm1ll farmers 22 per ccnt used
'kacha mbar' with cap-city up to 50 m-unds. 39
per cent of the sm2ll farmers had 'paceca m-b r' of
the capa.ity ranginy between 51-100 maunds, md 22
per cent having up to 50 maunds capacity. All the
large farmers used only 'pacca ambar' with capacity

ranging from 50 m-unds to 150 m~unds 1nd above,

On the whole, about 41 per ccnt of the far-
mers had storage capacity between 51-100 maunds, while
26 per cent had storage capacity of 150 maunds of
nbove., The storage arrangcments were reported to
be adequate except for two of the smzll farmers who
had no separate storage rr-ongements. The avail-
ability of proper storage with farmers was due to
the fact that sample farmers uscd to store mhizc ~nd
wh2nt produce for quite a long period during the
year. It is to be noted that 'pacca room' is the

common mode of storage in 'barani' areas. As most of the hous:s
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in these areas are 'pacca! type, a copner of the room is
generally availablewith Lhe majority of the farmers., for
the storage of foodgrains. Due to limited surpluses,
'barani' farmers do not store farm products for specula-
tive purposes and thus do not have to construct separate
godowns. (Tabkle 5.5)

Table 5.5: Storage Arrangements by
' Type 2nd Capacity

H Type of Storage - iCapacity in Maunds)
Farm (Kacha| “Pacca Ambar N
Size jAnbar!l - 50,51-100}101-150'151 & Total
! ! " y 'Above!
Small 4 4 7 1 2 18
(22.2) (22.2) (38.9) (5.6) (11.1) (100)
Large - - 7 2 7 16
(43.8) (12.5) (43,8) (100)
TOTAL 4 4 14 3 9 30
(11.8) (11,8) (41.2) (8.8) (26.4) (100)

Ficures in parentheses give the percentage of respondents
with a given storage capacity.

The test of ccrrelation indicated very weak re=-
lationshipn between farm size and storage capacity(r=0,154,
t=0,89) because due to the peculiar sale program of far-
mers in this area, the sample farmers had adequate stor-
Age, as described sbove irrespective of the farm sigze
category. The small as well -s large farmers were stor-
ing their available produce till the prospects cof next
crop were known. For this purpose, all farmers were

making adequate s torage arrangements.
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Purchase of Farm Inputs:- Manschra Tehsil is partly rain-

fed and wartly irrigated. The irrigated and unirrigated
fields -re interspersed with each other. The farmers cul-
tivating irrigaged lands are making extended use of new
inputs, but those oper-iting the unirrigated fields take
farming casually and find inputs like fertilizer, requir-
ing heavy cash investments, too risky, particularly for
winter crops, as the rainfall during this season is sca-
nty and uncertain. For summer crops such as maize, for
which the rainfall pattern is quite favourzble, tinese far-
mers, howevorﬁ do make use of inputs like fertilizer but
on 2 limited . scale, and that, too, on fields with bett-
er moisture retaining éapacity. Information on the use of
fertilizer by the sample farmers is given in table 5.6

below:

Table 5.6: Farm Inputs(Fertilizer) Purchases-
Sellers Type and Location

. Sellers' Type H Sellers' Location

Farm iSample:PubliC{Private:Village} Oown ! Other !Market

Size !Size !Dealer!Dealer }Shopk- jVillage ;Village | Town*
4 H H jeeper | : :

- A

‘Smalll (.19) 5 2 12 6 6 7

(3003) (26.3) (10.5) (63.2) (31.6) (31,6) (36.8)
(54,3) (83.3) (50,0) (48.0) (54.6) (42.9) (70.0)

Large 16 1 2 13 5 2] 3
(100) (6.2) (12.5) (81.3) (31.2) (50.0)  (18.8)
(45.7)(16.7) (50.0) (52.0) (45.4) (57.1) (30,0)

TOTAL  35° 6 4 25 11 14 10
(100) (17.1) (11.4) - (71.5) (31.4) (40.0) (28.6)
(100) (100.0) (100,0) (100.0) (100.0) (100.0) (100.0)

1) Upper parentheses indicate the percentage of respondents in

each farm size category. ii) Lower parentheses indicate the
percentage of respondents within small and large farm size category.
* Means Manscehra market, :
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As is evident from the above table, all
the sample farmers were Apnlying some quantities
of fertilizer to some of their maize fields at the
time of survey. The majority (72 per cent) of them
purchased fertilizer from the shopkeepers located
in their own village or nearby villages, due to
easy accessibility. About 29 per cent of the sam-
ple farmers purchased fertilizer from public or

private dealers located in the market town Mansehra.

Regarding types of fertilizer used, it was
observed that almost all of the small farmers main-
ly used Urea, Use of Ammonium Sulphate (i,8.): and the
Di-Ammonium Phasphate (DAP) type fertilizers was also
reported by some of the respondents. Large farmers

also used mninly Urea followed by A.S. and DAP.

As regards fertilizer prices, about 29 per
cent of sample farmers purchased various types of
fertilizer at control prices, as they purchased from
public or private dealer located in Mansehr= market.
The rest of the farmers purchased various types of
fertilizer at higher prices, varying between Rs, 5/-
to 16/~ above the official rates. The reasons for

paying high prices were:
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1. Fertilizer was purchased from village shopkeepers
located at different places from sample villages.

The fertilizer price in this case included transport
cost according to the distance and type of road, and

dealer's profit margin.

2. Problems of availability of fertilizer during
the crop season also influenced fertilizer prices
and raised the village shopkeeper margin according-

ly (See table 5,7).

Talle 5.7: Farm Inputs Purchased

(Fertilizer)
i Small Farmers : Large Farmers
Fertili-| iMargin Above the Controil iMargin Above the Contr:
zer Type! !Level Price (Rs.,/Baq) H iLevel Price (Rs./Baqg)

. 'ControllUpto Upto iUpto}l6 and|Cont-jUpto;UptojUpto ;16 and

{ Price { 5 | 10 } 15 ! Abovejrol ; 5 | 10 | 15 |Abeve
. : : : i -1 'Price! H H A
Urea 7 2 5 3 - 1 1 7 - -
(36.8) (10,.5) (26.3) (15,8) (6.2) (6.2)(43.8)
DAP 5 C & 2 - - 1 5 1 1 -
(26.3) (5.3) (10,5) - (6.,2) (31.2)(6.2) (6.2)
A.S. - - 1 3 6 - - 2 5 4
(5.3) (15.8) (31.6) (12.5) (31.2).(25.0,
NP 1 1 1 - a 1 2 -2 1 -
(5.3) (5.3) (5.3) {7.,2) (6.2) (622%; (12:5) (6,2)
AN - - - - ' - - - - 2 1

(12.5) (6.2)

Figures in tne parentheses indicatc. the percentage of respondents
and have been worked out on the basis of sample size in each farm

size category.
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The fertilizer use pattern shows that nitru=-
gen and phosphorous were not being used in appropriate
dosage and proportions partly due to non-=availability
of fertilizer near the villages and partly due to high
prices being charged by the village shopkeepers selling
fertilizer. As may be seen, the major suggestion, there-
fore, made by more than72 per cent of the respondents
was that fertilizer outlets in the public sector be
established in closer vicinity from where they could

get supplies of various types ¢f fertilizer.

Pesticides:- A majority of the sample farmers did not
use pesticides. The user farmers obtained pesticides
mainly from the Agriculture Extension Office located at
‘the Union Council Headquarter on c3sh payment, but price

paid per unit was not known to most of them,

Due to scant use of pesticides, the only major
suggestion to enhance use of pesticides was that the
supply of these pesticides be arranged in small labelled

packets containing necessary instructions about thelr use.

Transportation of Inputs:- For tne fertilizer purchased
from Mansehra town and the neighbouring villages, Suzuki

vans were the most common mode of transportation. Pack
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animals like donkey were also frequently used for this

purpose, but mzinly for distances of less than 5 miles.

For longer distances, Suzuki vans were being used,

The use frequency of various modes and the

cost per bag incurred by small and large farmers varied

considerably according to the distance covered.

The

table shows that the Suzuki van turned out to be the

Cneapest mode for difierent travel distances. (Takke 5.8)

Table 5.8: Transportation Modes and Cost per Bag

Farm_Sizey

Smal 1l

Large

Tr;gggort: Distance Range (in miles]Distance Range (in miles)
] 1
{Upto Upte |Above}Overall}jUpte 'Upto ! Above 10}Overall
X 1 5 110 1} 10 iAverage! 5 ' 10 ! !Average
Bus 1 1 - 2 - 1 1 2
(2.0) (1.5) (1.8) (2.0) (4.0) (3.0)
Donkey 6 - - 6 4 - - 4
(2.0) (2.0) (2.3) (2.3)
Jeep - - - - 1 1 - 2
(1.0) (2.0) (1.3)
On Head 2 - - 2 1 - - 1
(2,5) (2.5) (2.0) (2.0)
Suzuki Van 2 5 2 8 4 1 - 5
(2,0) (3.9) (4.0) (3.B8) (1.4) (4.0) (1.9)
TOTAL 11 6 2 19* 10 3 1 14

Figures under each column indicate the number of responderts using a
particular mode of transport, while figures in parentheses show the
average cost of transport in Rs,/bag for various distance ranges,

* Multiple response.
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Problems of Input Supply:- As reported earlier, fer-

tilizer was the main improved input used by all tihe sam-
ple farmers. The user firmers reported facing several
problems in obtaining this input. As may be seen from
table 5,9, under weighment and non-availability a2t the
right time and within easy reach were the two major
problems reported by the majority of the respondents,
Other problems mentioned by a small ménority of the res-
pondents were: (a) supplies mixed with foreicm material,
(b) charging of prices above the control level, (c) fe:i-
tilizer supply in torn/unsealed bags, and (d) poor gua-

lity of fertilizer.

Table 5,9: Problems Regarding the Supply
of Fertilizer

{StonejUnder INot AvalBag Torn/. Bad siNot Avail-

Farm i Total*
Size {MixediWeight)ilable |Bag not {Qumlity}able on H
! ! Bags ! on iSealed ! !Government
i i i Time | ! f  Rate !
Small 1 7 7 5 1 ~ 21
(4.8) (33.3) (33.3) (23.8) (4.8) (100)
(25.0) (43.8) (46,7) (62.5) (20,0) (41,2)
Large 3 9 8 ' 3 4 3 30
(10.0) (30,0) (26.7) (10.0) (13.3) (10.0) (100)
(78.0) (56,2) (53.3)  (37.5) (80,0) (100) (58.8)
TOTAL 4 ", 16 15 8 5 3 51
(7.8) (31.4) (29.4) (15.7) (9.8) (5.9) (100)
(100) (100) (100) (100) (100) (100) (300)

Figur=zs in the upper parentheres indicate the percentage of respon-
ses in each farm size category, while the lower ones show responses
between small and large farm categories,

* Multiple response,
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Cfedit Utilization:= Credit use among sample farm famili-
es was limited as about 23 per cent of them reported to
have borrowed funds for certain uses. Table 5,10 shows
that about 19 per cent of the credit users among large
farmers got credit from institutional sources,while none
of the small farmers mentioned obtaining any loan from
this source. The remaining credit users wcre getting cre-
dit mainly from the non-institutional sources. The aver-
age amounts oorrowed from the institutional and non-insti-
tutional source was Rs, 5363 . and 2875 respectively.
The average level of borrowing from the institutional
source may be misleading as one of the borrower had ob-

tained an exceptionally large amount for affcrestation.

Table 5.,10: Credit Use by Sample Farmers

Farm !Credit Use* ‘!Amount Borrowed From**}Purpose of Loan***
Size !Non-~ |Users !InstitutiotfNon-Insti- }To Purchase Farm jDomestic

{Users) H nal | tutional ! Inputs/for Affor-} Use
) ' ! ' ! estation !
Small 16 3 - 17500 3 2
(84.2) (15.8) (15.8) (37.6) (66,7)
, (100.0)
Large 11 5 42900 5500 5 1
(68,8) (31,2) (18.8) (12.5) (62,5) (33.3)
(86.,6) - (11.4)
TOTAL 27 8 42900 23000 8 3
(77.1) (22,9) (8.6) (14,3) (100) (100)
(65,1) (34,9)

* The figures in parentheses indicate the proportion of respondents
in a given size farm category.

** The figure in upper parentheses indicate the preportion of respon-
dents obtaining credit from different sources,while those in the
lower parentheses given the percentage use of the loan from diff-.
erent sources,

***The figures in parentheses indicate the proportion of respondents
within each size category.
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Funds were mainly used for the purchase of farm inputs
and for meeting various domestic needs. Among the

small farmers, 67 per cent used non-institutional cre-
dit for domestic purposes aand the remaining for purch.
asing farm inputs. This pattern of crcdit use by small
farmers emerged because their limited farm income was
insufficient to meet their consumption meeds., The large
farmers, however, used major portion of ioan amount for
financing farm input purchase because they had enough

income of their own to meet family needs.

The institutional loans were reported'to have
been obtained on security at an interest rate of 13 per
cent. Non-institutional loans were obtained from fri-
ends and relatives on reciprocal basis withcut any int-

erest charges.

Improvement in Credit Programme:- Suggestions for im-

proving cradit programme were mainly offered by the
credit users. More than 80 per cent of the large and
about 20 per cent of the small sized credit-using far-
mers emphasized that institutional credit facilities
under simplified loaning procedure and on 1ow interest

rates should be made available to them,



MARKETING PRACTICES OF DIEALERS

Dealer's Business Profile:-

‘Commodities Handled:~ The busenass pattern of sample

'barani' dealers of NWFP was similar to the dealers
of the 'barani' Punjab., The sample dealers were dea-
ling in more chan one commodity according to the av-
ailahility of marketable surpluses. As may be seen
from table 6,1 below more than 70 per cent sample
dealers were handling up to 4 commodities, while
about 30 per cent were dealing in 5 to 6 commodit-
ies. The number of dealers handling one or two
commodities was small, No dealer, however, specia-
lized in one commodity. The sample dealers, comp-

ri jed mainly of village shopkeeper/'beoparies' who
were also handling non-agricultural goods like cloth,
salt, soap and fertilizer to supplement their income
and off-set the effect of low business volume during

slack periods,
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Table 6,1(2): Number of Commodities
Handled by Dealership
Size

Number of Zommodities Handled
1

Size of

[
. ]
Dealer Upto 4 i Above 4 : Total
Small 7 1 8
(87.58) (12.5) (100)
Large 5 4 9
(55,.,6) (44.4) (100)
TOTAL 12 5 17
(70.6) (29.4) (100)

The figurzs in the paientheses indicate the percent-
age of respondcats.

2. Volume of Commoditits

Vori bility by Denlership Size:-

As discussed earlier, 'kharif' crops like
maize dominatced the cropping pattern of fthe NWFP
study crea. Hence, about 79 ver cent of the busi-
ness conducted by 'barani' dealers consisted of
‘kharif' products, of which maize contributed the
largest proportion.s The remaining 21 per €ent
business came from 'rabi' crops, mainly oilseeds
(sarson), A similar pattern emerged with reference
t$ dealership size; small and large dealers handled

80 per cent and 78 per cent of business volume during
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'kharif® respectively. The reason for handling the
major business volume during 'kharif' was that the
principal 'rabi' crop 1like wheat was consumed main-
ly at the village level by the local population,
allowing a very negligible flow of marketable sur-
plus. The major product thus reaching the market
was sarson., Large denlers were able to assemble a
considerably larger amount of 'rabi' products des-
pite their limited marketable surplus due to their
large scale of operation. Contrary to this, small
dealers, due to their limited scale of operation
were striving their maximum to handle as large vol-
ume of 'kharif' crops as possible in order to gener-
ate income sufficient to meet their annual finuancial
requirements (Table 6.1(b).

Table 6.1(b): Volume of Commodities Handled Ckassi-
fied by Season/Dealership Size

Dealer Size | Kharif | Rabi Total
Small 2404.6 408.5 2816.1
(85.5) (14.5) (100)

Large 8411.3 2391 10802.5
(77.9) (22.1) (100)

TOTAL 10819.0 2799.5 13618.5
(79.4) (20.6) (100)

Figures in the parentheses indicate the pe.centage
of quantity handled by smnll and large déalers,
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As a general phenomenon ench commodity exhibi-
ted two major arrival periods, one at harvest time/imme-
diate post harvest months (the peak months) and the othe}
during off-seasoﬁ (the slack period). The business acti-
vity also followed this seasonality of arrivals. About
74 per cent of the bhsiness volume of each commodity was
handled during peak months, the rest during off-season.
The proportion of business volume handled by small and
large dealers during peak and slack periods also foll-

owed a similar pattern as may be seen f rom table 6.1(c).

Table 6,1(c): Volume of Business Handled - Sea-
sonal Variability

Decaler Size BUSINESS PERIOD

Peak* | Slack : Total
Small 2782.5 33.5 2816, 0
(98.8) (1.2) (100)
(27.7) (0.9) (20.7)
Large 7252.0 3550, 5 10802.5
(67.1) (32.9) (100)
(72.3) (99.1) (79.3)
TOTAL 10034.5 3584.0 13618.5
(73.7) (26.3) (100)
(100) (100) (100)

Figures in upper parcntheses indicate relative business

volume conducted during peak and slack periods, while

lower parentheses indicate- proportion of the volume handled

by small and large dealers.
Peak period refers to the period when commodlty arrivals
in the market are a maximum. For example, in case of maize,
January=-April in NWFP. '
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Market Price Structure:- The market price structure

has been discussed here¢ for three major commodities,
namely maize (kharif) =nd sarson =2nd wheat (of rabi
season) . The market prices refer to the prices at
which village dealers operz:ting in various primary
markets were purchasing farm produce from fammers.,
The prices were based on the prices announced by the
single large dealer of Mansehra market., The commo-
dity prices explained here relate to the two arrival
periods as discussed in the enrlier scection. Dealer
distribution in various price ranges for different
commodities during peak and slack perieds .is also

taken into account.

ﬂgigg:é An overall price differential of Rs. 1 to

5 per maund was observed in comparing purchase to
sale transactions of maize during the peak season.

A large number of dealers (48 per cent) made pur-
chases within the price range of R, 41 to 45/ maund
and 47 per cent sold these commodities at prices
ranging betwecn Rs. 46 to 50/- maunds. The small

and large dealers' distribution also e;hibited simi-
lar pattern. However, small dealers being more

cautioms sold the commodities purchased by them
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at a lesser margin to secure minimum possible profit

(Table 6.2 a )

Table 6.2(a): Market Price Structure-
Maize Crop

PEAK_SEASON

]
PURCHASE ,', S ALE
: ]
gglcz: B Dealer Size H Dealer Size
k/ﬁg ; Small E Large ; Total E Small ; “Large ; Total
26~30 - - - - - -
36-10 2 - 2 - - -
(2G.5) (9.5)
41-45 5 5 10 6 1 7
(50.0) (45.5) (47.6) (54.5) (12,5) (36.8)
46-50 3 5 8 4 5 9
(30,0) (45,8) (38.1) (36.4) (62.5) (47.4)
51«55 - 1 1 1 2 3
(9.1) (4.8) (9.1) (25.0) (15.8)
Potal:-~ 10 11 21 11 8 19
e £100) _(200) ____(100) __(100) ____(100) __(100) _
6.2 £b) SLACK SEASON
26-30 - 1 1 - - -
(10,0) (9.1)
31-35 1 1 2 - - -
(100) (10.0) (18.2)
36=40 - 1 1 1 1 2
(10,0) (9.1) (100) (12.5) (22.2)
41-45 - 1 1 - 1 1
(10.0) (9.1) (12.5) (11.1)
46-50 - 5 5 - 4 4
(50,0) (45.4) (50.0) (44.5)
51-55 - 1 1 - 2 2
(10.0) (9.1) (25.0) (22.2)
TOTAL 1 10 12 1 8 9
(100) (100) (100) (100) (100) (100)

Figures in parentheses give the percentage of respondents.
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Price ranges of purchase and sale of maize
exhibited a somewhat largyer differential during slack
period. Another important feature which emerged was
that almost all purfhases and sales during g1 sk mon-
ths were made by large dealers. This shows that small
dealers had a secasonal business on a limited scale
involving minimum possible price fluctuation risk,
(table 6.,2=b). Maize prices were also related to
the volume of the commodity arrival. Figures 6.1
and 6,2 cshows the price phenomenon with reference to
the volume assembled by dealers. It shows that prices
were the lowest during February when commodity arrival
was maximum., Similarly, prices touched the highest

level in July, when maize arrivals were the lowest.

Of the 17 dealers handling maize, the
majordty (59 per cent) were earning a gross profit

margin of R, 1 to 2 per maund during slack season.

The profit margin varied with the dealer size. Abo-

ut 72 per cent of small dealers were earning only

Rse 1 to 2 per maund, while large dealers were equally
distributed in the range of Rs. 1 to 2 and 3 to 4 per

maund,
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Sarson:=- Sarson was the major 'rabi' crop inducing
larger buying activity during the season. Table 6.2(c)
shows that peak purchases of sarson by small and large
dealers were distributed over various price ranges& from
Rse 71-80 to 110-120 per maund. No clear dealexr concen-
tration emerged in any price range. S2les made, how-
ever, were within 91-100 onward, which showed a large

margin compared to the maize crop.

Table 6.,2(c): Market Price Structure-Sarson (NWFP)

PEAK SEASON

Price }___ PURCIIASE : SALE
Range Dealer Size ! Denler Size
RBs/Md__; Smali } Large } Total ! Small ! Targe ! Total
61-70 - - - - - -
71-80 - 1 1 - - -
(16.6) (10.0)
81-=90 1 2 3 - - -
_ (25.0) (33.3) (30.0)
91-100 1 1 2 1 2 3
_ (25.0) (16.,7) (20.0) (33,3) (40.0) (37.5)
101-110 2 1 3 2 1 3
, (50.0) (16.7) (30.0) (66.7) (20,0) (37.5)
111-120 = 1 1 - 2 2
(16,7) (10.,0) (40.0) (28.0)
TOTAL 4 6 10 3 5 (-8, )
(100) (100) (100) _(100) (100) _(100)
(d) SLACK SEASON
61-70 - 1 1 - - -
(33.3) (20,0)
71-80 2 - 2 - 1 1
(300.0) (40.0) (33.3) (25.,0)
81-90 - 2 2 1 1 2
(66,7) (40.0) (100.0) (33.3) (50.0)
91-~100 - - - - 1 1
(33.4) (25.0)
101-110 = - - - - -
111-120 - - - - - -
TOTAL 2 3 5 1 3 4
(100) (100) (100) (100) (100) (100)

Figures in parentheses give the percentage of responses.
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During slack se=scn, large denlers were more
active for simil«r reasons both in sarson and maize

Only nine dealers handled sarson, A large
percentage of dealers earned a gross margin betw-
een R, 5 and above per maund and large dealers were
earning a higher profit margin than the small oness -
Sarson prices also exhibited a similar seasonality
as discussed under maize.  Figure 6.3 and 6.4 ill-

ustrate the same,

Wheat:~ Due te limited wheat production and con-
sequent meager amount of marketable surplus, the
commodity wns}ggggdduring the peak semson, that tew,
mainly for local consumption. On dealership size
basis, small decalers made more purchases of wheat
primarily for local distribution. The price diff-
erential of purchase and sale ranged between Rs, 1

to 5 per maund (Table 6.2-e).

Table on next pagee...
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Table 6,2 (e): Market Price Structure-Whent

PEAK SEASON

Price , PURCHASE R SALE
Range §___ Dealer Size H Denler Size
Rs/Md ! Small ! Large § Total | Small | Large ; Total
36-40 3 - 3 1 - 1
(50,0) (20,0) (16,7) (10.0)
41-45 2 - 2 3 - 3
(33.3) (20;0) (50.0) (30.0)
46-50 1 3 4 1 1 2
f13,7) (75.0) (40.0) (16,7) (25.0) (20,0)
51=55 - 1 1 1 3 4
(25.0) (10.0) (16.6) (75.0) (40.0)
TOTAL 6 4 10 6 4 10
(100) (100) (100) (100) (100) (100)

Figure indicate percentage of respondents in each range.

Wheat was handled by 10 dealers (6 small, 4
large) . A majority of the large dezlers (75 per cent)
were earning a profit ranging between BRs. 1 to 2 per
maund., Whereas, small dealers were equally distributed

in the profit ranges of . 1 to 2 and Rs. 5 and above.

Marketing Calendar:- Dealer marketing activities

predominatly followed the major commodity arrivai months.

The months of largest commodity arrivals were termed as
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'peak! while the others as ‘'slack'. Among the
'kharif' crops, 66 per cent of the maize and

100 per cent of rice volume was purchnsed dur-
ing January to April, and the remaining during
May to December, following peak or slack season-
ality of producer marketing. Similarly, sarson,
the only important 'rabi' crop, (and also wheat)
was purchased during June to September i,e., dur-
ing the immediate post harvest months. (See table

603) [

Dez2lers timing of sales of these products
also followed a similar seasonality pattern as
discussed above. Table 6.3 shows that the s=les
were distributed over pezxk and s2lck periods,
most sales being during the peak months for all
commodities. The balances carried over were dis-
posed of during the off-season period. Figures
6.5(a) and 6.,5(b) =lso indicate the marketing cal-
endar for various commodities handled (purchased

and sold) during peak and slack seasons.

Tabhle on next pag€eecee.
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Table 6,3: Marketing Calendar —— .
rurchase and Sale (NWFP)

(qu-ntity in m~ nds)
H
1
[]
:

[)
| PURCHASE SALE
Commodity ' Peak i Slack Peak i Slack
Maize* 6556 3392 6156 3787
(65,9) (34.1) (61.9) (38.1)
Rice* 279 - 270 4
(100) (98.5) (1.5)
Other Kharif** 544.5 47.5 544.,5 47.5
(92.0) (8.0) (92,0) (8.0)
Wheat** 920 - 815 100
(100) (89.1) (10.9)
Sarson** 986 144.5 966 163
(87.2) (12.8) (85.6) (14.4)
Other Rab:** 749 - 748.5 -
(100) (100)

Include Kharif pulses and potnto
Include Muasoor and Barley.

* January to April (Peak) -~ May to December (Slack)
**October to December " -~ Jan to September "
**Janu~ry to September” - Oct to May

Figures in parentheses give percentage.

4. Marketing Channels:- The marketing channels have been

discussed for two principal food crops of the area i.e.
maize and wheat. As discussed earlier, the product dis-
tribution system in this nrea is very complex, which is
an important fenture of a centralized marketing system,
Figure 5,2 and 5.3 illustrate the various channels for
both the aommodities of m-ize -ind wheat. The major cha-
nnels through which these commoditics were observed to

pass before reaching the consumer were village seasonal
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"beoparies', wholesalers (grain market), processors, flour
wholesaler =nd retailers. The maize products such asg

poultry feed were also distributed through feed ret-~ilers,

The impliction of such a distribution pattern
is that margine nt each marketing level may not be wide,
but they accumulate so that they are substauntizl for the
whole marketing system., Marketing services provided or
value added may also not be commensurate with the magni-
tude of the margin. Due to the large number of function-
aries involved, individual market shares might also not:
assentially be high. The share in consumer rupec of ¢ ach
intermedizry usua2lly corresponds to its scale of orerat-
ion. The wholesalers/processors were presumeably sharing

the largest proportion of marketing margin,

Business Costs:-

The scale of business operation of village dea-
lers of the sample area was limited as compared to the
dealers of Punjab's markets. Accordingly, their monthly
business expenditure was also relatively much less., How-
ever, due to great similarity in the business activitiecs
of both the sample areas, business cost items were almost
similar. Thus the¢ major components of business costs of
the dealers of Manschra village markets were staff wages,

transportation and handling of produce, shop and godown
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rent, and entertainment. Among these costs, entertain-
ment and shop/godown rent forwmed the largest share of
total cost structure, the respective percentnages being
40 and 29. About 15 per cent of total cost came due to
staff wages which was comparatively higher in the case
of large dealers viz-a-viz the small dealers who were
sparingly employing 'Munshi' to assist in their business
due to lower voiume handled per annum. Considering all
items constituting dealer business cost structure, the
~average monthly expenditure of sample dealers came to

Rs, 157/-. DLarge dealers were, however, incurring al-
‘most more than double the business cost of small dezlers

(T=ble 6.4),

The relationship between dealership size and-
business costs was examined through test of correlation.
The v-lue of correlation coefficient 'r' was found 0.98,
which was highly significant =t 0,05 level of confidence
implying very strong correlation between business costs

and dealership size.

Tabie on next pageye.s«
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Table 6.4: Mcn:chliy Average Rusiness Costs and
Other Expenses

-------- Cest Compohents-----—-
Dealer 1Staff Wages|Tames }From Seller:s)Shop jGodowniEnter- | Others* i Total
Size ' : 1Location Tra-{Rent | Rent }tainment! H
* H H insportation ; i H i
Small 3.1 1.1 5.7 27.5 3.8 51.9 2.1 95,2
(2.3) (1.2) (6.0) (28.9) (3.9) (54.5) (2.2) (100.0)
Large 40.0 3.2 13.2 50.4 8.3 72,2 23,8 211.2
(18.9) (1.5) (6.3) (24.9) (3.9) (34.2) (11.3) (100.0)
Weighted 22.6 2.2 9.7 39.6 6.3 62.6 13.6 156,6
Average (14.5) (1.4) (6.2) (25.3) (3.9) (40.0) (8.7) (100.0)

No telesphone charges.,
* Personal travel expenses to recover amounts =2nd other handling charges,

Figures under each column indicate ~verage amount of each d¢test item, iA rupees and.figures
in parentheses show proportionate share of each cost item in the tot=l.
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Marketing Charges Passed on to Farmers:- Supposedly,

the village dealers were p=ssing on some charges to the
farmers as = part of their business practice. As may be
seen from table 6.5 that charges averaging Rs. 2.72 per
maund were being passed on to the farmzrs by the dealers.:
Among these charges, loss in weight due to moisture/mix-
ture in monetary terms ranked the highest (65 per cent)
of all charges passed on tc farmers. The other import-
ant chairges included transportation cost (17 per cent)
and price discount due to low quality (14 per cent).
S:-orage charges passed on to faimers were ncminzl, be-
cause the farm products were not stored by decalers for
long periods. For short periods, the dealers did not
consider it =n import:nt expense needed to be passcd on
to farmers.

Table 6,5: Marketing Charges F.:sscd on to
Farmers

(Average zmount per maund)
Dealer |StoragellLoss in Weight/Discount |Other | Total

Size 'Charges!Moisture etc., !on Quality!Chargest

Small 0.1 2.5 . 0,5 0.1 3,3
(3.6) (75.8) (17.0) (3.6) (100)
Large 0.1 1.1 0.2 0.7 2,2
(5.,0) (50.7) (10.0) (34,3) (100)
Weighted 0.1 1.7 0.4 0.5 2.7
Average (4.4) (64.7) (14.0) (16.9) (100)

Figures under ¢wn column indicace avernge :mount/maund of
charges. Figures in parentheses indicatc proportion of
each charge among the total,



~220-

The table aiso shows that charges on account
of loss in weight, and quality discount, were the
most important for small dealers, while loss in wei-
ght, and transportation charges were important char-
ges passed on by large dealers. No sale commission

was reported to have passed on to farmers.

Pricing Practices:-

trice formation methods followed between
dealers and between farmers and dealers of Manseh-
ra study aren has been discusscd in an earlier sec-
tion. There was only one large buycr in Mansehra
market who used to sc¢t the basis for price format-
ion in village primary markcets on the basis of price
quotations of the regional markets he was dealing
witha Price formation between village dealers and
farmers took place with reference to the prices ann-
ounced by thatsingle large buyer. Pricing practices
practically did not leave much scope for the inter-
play of supply and demand on farm product prices in

the local market.

The prices announced by the large buyer ex-

hibited a margin of Rs, 3/- to 5/- per maund between
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prices prevailing in regional markets., This margin
was passed on to dealers for purchasing farm products
from farmers keeping in view the volume of products
transacted; on lqrge volumes the margin being ks, 3/-
and on small lots R, 5/-. The distance involved in
shipment of f£arm produce was also considered in sett-
ing the margin between the prices of Mansehra market
dealer and th2t of village dealers purchase prices
{or the farmer's sale prices). The sample dealers
and farmers were 2sked to express their views regard-
ing the fairness and efficacy . of this pricing pra-
ctice. Both the dealers and the fariners expressed
satisfaction over the nature, reliability nnd adequacy

of the pricing mechzanism followed.

Grading:- Grading of farm produce was not a popular
practice among farmers and dezxlers of the area. No
farmer or dezler graded any product except onc far-
mer who graded Lobia on the kasis of color and size
of grain., The main reason for not ¢grading was that
only one variety of each crop was cultivated in that
area which had similar characteristics with respect

to grain size and color in various hinterlnd arecas.
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The only thing considered in pricing was waight lo:ss

and price discount on quaiity. (Table 6.6)

Table 6,6t Grading Practices

Dealer!  FARMER GRADING DEALER GRADING

Size E Yes ;:No |- Total Yes | No ! Total

Small - 8 8 - 8 8
(100) (100) (100) (100)

Large 1 8 9 - 9 9
(11,1) (88.9) (100) (100) (100)

TOTAL 1 16 17 - 17 17
(5.9) (94.1) (100) (100) (100)

Figures in parentheses indicate percentage of respondents.

Storage Arrangements:- Two major types of storage/shop
arrangements were reported, namely, combined, and sepa-
rate shops/godowns. Of the sample dealers,about 77 per
cent (consisting of almost equal nimber of small and
large dealers) had combined shops and godowns, while the
rema:ining had separate stores ind shops. Although the
ownership of shops/godownis exhibited a similar distribu-
tion pattern for large and small dealer categories, yet
the proportion of dealers having rented-in shops/godowns

was higher in the case of small dealers. The probable
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reason for rented-in storage/shop arrangements could be
the seasonal natuer of business of most of the dealers.
Renting-in of shops/godovms was generlly confined to
the period when the dealers were active in farm produ-

cts business. (Tatle 6.7)

Table 6,7: Storage Arrangements

!SHOP AND GOBOWN COMBINED STORAGE-OWN AND RENTED=-IN
)

Dealer;

Size i Yes | No |} Total |[Own 'Rented-injTotal
! ! ! 'Storage! Storage !

Small 6 2 8 1 7 8
(77.0) (25.0) (100) (12.5) (87.5) (100)

Large 7 2 9 2 7 9
(77.8) (22,2) (100) (22.2) (77.8) (100)

TOTAL 13 4 17 3 14 17
(76.5) (23.5) (100) (17.7) (82.,3) (100)

Figures in parentheses show percentage of respondents.

Storage Capacity and Storage Period:-

Storage capacity varied with dealership size.
As may be seen from the table a l-rger proportion of
small dealers (62,5 per cent) had storage capacity
upto 80 maunds, while large dexlers had a capacity
ranging between 40 maunds to 121 maunds =znd above.
Commansurate with the volume of commodities handled.
Cn the whole, all dealer size catoecories were almost
equ2lly distributed in various capacity ranges shown

in the table 6,8 belows
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Table 6.8(a): Storage Capacity by Dealer Size

Dealer| STORAGE CAPACITY (BAGSI* | PERIOD OF STORAGE (DAYS)
Size 110-40 | 41-80 : 81-120;120 andafMotaly 1-15 :16—30:31—45 ; 46-60 :Total
H ! ! ! Above ! ] H H ! H _

Small 3 2 2 1 8 3 1 3 1 8
(37.5) (25.0) (25.0) (12.5) (100) (37.5) (12.5)(37.5) (12.5) (100)

Large 1 2 2 4 9 5 1 2 1 9
(W1.1) (22.2) (22.2) (44.5) (100) (55.6) (11.1)(22.2) (11,1) (100)

TOTAL 4 4 4 5 17 8 2 5 2 17
(23.5) (23.5) (23.5) (29.5) (100)(47.0) (11.8)(29.4) (11.8) (100)

All house type arrangements.

Figures in parentheses indicate percentage of respondents.
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Monthly Rent:- As said earlier, about 18 per cent

dealérs had their own storage arrangements and hence
paid no rent. Among the rest of the dealers, a
relatively larger proportion of dealers fell in the
rent category of Rs, 1-20/- (29 per cent) and 41-60/-
(24 per cent). The amount of rent varied with the

location and capacity of shops and godowns.

Table 6,.8(b): Shop/Storage Rent
per Month

Rent Ranae/Month

[] L ] ] [} [] [}
Dealer }Zero(or) 11-20 !'21-40 141-60 }61-80 ' Total
Size 0wn Storagej H H ' |
Small 1 4 1 2 - 8
(12.5) (50.0) (12.5) (25.0) - (100)
Large 2 1 2 2 2 9

(22.2)  (11.2) (22,2) (22.2) (22.2) (100)

TOTAL 3 5 3 4 2 . 17
(17.7) (29.4) (17.7) (23.5) (11.7 (100)

Figures in parentheses indicate percentagc of respondents
paying the rent in a particular rent category.
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Improvement in Storage Programme:-

The dealers were asked to express their
views about thd type of improvement they preferred

in the existing storage arrangements,

Almost all small and large dealers either
suggested the provision of storage by the Govern-
ment (47 per cent) ot Goverment financial help to
construct storage arrangements (41 per cent).

Table 6.8(c).

Table 6.8(c): Improvements in Storage

Progranme
[} ]
: Help Suggested : Capacity Suggested
Dealer:Govt. ‘Govt. iNo-  {Total!Storage "TNo-  1Total
Size !should {should }Sugg- !Capacity 1 Sugg-
'ProvidejFinance jestion ! Suggested testion

{Pacca | for Paeaca;
1StoragelStorage |}

==

]
t
!
20'X25'130'X40'}

Small 3 4 1 8 1 1 6
(37.5) (50.0) (12.5) (100) (12.5) (12.5) (75.0)

Large 5 3 1 9 1 2 6
(55,6) (33.3) (11.1) (100) (11.1) (22.2) (66.7)

TOTAL 8 7 2 17 2 3 12
(47.0) (41.2) (11.8) (w00) (11.8) (17.6) (70.6)

- —

(100’

(100

17
(100

Figures in parentheses indicate percentage of respondents,
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Credit:=

The discussion in this section is focussed
on two major activities of dealers relating to credit:
(a) Advancing credit to *heir fammer clients, and
(b) Credit utilization themselves to finance their

farm product business.

Dealer Credit to Farmers:- As may be seen from table

8,9 about 47 per cent of the dealers provided crdédit

to farmers, while the others did not. Of those that
exterded credit, 67 per cent indicated farmers! domestic
needs as the mz2jor purpose ro:r whi€h the credit was
advanced by the dealers. About one third of the res-
pondents c¢xtended credit for agricultural purposes.

This credit use pattcrn reflects that use of farm
credit did not cccupy @ prominent degree of importance

in farm families' domastic and farming financial plans.

Table 6.9: Dealer Credit Advancing to Farmers

Dealer Credit to Farmers

Dealer, Yas ! No !Total !DomesticjAgricultural Purpose;Total*
Size ! ! ! 'Purposes! (fpr Seed & Ferti.) !

Small 1 7 8 1 1 2
(12.5) (87.5) (100) (50) (50) (100)
Large 7 2 9 7 3 10
(77.8) (22.2) (100) (70) (30) (100)
TOTAL 8 9 17 8 4 12
(47.1) (52,9) (100) (66.7) (33.3) (100)

Figures in parentncses indicate percentage of respondents.
* Eight dealers extended 12 loans.
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The table further shows thz2t credit advancing
activity was related to dealership size, the dealers
extending credit to farmers belonged mainly to the
large category who had econcmically viable business

enterprises and could afford lending for some period.

Conditions for Re-Payment:- As may be seen from the
“table given below, all the 8 sample dealers advancing
credit to farmers mentioned no charges on, and no con-
ditions for re-payment of the loan advanced to the far-
mers. However, one farmer repcirted that dealars advan-
ced credit to farmers with the mutual understanding
that the farmers would channel their farm products
through them., This arrangement was considered suffici-
ent to compensct: the dealers for the amounts loaned out
to the farmers for a certain period through the margin
the dealers were able to secure on crop sale, (Table 6,10)
Tahle A,10: Loan Re-Payment

1Charges for
tto Farmers

Credit , 4 Effecct of Credit on
1Conditions for Repaymen?Farmer Prices

[
Dealer; Yes | No !Total{No ConiCrop Sales|Total! Yes i No I!Total
Size ! ! ' 1dition} through . ! ! H
H i I : $the Dealer! H ; :
Small - 1 1 1 1 2 - 1 1
(100) (100) (50) (50) (100) (100) (100)
Large - 7 7 7 - 7 - 7 7
(100) (100) (100) (100) (100) (100)
TOTAL - 8 8 3 1 9 - 8 8
(100) {1C0) (88.9) (11,1) (100) (100) (100)

Figures in parentheses give percentage of respondents.
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As the above table indicatés, dealers
mentioned no effect on price formation of the
loan given to farmers without any charges on
or conditions attaching to it. This was obv-
iously so because the margin obtained on farm
produce sold to them was considered cnough, and
the dealers did not want to depress further the
farm prices by such activity and lose their hold

on their clientle

Credit Utilization by Dealers:=~

The table 6,11 indicates that all sample
dealers were using credit to finance their business
and meet other necds. However, they solely depend-
ed on non~institutional sources. No dealer banked
on institutional sourccs to mcct their business cre-
dit requirements. The amount of credit utilized was
related to dealership size. Large dealers used 61
per cent of total credit amount used by all dealers
while 39 per cent was utilized by small dealers. The
major source of credit was friends (57 per cent),

followed by relatives (32 per cent). The dealers
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reported using more than one source of non-insti-

tutional credit (Table 6,11 a).

Table 6.,11(a): Dealer Credit Use

Sources

1
[}
. ' N
Dealer;Sample;Non-InstitutioniDealers' |Far-|Fri-,=ela-|Karyana |Totml
Size }Size {al Crcdit 1/ 'Percent- imers!ends!tives!Mcrchant!
iTotal |Average!age Share! ! ' H
— tAmount !Amount 'in Total ! ! !

Small 8 87750 10968,8 38.8 - 7 3 1 11
- (63.6) (37.3) (9) (100)

Large 9 138500 15383.9 61.2 2 9 6 R 1Y/
(11,.8) (52.9) (35.3) - {100)

TOTAI. 17 226250 26357.6 100.0 2 16 9 1 28
(7.1) (57.1)(32.2) (3.6) (100)

Figures in parentheses show percentage of respondents.
1/ One respondent paid interest to non-institutional source @ 2,5 per
cent

* Multiple responses.

All credit was reported to have been utilized
free of interest on mutual trust/personal surety, except
one dealer who reported paying 2.5 per cent interes’ to
a non-institutionil source. All dcalers utilized credit
to finance their busincss, except one dealer who also

used it also for home consumption purposes.,

The use of non-institutional sources of credit
implies that the decalers did not have access to insti-

tutional credit sources due to complexities of loaning
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procedure, and high interest rate. Furthermore, as the
nature of their business was mainly scasonal, the vill-
age denalers could not provide the security of commodit-
ies handled. This emphasiges the need for simplifying
and stre=mling the credit programme under scasonal bu-
siness conditions to enhance credit use and to increase

the economic vinbility of the business units.

Tc test the relationship betwecen dealership
size and credit utilization, coafficient of ceorrelation
was compitted. The relationship was found significant
at 0,05 confidence level with 'r' value of 0.585 and

't* value of 2.80,

Improvements Sugcested in Credit Program:-

59 per cent of the dealers mcntionca that they
were not able to get the required amount of credit when
needed, c¢ither from institutionnl or the non-institut-
ional sources, The major reason for non-availability of
credit from non-institutional sources was that they were
not financially so liquid as to allow the required cre-
dit flow as and when neceded by them. Whereas, institut-
ional credit was difficult to obtain due to cumbersomec

loaring procedurc,
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Table 6.,11(b): Credit Improvements
Suggested

'All Required Credit,

H Got {Improvements Needed in the Crediu System

' "'Non-Institu~-{No SuggiLoan !'Bank !Total
g

[] []
- - [] ]
gizécr: Yes ! No :Total !tional Sour-jestion 1Without|Produc~
! ! ! 'ces be Strent 'Inter- jer Simp?
H H i 1 gthened ! lest t1ified |
Small 4 4 8 4 3 5 2 10
(50,0) (50,0) (100) (40) (30) (50) (20) (100)
Targe 3 6 9 6 1 8 2 11
(33.3) (66,7) (100) (60) (9.1) (72.7) (18,2) (100)
TOTAL 7 10 17 10 4 13 4 21
(41,2) (58.8) (100) (100) (19.1) (61.9) (19.0) (100)

-

Figures in parentheses show percc.tage of recsponses.

According to the de=ler perception of credit
probiems, interest Zree loaning was the major suggest-
ion for improving the institutional credit programme
mentioned by 62 per cent of the dealers, followed by 19
per cent of the dealers suggesting simplification of
loaning procedure and credit terms. An equal number

offered no suggestions,

General Problems of Dealers:-—

On the whole, lack of funds/business capital
emerged as the major dealer rroblem mentioned by about
42 per cent, followed by lack of 'pacca' storags men-

tiocned by 25 per ccnt of the dealers. Othcer problem
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of high magnitude was the govt. ban on ‘nterdistrict

commodity shipments.

On a dealer size basis, shortage of business
capital, and the lack.of 'pacca' storage were the two
major problems of small dealers. Capital shortage and
the ban on interdistrict commodity movement were the
major problems affecting the business activities of

large dealers (Table 6.12).

Dable 6.12: General Problems of Dealers-NWFP

Dealer!KachaiGovt, Ban jLack of Pucca iCapital (Others* |Total
Size iRoad 'to Shift !'Storage & LessiShortage | !
H 'Commodities] Capacity ! H H
Small - 1 4 5 - 10
- (10) (40) (50) = (100)
Large 2 3 2 5 2 14
(14.3) (21.4) (14.3) (35.7) (14.3) (100)
TOTAL 2 4 6 10 2 24
(8,3) (16.7) (25) (41.7) (8.3) (100)
T T T T T T T PP P T P T P P R et S

Figures in parentheses show percentage of responses.

* Landlord does not bear building repair cost, electricity
not available.

/*S. AZHAR*/



CHAPTER - VI

SUMMARY AND _RECOMMENDATIONS

Summary of Main Findings:-

Sample Size:=- The field work for this 'Barani'
Marketing Study was conducted in 1978 in two mar-
kets, namely, Chakwal and Dhudial in the Punjab
province énd onc market, namely, Mansehra, in NWFP
undar a contractual research project. The primary
objective of this study was to examine the exist-
ing marketing system of farm products 2nd farm in-
puts, specially focussing on the marketing channels,
marketing costs, farm/market prices structure, net
prices azvailable to farmers, dealer/farmer problems
and feasible measures to improve marketing situat-

ion in order to induce more production.

The study covered marketing of major 'Bar-
ani' area crops like wheat, gram, groundnut, maize
and pulses, and farm inputs like fertilizer, HYV

seed, pesticides, and small tools/implements.

Data on various naspects of marketing of

farm products and farm inputs referred to above
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were generated by interviewing 200 farmers located
in 20 villages and 32 dealers of two markets in
the rainfed Punjab. In NWFP, 35 farmers and 18
dealers located in 22 villages were interviewed
for this purpose. The sample was mainly drawn

through random sampling technique.

Characteristics of 'Barani' Markets:-

The markets studied in both the provinces
exhibited the characteristics of a traditional cen-
teralized marketing systom. The markets of Punjab
province werc fairly competitive, organized and
regulated under the Agricultural Produce Market
Act, 1939, Whereas. the NWFP market (Mansehra)
was not as competitive as the Punjab Markets, as
it was dominated by a single large dealer. The
market was also neither located in an organized

premise nor was it regulated under the Market Act,

The network of market intermediaries in-
volved in the marketing of farm produce consisted
of village shopkeeper/village ‘be8pari' ak the
village level, 'kacha' arhtia (commission agent)
and ‘kacha + pacca' arhtia or wholesaler at the

market level,



-236-

The farm products business in the Punjab
markets was, however, carried out mainly by comm-
ission agents/wholesalers alongwith a relatively
smaller number of itinerant village level dealers,
Whereas, major portion of marketable produce in
NWFP was handled by village shopkeepers/‘beoparies!
and ultimately channeled through one large dealer
located at Mansehrna market. The majority of the
dealers of Punjab and NWFP markets had farming as
ancestoral profession and were handling more busi-
ness compared to the dealers coming from non-farm-
ing families. A vast majority of the sample dea-
lers in both provinces were running their business
in rented-in shops and alsb had acquired most of

the storage capacity on rental basis.

Punjab

Characteristics of 'Barani' Farmers:- Of the total

sample villages, fifteen were located on 'kacha'
and 'pacca’ roads while five of these were connected

by completely 'pacca'’ roads.

The average cultivated area was about 9

acres on small farms and 35 acres on larce farms.
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The proportion of cultivated land to the total farm
area was 94 per centad 75 per cent on small and
large farms respectively indicating lower land use
intensity on the large farms. The cropping inten-
sity on sm21ll farms was 120 per cent compared to
about 84 per cent on the large farms., The cropping
pattern was fairly diversified, with groundnut,
gram and ‘kharif' pulses (mash, mong) being the

major crops.

Factors Limiting Crop Production:-

Of the several factors inhibiting further
increase in crop production, lack of irrigation
water and uncertain rainfall were the two most pro-
minent factors mentioned by a large percuntage of
sample farmers. Shortage of water for raising for-
age crops was also mcntioned as a major constraint
for further expansion in the livestock activity.
Losses of poultry birds due to disease att:ck was
the major factor that majority of the sample f armers

considcered as a major deterrant to poultry production.

Farm Inputs:- Use of modern inputs was very limi-

ted and only 53 per cent of the respondents used

some quantity of urea and DAP on part of tueir
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cropped acreage. Surprisingly, percentage of users
was high among small farmers. Purchas.s were main-
ly with their own funds. None of the sample far-

mers reported the purchase of pesticides, improved

seed or implements,

Marketable Surplus:- Groundnut and pulses (mash,

mong) during 'kharif' and wheat, gram/‘'rabi' pulses
during 'rabi' were the major crops marketed by sam-
ple faimers. Almost all sample growers marketed,

on an average, 25 and 18 maunds of surplus produce
of groundrut and gram respectively. The average
quantity of marketable surplus of wheat, and 'rabi’
pulses per farm houschold was about 42 and 7 maunds
respectivel§. Marketable surplus of wheat was, how-
ever, available with only 40 per cent farmers, (most-
ly of large size) whereas, 21 per cent of the sample
farmers reported that more than 3/4th of their total
production of 'kharif' pulses was over and above
their household requirements and was thus disposed
of in the market. The amount of marketable surplus
of major crops was found positively correlated with

the farm size.

* Average figures based on the households reporting
some marketable surplus.
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Most of the farm families were living in
joint family system and thus had considerably large
family size comprising, on average, about 7 membérs.
Wheat was the basic cereel food of the sample house=-
holds., The sample families were not, however, self-
sufficient in wheat production, and most of them pur-
chased wheat, the average purchases being about %4
maunds per household during the course of 3 normal

year.

Regarding payments-in-kind 'bar~ni' farmers
paid on an average, 6 maunds of wheat, and 4.2 maunds
of groundnut to the village artisans and other agri-
cultural labour employed for rendering various ser-

vices to them,

Farm Household Income:- Family income sources com=-

prised crop and livestock activities, off-farm work
and remittances of the family members working else-
where., The share of farm and non-farm scurces to

the total farm income was about 51 per cent and 49
per cent respectively. Within the farm sources the
contribution of crop activity was about 64 per cent
compared to 36 per cent contribution of the livestock

activity. Average monthly remittances per migrant
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family member came to Rs, 49/- while off~-farm earn-
ings of the farmer himself were reported to be Rs. 40

during the year under study.

Marketing Activities of Farmers (Punijab)

Marketing Calendar:- Disposal pattern varied for var-

ious farm products. In the case of groundnu:, 45 per
cent of the marketable surplus was disposed of immedi-
ately after harvest at prices ranging between B, 80 and
185; Whereas, the remaining portion was sold in the
post harvest months at almost comparable prices. The
sale of major part of the marketable surplus of 'kharif!

pulses was carried out during the post harvest months.

Major portion (52 per cent) of thc marketable
surplus of wheat was sold during off-scason months and
the balance during the harvest and immediate post har-
vest season coinciding with the harvest of maize crop
or the next wheat ckop. The major sales of gram surplus
were carried out during the post harvest months and the

balance at harvest periods.

Regarding price structure during various sale
periods, a sizeable price spread of between B. 14/~ to

25/~ per maund was recorded between the harvest and the



-241~

off=-season periods in the case of gram., In the
case of wheat crop, a difference of Rs, 10/~ in
harvest and post harvest prices was observed., The
sales at the harvest time were found inversely co-

rrelated with the farm sizé.

Marketing Channels/Pl:ice of Sale:- Commission

agent was the major finctionary handling 70 and 85
per cent of gram and groundnut respectively, foll-
owed by viliage 'beoparies' and retailers. Chakwal
market was drawing major part of the surpluses from
the surrounding villages and orly limited business
was flowing into the Dhudial market, as majority of
the sample farmers were patronizing Chakwal market.
A very small number of the sample farmers were sell=-
ing in Dhudial market. Very little grading of the

marketed produce was done at the farm level.

Factors Influencing Choice of a Market/Buyer:-

While sele€ting a market and a buyer for
sale of marketable produce, competitiveness of the
market place and the personal relationship with the
dealers were the major considerations kept in view

by the sample farmers.
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Transport and Other Costs:- 0Of the respondents

selling marketable surplus in the grain markets,
93 per cent used hired means. Bus among vehicu-
lar modes and camel among pack animals turned out
to be the predominent modes. However, transport
cost was more favourable for suzuki van and donkey
among various modes with average transport cost

per maund being Rs. 1.50 and 1.2 respectively.

The marketing expenses like octori, handl-
ing charges, market fee, commission and deductions
by the dealers worked out to Rs. 4/- in the case of
groundnut, and Rs, 3/- per maund in the case of
other crops in Chakwal market, and Rs, 4/~ per maund
for all crops in Dhudial market. These marketing
expenses were in addition to the personai expenses

of the farmer on items like transport and food.

Trade Malpractices:- The sample farmers reported
illegal deductions and price collusion as the major
imperfections in the existing matrketing arrangements
and the functioning of the markets at Chakwal and
Dhudial., A small percentage of the respondents com=-

plained that underweighment was also being practiced
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by some of the market functionaries. Complaints
about low pricts ere also made by this group of

farmers,

These respondents expressed the view that
training in new weights and measures introduced under
the metric system and supervision of market transact-
ions by the markct committee would improve the situ-
ation, Most of the farmers located away from the
market towns suggested opening up of service outlets
in closer vicinity with facilities for marketing of

farm produce, machinery repairs and P.O.L. supplies.,

Market Information:e The chief sources of market

information were the fellow farmers and personal
contact with the commission agents. A small percent-
age of farmers reported the use of formal sources of
market information like radio, newspaper or extension
agent. The information supplied by the informal sour-
ces was reported to re timely and reliable. Suggest-
ion was, however, made by some of th=m that mass media
should give full coverage to major 'karani' crops, and
that effective pricé support coverage be extended to

the crops produced in 'barani' areas.
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Farm Storage:- Mud bins and or/separate ‘kacha/
pacca' rooms were the major storage arrangements
at the farm level., Mud bins were used by 74 per
cent of small farmers that were meeting only 45
per cent of their total storage requirements.
Separate 'kacha'/pacca' rooms though used by a
small number of farmers were accounting for the
largest share in the total storage space at the

farm level.

Farmers seemed to have little perception of
and concern about storage losses. Only about four
per cent losscs were reported in the case of wheat
and 4 to 10 per cent in the case of groundnut. As
such majority of them did not make any suggestion
regarding improvement in storage arrangements. Some
of the small farmers, who did not have 'pacca' rooms
of their own, wanted that such a storage facility be

provided to them.

Credit:~ Credit use in 'barani' areas was also
negligible, as only 14 per cent of the sample far-
mers reported to have taken altogether 27 loans
consisting of 68 per cent from institutional add

32 per cent from the non-institutional sources.
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The institutional loans were taken by 78 per cent
of the large and 28 per cent of the small farmers,
Small borrowers used these loans for domestic pur_
poses; whereas the large farmers utilized the borr-
owed funds for agricultural purposes. Low use of
credit was probably due to availability of addit-
ional funds through remittances, difficult access

to and awailability of institutional credit.

Marketing Practices of Dealers (Punjab):-

Majority of dealers were handling four or
more than four commoditiecs. None of the large size
dealers, however, handled less than two commodities,
The major commcdities handled mere groundnut and
gram, followed by mash, guara and wheat. No dealer,

however, dealt with farm inputs.

On the total business volume, 'kharif' busi-
ness constituted about 70 per cent. Groundnut dur-
ing '‘kharif' and gram during 'rabi' contributed the
largest share towards totnal business volume. Small
dealers handled respectively 16 and 30 per cent of
the total business, whilc large dealers were cont-
rolling the rest of the business volume. The busi-

ness was conducted@ in two ways: (a) on commission
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basis, and (b) on dealer's own account., Ccmmission
busiﬁess, conducted both by the small and large dea-
lers, formed the major ppotion of total business dur=-

ing peak (harvest and post-harvest) and slack (oft=-

season) periods.

Marketing Calendar:- Marketing activity was sea-
sonal and pegged to major portion of commodities

purchased and disposed during peak period of busi-
ness. Expectation regarding fluctuations in commo-
dity prices influerced dealer's decision for sell-

ing or storing farm produce.

Market Prices:- Chakwal market being more organi-

zed offered higher prices than Dhudial market, which
showed an average inter-market price differential

of Rs. 20/= on various transactions of groundnut dur-
ing peak period. The differential during slack per-

iod was even larger.

Price formation between dealers and farmers
took place through open auction, use of a chit or
individual agreement. Open auction and individual
agreement were the methods of price formation bet-

ween the dealers.
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Dealers collected price information from
regional markets through telephone, followed by
quotations reported in the 'Daily Business' news-

papere.

Business Costs:= On an average, Rs. 512/- were.spent
monthly by dealers to run their farm products busi-
ness, Entertainment followed by shop and godown
rent were the major cost components. The costs were

related to dealership size.

On an average, Rs. 8/- were passed on by
dealers to farmers as marketing charges on each
transaction. Loss in weight (wattah) and commiss-
ion were the major components of such charges. The
net price received by the farmer in sucn cases was
about Rse 92/- per maund (given sale price of Rse 100/~
per maund) minus his (farmer's) personal expenses on

food and transport/octori.

Grading:- Very little grading was also being pra-
cticed at the dealer level. Only groundnut was cru-
dely graded by some ealers on the basis of colour

and size of pod.
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Storage capacity was related to dealer:
size, All dealers were having either owned or ren-
ted~in storage capacity. The dealers also did not

show much concern about storage losses.

Credit:- Majority (84 per cent) of dealers extended
interest free credit to farmers mainly for domestic
needs. No interest, either explicit or implicit was
being charged to the farmers. This facility was mainly

used to attract business and to have ensured clientele.

Only 47 per cent dealers used credit themsel-
ves to finance their business, of which 87 per cent
from institutional sources. Credit use was re-
lated to dealership size. Property and stock pledg-
ing were the two major collateral arrangements acc-

epted by the banks,

The major dealer problems were related to
the provision of credit on easy terms, low interest
rate and according to their requirements, .. Lack of
proper facilities at the market premises was another

problem expressed by some of the dealers.
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:'Barani' Farmers: -

The average farm size with sample farmers
was about 8 acres in the case of small and 43 acres
in the case of large farmers. The cultivated land
percentage was higher with the small farmers com-
pared to large, indicating lower land use intensity
on the latter category farms. Cropping pattern on
sample farms was quite diversified, like that of
Punjab, but the range of cropping activity was elat-
ively narrower due to agro~-climatic reasons. Maize
during *‘kharif' and oilseeds/wheat during 'rabi!
were the major crops of the rainfed areas in Mansehra
Tehsil with an average production of about 140 and
51 maunds on sample farms. Cropping intensity on
small farms was close to 93 per cent compared to

only 70 per cent in the case of large farms.

Factors Limiting Production:- Non-availability of

pure seed, high prices and black marketing of fer-
tilizer were the two major constraints limiting crop
production according to the majority (56 per cent)

of the sample farmers. Shortage of irrigation water/
uncertain rainfall was another major constraint in

crop productivity improvement in this area,
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Regarding plans to increase production,
the majority of small farmers (about 60 per cent)
were equally interested in increasing maize and
wheat production by increasing area under these
crops, while a small percentage planned to incr-
ease the production of these crops with the use
of modern inputs. The chief reason for increas=-
ing production was to raise additional resources
for meeting the families fimancial needs folléwed

by purchase of farm inputs.

Farm Inputs:- Fertilizer was the major farm input

used by sample farmers. The majority of them pur-
chased it from the village shopkeceper and paid up
to Rs. 16 or above the official price for various
types of frrtilizers purchased from different dea-
lers at different times. Fertilizer was mainly
transported by Suzuki van from larger distances,

and by donkey from shorter distances.

Marketable Surpluses:- Maize and wheat were the
two major crops gencrating marketable surplus. The
average marketable surplus of maizé was about 43
maunds and that of wheat about 23 maunds per house-

hold,
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The average family size in the NWFP came
to 16 members. Non-fanily members like Dehkans,
servants and family relatives also formed an import-
ant part of the farm households which was a major
factor inflating the family size. Maize grain was
the chief food item followed by wheat. All sample
families on an average purchased about 25 maunds of
wheat during ths year to supplement their home grown
maize supplies. The average consumption of maize
and wheat was found positively related to family

size; larger amount being consumed by large families.

The farm families engaged Dehkans and arti-
sans for the accomplishment of various farming ope-
rations who were mainly paid in-kind, the usual share
being 1/4th of total produce in each season. Pay-
ment to artisans was made mainly from '‘kharif' pro-
duce, the average payments being 13 maunds per farm

household.

Farm Household Income:~ Field crops and livestock

products were the chief sources of income of sample
'barani' farm families. Field crops contribution to
the total household income was 54 per cent on small

farms and 37 per cent on large farms. On the other
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hand, . livestock contribution to the family income
was more than 45 per cent on small farms and 16

per cent on large farms. Among the non-farm sour-
ces, pemsion receipts and earnings from retail busi--
ness provided the largest share (80 per cent) for
small farmers while remittances from family members
was a chief source of income (96 per cent) for large
farmers. No large farmer was personally engaged in
off=farm work., On the whole, non-farm sources of
income contributed the largest share (63 per cent)
of income for both the farm categories. Monthly
off-farm income of self-employed small farmers was
RBse 29/- while monthly remittances per family of

large farmers was Rs, 1684/-,

Sale Timings/Channels:- Maize sales were almost

equally distributed over three distinct sale periods, .
howeber, major portion of wheat and other 'rabi crops

was sold during post harvest months.,

Majority (80 per cent) of the sample far-
mers sold the produce in the village to the village
'beopari' due to difficult access to the market town

or primary markets.
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Due to peculiar road condition, donkey
emerged as the important mode of transport among
pack animals, while Suzuki van ~ong vehicular modes.
About 70 per cent of the farmers selling produce in
market town or village primary markets used hired
means of transport. The transport cost by donkey
varied between Rs, 0.45 and 1.20 per maund for var-
ious distances, while it was Rs. 1/- per maund for

vehicular modes,

Price Information:-~ Village 'beopari' was the chief

source of farmer price information followed by fell-
ow farmers and personal visit to the market. Fewer

farmers made use of formal sources of information,

Storage:- Two main types of storage arrangements
were reported. Small farmers used mainly 'kahcé
ambar', while large farmers had 'pacca ambar' with
a capacitf of more than 150 maunds. The storage

arrangéments were reported to be adequate.

Credit:= Credit use was highly limited as only 23
per cent of the sample farmers borrowed funds. Only
large farmers used credit from institutional sources

on 13 per cent interest rate against tangible secu-
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rity, while small farmers obtained credit only from
informal sources on mutual confidence and reciprocal
basis., The credit was either used for farm inputs
or domestic needs. The majority of large farmers
used major portion of credit for purchasing farm
inputs, while the small farmers used the loan am-
ount to meet the domestic needs due to their weak

financial position.

Marketing Practices of Dealers:-~ Due to the diver-
s.:ied nature of business, majority of dealers were
handling four or more than four commodities. The

viilage dealers were also hindling non-agricultural
goods to supplement their income from farm products"

business,

About 79 per cent of the total business
volume consisted of 'kharif"crops, namely maize
and the remaining from '&abi' crops, mainly oilseeds
(sarson), About 85 per cent of the business of the
small dealers and 78 per cent of large dealers was
during ‘kharif' season, while the balance was during
'rabi' season, About 74 per cent of the business

volume of each commodity was handled during its
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pPeak arrival months, and the rest during the off-
season months. Most of the business was in the

hands of the large denlers.

Market Prices:- The price differential for various
sales/purchases during pcak months was lesser com-
pared to period of slack trade in the case of maize
crop. Margin in sales/purchases of sarson showed
larger differential than mnize crop. Similarly, in
the casec of wheat a margin of Rs. 1 to 5 per maund

was observed.

Marketing Calendar:- Most of the purchases were

made during the peak period according to the avail-
ability of marketable surplus with the farmers. The
major functionary in the marketing channel was the A
village 'beopari'. The whole system, however, consis-
ted of a large network of intermediaries which influen-

ced the margin betwcen the producer and the consumér.

Business Costs:~ The average monthly business cost

of all dealers came to R, 157/-, the major portion
of which consisted of expenditure on account of en-
tertainment and shop/godown rent. The large dealers
employcd staff to assist them which formed 15 per

cent of their totzl business cost,.
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Marketing Charges Passed on to Farmers:- On an aver-
age, about Rs, 3/- per maund werc passed on to far- |
mers by the dealers. Loss in weight (wattah) due

to moisture/mixture, transport charges and quality
discount were jimportant charges passed on to farmers

through pricing mechanism.

Fricing:- Price formation between the villages
dealers and farmers was taking place with reference
to the prices set by the large buyer operating in
Mansehra market. The usual margin between prices
received by the farmers from the village dealers
and that of Mansehra market ranged betwcen Rs. 3/-
and 5/~ per maund. The dealers and farmers, how= .
ever, expressed satisfaction over the nature, reli-

ability and adequacy of the pricing mechanism.,

Grading:- Grading of crops was non~-existent with
dealers as well as farmers in Manschra Tebheil as
mainly single varieties of various crops were re-

ported being grown in this area,

Storage:~- Majority (82 per cent) dealers had ren-
ted-in=storage due to seasonality of their business.

The shops and godowns were combined in most cases.
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The average storage with majority of small dealers

(62.5) was upto 80 maunds.

Almost all dealers suggested provision of
storage by government or financial help to const-

ruct required storage capacity.

Credit:= About 47 per cent of the dealers, mainly
lgrge size, provided credit to farmers, mainly for
domestic needs, while about 1/3rd of credit was
given for agricultural purposes. The loans provided
neither had any conditions of repayment attached

nor any interest charges, explicit or implicit.

Dealer Credit Uses~- All sample dealers depended on
non-institutional sources for meeting their credit
needs. Large portion (61 per cent) of loan amount
was utilized by large dealers. The credit so obta-
ined was on reciprocal basis free of any charges/
interest. Complicated bank loan procedure was the
major difficulty forcing dealers to use non-insti-
tutional credit. The dealers, therefore, suggested
providing of ample institutional credit facilities
under simplified procedure and preferably on inter-

est frec basis in order to enhance credit use,
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Recommendations: =

The recommendations presented below refer
to both the study areas as a great similiarity was
observed in production and karketing activities of
the sample respondents. The recommendations are
discussed with relevance to findings obtained about
three major areas that formed the subject of the
study (a) Production activities, (b) Marketing fa-

cilities, and (c) General problems of the respondents.

Production Activities:

Land Use Intensity:- The findings that large far-
mers' land use and cropping intensity was low com-
pared to small farmers emphasizes the need for its
improvement and to make it, at least, comparable
with that of the small farmers. This can help
increase the cultivable and cropped acreage by 19
and 36 per cent in 'barani' Punjab, and 11 and 23
per cent in NWFP ‘'barani' arcas respectively on the
‘basis of findings of this sample study. This incr=-
ease can significantly improve the size of the mar-
ketable surplus, particularly that of groundnut,

gram and maize,
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Production Technology:- Transfer of production

technology should be field specific, so that fact-
ors like soil erosion and contouring are taken into
account and the less risky spots for introduction

of new technology are properly identified. For
instance, the higher rainfall areas are the lugical
locations to introduce chemical fertilizer. as

there is more certainity of beneficial and consis-
tent results that are likely to have lasting effects
on the attitude of farmers. Adoption of fertilizer
technology and other modern farm inputs can then

gradu:lly be yopularised in the low rainfall area.

Refering to NWFP sample area specifically,
the rainfed} fields were found interspcrssed with
irrigated fields where a quite diversified cropp-
ing activity was being undertaken. Growers were
diverting large acreage towards the production of
fruit and vecetables. Supply of nursery and seedil-
ings, pesticides, and inadequate marketing faci-
lities are the major constraints faced by farmers

in large scale production of fruits and vegetables,

For the development of farm egonomy in this
region the "intensive area approach" seems to be most

suitable,
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If farmers are assisted by the agricultural
extension agents in the selection of proper fields
and in following cultural practices specific to the
nature of different fields, more production can be

obtained,

Supply of Inputs:~ Supply of inputs like fertilizer
within easy access and on time is needed to make far-
ming more attractive to the farmers in 'barani' areas.
Fertilizer use can be improved by opening new outlets
in the villages and rectifying the problems of under-
weigkment and poor quality as suggested by a majority
of respcndents. The farmers demand for opening of
services outlets near their villages can only be met,
without putting extra burden on the public exchequer,
by arranging distribution of inputs through village
coopera-dves, shopkeepers or agri., extension workers.
In case the distribution is put under the charge of
field assistant, both the supply position and the tec-
hnical know-how of the farmers regarding this key

input is likely to improve.

Development of new high yielding seeds of
main 'barani' crops also needs proper attention as

no meaningful break through has so far been achieved
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in this area, Breeding programmes, therefore, need
to be strengthened. Effective extension service is
needed to create high degree of confidence among far-

mers regarding new varieties of seed and fertilizers.

Development of new irrigation facilities,
and soil conservation practices would be of great
help in solving the problems faced by the farmers
in improving crop and livestock productivity. Ve~
terinary care could further promote poultry farming

and livestock production.

Marketing Facilities:

'Develogment of New:Markets:= The study revealed
that no regqulated/organized market existed in NWFP

sample area and also that the submarket in the Pun-

jab was not properly organized, which caused problems
for marketing of the farm produce. This emphasizes the
need for establishing new outlets/marketc and im-
proving the functioning of the existing ones to pro-
vide competitive markets with a conduct and perfor-
mance more to the advantage of the farmers. The

role of Market Committee is limited and of lesser
benefit to the growers in the Punjab as the Agri-

cultural Produce Market Act has not been enforced



properly. In the North West Froncier Province sample
area the Market Committees are almost non-existent.
These committees need to be established giving full
representation to the growers so that the mechanism
of price formation and other market practices could

effectively be improved.

Similarly, no well organized livestock mar-
ket was available in the study areas for the disposal
of livestock., As livestock producticn is an impor-
tant activity in 'barani' areas, establishment of
livestock markets on scientific lines also needs sp-

ecial priority in the development programmes.

Village 'beopaaxx' has been identified as
an important functionary in the commodity marketing
channels in NWFP. Furthermore, the amount of market
charges passed on to the farmers by the dealers of the
Punjab's sample markets plus farmers' personal expen-
ses incurred for sale of commodities in the market
shows that farmer prices are depressed more than the
village level prices offered by the village dealers.
Although the farmers get better prices in the market

place than the ones offered by village dealers, yet
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the receipts, net of marketing mdrgin, are lower in
the latter case. Opening new outlets near villages
or encouraging village dealer activity were the twc
major alternatives which could help narrow down the
village and market level price margin, catch the
margin fully or partially, by farmers now going to
market functionaries and improve the performance of
existing markets. Village level functionaries thus
need to be made more viable to provide competitiwe
alternate channel for farmers and encourage
price competition. Provision of institutional credit
to the village 'beoparies' for financing the commo-

dity trade could be of great conseguence,

The study also revealed that road condition
in the sample areas needed lot of improvement. Di-
fficult access to markets was also a factor influen-
cing farmer's choice of alternate market channéls,
thus limiting his ability to sell his farm produce
through competitive channels. This farmer problem
could be alleviated by improving the road network in

the rural areas.

Market Information:- Up-to-date and reliable market

information should be disseminated quickly through
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mass media in a language intelligible to the farmers
giving full coverage to major commodities in order to
apprise them of the market price situation and improve
their bargaining position through information. 1Its
timings should coincide with the marketing calendar of
the farmers, as revealed by this study. The market co-
mmittees could ¢generate quality price information by
observing market transactions and analysing supply and
demand situation, and immediately disseminating through

mass media.

Trade Malpractices:=- The finding that sample farmers
were facing several trade malpractices, particularly
incorrect weighment of produce emphasized that the far-
merg'problem of trade malpractices could be minimized
by their training about new weights and measures recen=
tly introduced under the metric system. Supervision
by the Market Committee could also help reduce dealer
malpractices on account of weightment, price collusion,
and pricing practices. The farmers also neéd to be
educated about the market charges/trade allowances
presc 'ibed under the Market Act so that dealer mal-
practice of charging market fee/other funds could be
checked. The payment of market fee by farmers indi-

cates their sheer lack of knowledge about market charges
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as no farmer mentioned charging of market fee by the

dealers as a malpractice,

Procurement Programmes:- Non-farm jobs are more pay-

ing these days due to unfavourable terms of trade for
Agriculture dwe tornsing production gosts. " Inorder to
ensure better prices to the growers, public sector
procurement agencies should start more effectively
participating in 'barani' areas. The procurement pro-
grammes should coincide with the sale schedule of the
farmers of 'barani' areas, as revealed by this study.
The procurcment prices for major commoditiecs like
groundnut, gram and maize could be fixed at levels
high enough above thc prices reported by sample far-
mers as just prices covering their cost of production.
This could maintain farmers' interest in farming and

serve as an incentive for inducing more production.

Storage Programme:=  The study revealed that farmers

were not concious about proper storage of farm produce
and the storage losses. Farm level storage practices
when examined in the contuxt of low production volume
and marketable surplus, demand improvement. This would
require intensive education/training of the farmers in

proper and scientific storage techniques. Extension
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effort is also needed to encourage control of storage

grain insects through chemical treatment,

Grading:- The finding that neither farmers nor the
dealers were practicing grading emphasizes the need
for education of farmers for introducing grading by
demonstrating to them the advantages of scientific
methods of cleaning, drying and grading their farm
products before bringing to the markets. The Market
Committees should ensure a premium price for the graded
products. Further, official grades and s tandards also
need to be established for major 'barani' crops and
enforced through legislation so that farmers could .be
educated on that, because inthe absence of official
grades, no standardized grading techniques/practi€es

could be followed.,

Processing Plants:- To keep the producer-consumer
margin in a favourable balance and to integrate pro-
duction-processing/marketing, the processing plants for
commodities like pulses, groundnut and maize should be
established in the 'barani' producing areas. These
processors should carryout extension, input supply

(preferably on credit basis) and marketing activities
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on the lines of tobacco and maize processing companies,
Public subsidy may also be given to such ventures in the

initial stages.

Off-Farm Work:- The level of adoption of new inputs
and scientific agronomic practices.is affected by the
departure of educated and able bodied persons from the
farm families for off-farm work. Consequently, the
desired production level is nect achieved. To retain
these persons and to have their sontribhution to de-
cision marking regarding farming off-farm work opp-
ortunities such as processing plants for farm products
and other small scale industrics close to the farms
should be arranged. Furthermore, as off-farm work
contributed the largest share of gross income, this
source needs to be strengthened by prcviding greater
job opportunities to rural population as suggested

earlier,

Credit:= 1In view of limited credit use the major
suggestion for improving institutiqngl credit supply
was making it available under/::gggggé procedure and
on subsidized interest rate. Further research is,how-
ever, needed to investigate the reasons for low use

of credit by the farmcrs in the s tudy areas.as the
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present study did not cover.this aspect in thorough
detail. The small farmers’ financial requirements for
farming and ways for helping them also need to be loo-
ked into properly. Alternate institutional financing
arrangements may be tried in order to divert credit to

productive uses.,

(¢) General Problems:- Dealer problem of financing
their business and making it more viabl: also requires
special attention by making credit more accessible to
all ~lasses of dealers through simplified procedure

and better terms of lending.

Farmer problem regarding lack of irrigation
water and unlevelled/fragmented land holdings also
needs special consideration in order to keep ther in-
terest in farming. The arrangements could be : (a)
construction of small dams to utilize excess watecr
supply during rainy season., (b) Trial boring for
helping farmers install tubewells whereever feasible
according to the terrain, and quality of underground
water, and (c) Plenaed programme for land levelling
iﬁstead of levelling of certain spots in the whole

tract. This would, however, require another study
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to identify such areas,

Further Research Suggested:- The bencRmark data

generated through this study on various aspects of

production and marketing patterns of respondents

obtaining in sample 'barani' areas has helped to

identify certaj 1 areas for further research.

Accordingly, further investigations are suggested

regarding:

a,

b,

C,

G,

e,

The ways and means of improving the land use
and cropping intensity at large farms, bringing
it at least, at levels comparable to that of
small farms,

Feasibility of distribution of inputs like seed
and fertilizer through village cooperative soci-
eties, village shopkeepers and/or agricultural
extension workers.

Establishing appropriate rural industries/pro=-
cessing plants in order to enhance opportunities
for off-farm work near the villages and retain
the productive labour force in farming.

Devising appropriate farmer and dealer *raining
programs about new weights and measures, storage

-practices and grading of farm produce.

Extending credit facilities to village dealers
by relaxing the lending terms to improve their
functioning.

Working out cost of production of major ‘'barani’
crops for establishing attractive procurement
price levels.

Feasibility of improving irrigation facilities
through ihe installation of tubewells by undertaking
tria) boring. Feasibility of 1lift irrigation and
construction of small dams may also be looked into.
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A unit of land measurement equivalant to
0,405 bectacres of land,

A type of storage arrangement made of mud
or bricks useda in NWFP.

Ammonium Sulphate.

Arhtia (Kacha)A dealer trading in agriculture commodite

Arhtia(Pacca)

Barani

Beopari

Chaukidar

D.A.P.

Dehkan

Desi

Imam Masjid

Kacha Road

Kanal

Karyana

ies mainly on commission basis.

A wholesale dealer trading in agricultur-
al commodities in a grain market, mainly
on his own account.

Rainfed =area,

A village trader engaged in purchasing
crop produce in the village or an inter-
mediary working on behalf of a commiss-
ion agent/wholesaler,

A village functionary responsible for
night watch and reporting births, and
deaths to nearby govt. office.

Diammonimum Phosphate.

A share cropper in NWFP, usually residing
with the owner and culv.ivating farm land
with the owner's farm resources. The
usual Dehkan share in practice is %th of
produce in each season.,

Indigenous.

A man, usually well versed in Quran and
Sunnah who leads prayers in the local
mosque and teaches the Holy Quran.

Un-metalled dirt track usually used by
village bullock carts, etc,

1/8th of an acre.

Retail business.



Khadim
Kharif
Lobia

Mandi

Mash, Moong,
Moth, Mothi

Masoor

Maun:d

Merasi
Munshi

Numberdar

Pacca Road
Rabi
Rehra
Rupee

Sarson

Seer
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A man engaged by villagers to take care
of village mosque.

A crop season in Pakistan commencing from
April to September in which cotton, sugar-
cane, maize, ricn, millets are major crops.

Beans, growns in ‘'kharif' season.

A grain or livestock market,

Pulses grown in ‘kharif' season,
Pulse grown in ‘'‘rabi' season.

A unit of weight in Pakistan about 1/28th
of a Ton or = 37,32 Kilograms, '

A class of moeens in the village maintain-
ing ancestroal record of farmers and ent-
ertaining them on social ceremonies,

A person employed by a dealer for maintain-
ing business account and handling other
related matters.

A village headman responsible for collect-
ion of land revenue and other taxes from
farmers on behalf of Government and att-
ending other village matters.

Metalled (surfaced) road.

A crop season in Pakistan from October to
March in which wheat, gram, oilseeds, and
lentil are the major crops.

A two wheeled cart driven by a bullock or
he~buffalo.

A primary unit of currency used in Pakig-
tan, equal to § 0.10.

Rape seed.,

A unit of weight uscd in Pakistan equal
to 1/40th of a maund and 0,93 Kilogram,



Seyp

Tehsil

Tonga

Ushar

'Watta'
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A system of in-kind payments made to
village artisans for services provided
to the farmers,

An administrative unit of a district in
Punjab and NWFP Provinces.

A two wheeled vehicle driven by a horse.

An in-kind payment made to assist the
poor, incapactitated needy persons of the
society as a religious custom. The usual
amount paid is one tenth of farm produce
in.'barani’ and 1/20th in irrigated areas.

Overweighment or deduction made by dea-
lers from farmer's produce on account of
moisture, mixture and low quality of
produce.



