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The present report on "Marketing of Flarm
 
Products and Inputs in Baran 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 agricult

ural inputs in lbaranil areas was felt in view of
 

the gro:-ing 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
 

agricultural 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 empi.rical evide'ce on the marketing
 

of farm products and inputs is an essential ,re-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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C IiA P T E R - I 

INTRODUCTION
 

The impact of mnrketing as a dynamic force
 

in enhancing farm output and productivity, minimizing
 

the food gap, and also in distributing gains from in

creased production has been well demonstrated in the
 

more advanced economies of the worl d. 
 'Market-,incen

tive' has been argued as one of the essentials for
 

agricultural. development, because the farmer's incen

tive to produce more 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 capital generiting capa

city at the farm level can engender negative effects
 

on production increases.
 

The importance of agriculture in Pakistan's
 

economy cani not be over empnasised. Agriculture is
 

still a dominent sector and m :jor contributor to the
 

G.D.P. However, despite the complimentarity of mar

keting in the context of agricultural development,the
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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 technological reforms in
 

farming with the objective of feeding the fast growing
 

population* under subsistence farming cond4 tions. As
 

a result of a disproportionate emphasis, the develop

ment of the marketing infrastructure and the market

ing institutions has received very little attention
 

* The acc-lerated urbanizati.on rate during toe past d- cde 
a.-o place2 heavy 

dewellers, besides feeding the non-farming s ctor of 
rural economy. The distribution system, therefore, must 
be capable of maintaining food supplies to boti sectors 
of the popui-tion. 

** Those advocating public policies directed to fostering 
conditions favcurable for an enhanced productivity ltvel 
and aggregate production argue that subsistence farming
generates a limited marketable surplus which does not 
call for vigorous efforts for the development of market
ing infrastructure. This may be true at the micro-level 
e.g., 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 technology package has 
resulted in imporving, if not revolutionizing, producti
vity at the farmn 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 trrinsport facilities needed for handling regional
 
surpluses resulting in shipmen- losses are some of the
 
obvious evidences of the quantum of marketable (food)

surpluses flowing to the market even under subsistence
 

h. i a der-cand for food suli)ly for city 

agriculture, This makes the efforts for realizing the
 
importance of an appropriate marketing infrastructure
 
more relevant and worth consideration.
 

http:urbanizati.on
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by public policy planners. This has impeded the results
 

anticipated from technological reforms and added to the
 

existing problems of market imperfections, market price
 

instability, inadequate trinsport, storage, grading/stand

ardization, livestcck markets nnd procossing industries. 

Furthsr shift is, thurefore, needed in public policies to 

recognizing the role of nrrketing in order to develop a 'mar

kc-orianted' economy.
 

The 'barani' a-eas in the Punjab and N.W.F.P. consti

tute 
an imp;vtant component of the total agricultural base of 

the tWo PYovin 'cr;. This is evident from the fact that 54 per 

cent of the total reported 7ren and 43 per cent of the farm 

units in the province of Punjab are totally or partially rain

fcd. About 39 per cent rf the total cropping is bcing under..
 

taken unrer 'barani' conditions which accounts for approximat

ely 36 per cent of the totl agricultural production in the
 

province of Punjab. Similarly, the economy of N.W.F.P. provin

ce is dominited by 'barani' agriculture, as 55 per cent of the
 

farm area in this province is rainfed and the contribution of
 

L_/ For example, see, A.T. Mosher, Getting Agriculture Movinq,(Newyork: Frederick A. Praeger, Publishers, 1966); R.L.Kohls, 
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 - Its Role in Increasina Productivity. F.A.O. F.F.H.C.
Studies No: 4 (Rome; Food and Agricultural Organization of 
The United Nations, 1967); F.A.O., Marketing - A Dynamic Force 
i n Aqricultural DevelopMent, World Food Problems. No:1O (Rome:

FAO, 1970); Abdur Rashid, The State of Agricultural Marketing

in Pakistan. (Lyallpur: West Pakistan Agricultural University

Press, 1969).
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'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
 

'baranil areas to enhance the total production particul

arly that of foodgrains. The additional production would,
 

however, require increased marketing facilities. There

fore, the important contribution of 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 crucsl 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 marketing system both for the farm products
 

and agricultural inputs in 'baranil areas and suggest poli

cy measures for the development of marketing infrastructure
 

needed for raising farm productivity in these regions. The
 

present study is an attempt in this direction.
 

The focus of this study is essentially on the
 

marketing of farm produce and the channels through
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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 production, 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.
 

Obiectivesj- The sne~ific objectives of the study
 

were to e:-amine:
 

- Principal 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 s4-udy of marketing channels for major

crops',and farn/market price structure.
 

- Existing marketing infrastructure (markets, roads,
 
storage, transportation, 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- (al '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, and villages was made
 

stepwise, and separately in each province. The select

ion procedure followed according to the finally settled
 

sampling plan, after the pretesting of the questionn

aire, 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
 

marketina 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
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these zones were separately li.ted for the two markets.
 

Ten villages, about three from each concentric ci]. ;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 rplaces. While making tme village
 

selection, effort was made to give proportionate rep

resentation to the villaaes 
linked by both 'kacha' and
 

'pacca' roads,, 1Illustration 1.1 indicates the locat

ion of sample villages s lected in the Chakw7l and
 

Dhudial market areas.
 

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

sample was selected with the help of key village in

formants, mainly the 'Numberdar' and local officials.
 

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
 
was reported as uncultivated on different sized
 
category farms.
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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 from each village.
 

4. Selection of Dealer's Sample:- For selection
 

of the dealer sample in Chakwal market, a survey
 

of the markt premises was undertaken. Every third
 

shop starting frum the right corner of the main en

.erance, and proceeding in a cauiterclockwise dir

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 4 'karyana' business. All
 

of these 16 dealers were included in the sample.
 

* 	 In the case of market dealers, those handling 
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.
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B. 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 li. 1'e Oghi and Ba

ttal, that exhibited relatively larger farm product
 

assembly activities and were located in th- feeding
 

area of Mansehra market, were taken to represent the
 

'primary m2rkets' and thus also were included in this
 

study.
 

2. Lelection of Sample Villages:.- Some lnitations
 

were faced in selection of villages in Lhis area -;h'Ln
 

attempting the procedure followed in the case of Pun

jab. The hinter-land around the selected market places
 

could not be easily stratified 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 be made without following
 

a standardized approach. Villages located on differ

ent link roads connecting the settlers in the hinter

land with the Mansehra market like Balakot, Oghi, and
 

Battal 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. T'he villages included in tne
 

sample were reported to have adequate production volume
 

under rainfud 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
 

marketabuie surplus, both from the small and Jarge size
 

catecories, wer iden.ified fr,m each of the elected 

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

rle 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 business activities of these dealers has
 
been made on the basis of this stratification.
 

http:handl.ng


of farm products. This has given rise to a monopsoni

stic situation in the market under study. Consequen

tly, only two big marketing agents were found hand'ing
 

the whole marketable surplus reachinj Manse.hra market.
 

Seasonal 'beooaries' usually operating on behalf of the
 

big dealers, and/or the village shopkeepers/dealer:3
 

were the major entities assembling farm prciuce from
 

the hinterland around the Mansehra market. 
Addition

ally, about 40 city retail shops were also found assem

bling farm p.:oduce in small quantities in exchange of
 

goods soid tc the fa..i rs 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 market and, (b) The village shop

keeners/'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.
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Illustration 1.3 shows the route-wise posit

ion of farmers and the dealers sample. (N.W.F.P.)
 

N 

TO 	BATTAL
 

< 	 1 

A 	P dealers from 4 villages and
 
j2 farmers from - villages on
 

jATTALRoute
 

li3' OGHI-I 

Two *d'ealers'from 2
 
villages, 11 farmersfEn
 
8 villages on OGHI tkax.
 

Mansehra Market. 
 TO 	BALAKOT

W E 

1
6dealers from 4 villages and
 
12 farmers from 5 villages on
 
BALAKOT Route 

TQABBOTTABAD 	 S 

• ll.ustrz.t.ion 1.3 
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Total Sample Size:-


The total sam- le comprising markets, villages,
 

dealers, and farmers for both the provinces, is given
 

in Table 1.1:-


Table 1.1: Total Sample Distribution Puniab/ 
N.W.F.P.
 

Province Maiket Sample Size
 

Villages Dealers Farmers
 

Punjab 	 Chakwa.L 10 16 102
 

Dhuddal 	 Ic 16 98 
20 32 200 

NWFP 	 Mansehra 8 8* 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 provinces 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..ll was non-availability of required number of res

pondents in the planned survey arca. 

* Consists of one big commission agent anJ 7 village 
shopkee ars. 

** 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, d&sposal of
 

marketable surplus, farm prices, storage a;.-
 gross
 

farm income. The dealer questionnaire included dea

ler business volume, marketing practices, storage
 

capacity, credit needs and overall business problems.
 

The inttrview schedules for both types of respondents
 

in NWF'P we.ce reviscei an-a shortened in view of 'Uho type 

and amount of information expected to be 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 'baranil 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 and Reliability Chec'k.-


The data collection work was undertaken
 

by the In-citut-'s research st-afi during 1978 and
 

1979 in Lhe 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 them 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 edited 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 appropridte 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.
 



Hv=oheses Relatina_ to- Far:

1. 	The larger the farm size, the grgater is likey to
 
be the amount of marketable surplus.
 

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

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

4. 	The larger the farm size, the smaller are likely
 
to be the proportional sales at harvest time.
 

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

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

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

Hypotheses Relatinqr-to Dealers:

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

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

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

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

could be tested due to nature of data.
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Statistical Techniques Applied:-


The statistical techniques such as 
correlation,
 

the multivariate regression model- chi-square, T test,
 
and difference-of-menns 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' tests followed by the T test, coeffici

ent of determination (R ) and standard error of estimaI
 

to see the significance of results obtained. 
The corre

lation test was 
applied to see the relationship between
 

farm and family size and marketable surplus, storage
 

capacity, farm income, 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 periods).
 

The relationship between dealership type and
 

size with business volume, credit utilization, and
 

business costs was examine-d through test of correlat

ion. The influence of farmer dealers on business vol

ume was seen through weighted means.
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Data Limitatinns.:-


As is generally the case with field survey,
 

several limitations were faced during data collection.
 

Dealer as well ns farmer data was based mainly on the 

memory of the individuals. The data on business vol

ume, credit, and storage practices were apjarently 

under reported by the dealers. Price data were also
 

based on memory recall. The secondary datq on busi

ness quantum and prices collected from the m3rket comm

ittee office also showed similar defficiencies.
 

Similarly, the timing of farmer sales, volume
 

of each transaction -nd prices were also based on memory
 

recall and are 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 parameters covered by the
 

study on different sized farms and different sized
 

dealers. Hence, it was decided to study tl.e available
 

sample but to examine the various issues falling within
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the purview of the study objectives in thorough details.
 

However* the implicationm 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 this case.
 

*S. AZHAR* 
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CHAPTE' 
 - II 

Review of Literature
 

Ample rese:rch work on various aspects of
 

agricultural marketing like commodity markcting chann

els, marketing margins -ind costs, trade malpractices,
 

and farmer/dealer m-irketing practices has been done.
 

pertaining to irrigated agriculture. But iesearch work
 

on marketing of farm products in 'barani' areas is
 

scanty. The review of liter-iture made in the follow

ing pages refcrs mainly to irrigated agriculture. This
 

effort has baen made und&: the assumption thaL socio

economic setting of ftrigated and lbarani' 
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 thu whole body of literature 

on the subject, neither 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
 

Agricu'tural Products in the Punjab". 
 Through this
 

study data about production, cost of production and
 

marketing of 14 commodities (which included pulses,
 

fruits, and veget-bles) were generated Dy surveying 5
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wholesale markets of the province. The sample compri

sed both farmers and market intermediaries involved in
 

the marketing of these commoditius at various stages
 

like the supplier (farm gate), the wholesale and ti.e
 

retail stage.
 

The authors observed that market imperfections
 

and the consequent unfair dealing on the part of mar

ket functionaries with the farmers in marketing of farm
 

products were arising mainly -:s a result of farmers'
 

lack of knowledg- and inaIdequate marketing facilities,
 

difficult iccuss to and absence of proper regulation
 

in the markcts like licencing of market functionaries,
 

clear definition of market charges/deductions, enfor

cement of disputes in marketing of farm products. Con

sequently, under weighment of growers produce and 'watta'
 

at 1 to 2 seers per mauj.d, commission charges over and 

above the prescribc:d rates under the market regulations, 

other deductions on account of mosque fund, weight 

of guony bags, a-nd absence of open auction were some 

of the common trade malpr.Actices in the mark.ts studied. 

The market committies were also not supervis

ing auction of products. Furthermore, retailer was
 

poc...eting the maximum share (43%) of retail market
 

price of pulse, fol.owed *y miller/wholesaler. Village 



-24

'beopari' was also reported to share adequate propor

tion of retail price. The amount of margin was influ

enced by the numbur of intermediaries involved in the
 

marketing channel of a particular commodity.
 

Chaudhry et al (1970) in an "Evaluation of
 

Agricultural Marketing in the Punjab" found that far

mers used di-ferant sources for collecting price infor

mation. Personal visit to market was reported as the
 

major source of price information collection followed
 

by villige 'beopar±'/village shopkeeper. Mass media
 

f-radio/newpaper) as a source. of price information was
 

reported by a small number of farmers. The authors
 

further observed that market price quotations issued
 

by the m-rket 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 cJ)uld form the basisfibr 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 tqo major price formation pra

ctices investigated.
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Regarding various market charges, the study
 

indicated that such charges varied between Rs. 
 6.70 to
 

10.21 per maund which were charged by the dealers f::om 

the farmers. The major components of such market ,,iar

ges were :ommission, brokerage, handling, driage and 

miscellaneos deductions (mosque find, market fee, etc . 

The authors also reported thit 70% of wheat, 

80/o of ma>.,e, and 90/ of saleable gram produce was dis

posed of in the village through village 'beopari'/shop

keeper, becc'use -ie producers were satisfied with the
 

-.
illage lexel prices offered by these functionaries.
 

Rashid (1971) in a study on "The Marketing of
 

Wheat in West Pakistan" pointed out that farmers wheat
 

marketing channels comprised village shopkeeper/'beo

bari, 'kacha' arhtia, broker, 'pacca' arhtia, process

ors, wheat flour wholesaler -andretailers. 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 volume handled by e.ach interm(ediary
 

was also not precisely known.
 

The author further investigated the mechanism
 

of price formation in whe ,t markets and identified two 

major pricing practices, namely open auction,an. 
under
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cover or private negotiation being followed 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 disadvantage of
 

the grower because he never knows the price settled
 

for his produce between the commission agent and the
 

buyer. Private negotiations (individual agreement)
 

was observed to consume lot of time and eI'ort.
 

Rashid et al (1973) conducted a study on
 

"Costs nd Contributions of Market intermediaries" in 

relation to four agri. :ommodities, nimely, w~leat, cotto , 

rice and dtsi' 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', lkacha' rhtia, '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 'beopri'
 

70 per cent; 'kacha' arhtia, 53 per cent, 'pacca' arh

tia, 9 per cent: Government 8 per cent, anOt consumer 

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 disposal pattern were urgent need for money (88 p.-r
 

cent), storacie problem (22 per cent), while four per cent
 

indicated little expectation for better future prices.
 

Further investigations of the authors showed that
 

the major consider-.-tions kept in view by the farmers for 

the sale of wheat in the market place were: better !.rice
 

exj,-ectation, distance to market, facility of transport, so

cLa. relations/credit ties with dealers, and village 'beopari 

not available. Sales in the village were made mainly due to
 

a) low volume of mar'.etable surplus (b) transportation pro

blem, (c) delay in payments of sales made in the market, 

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

The study also provided information about the
 

trade practices of dealers. It reported that 'pacca arhtia'
 

who is assume.d 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. Whereas, 'kacha 'arhtia4whose major practice is hand

ling of commoditie- 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 wos sold to
 

oucside/local marchants, 40 per cdnt to the Government, 25
 

per cent to wheat processors, and the rest to consumers.
 

The retailers were mainly getting their supplies from pro

cessors (65 per cent),'kaclha irhtia' (31 per cent), and the
 

rest from 'paccjA arhtia'. 

Marketable surplus of wheat and rice as proportion
 

of total production was ..eported at 62 and 83 per cent res

pectively. The net prices received by the producers were,
 

however, the lowest in case of sriles made to village 'beo

bari' as compared with other intermediaries.
 

Rashid (1970) in a study on "Economic Aspects of
 

Distributive Mtrgins" found a number 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 leves, because
 

commercial banks were not mostly meeting the c7dit require

ments of dealers due to inadequate collateral arrangements
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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 market
 

performance.
 

Siddiqi et al (1979) conducted a study on "Market

ing of Agricultural Products in Sind". The sti'y focussed 

on two major aspects, namely, determining of cost of produ

ction of selected commodities and study of the marketing 

system including the channels, marketing costs/margins, and
 

price analysis for these co.nr dities. The data were gener

ated by surveying commarciai farms and potential mcrkets
 

scattered in all the 12 districts of Sind Province. The
 

Lotal sample size consisted of 1265 respondents that inclu

ded 310 prodt cers, 115 a;-semblers/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 marketing system for var

ious commodities covered was centralized, involving a long
 

and complex chain of intermediaries. The commodities moved
 

through thc selected few central markets to the reta1 (con

sumer) markets. The commodity prices were mainly determined
 

by the marketing agencies located in the centra. markets.
 

The prices in other markets moved around such predetermined
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price levels with a little allowance for marketing/shipment
 

costs 
-nd a marginal influence of supply and demand in a
 

particul-r market. 
This type of marketing system gave .ise
 

to several imperfections in the m:rketing system like wide
 

farm - retail price differentials through accumulated mar

keting charges and exaggerated margins at various intei-ne

diary levels. The study showed that the midd!- man's pro

fit share as 
a per cent of retail price varied between 28
 

to 40 for various pul s 
in the province. The marketing costs 

were on the orde: of 27 - 34 per cent. Thus farmer share
 

was reduced to 5-9 per ccat retail price.
o.- Martketing mar

gins were unjust particulariy for wholesalers and retailers, 

the respective margins being 22 to 40 per cent (wholesalers)
 

and 10 to 17 per cent (retailers). 
 This shows that whole

salers were pocketing th(. maximum share.
 

The study recommended that market committees should
 

be re~rized so toas provide marketing fsciiities and also 

supervise market transactions to minimize imperfections. 

Procurements in 
the public sector, grading, and cooperative
 

marketing of commodities were other measures suggested to
 

improve the :iarketing system.
 

NFC (1977) conducted a study entitled "General Far

mers Investigation Survey" in Punjab, NWFP and Sind provinces. 

The study showed that in sample 'barani' areas, there were
 



-31

about 56 per cent non-users of fertilizer. The proportion
 

of fertilizer users on irrigated sample farms was quite high
 

(80 per cent). The study also shows that in 'baia.i' areas,
 

village shopkeeper .nd Goverr.,.ent depots were the major su

pply sources. Fu ,ransportation :f fertilizer, 70 per cent
 

respondents used non-mechanical means including 'tonga',
 

camel, 'rehra', bullock cart, and buffaloes whi'.c,13 per cent
 

used mechanical means such as buses, wagons. Donkeys and
 

'heads' were the common means of transportation in lbaranil
 

areas. Th transport cost varied between Rs. 1/- and over
 

Rs. 2/- incuized by about A? p.zr cent of faimers rcporting
 

incur-ing trarzport cc..t. 

NFC (1978) in another study entitled "Intensive
 

Farmers Survey" conducted in four villages (2 in irrigated
 

and 2 in 'barani' atiras) 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 need arose as a
 

precautionary measure in view of lack of funds.
 



-32-


The study fruther showed that of the sample farmers'
 

26 per cent were non-users of fertilizer, while the rest bad
 

applied some fertilizers to a part of their cropped aci age
 

in varying amcunts. Village shopkeeper was the major supply
 

source. Bus/iiac.ci was the most conILr means used to trans

port fertilizer from outside the village. The average cost
 

incurred was Rs. 2.40 per bag.
 

Rega~irdina thu use of credit by farmers, the study
 

:.evealed that a itajor ty of farmers reported taking credit
 

from :oth insti utional and non-insti.'utional sources. The
 

loans were partly used for domestic purposes and partly for
 

seed, livestock and farm equipment. As remittances were an
 

important source of farm families income, 35 per cent of
 

farmers reported receiving 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
 

growaby sample farmers. Wheat w :s 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 wis reported to be very limited 
s only 37 per
 

cent of the sample farmers were using or had used fertilizer
 

on their land.
 

http:Bus/iiac.ci
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A majority of sample farmers (63 per cent), 
how

ever, reported using credit. Rel:tives/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 repurted receiving remittances which were mainly used
 

to meet domestic needs.
 

Eckert and Khan (1977) in a study on "Rural-Urban
 

Labour Migration- Evidence from Pakistan" investigated that
 

average remittances per migrait family were Rs. 10 

in Punjab and Rs. 70 in NWFP. 
This excluded the migrants no'*
 

remitting any amount to their families.
 

The CENTO Travelling Semin.ir (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, ail-able facilities were inadequate to provide 

serviceos needed by livestock producers. Refering to Pakis

tan, the Seminar reporid that there were no ,arket places
 

entirely run by the Government. The marketing of livestock
 

was done under the auepices of local bodies ny holding cattle
 

shows on fixed dates every month. Cattle markets are also
 

arranged by private parties throughout the year except on
 

meatless days. Animals are transported either on foot (for
 

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

http:Semin.ir
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distances),,
 

The seminar recommended that-; ka) stockyards [th
 

feeding, watering and resting facilities should be constru

cted along ruilroads, and highways so that farmers are not
 

compelled to sell their animals at low prices2 (b) The 

Government Department concerned with livestock .aarketing 

should undertake the responsizility of planning and const

ructing livestock mar',lets, (c) Li'zestock assembling points 

should be established close to the production points/areas 

with all the noeaed fecilit.iE mentioned above. 

*S. AZHAR*
 

http:fecilit.iE


PUNJAB
 

CHAPTER - III 

CHAPRACTERISTICS OF THE MARKETS
 

Characteristically, the existing marketing system
 

is 	traditional and centr.lized. The farm products flow to
 

the consumer markets through -inintricate network of market

ing channels. The market intermediaries involved in physi

cal assembly-distributive functions of farm products at
 

village, primary, and wholesale market level include the
 

village shopkeeper, village ?beopariesl (itinerant dealers)
 

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

wholesalers. Another market functionary, the broker, also
 

plays an important role in concluding various transactions
 

* 	 The existing mar.eting system is 'traditional' in the 
sense that few radical market structural changes have 
occured over the past few dcecades except Govt. partici
pation in essential commodities trade (wheat, rice,
 
cotton, potato, onion, etc) through price sup-orts, zon
ing, public sector procurement/storage oper-tions and 
export promotion program- which has contributed to improve

market performance. Functionailly, however, substantial
 
improvements have been effected in physical infrastructure
 
like increased rail :nd road transport facility, marketing

information communication arr-nciments through a tele
communication system resulting in 
a fair degree of market
 
integr-tion with respect to temporal and spatial commodity

movements and their prices. Development of new wholesale
 
grain markets is also ,,n achievem..nt of the last decade.
 
Grading, st ndardization, refrigerated transport facilities,
development of livestock markets, and appropriate livestock 
transport-ition aranguments -ire, however, inv ill primitive 
st,-ges nd need considerable improvement. 

** Village 'beoparies' (itinerant dealers) operate mainly on a
 
seasonal basis. 
 They either handle business independantly
 
on their own account or on behalf of some wholesale dealer
 
in the market.
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between producers and dealers, or between dealers. These
 

brokers very often also work as auctioneers employed by the
 

market organizations. The sale trans.ctions are g(ner$,.ly
 
1 

concluded through open auction or indivilual agreement.
 

The grain markets of Chakwal and Dhudial stud.ed 

in Punjab's 'barani' area represent the tradit!-nal centra

li'.ed marketing system prevalent elsewhere in the country.
 

The farm products reaching the primary and wholesale market
 

under study were assembled in a variety of ways: (a) direct 

sales by farmers in the ,. c 4-s, (b) commodities assembled 

by village shop].eepers, or illage beoparies' vorzing on 

a seqisonal basis i7nd brought to the markets, and (c) direct 

purchases from farmers by the wholesale dealers/commission
 

For example, see USDA, The Marketing Challenge,
 
(Washington, DC; 1970); Uma, J. Lle, Study of Grain
 
Markets in Selected States, India, 1955-56 to 1964-65
 
(Itheca, Newyork: Cornell University, Dep-trtment of
 
Agri. Economics, 1968); J.C. Abbot, "The Development
 
of Marketing Institutions" in Agricultural Development
 
and Economic Growth, ed. Herman M. Southworth and Bruce 
F. Johnston (Itheca, Newyork: Cornell University Press,
 
1968); Muhammad M-rn'oor Ali, Price Discovery and Formation
 
in Khanewal Whea t Markets. Unpublished M.S. Thesis.
 
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 m.rketing system is made in
 
Chapter VI of the report, which provides ample support
 
on the above viewpoint.
 

http:g(ner$,.ly


agents,
 

Both sample markets were found tu be compatitive,
 

the transactions being conclud-ed 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 a competitive practice, entailed coll

usive behaviour o0 marketirg agents allowing only marginal
 

interplay of rarket torces. The dealers were observed by
 

int rview. rs while mihteracting wit: them at the ti -e of 

interview to agree on a general 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 regional 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 alternative marketing channels. For this reason, we have
 

recommended opening of public sector procurement centers in
 

this area.
 



Secondly, the @lenient of monopsony was also obser

ved by the field survey team to enter into the market tran

sactions. On certain occassi ns, a 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 disadvanta~ie
 

of the producer. Such monopsonic conduct wris more prominent
 

in Dhudial market.
 

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 'M&rket Committc.e', established within the legal
 

framework of the said Act. The market committee was located
 

at Ch~kwal with a sub-office at Dhudial. However, only the
 

Chakwal market was located on an orginized market premises,
 

* 	 The term monopsony in theory, is mostly discussed with ref
erence to "resource markets". Whereas, it is iso applicable 
to the product markets, where there is a single buyer of a 
product. See Richard H. Leftwich, The Price System ind Resource
 
A2:.loc-.tion (Ncwyork: Holt Rinehart nd Winston, 1966).
 

* 	 The Market Committees through their by-laws define market 
trade practices, market charecs to be paid by dealers, and 
the protection the fr-rmers can ;xp(-ct under the provisions
 
of the Market Act and by-laws. The Market Committees also
 
regulate business through licensing aind check on trade
 
practices, commodity 	 prriwais,
prices, auctions, and busi
ness charges such as commission, -and trade allowances.
 



while the subsidiary market of Dhudial was located in a bazarn 

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 markct in a Government 

owned -nd organized premise was thet it had considerably 

facilitated effective control over traffic, business trans

actions, arrival of farm products, better management of other 

facilities like drainage, drinking water, animal sheds, stor

age platformz, etc., by the market committee. 

Contrary to this, fewer apenities could be provided
 

in the DhudiAl mirket due to !ick of spcy and ownership
 

rights of the shopping area. The market place was not capa

ble of efficiently h-ndiag the total business volume, and
 

animal traffic. There was also very little scope for further
 

expansion as it was located 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 colected abot 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
 

Sample Villages Tehsil Villages

Market
 

No % No % 
I I I I 

__I - . , I-

Cha1- ".al 10 50 160 61 
Dhudiall 3 13 56 21 
Chakwal and Dhudial 

both 6 30 20 8
 
Other M.nrkets* 1 5 26 10
 

TOTAL 	 20 100 262 100
 

As may be seen from the table above, Chakwal market
 

attracted farm products from 50 per cent of the villages under
 

study. Farm produce from 61 per cent of 'Tehsil' villages was
 

also received in this market. The table further shows that 30
 

per cent of sample villages located in the Dhudial market were
 

also found se.ling a considerable part of their farm products,
 

particularly of gram and aroundnut, in Chakwal market. The
 

* 	 About 5 p.rcent of-th si. plo farmers and 10 per cent of 'Teh3il' 
villages were also re oorted selling in other &-arkets, mainly 
at Gujar Khan. The major reason for such E marketing behav
iour was location of these villages -at a Langer 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 offered better prices. 
The add:.tio

nal facilities available were a direct road llnk and trans

port facility, and facility of attending other affairs at
 

the 'Tehsil' headquarters.
 

The informati.on 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
 

consumption articles were also available to them at these
 

places. The offices of Agricultural Extension Service and
 

other departments were also located at these places. 
How

ever 
no Government procurement center was functioning in
 

these areas.
 

_2 j 
Market Structure:-
 The study indicated that there were
 

39 wholesale dealers 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'~c 
 awhole
saler, hence the term commission agent or a whole2saler has
 
been used interchangeably.
 

* These dealers were also handling 'karyana' alongwith whole
sale business.
 

http:informati.on
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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 working 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 wero of
 

this type. However, the 'kacha--pacca' dealers of Dhudial
 

market were somewhat different from the ones found in
 

Ihakwal 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
 

Market 
M S 
',Sainple _ _ 

Purely Kacha 
_ _ _ __ _ _ _ _ _ 

Kacha 
__ _ _ 

+ 
_ 

Pacca 
_ _ 

Size 
aNo No% 

Chakwal 	 16 5 31 11 69
 
(5) (42) (7) (58)
 

Dhudial 16 1 6 
 15 94
 
(.) (9) (10) (81)
 

TOT2.: 32 G 19 26 81
 
(6) 	 (26) (17) (74)
 

Figures in the parantheses cive dealers' distribution by

their ancestoral profession as farmers. The remaining
 
dealers belonged t6 non-farming category.
 

The table indicates that a majority of sample
 

dealers in both the markets belonged to 'k7cha + pacca'
 

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
 



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
 

shops was mainly related to the business practices of dealers.
 

'Kacha' dealers work on a commission basis qnd hence obviously
 

uid not need -toown a storage facility. Whereas, 'kacha + pacca
 

arht-'.a' re'-uired both 
a large storarje 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 2nd Godowns by
 
Dealer Type
 

a Kacha Dealer Kacha + Pacca Dealer: Total 
Market I 

'Owned:Rented-in, Owned 'Rented-in 
 :Owned!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 table shows that about 83 per cent of the
 

'kacha' dealers had rented-ib shops and godowns, while
 

50 per cent of the 'Xacha + pacca' dealers had rented-in
 

shops/godowns in both the markets. On 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 ownership being confined
 

mainly to 'kacha + pacca arhtias'.
 

Livtstock _mandies' - Reporte-dly, there were two livestock 

'mandies' in Chakwal market area and one 'mandii 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 local councils and were held in
 

the open space specified for this purpose by the concerned
 

council. The space is leased out on a yearly basis to a
 

contractor, who charges in entry fee per animal. No other
 

marketing facilities are available to sellers or purchasers,
 

except the open space for the animals brought for sale.
 

*S. AZHAR*
 



P U N J A B
 

C H A P T E R : IV 

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..tional holding/farm area
 

under cultivation, farm production activities, marketable
 

surpluses, family structure, family consumption needs, and
 

gros income.
 

Location of Sample Villages:- As discussed in the section
 

on methodology, the sample villages were selected, almost
 

in equal proportion, from within three concentric radii
 

extend}ng 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
 

connected by both 'kacha + pacca' roads. The distribution
 

of sample villages of the Dhudial area 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 link roar.)

Market ' 0-60 - ! 

55! 00_ Over 10 ' Total 
__ _ _ _ 

1:K+P: P K+P P :K+P p ' K+P 

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 sampl.e villages were locatea on 

'kacha + pacca' roads. The number of villages located on 

'pacco' 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 between 14 to 100 acres. As is generally th . pattern
 

elsewhere in the country, the small farmers were cultivating
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their land more intensively. This is evident from the fact
 

that small farmers had lnrge proportion of close to 94 per
 

cent of cultivated land compared to the large farmers, in
 

whose case the average proportion of cultivated land was
 

(Table 4.2). This implies lower land
found to be 75 per cent 


use intensity at large farms.
 

Table 4.2: Farm Characteristics
 

,' Average Farm Size(Acres) 
on the Basis of------- Cultivated Land 

Market/ S7-mple*,Total.Cultivated+:Net-Operat-: (as a Percent of 
Hold-'!the FarmF.Size Si z Iiand ' Land lional 	 Total 

,___in__* 	 'Land)
CHA' WAL ' ' 

. .	 I 

8.6 	 95.6
Small 48 8.4 8.1 

54 57.5 40.9 32.6 	 71.1
Large 


DHUDIAL
 
9.2 	 93.5
Small 52 9.6 9.0 


28.2 	 83.3
Large 46 34.6 28.8 


TOTAL
 
94.4
8.5 8.9
Small 100 9.0 


La:rqe 100 47.0 35.3 30.6 	 75.3 

Sample stratification was only done by size. However,lamong
 

our sample respondents, there are 12 owner-cum-tenant fa-rmers.
 

• 	Five large farmers in Chlakwal -nd four in Dhudial had
 

rented-out land
 

•* Average net operational land holding = area owned-area
 

rented-C ut+area rented-in.
 

+ 	Cultivated area means that farm area which was sown at
 

least once during or before the survey.
 

The above table 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 fo, these two
 

categories of farms.
 

Renting-out of land in 'barani' areas is quite
 

common 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 also rent-in l:ind to incre.ase 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 incE ntives needed to maintain their interest
 

in farming.
 

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

tence orientation. The farmers prefer to grow whatever is
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permitted by the ecological conditions of the region, mainly
 

for home consumption. 
Small farmers use their land resources
 

more intensively compared to the IarCe farmers but no discer

nible difference exists in tha 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: CropDinq Pattern on Sample Farms
 

(a) Kharif, 1977
 

Farm Aveiaq-eCropping Ground-Kharif:Jowar:Basjra:Others:Total
 
Size :Cropped:Intensity
'Ar,.a , nut 'pulses,1


-- r9* ,,
... . I---- ,

__I __ - __ I _ 

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 lnd represents the
 
total cropped area 
in terms of total cultivated area multi
plied by 100, and indicates the extent to which cultivated
 area was used for cropping in a year. The formula is

Total cropped area 1100.
 
Total cultivated area
 

(b) Rabi, 1977-78
 

I& J6 Farm 'Average:Wheat Gram ' 
Oilseeds :Others : Total

Size :Cropped;
 

Area,

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:11.9 75,1 22.1 1.5 
 1.0 0.3 
 100
 

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

Area under each crop expressed as percentage of total cropped area
 
for the season.
 
Figures in parentheses give the percentage of res.pondents growing

the crop in each size category.
*wOther crops comprise maize,gowara, sesamum cand cowpeas. 
Area under

Jowar+Bajra includes areia both for grain and fodder. 
Barely and
 
oats during 'rabi'.
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The above table shows that cropping intensity
 

of small farmers was 120.4 per cent compared to about
 

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, and fodader ijowar & bajra) during 'kharif' and 

wheat, grua, put*ses, oilseeds, nd fodder in 'rabi'. 

The proportion of area under 'kharif' crops was less
 

(40.5 per cent) compared to 'rabi' (59.5 per cend.
 

Wheat, gram, and groundnut were, however., the three
 

major crops inviriably grown bynalmost 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 pDttern was considerably lower.
 

Table 4.3 shows that groundnut ranked highest
 

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

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

** On the basis of average cropped area. 



'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 1rabil
 

acreage.
 

Production 	by Farm Size:-
 In view of the low crop
 

productivity in the 'bardni' areas, the size of the
 

total production volume on different categories of
 

farms was rel atively smll.. As may be seen from table 
4.4 small 	farmers, on the average, n;roduced about 

15 maunds and large farmers about 43 maunds of ground

nut. 
The average production of wheat on small and
 

large farm was about 43 maunds and 97 maunds respect

ively.
 

Table 4.4: 	Average Production of Major

Crops on Smple Farms*
 

(a) Kharif- 1977
 
(production figures in
Farm Size Groundnut:Pulses:Jowar 
 :Bajra 
 /Maunds)


(Grains) (grains) --OthersSmall 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 footnot under part (b)of

table 4.4.
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(b) Rabi - 1977-78 

Farm Size: Wheat 4 Gram Pulses, Oilseeds : Others 
Small 42.8 11.7 7.2 3.4 

(100) (90) (3)
(6) (2)
 

Large 96.6 30 9.2 4.4 8.4
 
(100) (96) (13) (11) (4)
 

TOTAL 69.7 21.2 7.0 5.2 5.6
 
(100) (93) (9.5) (7) (3)
 

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

** No grain yield obtained - fed to animals.
 
Figures in parentheses 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 L rge farms. The production of the other crops was
 

insign.Lficant. On the whol:, 
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 oarticular crop
 

or by increasing per acre yield through more intensive
 

input use. The farmers generally fzmetheir production
 

plans in the context of these two approaches in order
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to meet their financial commitments. 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 mnjor crops
 

like gram, wheat,and groundnut.
 

Table 4.5: 
Farmer Plans for Increasing
 
Production
 

Contem(dIncreasein acres)aNo
I _n2m ices :N P n t 
Fe r 5 6 - 10 ' 11 - 15 :Increase 

eet 
'Wheat 

SmallG ,~a 
(7) 
6 -

93 
(93) 
84 

,Ground-
:nut 
i 

(6.7) 
8 

(9.1) 
-
-

(93.3) 

80 
(90.9) 

:Wheat 
, 
!I 

28 
(28) 

8 
(8) 

1 
(1) 63 

'Gram 
Large 

23 
(24)' 

2 
(2.1)" 

3 
(3.1)°(70.8) 

(63) 

68 

:Ground- 22 
 4 _ 69 ,nut (23.2) (4.2) 
 _ (72.6) 

Figures in parentheses show percentage of respondents. 
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The small farmers mentioned the possibili

ties of minor increases in their cropped acreage,
 

but large farmers saw potentials for a 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 under grin by as much as 5 acres. A 

small coDrmponent (5 per cent) of the respondents con

templated -in increase of even up to 15 acres. A 

large category of farmers also planned to increase 

wheat acreage, and 36 per cent of them mentioned 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 farming. Accordingly a large per

centage of sample farmers 
(48 per cent) mentioned
 

Rs. 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
 

Rs. 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 Rs. 45/

and 65/- wc s considered a-,ttractive 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 grarn, 
63.5 per cent of the growers in

dicated that a minimum price of between Rs. 
 25 ::nd 45
 

per maund should be ensured. On the other hand, about
 

19.5 per cent of the respondents expressed the view
 

that a price of between Rs. 
 45 to 65 would be reaaon

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

any: price 	level.
 

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

I 


Crop. Price Ranges (Rs/Maund) 
. , 

N 
125-44.9 45-64.9 65;..P4 .9:; o Total 

A~I Respo-Ab 

Inse
 

Ground
nut* - 7, 76 95 5 183 

(3.5)) (38.0) (47.5) (2.9) (91.5) 

Wheat 33 
(16.5) 

77 
(38.5) 

-
-

-
-

90 
(45) 

200 
(100) 

Gram* 127 39 
 - - 20 186
(63.5) (19.5) 
 - - (10) (93)
 

Figures in 	parenthe3es indicate the percentage of

respondents that regarded these price ranges as 
att
ractive.
 

• The percentages do not add up to 100 in the case of
 
groundnut and gram because all 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 to increase
 

wheat 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
 

of large farmers (Table 4.7).
 

Table 4.7: 	Utilization of Incremental
 
Produce
 

Farm '_ _ _ _ __ _ _ _ __ _ _ _ 

Size :Crop; :No Plan to: Utilizition 
:Increase :To meet Domes-:To Purchase
 
!Production!tic Needs Farm Inputs
 

:Wheat 93 	 7
 
(93) (7) 

:Gram 84 - 6
 
(93.3) 	 (6.7)
 

Groundnut 80 3 	 5
 
(90.9) (3.4) (5.7)
 

:Wheat 
 63 
 24 
 13
 
(63) (24) (13)
 

LARGE,Gram 
 68 18 	 10
 

(70.8) (18.8) (10.4)
 

Groundnut 69 
 10 	 16
 
(72.6) (10.5) (16.9)
 

Figures in 	parentheses show percentage of respondents.
 

Factors Limitinq Production:- Both production and
 

productivity in the rainfed areas is mainly limited
 

by the pattern and the quantum of rainfall. availabi

lity of draft powur and manua-l labour, and the nature
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of the terrain. The respondents also mentioned some
 

similar reasons th t they thought we.e constraining
 

further improvem._nt in crop 2ind 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 between 35 ind 29 per cent of the small and
 

the large farmers. This shortige of water was agg

ravated in the absence of proper water conservation
 

practices which resulted in wastage of water due to
 

run-off. Rats. and rodents damaging the soil accele

rate the run-off problem. Water shortage Droblem
 

could be reduced by proper conservation practices
 

and control of rodents. Low use of farm inputs 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 seed varieties, pesticides, farm ma

chinery and farm labour were the major factors causing
 

low or non-use of these inputsas 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
 
PrQduct.on
 

SizeWater* jNon-Avail-Cost and Insect/10thers***

Farm iShortageability ofIFinancial :rodent
 

I Inputs**IConstraints attack
 

Small 88 61 15 27 62 
(34.8) (24.2) (5.9) (10.7) (24.4) 

Large 81 
(29.4) 

79 
(28.8) 

22 
(8) 

23 
(8.4) 

70 
(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. 

***Includes waterlogging, land ;regmentation, uneven
 

terrain, road, quality and electricity not available.
 

In addition, some othor factors like witer
 

logging, ind frogment tion, lick of cl~ctricity,
 

picca ronds, nd guidence from extension service
 

also influnnced the crop production zctivities
 

of farmers.
 

Incentives Needed:- As moy be seen from table 4.9,
 

the supply of irrigation water through small dams and
 

http:PrQduct.on
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installation of tubewells, wherever feasible and
 

timely supply of inputs from easily icccssible dis

tribution points cand 
 .t cheaper r-ites were the two
 

mrnjor incuntives considered necess-iry by both the
 

sm.ll and large f-irmers 
to improve crop production-


Some of them also suggested that the inputs like
 

fertilizer be mado more nttrictive by further sub

sidizing the fertilizer price in the 'barani' are-is
 

because similtr subsidy levels in both iarcas 
were
 

not justified. 
Another group of respondents expre

ssed the view th:.t for mea:Iningful improvement in
 

crop productivity, proper contouring, soil conser

vation and 	1ind levelling were import nt operations
 

for which public agencies should hire out machinr.ry
 

-nd technical advice at lower rates.
 

Table 4.9: 	Incentives Needed to Increase
 
Crop Production
 

Farm Supply!Timely,easy 
 Lowering :Cost and Others*1Total*

Siz of :Suply of :of Char- :Finp nci

-if4s tt Chea-ges for :,al Con
YL/'.ubsidized,ise of :str.ints:
 

S, ate IFirm Mo 	 Ich:
 
linery ISmall 83 61 	 21 
 17 27


(39.7) (27.2) (10.1) 	
209 

(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 ciity, tr-tctor workshop, Lind consolidatio:,2agriv

dep-rtrcnt cooper-tiopincre-sed 
.rice of farT.products etc.
* Multiple 	responae.' 
Figures in parentheses indic.ate percentage of respondents

mentioning a particular incentive or facility.
 

http:machinr.ry
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Livestock 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
 

disturbing that even in these sectors no major improve

ment has so far been rcilised. Whatever production of
 

livestock and poultry there is, it is essentially of a
 

non-commercial type carried on in traditional -nd un

scientific style. Farmers were asked ,s to what were
 

the factors in their view that were constraining live

stock ind poultry production in the 'barani' areas.
 

The responses are recorded in table 4.10 and 4.11 below:
 

Table 4.10: Livestock Production* 

Limitino Factors 2 Incentives Needed 
Farm Iortag~ractO4LabourMedical' No :Total1Provide:Market Provid
 
Size of. Pubstil and Care/ :Limit-, :Veteri- for Loan
 

Wter/ quion 'IOther ,Breed- :ing :n-ry Live- :Fci-.
Foddfr: or Bu-jConst_: ing Fctor' care/ :stock l1ity 

'1 1.ock ::raints: IGood quL
Power 	 l I 

a 	 I * I :ality
-,,__!B ,reeds
 

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. Although the magnitude of these factors
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for small and large farmers was compareable, yet
 

replacement of bullock dr-ft power by trr-ctor, par

ticularly in irrig-ted -reas, followed by shortage of
 

labour, water/fodder *nd other constraints were the
 

most prom-inent factors influencing sm.-ll and large
 

farmer's plans to incrc-se livestock production.
 

Farmers were ilso asked to mention any
 

incentives needed by them to improve livestock pro

duction. Improved breeds -nd vaterinary care for
 

protection of livestock from dise-ses were the m-aj

or suggestions m-de or incentives needed by sm.ll
 

and largte farmers to undertake more livestock farm

ing.
 

Poultry:- A high incidence of poultry disease was
 

the major factor reported -isa deterrant to increa

sed production by 49 per cent of the sm7il farmers, 

who also mentioned a shortage of family labour as 

-nother factor constr-aining poultry production. 

Large farrmers mentioned the shortige of family lab

our ind the losses due to poultry dise-ases .xs the
 

-twom-1jor fectors -affecting their interest in this
 

enterprise (Table 4.11). 



Table 4.11: Poultry Production*
 

Limiting Factors 'Incentives Needed 
'arm : No Disease atthortage** No Finan- Poultry:Credit MedicK;ize :Limit- ack/Lack of~of Family :Proper~cial :Breed- :Faci- :Care
 

ing Medical :Labour and!Guid- :const-:ing Ex-ity

FactorpFacilities :Other Con-:ance 
 :raints tension:
 

* I straints ' i 
mall 2 49 45 2 26 383 2


(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) 

Multiple responses.

Lack of interest, unable to pay ittention due to old age, poullry

breeding not a popular practice in the area, 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 rind arranging poultry
 

breeding training courses were the two major impro

vements mentioned as important by the small and large
 

farmers which could maintain their intercst in the
 

poultry breeding enterprise.
 

Markatable Surplus:-


CroPs:- Uncertain rainfnll 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 at home. Home grown
 

wheat w-.s further supplemented with maize and jower/
 

bajra grains raised during 'kharif' or foodgrain
 

purchases made during later parts of the year. As
 

such, a marketable surplus of 42 maunds of wheat was
 

available with about 40 per cent of the sample farmers*.
 

Some marketable surpluses were also reported in the
 

case of 'rabi' pulsec and about 10 per cent of the
 

* Due to supplementing of wheat production with 'kharif' 
foodgrain supplies and later purthases, the amount of
 
marketable surplus of wheat was initially high.
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respondents reported marketing of Masoor. 
Table 4.12
 

below contains inform-.tion on m-arketable surpluses by
 

crop and farm size.
 

Table 4,12: Marketable Surplus of Major
 

Crops on Sample Farms
 

(a) Aharif 1977
 

Farm 'GroundnuttKYhrif Jowar Bajra ' Others 
Size ' :ulses 1, 

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.2eds :Others" 
Size I 
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)
 

# 	 Figures under each crop indicate average quantity

in maunds of marketaible surplus by far size.
A 	 Figures in parentheses indicate the percentage of
 
respondents selling the crop.

Other crops consisted mainly of Maize, gowara, 
esa
mum etc.. and 'rabi' crops like b,rley and oats.

It may be noted thatthe survey year had bad w1h. - harvest, 

4 
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As may be seen from table 4.12, marketable
 

surpluses of groundnut, :ind gram were available with
 

almost all the sample farmers. The surplus of these
 

cummodities 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 correlation Ir' 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 marketable
 

was seen by computing the coefficient of determi

nation (R2). The 'r' value came to 0.674 and the
 

coefficient of determination (R2) 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 sufficiehit
 

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

Bullocks 	 Cow/Buffaloes I Sheep/Goats
 

Aver- 'Farmers;Avcrage:Aver- :Fcrm-Average;Aver- :Farmer :Averageage No:Selling:Amount :age No:er Se!Amount :age No:Selling:AmountSold Sold llinqf (Rs) Sold ! ! (Rs) 

1.1 	 44 2692.6 1.2 16 1590.6 2.4 20 704.5
 
(44%) 
 (16%) (200%) 

[e 1.2 52 2955.2 1.1 22 1877,3 10 10 1432.0
 
(52%) (22%) (10%)
 

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 
nilso sold by about 1/6th of the sample, which
 

provided Rs. 
 947/- cnsh income to each farm family selling
 

these animals.
 

Farm Family 	Consumption Needs:-


Family Structare:-
 As may be seen from table 4.14 most
 

of the sample familic s 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- !Child-: Adults Non-Family:Average
Size C~te":ion of Sa- ren** Members :Family 
gory :mple House-: Size 

:holds 
_ No ' % 

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 distribut

ion on farm size basis. As may be seen, majority (71
 

per cent small -nd 65 per cent large) of sample fami

lies 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 ,Under 5 5- 10 11 - 15 :16 and: Total 
Size A 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) (10o.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 peculir feature
 

of 'barani' farming, where most of the productive lab

our prefers to be gainfully employed in off-farm work
 

instead of engaging themselves in relatively 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 Pottern:- Wheat is the m-in st-ple diet of
 

the rural families in 'baroni' -.reas. Maize "nd millets
 

arc the other foodgrins th't supplcment whc-'t. Groundnut
 

is not a rcgulnr componcnt of the diet -nd the major prot

ion of production is sold in the market.
 

The -verage consumption level of mijor commoditics
 

(foodgrains, pulses and groundnut) is d.scribcd in the foll

owing pagcs with respect to family size and firm size.
 

TMble 4.16 indici.tes th.t snmple f-milies of -ll 

size citegories purchased whe t, the avcroje qunntity per 

f:mily being bout 14 maunds. This suggests that the s~m

ple fimiics were not s~lf-sufficient in foodgroins, All 

f7milies were purchasing .t least somc -snount of wheat to 

mot their nnu:l food requirements. The purchases varied 

with the family size, boing larger in the case of l-rge f um

ilies. There was very little vori~tion with regard to pur

chase of foodgrains within the smaller f-milics. No purch

ase of gram ind other pulses w s reported, -s home produ

ction, was not only sufficient for domestic consumption but 

was Also av~ilibLe as mirketble surplus : In the case of 

wheat n peculiar phenomenon w-s also observed. Somc of the 

farmers were found to have sold a part of their home produ

ced whe't fter hnrvest, but hid to purchase some quantit

ies in the liter months of the year to meet their domestic
 

requirements.
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Table 4.16: Average-Production and Consu
mption of Wheat and other Crirs
 
Classified by Family Size
 

Family :No.of
 Wheat* Gram 	 Pulses
Size :Families	:ProductLConsu- :PurchaL-rodu- Consum-: ProductLConsum

lion ',mption:ses** ,ction :ption lion lption
 

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 b9.6 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 97.5 54.8 13.9 23.4 4.2 7 1.0 
(100) (100) (61.1) (88.9) (83.3) (72.2) (55.6)
 

16 and 5 99.8 77.2 48.3 46.6 3.1 4,8 1.2 
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 basi.s. Pulses include both
 
'rabi' and 'klarif' pulsesi
 

** Average purchases of wheat during 1976-77.
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Average consumption of various commodities on
 

farm size basis is indicated in table 4.17 below.
 

Inferior millets and pulses wore the main 'kharif'
 

products consumed by respondent families although the
 

number of families was not very 1zirge. 
 The average
 

:mount in these cases worked out to 
about 2,6 and 1.2
 

maunS respectively which did not vary much between farm
 
nut,sizes. 
 In the case of ground/ the -mount consumed/
 

nnnum was negligible but more than 60 per cent families
 

consumed this product.
 

Table 4.17: 	Average Consumption of Major
 

Crops on Simple Farms
 

Kharif
 

Farm Size:Groundnut:Pulses :Jowar

f, I 	

Bajra ' Other
I 

Small 0.6 0.8 2.2 
II 

3.2 3.2(56) (19) (12) (ii) 
 (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

(60.5) 	 (23) (17.5) (17) (5.5) 

R ab i 

Farm :Wheat 	Av.Purhcases Gram : Pulses:Oilseed:Others 
Size Wheat 
Small 30.7 12.9 2.3 0.7 0.9 

(100) (75) (75) (4) (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 1 
 2.5 7.5
 
(100) (49.5) (83) (6.5) (5.5) (1) 
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Among the 'rabi' crops, wheat occupied the
 

prominent position. The amount consumed by sm1ll farms
 

was considerably lower (31 m-tunds) than 1-rge farmers who 

were consuming 52 m-.unds per f-amily per -nnum. 
The
 

proportion of gram consumers varied betwen 75 to 91
 

per cent with 2 to 4 maunds per household in both firm
 

size categories., 
Pulses and other crops were consumed 

in very sm-1l.amounts. 

Marketable Surplus by -,mil, 
 "ize:- A marketable
 

surplus in the case of wheat wa--s available from about 

40 per cent of the sampie farm families. T,'ble 4.18 

shows that the respox)-ndont f-milies in -.11 f,mily size 

catcgories were selling some -mount of wheat, he .-mount 

of marketble surplus with medium rind 
lirge famdlies
 

was reported to be -bout 48 and 34 maunds Df wheat, 

respectively. On the aver:-gc, about 42 maunds of wheat 

was mnrketed by the sample f-trm households. The amount 

of m-rktable surplus decreased with thc increase in 

family size. 

As may be seen from tables 4.17 -nd 4.18,a
 

rela.tively small proportion of the tot.l grm 
'nd
 

pulse production was being retaincd for home consum

ption. 
About 83 per cent of the saimple households
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reported the sale of grin as comp'-red to 30 per cent 

selling 'rabi'/'kharif' pulses. The -verage size of 

the marketed quantity was 18 maunds in the cise 	of 

gram, and 6 	maunds in the case of pulses.
 

Table 4.18: 	Marketable Surplus of Major 
Crops bV F-nmilV Size 

Family :Simple! Wheat Gram : (in m-unds) 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 

11 - 15 18 
(38) 
34.3 

(81.6) 
20.2 

(2g.9) 
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 6.0 
Average (39.5) (83.0) (30.0) 

Figures under each crop show aver.ge quantity

marketed by 	the sellers.
 
Figures in parentheses show percentage of fa.milies 
selling in each c-.tegory.
 
* Pulses of ' khrif Iand 'rabi' season. 

Payments-in-Kind:- As traditionally custcmary in
 

irrigated parts of the country, 'barani' farm families
 

also engaged village 7rtis-ns :nd other agriculturJ 

labour to get agricultural implements prepared -nd re

paired, *nd also for other operations on - seasonal 
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or regul:ar ba:sis. These artisans gener-lly work under 

the 'seypl system and are usually ,._aid in-kind accord

ing to the institutionally established rates.
 

The sample findings indicat that blacksmiths,
 

carpenters and barbers were the three major artisans
 

engaged by all the farm households. Payments to 'Imam 

Msjid' were made by all the sample farmers. Hired 

farm labour also shared a small proportion of such pay

ments, particularly the payments made from groundnut for
 

harvesting this crop.
 

The payments were made mainly from wheat and 

groundnut ;-nd .ilso partly from gram. Table 4.19 gives 

the inform-tion on payme(nts made in-kind. 

Table 4.19; Payments-in-Kind by Farm Size 
on Sample Farms 

(in maunds)
Farm Size : Whe.t ' 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
 
(98.0) (19.0) (54)
 

Figures in parentheses show the families making payments
in-kind as a percentage of the total sample households.
 
* For both the size categories taken together in the two 
market areas.
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Table 4.19 shows that large farmers were
 

making larger payments to the village artisans
 

commensurite with the services obtained by them.
 

The average payments made in tha form of wheat and
 

groundnut by all sample farmers were :bout 6.0 and
 

4.0 maunds respectively.
 

Farm Household Income:-


In 'barani' areas, aoriculture is not the
 

only source of household income. Off-farm employv
 

ment is a common phenomenon in these areas as is
 

evident from the fact th:.t many f rnily members of 

farm families were engoaged in non-farm persuits in
 

our areas of study. While considering fl-mily income
 

in the 'barani' areas, it is import nt to take into
 

account the income from both the farm -nd the non

farm activities. Our study shows that -mong farm
 

sources, the crop production activity contributed
 

the largest 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 and anim l products was,
 

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

Table 4.20: 	Gross Income of Sample
 
Households by Farm Size
 
and Income Sources
 

i 	 I 

Farm Farm Income Sour~es Non-Farm Income Sources : All Sources 
Size !Field :Livestock/Off-Fnrm:Remitt- :Others: Farm :Non-Farm 

:Crops ILivestock: Work* :ances(Fi- ' 
,' 1Products 1mily Member),' 

Small 2181.3 2662.9 4787.5 5074.2 1762.3 3992.0 5813.0 
(45) (55) (38.5) (47.3) (14.2) (40.7) (59.3) 

Large 7972.1 3029.6 i226.2 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 
Averige(64.0) (36.0) (32.5) (34) (33.5) (50.6) (49.4) 

- Figures under each source indic-ate avernge .moitnt in rupees per 
s-ample household. 

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

* Only the earnings of respondents themselvc(s have been considered. 

A highly signific, :t , .)rrelation was observed 

between firm size -nd gross income. The v.lue of
 
of
 

r' figured out to 0.598 and th-2t/R 2 (coefficient of
 

determination) 7s 0.3580, which supported the hypothe

sis that large farms had larger gross income.
 

Off-farm work was lso -n important source 

of income for both the smll .Ind large farmers, with 
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monthly income per self employed reporting farmer
 

ringing between Rs. 399/- and Rs. 519/-. Remittan

ces from f-mily members working o6f the firm were
 

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

the cnse of small farmers. Average monthly remitt

ances were reported to be Rs. 489/- and Rs. 423/- per
 

family migrant, in the case of small -nd large farms,
 

respectively. The large farmers were, however, gett

ing more income from sources such as pension, suzuki
 

van, etc., which constituted as much is 40 per cent
 

of their non-farm income.
 

Taking all the income sources together, crop
 

and livestock activities contributed about 51 per
 

cent of the share of the gross farm household income.
 

Non-farm income, on the other hand, contributed about
 

49 per cent of the total f-Imily income, both on small
 

and large sized f0arms.
 

Income from off-farm work(self) and remittances from
 
family migrintson per family b-sis(reporting -nd non
reporting both) works out to Rs. 39.9 and Rs. 51.9 in
 
the fdrmer case, -nd Rs. 48.9 and Rs. 42.3 in the lIter
 
case respectively.
 

*S. AZHAR*
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CHAPTER - V 

MARKETING ACTIVITIES OF FARMERS
 

Farmer Crop Marketing Calendnr:-


Sale timings or season.lity of markcting 

have a direct imp-ct on the commodity market prices.
 

The proportion of volume maIrketed -ith-arvest time or
 

in the immediate post harvest months frequently ser

ves as an index of holding cap:.city of the farmers.
 

Greater sales at harvest time arc one of the princi

pol viri-ints influencing the prices received by the
 

farmers. The marketing pattern of major crops like
 

groundnut, wheit, xnd gram discussed below, highli

ghts the price phenomenon faced by farmers at the
 

harvest and the post harvest months.
 

Groundnut:- Groundnut was the princip-tl cash income
 

generating crop for 'barani' farmers. Under the
 

peculiar subsistence farming conditions -nd in view
 

of a variety of family needs pressing for c-ish income,
 

the smple f-irmers sold a large part (45 per cent) of 

their marketable surplus of this crop at harvest time.
 

The entire bailance of the market-able surplus was dis

posed of during the immediate post harvest months.
 

The groundnut prices ranged between Rs. 80 to 125 per
 



maund during ht~rvest months 'and between 85 and 150/-;; ':"'
 

during the post-hnrvest 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 remiined higher nd st-ible
 

by Rs. 5/- to 25/- per m"und, conforming to the usual
 

se-asonal behrviour of frnrm prices. T-ble 5.1(a) shows
 

th:mt no sales of (jroundnut were reported during the
 

off-season periods as the purchases made during the
 

harvest and post harvest months were sold to the buy

ers from the region-i mnrkets almost concomittm.ntly.
 

The hypothesis thmt sale pgrices -t harvest
 

time were lower than post hrrvest prices wis tested
 

on the basis of difference-of-mens crieterion. The
 

difference in mean values wms found to be significr-nt
 

as the me.-n vmlue of 12.9 was gre:-ter thin twice the
 

stnndard error vamlue of 2.604.
 



Table 5.1: Farmer's Mirketing Calendar
 

(a) Kharif Crops
 

Sale Period 
 Groundnut 
 Pulses
 
iRespondent:Quantity :Sale Price 
Respondent'Qu-intity :Sa.le Price
:Selling** :Sold(mds)'Range(Rs/Md) :Selling Sold(Mds) Rnge(Rs/Md)


At H.irvest 
 107 19.95.3 
 80 to 125 13 48.8 60 - 120Time 
 (44.7) 
 (22.5)
Post Harvest 
 121 2463.8 
 85 to 150 
 33 168.3 
 40 - 125Time 
 (55.3) 
 (77.5) 
Off-Season 
TOTAL 


228 4459.1 
 80 to 150 46 
 217.1 60 
- 125 

(100) 
 (100)
 
* Comrrndity-wise s :le periods.
 

Commodities 
 Harvest Months 
 Post-Harvest Months
Groundnut Off-Season Months
October-November 
 December-Febru-ry 
 March-September

Kharif Pulses 
 November-December 
 J-nuary-February 
 March-October
 

**Multiple response: S7les of each farmer were distributed over various months
 
within each sale period.
 
Figures in pc:rentheses indicate proportion of produce m-rketed during
different periods.
 



kharif Pulses:- The above table also shows that nbout
 

23 per cent of the sample farmers sold some quantities 

of 'kharif' pulses like 'Mash' and Moong' to raise 

additional cash. The total quantity marketed was, 

however, small compared to theft 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, while no sales
 

were reported in the off-se:son.
 

Wheat:- As may be seen from table 5.1(b), marketable
 

surplus of wheat was available with a little more than
 

1/3rd of the sample farmers. These farmers disposed
 

of the major portion (52 per cent) of the saleable
 

wheat during off-season months and the remainder dur

ing harvest (18 per cent) and 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 harvest (like maize) was assured,
 

or the prospects of the next wheat 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 Marketinq Calendar
 

Rabi Crops
 

Wheat -Grm 
 Pulses
 

Sale Period* Respon-:Qu-ntitySaie PriccResp-
 :Qu-ntity:Snle !Respon'Quan-!Sale Price
 
:dent Sold R-nge :onent :Sola(M:T.):Price kdent :tity Range
Selling, (Md) (Rs/Md) 	 IRange 'Se11ing:Sell- :Sold : (N/Md) 

II 	 S I Ii'_ _ _(Rs/M') ing I_(Md) _' 

At Harvest Time 21 602 40 - 55 50 810 46-75 - 
(18.2) (26,8)
 

Post Harves' 
 21 993 50 - 65 119 2103 47-80 13 67 60 - 120 
I Time (30.1) (69.6) (47.5) 

Off-Seascn 42 1708 50 - 70 1 109 60-i0 6 74 100-- 110 

(51.7) 	 (3.6) (52.5)
 

TOTAL 
 84 3303 40 -. 70 170 3022 46-100 19 ill 69 - 120 
(100.0) 	 (100.0) (100.0)
 

Figures in parentheses give the snle in a given seisc'n -ispercent7gc 
cf the totl m-rketable
 
surplus.
 

* 	 Commodity Harvest Mcnths Post-Hirvst Months Off-Season Months 

Wheat April, M-iy, June July, August, September October, M-rch 
Gram Apri.., May, June July, August, September Octoberw March
 
Rabi Pulses 
 April, May June, July 	 August.- March
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Gr . s- Gram was the main cash cr .p fcr all sample 

farmers during 'rabi' senson (Table 5.1 (b) ). The 

sale pattern cf this crop indicates that the major
 

portion (96 per cent) of the surplus gram prcduced 

was :.!ispc.scd of by me,re than 99 per cent c-f the sam

ple farmers gr-_wing gr-im .turing the harvest .-.nd imme

diate post harvest months. Largest prc p:rtion of the 

total volume of sales was, however, made during imme

diate post harvest mnths. A price differential ,f
 

Rs. I to 5 pcr maund was reported between hrvest and 

post-harvest pericds on various transactions. The 

prices "uring the _ff-season showed a sharp rise re

sulting in a 'iffercntial (-f between Rs. 14 and 25 per
 

maund between the h-irvest and ; ff-season prices.
 

However, the amount dispose! cf -luring the ,ff-season 

was :.nly about 4 per cent. This amount was retained
 

primarily by lr rge farmers with bettur financial pa

sition. Illustrtin 5.1 shows month-wise/period

wise sale pattern cf maj'r crops described above. 

A weak ccrrelati(;n, as indicated by the 

'r' valud of 0.277, was found between farm size and 

the volume of sales at harvest time(from marketable 

surplus of all crops av-ilable with f-rmcrs). The 

reason for low 'r' value was that all firmers were 
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foll(-wing a simil-r m7rketing pattern Tue 
to pressing
 

family needs fr-r cash. The hyppthesis th,t l-rge 

farms were making lesser s-.lts .tharvest time did
 

not get any support from the results ff sta.tistical
 

analysi-,
 

Marketinq Channels -n(-7 Place .f Sales:- The sample 

findings indicate th-at the princip-l ch-nnel for 

sale of the f-arm pr,.ducts was the commission agent, 

handling :bout 85 per cent of gr: undnut and 7. per 

cent (f gram pro luce as estimatce, from the flew of 

business volume at various levels. The rest of the 

farm surpluses were channelled through the vill.ge
 

'becparies' and the ret:.ile:rs. A small proportion 

,f commodities w--s -°lso !irectly sold to the consu

mers. Figures 5.2 and 5.3 show the mrketing cha

nncls for groundnut and gr-m respectively. 

The mjority :-f the sample farmers prefe

rred to sell their farm produce in the gr-.ain m-!rkets, 

anticipating c,:mpetitive/high prices. S lcs in the 

market w-s particularly n prominont pattern , f the 

farmers in Chakwal area as abcut 85 per cent of the 

srlnple farmers Cisposced .f their fa.rm produce in 

this mrket due to its easy accessibility and better 



Illustration 5.
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13ustratinn 6.k 
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infr-Istructural facilities 
(see t-ble 5.'2).
 

Table 5.2: 	Farmers Classifi(e., by
 
Plac,,, -f Snlc of Their
 
Produce
 

S i 

Place ("f Sale 'Farmors Selling . Trtal
 
.Chakwal: Dhudi-il 
 I
'No 'Perce-ntage


-- Area Area : N 

Chakwil. M,-rket 87 
 34 
 121 60.5
 
Dhui-l Ma-kct 
 - 22 22 11.0
 
Chakwl and
 
Dhu.Iial 1-7rket* 
 - 7 7 3.5
 
VillgL Pr 	,pr 7 
 9 16 8.0
 
Other Places** 8 
 26 34 
 17.0
 
TOTAL 
 102 
 98 200 100.0
 

* Major sales were, however, m--e in Dhudi-l M-rket.
 
** Includes s-:les partly m-v-e in th! markets -nd

partly in the villngcs.
 

On the thor h-nO, the Dhu',iT-l markc(t w-s 
found to be less prefcrrer. Only bout 22 per cent 

of the pr.::2ucers from villagcs in the surr un2ing 

areas were rep rtecc to be bringing their market-!ble 

surplus to Dhu'i '1 rn-irket . Alm,:st -:n caual number 

(7 per cent) of the f-rmrs in DhuLi7Al area were
 

selling their prsfuce in Ch -k'ril market, which was
 

better organize(l -nd w-s -1so rcl-tivoly more compe

titive.
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A sizeable componcnt 0f the f.rmers in
 

Dhucial -rea 
 (33. per ccnt) found.both Chakwal n.nd
 

Dhu,2i-l markets as attractive and rcportedl to be
 

partonizing these two markets. 
Stics male through 

the village 'beopari'/vill=ge shpkceper were limi

ted to only a couple of farmers who had limit sur

pluses -.nd found the village Level prices eqully 

attractive.
 

Factors Influencin --


Choice of a Market:-
 The sample farmers reported
 

several factcrs influencing their choice .f a mar

ket and ai 
 buyer. The inf.rm-.tion contained in table 

5.3 (a) shows th,-t the most impcrt.nt c('nsiloerntions 

influencing the farmer's decision reg'ardLing chcice of 
a market for the s,-le 6f farm pro[ucts were the com

petitveness an- the crg-,niz-1tional featuCs of the 

m7rket pl-ce. About 39 per cent ,f the sa.mple far

mt.rs mentionecd these two aspects of the ma.rkct as 

the basic choice criteria. Accessibility (short dis

tance) as a fact.r influuncing the decision reg-r,"ing 

the choice .f a market w-..s mentioned by about 28 per 

cent uf the growers in :-ur sample. Price .ifferen

tial and he type (f r,nc -inkage were some other 

http:impcrt.nt
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factors rcportcd by the f rmers, that played some 

role in such cecisi,.n m -king4
 

Table 5.3 (a): Factrs Influcncing Choice 
of Market
 

FACTORS
 
:Distrtnce:Orginiz-y/:Bettcr:Better Ro7d/Tt
'Total*
Farm :COmPctit- ,PriceTransp(rtat-Size ive Mrrkct! lion
 

Small 50 50 37 11 148
 
(33.8) (25.0) (7.4) (100.0)
 

Large .-6 67 35 13 156
 
(23,.') (43.0) (22 4) (11.5) (100.0)
 

TOTAL 86 117 72 29 304
 
(28.3) (38i5) (23.7) (9.5) (100.0)
 

* Multiple response. 

Figures in p-irentheses irict perccntage jcf res
pondents.
 

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

sonal -:cqu-.intance/rl-.tionship with thu dc-,.er was 

the m-jcr f-.ctor ecnsiderc,: by beth sm:lll n! l7rge 

farmers in the ch ice rf 7i buyer :f their fa.rm pro

duce. The fnrmcrs -.tt chc', mc'rc imp;rtnce to the 

pers,nalisc, touch .-f the sale transactions as com

pared to the free pl.y .f market frrccs. This is 

evident from the fact thai thu la.rgest number (85.5 
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per cent) :)f them prefcrred to sell their prc-iuce 

to those -e-tlers with whom they h-., friunc'ly rela_ 

tions/or the dealers bel::nging to their own village. 

Factors like better prices, crcdit f-cility nd 

easy loc.tion of the detler, per se, seemri to be 

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

view that the deailers f their choice were morilly 

obliged to ffer them .2 compar-ble *Kenl in respect 

of priccs 2n-! credlit f -cilitios in order t. s-fequnrd 

agaiinst the loss ..f thuir clientele. 

Table 5.3 (b): 	Factors Influencing Choice
 
of i Buyer
 

:Totl*
-B6ardingj :Ethrlc Link:Bettcr Price
Farm 
SLodging.ddwith the :Credit F:ici
:Storage : Deler :lity :nd Pro
:F-cility: 'vision of cther l 
_ _! services
 

102
Sma.l 2 86 	 14 

(2.0) (84.3) (13.7) (100)
 

Large 5 97 	 10 112
 
(4.5) '86.6) (8,9) (100) 

183 	 214
TOTAL 7 	 24 

(3.3) (85.5) (11.2) (100)
 

* 	 Multiple rospo.nse in 14 c-.s: s. 

Figures in parentheses inlicate percentage cf respon
dents mentioning 2 given factor. 
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Transp,',rt-ition of Firm- PrCluce:-

The sample fi.rmers, transp rte-I their farm
 

prcrluce cithur through hired ,r ,cwn me-ns. The table
 

5.4 below showsthat cf the tct:l sample resp'ndents, 

93 per cent used hired means f trm.nsp-rt. Among the 

vehiculir mocdes, the bus w- s f.,un(K t-, be the most pro

minent, followed by the suzuki vmn on 'picca' and
 

'kacha + p.cca' rcoutcs (see tablc 5.4). A truck 

was used 'y a smd:Il numbpr Cf farmers who had a 

large volume .fmarket~ible surplus. Amnng the pack 

animals, the cimel ranked numbu,r one follwed by the 

d:-,nkcy. 

The Suzuki van among vchicul-.r m i.es nd don

key among p.ack animr:is turned. out to be the chea-pest 

modes of tra.nspcrtstion, with the ver-inge co-st per 

matnd of Rs. 1.50 and 1.2 respectively. The average 

transport cost fo,r camel .-anrl d,nkcy w-as comparable 

over short distances upt, 10,miles. The frequency 

of tse of vehicular modes .f transpc rt showed much 

v-riation over various d'ist-nce r--.nces; n,.I their 

use exhibited quite a pr,'.,::rtional .:Listrib'iti n for 

all distances, while anim-:lz m.::cles w(,re m-inly confined 

to short dist-.nces. The average transp rt.ti,n cost/md 

on 'kacha + pacca' roads was highcr c(,mpre2 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
 

' P - - - - - - " - - r - --- - - (C os t i n Rs__Md 
|~~~~ MilesRsodns - --0-ePacca '5 5-10 i i emiles Above 10 Miles:Respondents: acKacha+Pacc4 Pacca , 
 acha + Pacca :Kacha+Paccaj

Mode of Usin Pacca ,Transport-ired; Own :No.ofAverageNo.ofver No.ofAverNo.of-.Aver±No ofAver-No of 'A
IMeans:Means:Resp.: Cost -O 11
:Resp :age 'Resp. age,Resp. 
 : age :Resp.age :Resp.:age :AverageI 1 .1 1 
'Cost !Cost! !Cost! 
 lCost! ,Cost 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 -  - - 2.0
Tonga/Rehr 13 2 -  1 1.0 7 1.85 . 2.0 -  1 4.0 2..0 
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Other Marketing Expenses:-


Te marketing expenses other than transport
 

cost included octroi, handling charges (loading/un

loading, packing), market fee, commission, and ille

gal decTuctions 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 Maret 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 malpractides prevalent among the dealers of
 

farm products. As may be seen form table 5.5,under
 

weighment, illegal deductions, and price collusion
 

were the most important malpractices mentioned by 15
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te 60 per cent of sample farmers. Low pricing was
 

also an important malpractice reported by 5 per cen~t
 

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
 
oy the Sample Farmers
 

Under !Illegal: Low :Price No Mal-

Size :Weighted:Deduct-:Pricing: Collus-,'practice,
Si_ze , "in lion
 

Small 17 86 6 16 5 
(23.1) 
(38.6) 

(66.2) 
(50.3) 

(4.6) 
(40.0) 

(12.3) 
(34.8) 

(3.8) 
(45.5) 

130 
(100.0) 

(45. 3) 

Large 27 85 9 30 6 157 
(1 .2) 
(61d4) 

(54,i) 
(49.7) 

(5.7) 
(60.0) 

(19.-I) 
(65..2) 

(3.8) 
(54.5) 

(100.0) 
(54.7) 

TOTAL 44 171 15 46 11 287 
(15.3) 
(100) 

(59.6) 
(100) 

(5.2) 
(100) 

(16.-0) 
(100) 

(3.8) 
(1oo) 

(100.0) 
(100) 

Figures in upper parentheses indicate relative position
 
of responses about various malpractices experienced by
 
each farm.-size category, and those in the lower ;arentheses
 
indicate their relative position between small and large
 
farm size categories.
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Training about new weights and measures re

cently edforced under metric system, cand supervision
 

by the market committee at the time of commodity arr

ivals and transactions were the two major suggestions
 

put forth by the respondents Por 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 Committer was not effectively looking after
 

the grower's interest in the marketing farm products
 

by supervising auction of produce in the market, en

suring correct weighment of produce, and dissemination
 

of price inform-tion 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 -ind the supplies
 

of P.O.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 farmer;' was mentioned to be
 

the chief source of information both by small (42 2er
 

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 was repoiced by a very small number of farmers.
 

Regarding the ti.meliness 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 fariiiers and commission
 

agents. (Table ...6)
 

Table 5.6: 	Market Information Sources Used
 
by Sample Farmers
 

FPersonal:Fellow, 	 :Commission:Radic 'I Total 
Farm ,Visit :Farmer * Agent 
Size I 

Small 51 80 27 24 192 
(.26,F3) (41.7) (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
 

Thus it did not help the farmers to improve
dealers. 


their bargaining position viz-a-viz the dealers. Hen

ce the hyoothesis that use of more information sources
 
did
 

helped to get better prices/not find statistical
 

support.
 

Improvement SugQestions:-


The 'barani' farmers generally complained that
 

the mass media did not give adequate coverage to the
 

The Extenmar':eting of the products that they grew. 


sion Service was also not playing any meaningful role
 

in the marketing of their farm products. Formal sour

ces, therefore, were not being made use of by them.
 

Despite complaints about the price informat

ion communication system, a majority (79 pcr cent) of
 

farmers could not conci(v% of valuable suggestions for
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improving the system. Of those who offered some su-. 

ggestions, a majority (14 per cent) of them suggested 

announcing price information twice a day through mass 

media 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 should be fixed
 

to help them in negotiating a better price with deal

ers. They also 2esired that in situations of depress

ed market prices, the Government should make arrange

ments for purchase of 'barani' farm products at the 

guaranteed 	prices, as is being done in the irrigated
 

areas.
 

Table 5.7: 	Suggestions for Improving Price
 
Information Communication
 

Tarm No ',Price In- :Fixation of Others :Total 
Size :Response formation :Minimum/ 

:Through :Procurement: 
!Mass Media! Price 

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) 
(44.3) 

(19.0) 
(65.5) 

(8.0) 
(72.7) 

(3.0) 
(100.0) 

(100.0) 

TOTAL 158 29 11 3 201 
(78,6) 

(100.0) 
(14.4) 

1100.0) 
(5.5) 

(100.0) 
(1.5) 

(100.0) 
(io0.0) 

• 	No suggestions offered.
 
Figures in upper parentheses indicate relative position

of responses within the same fnirm size category, while
 
these in the lower 'arentheses show Uh'e proportion of res
ponses given by small and large farm size categories.
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Farm Storage Arrangements:
 

Storage Types and 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 crop3.
 

Mud bins, however, accounted for about 45 per cent
 

of t,-ta. storage 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' rooms 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
 

Farm Size SA 	 iLARGE______SMALL 	 L 

Storage Respon'Average .Storage 1,Respon-Average :Storage 
Type :dents 'Storage ,Capacity dents IStorage oCcipacity as 

:Using :Capacity Bs %age2:Using :Capacity :%age to
(Mds) to Total : (Mds) :Total 

II I s 't -M 11 

Mud-Bins 55 	 71
 
(73.3) 27.8 45.3 (56,3) 30.8 16.7 

Steel Bins 5 17 
(6.8) 30.0 4.5 (13.5) 43.2 5.6 

Concrete - - -

B ind 

Separate Ka- 4 7 
cha Room (5.4) 80.0 9.5 (5.6) 148.6 7.9
 

Separate 10 31 294.8 69.8
 
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 

capacity showed a significant relationship at the 5 per 

cent confidence level with an 'r' value of 0.641 and a 

coefficient of determination (R ) value of 0. 415. 

Storage Losses:- According to the estimates of the
 

responderts, 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 portion of which is dis

posed of immediately after harvesting, storage losses cf
 

between 4 to i0 per cent were reported. It is to be noted
 

that the losses reported by the farmers were perceived
 

losses and we made no effort to precisely measure these.
 

(Table 5.9)
 

Table 5.9: EstimatEd Storage Losses
 

(in maunds)
 
Farm WHEAT GRAM GROUNDNUT
 
Size 'Quantity ;Total :Quantity:Total :Quantity:Total 

;StoreC'
I 

:Losses: 
I I 

Stofed:Losses;
I I 

Stoied!Losses 
I 

I ,I ,, I I 

Small 528.4 23.6 
(4.5) 

11.5 3 
(2.6) 

34.2 1.3 
(3.8) 

Large 2269.2 83.4 207 7.6 83 8.1
 
(3.7) (3.7) (9.7) 

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.
 



-105-


Sugoestions for Improving Storage Arrangements:-


In order to save losses occuring to stored
 

cropst the farmers were asked if they had any prefer

ence for certain types of storage arrangements. As
 

observed earlier, farmers did not show much concern
 

about the storage arrangements and the storage lesses.
 

Hence, a majority (55 per cent) of the farmers mentioned
 

that there was no particular noed for improving the
 

existing storage arrangements. The number of farmers
 

indicating no preference was the highest among large
 

farmers (93e table 5.10). Only a small percentage
 

(12 to 17 per cent) of the respondents thought that
 

steel bin and 'paccal room type storage would be better
 

compared to tle arrangements that they were presently
 

having.
 

Table 5.10: Storage Type Preferred
 
by the Sample Farmers 

Farm No !Steel:Pacca !Provide!Wooden: Total
 
Size jPreference: Bin :Room :Pesti- :Planks:
 

'cide
 

Small 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.
 



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)
 

'able 5.11: Treatement of Stored
 
Crops 

TREATMENT
 

Farm , Sun Use of ' TOTAL* 
Size Drying' , Chemicals 

Small 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. 
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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 t.it
 

.:. 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 groundnut.
 

Table 5.12: Grading of Crops
 

Farm :Respondent5:Respondents TOTAL 
Size :Grading :not Grading 

Small 15 85 100 
(15) (65) (100) 

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 precipitatton, resource
 

productivity in 'barani' 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(Fertilizer) 

Farm:' Fertilizer Use ,, Financing Purchase 
Size ' I,Urea D.A.P. :Urea and:Non- :Total:Cash :Credit Total
 

D.A.P. !Users!
 

AGO :4 2 46
Small .1 22 
j(21), (0) (22) 5. ( 0 , (95,7) 4,3*) :i(1e) 

40 53
Large 23 4 43 f0 5?
(13 "-(4)'7,! (43) :(4p . (.100) (08,J)9 T7 4180(,) 

TOTAL .34 7 '65 94 NO 97 9 19 6 

Figures in parentheses indicate percentage of respondents.
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The table shows thai 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 mainly with their own funds, and reliance on
 

credit sources, both institutional and non-institut

ional, was negligible. The study showed that the
 

use of improved farm inouts was Imost 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

and implements. Home produced : 
roved teed/Was 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
 

of which 68 per cent from institutional sources and
 

32 per oent from nc¢n.-institutional sources. However,
 

in terms of the borrowed amount, 78 per cent came
 

from the institutional sources. These sources acc

runted 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
 

F !rm
 
Farm :Credit UselSource of Credit Purpose of Credit
 
Size Non-: User Insti- :Non-InstilDomestic:Agricul- Total
 

'User 'tutional'tutional ,ture
 
"Purposes!
 

Small 90 10 9800 25000 4 6 10 
(501 (50) (40) (60) (00) 
(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.
 



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 suggestion relating to credit
 

was put forth by them.
 

The farm size and credit (both agriculture and
 

domestic needs) use showed very weak relationship('rl=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 problerm mentioned
 

by 41 per cent of the sample farmers, while pest/rodent
 

attachm unlevelled land and land fragmentation were Other
 

problems of a higher magnitude. Somefarmerj also comp

lained about the unsatisfactory performance of the :
 



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
 

Market 'Lack of Poor'Un-eve'Fragm- :Water:Pest, 'Poor High Char-Total
are

Area Irrig- :Rood:lled &Ientat- :Logg-:Insect :Exten- :ges of Ag

,at-.n :LinkTEroded:ion of :.ing :and Ro-:sion :riculture
 
:Water :age :Fields:Holding: 'dent :Service:Machinery
' " ' ' ' *6Attia: 

Chakwal 70 10 9 12 17 27 3 10 158

(44.3) (6.3)(5.7) (7 6) (10.8)(17,.) (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 25 60 10 30
22 30 335
 
(40.8) (6.3) (6.5) (7.5) (9.0) (17.9) (3.0) (9.0) (100)
 

Figures in parentheses indicate percentage of farmers.
 

*S. AZHAR*
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C H A P T E F. - VI
 

MARKETING PRACTICES .)OF DEALERS
 

Dealer Business 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 commodities*.
 

The number of 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 

Small 
Upto four 

9 
Over four 

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 parenthesos 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 by a varying number
 
of dealers.
 



-114-

The major commodities handled by all small and
 

large dealers were groundnut and gram. Mash, guara and
 

wheat were other commodities, of relatively lksser impor

tance, handleJ by 50 to 63 per cent of the dealers. The
 

commodities were mainly assembled by the dealers through
 

farmers or village 'beoparies', while self-assembling
 

formed a minor proportion of total business. 
None of the
 

dealers, however, was involved in distribution of farm
 

inputs.
 

Volne Handled, Seasonal Variability
 
and Business Pattern
 

The dealers included in our sample were doing bus&

ness 
in farm products both in the 'kharif' and 'rabi' sea

sons, Of the total volume of commodities handled, 'kharif'
 

business '.olume 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 seen 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 hand'ed by
 

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)

Rabi Kharif Total
 

I II 

Size of: Own Commission:Total Own :Commiss-Total Own :Commission Total
 
Dealer !Account !Account! ion !Account!
 

Small 3017 
(30.6) 
(14.5) 

6834 
(69.4) 
(16.0) 

9851 
(.100) 

(15.5) 

10545 33365 
(24.0) (76.0) 
(35.4) (28.8) 

43910 
(100) 
(30.2) 

13562 
(25.2) 
(26.8) 

40199 
(74.8) 
(25.4) 

53761 
(100) 
(25.7) 

Large 17795 
(33.2) 
(85.5) 

35829 
(66.8) 
(84.0) 

53624 
(100) 
(84.5) 

19285 
120.0) 
(64A0) 

82313 101598 
(81.0) (100) 
(71.2) (69.8) 

37080 
(23.9) 
(73.2) 

118162 
(76.1) 
(74.6) 

115222 
(100) 

(74.3) 

TOTAL: 20812 42663 63475 29830 115678 145508 50642 158341 208983 

(32.8) 
(100) 

(67.2) 
(100) 

(100) 
(100) 

(20.5) (79.5) 
(100) (100) 

(100) 
(100) 

(24.2) 
(100) 

(75.6) 
(100) 

(100) 
(100) 

Figures in the uppir 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 F. 2 (b): Business Volume Variability by Sale Period and Business 
Practice
 

(in maunds)
 
' I 

, 
I 

, Peak*I , Slack*Ii Total*Size of! Own !Commission' Total 
 Own IConmmission:Total 
 Own ,Commission: TotalDealer !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

a~rivals in the market are maximum and slcick period means when commodity inflow is relatively less. For example, groundnut business conducted during November to January, grain
business Ouring May to July would constitute dealers' peak period and the rest of the
month 
ns 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/sale
 

on their own account and (b) on commission basis. The
 

sample dealers' business pattern shows th :t commission
 

business was predominant both in Rabi and Kharif seasons
 

as it formed between 69 and 76 per cent of the total busi

ness. This pattern was primarily folzowed with the object

ive of securing against risk of price instability and was
 

mainly followed by 'kacha' or 'kacha-pacca .rhtia's' (table
 

6.2. bi). 

The business activity was most hectic during har

vest and post h-irvest 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 sales 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
 

over 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 and 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
 



who were controlling about kth of the total business in the
 

Dhudial and Chakwal markets.
 

The hypothesis theft large dealers were doing more
 

business on their 'own account' compared to small dealers
 

was tested. The hypothesis was accepted as the Ir' value
 

figured out to 0.55 with It' value of 4.32, implying a highly
 

significant relationship .t 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 table below, groundnut purchase prices
 

in Chakwal market during the peak period varied between
 

Rs. 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 nt prices ranging
 

between Rs. 111/- and 130/- per maund. Purchases of ground

nut in slack period were on the other hand at prices of
 

between Rs. 111/- and 130/- per maund. In Dhudial market,
 

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

were lower compared to that of Chakwal market (table 6.3).
 



Table 6.3: Market 2rice Sturcture 

GROUNDNUT 

A - Peak Period 

Price ' Purchase Sale 	 Total
 
Ranges 	 Dhudial Chakwal1DhudialChakwalDhudialRs/md.) , 

A 	 I 
, 

80 - 90 	 - 4 - 1 4 1 
- (10.8) (2.8) (7) (2.2) 

91 -100 	 - 8 - 3 8 3 
- (21.6) - (8.3) (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
 
(45.9) (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 4 1 - 1 2 1 
(20.0) (25.0) _ (25.0) (22.2) (20.0) 

121-130 	 4 1 - 1 5 1 
(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
 

Rs. 80 to 110 per maund. This supports the earlier finding
 

that farmers of Dhudial area were also 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 aren 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 Rs. 90 and 131 per maund in Dhudial market.
 

The phenomenon of seasonal variability of groundnut
 

arrivals and the consequent price levels, as discussed ear

lier, is illustrated in Figure 6.1 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 durinc 

the season. 
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Gram:- 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
 

an 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 I Purchase Sale Total*
 
Ranges Chakwal :Dhudial:chakwal:Dhudial :Chakwal ; Dhudial
Rs./Md. ,,,, 

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 
(7.71 - (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 herewith reference to three major 'barani' crops, i.e. 

groundnut, gram and guara. As the information contained in
 

table 6.5 indicates, of the total quantity of groundnut
 

handled by large dealers on their own account, about 92 per
 

cent was disposed off during the peak months (November, DeT
 

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 peak-pEriod, 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)& 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 6.3j because the latter are worked out on own account and
 

commission basis separately.
 

Table 6.5: Marketing Calendar of Major Crops Pur
chased by Dealer Size
 

(in maunds)
 

Own Account Commission Basis 
Commodities:Peak : Slack Total : Peak : Slack ; Total 

, p 

Groundnut
 
230 28180 2150 30330
Small 8070 8300 


(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) (82,2 (17.8) (100)
 

GUARA
 
228 1668 95 1763
Small 1783 2011 


(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) 
- 16260 29590 - 29590
Large 16260 


(100) - (100) (100) - (100) 

- 35340 - 35340
Total 18840 18840 

(100) - (100) (100) - (100) 

Groundnut----------------- Peak Period (Nov. Dec,, Jan.)
 
Guara.--- o-, -do-

Gram---------------------- lf "o (May, June, July)
 

Figures in parentheses indicate relative position of responses.
 

within the same size category. 
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Marketing Channels of Maior Commodities
 

The marketing channels are discussed here for two
 

major commodities in whose case sizeable marketable surplus
 

was being generated and that were also an important source
 

of cash income for the farmers/dealers of the area, (see
 

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 peak season for each crop, ,when
 

most of the sale-purch-ase activity takes place, and similarly
 

the salck season has been identified in these diagrams.
 

Groundnut:- The main functionaries through whom the ground

nut surpluscs moved from the farmers' field to the ultimate
 

consumers were the village dealer, 'kacha + pacca arhtia',
 

wholesalers from the regional markets, oil processors, and
 

te retailers. In addition to these, groundnut was also
 

directly received by the retailers from farmers or the vill

age'beoparies! The implications of involvement of such a
 

long chain of intermediaries was that it raised the consumer
 

prices and depressed the farmer prices. However, the aggre

gate amount of marketing margin :t each level was also a
 

strong determinant of prices desired by the farmer and/or
 

paid by the consumer.
 

Gram:- The marketing channelsfot gram were also similar to
 

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

5.3. 

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

godown rent, entertainment, nnd taxes were reported to
 

be the main items of expenditure incurred by dcalers in
 

the business of buying farm produce. On an average, Rs.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 6o61
 

Table 6.6: Monthly Expenditure onBusiness
 

--- Cost Components
 

DealerStaff : Tele- 1 Taxes'Shop :Godown:Entertain-Others:Total 
Size Wages [phone I :Rent IRent 'ment 

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)
 

hvg.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 recover outstanding amounts elsewhere, 
or to have business contacts in regionsl 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.
 



Among the various cost components described above,
 

entertainment constituted the largest portion of total busi

ness cost,.. followed by shop/godown rent (17 per cent) and
 

staff wages (15 per cent). Staff wages, however, was an
 

important cost item for large dealers who were incurring
 

about 21 per cent of their 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 pur cent of total costs. The
 

probable reason for this could be the small dealers effort
 

to catch more business through non-pricing competi:ibn. 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 were reported to pass on certain charges to
 

farmers while handling their farm produce ithorder to meet their
 

business cost and raise capital for future investment. An
 

effort was made to estimate the magnitude of various business
 

charges that. were reportedly being passed on to farmers..
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Table 6.7 shows that the farmers were bearing an verage cost 

of Rs. 8 per maund on the commodities sold in the market which 

were being passed on to them by the dealers. Major charges 

included loss in weight/driage,(over weightment by 1 to 2 

seers/maund), and commission which accounted for 53 and 40 per 

cent of total charges. Handling charges formed about 6 per 

cent of total charges. An interesting finding of the sirvey 

was that dealers also reported charging of market fee from 

f-:rmers for making payment Lo the market committee-. This 

item worked out to about 1.2 per cent of total charges. There 

was not much viriation in the average amount of expenses passed 

on by small and large dealer 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: Markutinq Charqes Passed on to Farmers 

(Average amount inRs. per maund) 

Market Sale ILoss in Weight:Labour :Market!Mosque: Total
 
Commiss'moisture/*ua- :Charges: Fee Fund
 

ion ' discount
 
Chakwal 3.0 3.8 0.5 0.1 0.1 7.5
 

(40.3) (51.0) (6.7) (1.4) (0.7) (100)
 

Dhudial 3.0 4.3 0.4 0.1 - 7.7 
(39.0) (55.3) (4.5) (1.2) - (100) 

Weighted
 
Average 3.0 4.0 0.4.2 0.09 0.03 7.5
 

(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 irparentheses 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 sale agency need to be established. Suggestions
 

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 Influencinq Marketing Decisions:.-


In farm product business, the dealers have to make
 

decisions about time of sale and storage of commoditLes in
 

order to J.r.-better 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 effecting sale decision at diffefent times. As
 

soon as the dealers observed prices were high enough, they
 

sold the available commodity. In the case of falling prices,
 

either due to slack in demand or enhanced supplies, 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 prevalent low prices as the main reason for
 

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

margin on commodity transactions.
 

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

decisions affecting when and where to buy or sell are summ

arised. Large dealers can apparently adjust operations more
 

easily than small dealers.
 

TAble 6.8: Factors Influencing Decisions Regarding
 
Marketing of Farm Produce 

Selling ' Storing 

High Pricc:Anticipated:TotalLow PriceAnticipated; No Total
 
:Decrease in: :Increase in:Rs-


Price Price !Ponse' 
5 4 7 1614 	 2 16 


(87.5) 	 (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
 
(87.5) (12.5) (100) (40.6) (31.3) (28.1) (100) 

Figures inparenthescs indicate the percentage of respondents.
 

Buyinq Shipment 
Anticipated Low PriceHigh : No :Total','Local Other 
Decrease in: :Demand:Response. :Markets Markets 

Price 	 ' ' ' 

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
 

product business 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 fen.produce in the market.
 

Some dealers also reported use of a chit -as another
 

important practice of price formartion between the dealers and
 

the farmers - ripractice 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 -nd 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
 

Size of Dealer :Open Auction:Use of Chit:Agreemont Between
 
e of DFarmer 
 & Dealer
 

Small 16 1 7
 
(100) (6.3) (43.8) 

Large 16 4 5 
(100) (25.0) (31.3)
 

TOTAL 32 5 12
 
(100) (15.6) (37.5)
 

Figures ibparentheses indicate percentage of respondents
 
mentioning a particular method.
 

* Multiple response. 

(b) Between Dealers*
 

.Size of Dealer-lOpen Auction:Agreement Between 
_ !Buyer 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 Information:

Market/price information is of basic
 

importance in price discovery and formation in commodity
 

trade. This also increases pricing efficiency in the market.
 



Accordingly, the dealers were found actively engaged in
 

acquiring recent information Qnlprices, supply and demandi
 

and prospective 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 co4.odity 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 regional markets.
 

Table 6.10: 	Sources of Price Information and
 
Adequacy*
 

(a) Sources
 

Size of:Tele-lObserving :Open Auction:Daily !Telegram :Total
 
Dealer :phonelbuyer Actil 

vity 
Business 4Businesslfrom Othcr' 

J Markets 
Small 15 4 2 6 - 27 

(55.5) (14.8) X7.5) (22.2) - (100) 

Large 14 
(46.7) 

8 
(26.7) 

3 
1(10.0) 

2 
(6.6) 

30 
(100) 

TOTAL 29 12 5 9 2 57 
(50.8) (21.0) (8.8) (15.8) (3.5) (100) 

* Multiple response 

(b) Adequacy
 

Size of Dealers Yes No 	 Total
 

Small 4 12 	 16
 
(25.0) (75.0) (100)
 

Large 9 7 16
 
(56.2) (43.8) (100)
 

TOTAL 13 19 32
 
(40.6) 	 (59.4) (100)
 

Figures in parentheses indicate percentag-e of respondents.
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Regarding price information assembly within the
 

markets, observing/participation in open auction, supply
 

and buyer activity (demand) were the major sources/metl.'ds
 

of gathering price information.
 

The dealers were asked to express their views reg

arding the existing price information communication system.
 

Majority of the dealers showed dissatisfaction about the system
 

of price information communication and desired improvements,
 

like improvement in telephone communication efficiency.
 

Farm Products Gradin :-


Grading is a!-importnt operation in marketing farm
 

products that improves pricing efficiency and brings better
 

prices to producers. However, the dealers reported that grad

a
ing was neither popular among farmers nor among dealers as 


majority of farmers (81 per cent) and 62 per cent of dealers
 

did not grade farm products (table 6-11). The only commodity
 

graded was groundnut. Those grading products were also not
 

grading strictly according to the usually accepted grading
 

standards. The major factors considered in grading of guound

nut were moisture content c the produce, its colour, thickness
 

Since we know that a grading program can
of the pod, etc. 


benefit farmers willing to produce high quality 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 grading.
 



Table 6.11: Grading of Farm Produce
 

' Farmer Grading Dealer Grading I Factors Considered for Grading
 
Dealer Y e s 'N o :Total: Y e s: N o 'Total:Mois-;Colour:Thickness; Size :Total*
 

Size~~1 ,turet, 1 ! I I ISize ! I 
III|I I 

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) (I00)
 

TOTAL 6 26 32 12 20 32 3 10 6 6 25
 
(18.7) (81.3) (100)(38.5) (62.5) (100) (12.9) (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 erratic 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_ tac
 

(a) StoraeeCa citv Available
 
to Dealers
 

I -I I 

Size of : Sample :Total Storage!Average Storage:Capacity as 
Dealer- ' Capacity Capacity 1percentage 

'__ __ !to Total 

9300 46.4
Small 16 581.3 


Large 16 10750 671.9 53.6
 

TOTAL 32 20050 626.6 100.0
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(b) Suggestions for Improvement
of Storage Arrangemd ts* 

Suggestions
 
DConstnction of :Storage:No. of Sugg-. Total
DealerMedium Size Storage: Pest :estions
 

Sze in the Market lControl.
 

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)
 

Fiures in parentheses indicate the percentage of
 
respondents.

* Mi:Itiple response.
 

Storage Losses:- It was observed that dealers were not
 

very conscious about the benefits of better storage arrange

ments/practices and the magnitudes of losses accrflK. , on
 

account of improper storage. Therefore, the dealers rarely
 

concerned themselves about proper storage and check the
 

losses. Thus the data supplied by dealers on storage losses
 

was not reliable as they never measured 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,,
 

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 Utilization:-


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 .7as extended was
 

domestic use. The dea~rs extending a 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 6.1a: Dealer Credit to Farmers
 

Purpose of Credit
 
Size of Y e s N o : Farm Inputs ' Domestic Needs 
Dealer _ _'_ ___ 

Small 13 3 10 13 
(81.3) (18.7) (43.5) (56.5) 

Lange 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) obtained 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 credit.. 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 institutional 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 Ir' in this case was 0. 407 and It' value = 2.278.
 

Institutional loans were obtained against security.
 

Table 6.14 shows that property and stock pledging were the
 

two major collateral arrangements fir 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
 

http:cent'.of
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Table 6.14: Dealer Credit Use
 

I. 
 . I 

.Institutional Credit 'Non-Institutional Crelit 
 Total Credit '' Collateralbealer:No. of:Total 
 AverageNo. of Total jAverageNo.of:Total IA~eragesStock,Proper'Over I TotalSize :Resp. :Amount Amount : Resp jAmountAmount :Resp :Amount:Amount :Pled-:ty Ple!Draft 
(Rs) XRs) (Rs) ()! (Rs) (Rs) !ging dqing' 

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
(8#_7) 
 - - (13,l 3) - - (100) - (17.7X58.8) (23.5) (100)(100) - - (100) - _ (100) .-

Figures ih upper parentheses give the share of each credit source in the total lending, while the
figures in lower parentheses show the proportioncf amount taken by small and large dealers.
 

http:22285.71
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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 limits 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 oi 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 suggestions (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: Suqestions for Improvement in a Credit Programme
 

DeaerEasy Terms: Open ;Stock 
 : Low :Inter-Perso-,No Con-Limit -Proper- !No. ' 

Size and :Pledg-:Pledging :Ipter-'est/
Conditionsing :nal :dition ;Should :ty Ple-
:on Market:est ,Free :Surety;to Openbe In- :dging on Respo-: Total*
:nses

Price 
 :Loans :Account:creased Full Value'
'!II 

I| ' 
I I 

Small 1 
 - - 9 6 1 3(3.9) - -
1 1 4 26(34.6) (23.0) (3.9) (11.5) 
 (3.9) (3.9) (15.3) (100)
 

Large 1 2 
 2 7 
 4 1 1 1
(4.0) (8.0) (8.0) (28.0) (16.0) (4.0) 
2 4 25


(4.0) (8.0) (8.0) 
 (16.0 . (100) 

TOTAL 2 
 2 2 16 10 2 4 2
(3.9) (3.9) (3.9) (31o4) (19.6) (3.9) (7.8) (3.9) (5. ) 
8 51 

(15.7) (100)
 

Figures in parentheses give the percentage of responses.
 

* Multiple response. 
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General Problems of Dealers:-


The dealers problems 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 ns a major problem iffecting their
 

business activity. Lack of proper amenities in the market
 

premises such as an anim-l 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-Punjab
 

D 'RequiredHigh :Lack :Commo-:No Watch-,:No Shelter:Total*
 
Size :Credit :Rate of: of :ditiesman in :Arrange

lNot Ava-:Inter- 'Pacca: not : the :ments for 
lilable .'est !Roads!Graded!Market !Animals
 

Small 9 3 3 5 2 1 23
 
(39.1) (13-.0) (13.0) (21.8) (8.7) (4.4) (100) 

Large 3 3 1 - - 7 14 
(21.4) (21.4) (7.2) - (50 0) (100) 

Total 12 6 4 5 2 8 37 
(32.5) (16.2) (10.8) (13-.5) (5.4) (21.6) (100) 

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

*S. AZHAR*
 



N. W. F. P. 

C H A P T E R - III 

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 tarmers settled in the surr

ounding villages. According to our estimate, 38 per cent
 

of the villages in 'Mansehra Tebsil' were being served by
 

this market. Farm produce assembled at the village level
 

primary markets like Oghi, Battal, 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 market3.
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Table 3.1: 	Number and Percentage of Vill
ages Served by the Markets 

S 	 i 

Market : Sample Villages , Tehsil Villages (0) 
I 	 -

N 	 No
 

Mansehra*
 
(Wholesale
 

80 37.7.Market) 	 8 36.4: 

Oghi (Primary
 
Market) 7 31.8,i 53 25.0-7
 

Battal (PriarY
 

Market) 4 13Q.2. 42 19.8:
 

Other**
 
(Primary Markets) 3 13.6. 37 17.61
 

100.0
TOTAL: 	 22 100 212 


* Villages 	falling near Balakot are also included in 
Mansehra. 

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

(0) Inferred from the sample distribution.
 

Due to the 	lower density of agricultural
Market Structure:-


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 business
 

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

fielaip 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 dealers 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
 

interaction with the main dealers.
 

The structure of Mansehra market, when exami

ned in the context of a theoretical market model of
 

perfect competition showed maximum deviation because
 

of the strong monopsonistic element in the market.
 

However, the final performance of this market did not
 

show a high degree of imperfection as one would assume
 

due to the monopsonistic structural settingi The main
 

dealer was not making exhtrbitint profits despite his
 

apparent control over the total business in farm pro

ducts. The prices set by him were round in line with
 

and based on the recent quotations of the regional mar

kets. The price differentials between the village
 

purchase prices announced by him were also 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 level of this de.nler was tht the reg

ional deilers used to get informtion about prices prova

iling in Mansehr- morket through other sources in order to
 

know whether or not the commission -gent was miking on ex

cessive profit. As the commission -gent knew nbout this
 

activity, he used to keep his mirgin within a rensonble
 

limit in order to mniint'in his hold on the region l morket.
 

The villaje (primnry) m-rkets strving Minsehra 

m-rket were chirncterised by smi -nd economically unvi

oble mirketing units oper-ting it a low level of efficiency
 

with limited c~pitol investment. These units were handling
 

mainly rotail business ond partly isscmbling form Products
 

for the commission -gents during the hirvcst season. None 

of them was found in , position to handle a large business
 

volume independently -nd economically..
 

Table 3.2: Ciassification of Dealers in
 
Mansehr' and Other Markets 

Market : Snmple Commission Agent'Villac Shopkeeper 
'Size 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 parentheses ( ) indicate de~ler distribution
 
by incestorl profession as farmers.
 
2 /Despite this, the denier was cicarly eatning a profit in
 
two ways through his pricing prictices. First, through the
 
difference between the firm purchase price ond the market
 
price set by him on the b-sis of rL-ionnl market price. Sdc
ond, through his sales on commission to ordering firms. In
 
this cise he further secured his profit in two ways. He used
 
to Pell when prices were f vourable nd issuring higjhest diff
erential. The commission sales served is a hedge against any

market price fluctuations.
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The inform7.tion collected on the ancestoral profess

ion of dealers shows that the majority(72.20.) of market and
 

village dealers belonged to the farning community. However,
 

due to the lower farm productivity level, dealers were foll

owing v:-rious off-farm persuits like the farm products busi

ness to supplement their income from f-arming. They were not,
 

however, capable of managing a farm product business on a lar

ge scale due to the. limited capital availability for invest

ment. The information collected oh 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 later 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 shops ind godowns. (Table 3.3)
 

Table 3.3: Ownership of Shops/Godowns
 

MrtOwned ' Rented-in Total

Markets No No %
 

Mansehra I 14,3 6 8577 1 100 
Battal - 5 100 5 100 
Oghi - - 1 100 1 100 
Other Markets 3 60 2 ) 5 100 
TOTAL:- 4 22.2 14 77.8 18 100W- --------

*S. AZHAR* 

http:majority(72.20


N. W. F. P.
 

CHAPTER- IV
 

CHARACTERISTICS OF 'BARANI' FARMERS STUDIED
 

The major topics discussed in this chapter.are,
 

location of sample villages with respect to Mansehra and
 

the type of roads linking the hinterland with this market
 

town. Also discussed in this chapter are, distribution
 

of sample farm households by farm size and family struct

uref and the producti.on and marketable surplus of major
 

crops.
 

Location of Sample Villages:- The discussion made earlier
 

in the section on methodology shows th-st the sample vill

ages in NWFP were selected from a distance extending up
 

to 30 miles from Mansehra, due to the low density of ag

ricultural production. The irrigated cropping in the
 

udcinity 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 seen from table 4.1, Man

sehra market 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
 

radius. The village primary markets like Oghi and Battal
 

were attracting from 32 and 18 per cent of the sample vill

http:producti.on
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ages, respectively. These villages werej however, located
 

within a radius of five miles from these market places.
 

Table 4.1: Distribution of Sample Villaqes*
 

Market Distance radiiin miles)/Type of Lin toad) 

0- 5 :5- 10 :0ver 10,All Villages Total 
I S I S I '1 S I I 

P!K+P! P K I PK' ,-P' 	 gK+Pl !K+P 
S g1 5I I I I I I S 

Mansehra - - 3 2 1 2 - 4 4 8 

Oghi 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 theft of the total sample villages,
 

more than 50 per cent of the villages were connected by
 

'paccal 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 needed 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 per 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.z Farm Characteristics
 

I Average Farm Size (acres) :Cultivated Land
Size size .... . On the basis of.... 1 as a percent of 

TotalCultivat!Net Operational :the Total Farm 
:Land 'ed Land ' Land Land 

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 and 4 owner non-operators. No tenant or
 
owner-cum-tenant 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 acresin the case of small 

farmers and 122 acres for large farmers . The average farm 

size based on cultivated area was 8 and 43 acrcsfor these 
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farmer categories respectively. The pcrcentage of uncul

tivated land was again higher, as it was in the Punjab's
 

'barani' area, in the case of large farmers compared t

small farmers, with lower land use intensity -n large farms.
 

A 	higher percentage of cultivated land with small farmers
 

shows their more intensive use of land resources. This
 

also implies that improvement in land use intensity on
 

.arge 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 ecological factors, the cropping
 

was also limited to only a few major crops, like wheat and
 

maize, raised by almost all sample farmers.
 

Table 4.3 reveals that the cropping intensity* of
 

* 	 Cropping intensity refers to both seasons (kharif' and 'rabi!) 
of the year. 
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large farmers was 70 per cent, which was considerably 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 raising 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. Additionally, inefficient land operation by
 

large farmers was another reason for low cropping intensity.
 

It is also noticeable that uider the peculiar agro-climatic
 

conditions of t-.study area, the sample farmers were allo

cating a higher percentage (72) to 'kharif' crops compared
 

to 'rabi' crops, in which case the proporl.on of area culti

vated was only 28 per cent. Similarly, 'che proportion of area
 

allocat&d to 'kharif' crops, by small and large farmers was
 

considerably higher than for 'rabi' crops.
 

Table 4.3: Cropping Pattern on Sample Farms*
 

(a) Kharif, 1977
 

Farm:Average Cropped:Cropping : Maize Mash ' Other 
Size Area (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 expressed 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.
 

http:proporl.on
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(b) Rabi, 1977-78 

Farm;Average Cropped: Wheat Sar.on : Masoor ' Barely 
Size!Area (acres) 

Small 2.7 89.0 9.2 178 
-(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 ti.e 

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 theat 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
 
bV Farm Size on Sample Farms
 

I I 

Farm 
' 

Maize 
Kharif 

Mash ' Others* 
Rabi 

W.Leat ' Others* 

Size ' b It 
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 7.4 
(100.0) (51.4) (51.4) (94.3) (48.6 

Figures under each crop indicate average quantity 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, masoor 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 nbout 26 per
 

cent of the respondents did not have any plans to increase
 

production. 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 whert production by increasing 1-10 kanals of
 

area under these crops. More 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 thcir small farms.
 

Table 4.5: 	Plans to Increase Production and
 
Utilization of Incremental Produce
 

!r 

Si '.....ThroughIncrease in Area:Through morelmental Produce
 

(kanals) :FertilizEr& To Purchase
 
'1-10 !11-25'26 & Above! Machinery :NecessitiesFarm
 

SMALL 'of Life !Inputs

Maize. 10 3 1 2 13 6
 

a 	 Increase in Production' UtilizaUion if Incre

(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) 	 - -

ARGE
 ------Maize 3 3 1 	 1 
 4 6
 
(37.5) (39.5) (12.5) (12.5) (4060) (60.0)
 

Wheat 5 2 2
 
(55.6) (22.2) (22.2)
 

* 16 per cent small and 38 pcr 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 the 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' lees

er commitment to farming because of other competing family
 

needs.
 

Prices Needed to Cover the Cost of Production:-


Sample farmers were asked to indicate the level 

of drices 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 

producting one maund of maize. A minor percentage of far

mers said prices should be above. Rs. 100/- per maund. (Lo

gically, the prices quoted seem exaggerated as this much 

cost is not incurred in the case of maize production under 

'baranil farming.) 

Similarly, mash prices were preferred by majority
 

(62.5 per cent) of sample farmers at Rs. 100 or above, keeping
 



-161

in vieii the increase in production costs. (Table 4.6).
 

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

Price range (Rs per maund)

Crop-	 :40-49.9:50-59.916O-69.9'70-79.98o-89.9:90-99.9:100 &:Total
I , I 	 I 'Above! 

Maize 	 4 20 6 1 - - 1 32 
(12.5) (62.5) (18.8) (3.1) - - (3.1) (100)
 

Mash 	 - 1 2 5 8 
(12.5) (25.0) (62.5) (10lC
 

Wheat 	 8 15 - 2 - - - 25 
(32.0) (60.0) (8.0) 	 (100)
 

Other
 
Rab-i 2 1 1 3 6 13
 

(15.4) (7.7) (7.7) (23.1) (46.1) (100)
 

Other 
Kharif 1 2 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 Limitinq Production:- The sample farmers mentioned seve

ral factors limiting their interest in crop production. One of
 



the major constraints mentioned by 56 per cent of the sample
 

farmers was non-availability of farm inpiits/agri-mechinery
 

on 	time and at cheaper/official prices followed by financial
 

constraints to finance crop production activities. Shortage
 

of 	irrigation water/uncertain rains were some other constraints
 

in 	this respect.
 

Table 4.7: 	Factors Limiting Production and
 
Incentives Needed to Increase
 
Production
 

Limitinc. Factors 	 Incentives needed
 

FmNon-AvaillFinancial:Shortage :Supply of !Interest !Irriget-


Size abl~lity and Otherof IrrigatlFarm Inputs/:Free Cre-.ion Water
 
:of Farm lConstra- 'ion Water/!Machinery -t'dit/Other:Facility/ 
:Inputs/ :ints* 'Uncertain :Cheeper :Facilit- Tubewell 
,Machinery . Rains 'Rates Ikes** :and Con
0 , :struction 

_ 	 mall Dan.-_ _ _ _ _ _of 

Small 47 22 12 	 34 15 8
 
(58.0) (27.2) (14.8) (59.6) (26.3) (14.0) 

Large 37 26 6 	 33 17 5
 
(53.6) (37.7) (8.7) (60.0) (30.9) (9.1X" 

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.
 
* 	 Inwlude: 'Kacha' road, ineffective pesticides, ..ck 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 fcdlowed 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

ketable surplus on 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)
 

Table 4.8: 	Marketable Surplus of Major 
Cr_s on Sample Farms 

I 	 I 
Farm , Kharif 	 I Rabi 
Size 

I 
: Maize*.' 

I 
Mash ' 

I 
Others**, Wheat 

! 
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 parenthesus 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(like 
Moth, methi) soyabean, riceand 'rabi' crops like sarson 
and lentil. 
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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 wns 8.5, and
 

37-4 maunds with 31 per cent large ones. A peculiar pheno

menon was observud that 11 per cent of the sample farmers
 

sold wheat at a higher rate to meet their financial needs,
 

but purchased wheat flour c a subsidized rate from ration 

sho.r- during the off-season. On the whole, all maize gro

wers sold about 43 maunds of maize, while on an average,
 

23 maunds of wheat was marketed by about 29 per cent of
 

the respondents.
 

Correlation coefficient 'rl 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 large family size, the farm families ha:e 

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 for unusth*ly
 

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
 

.. a major portion of the foodgrains produced by the 

farm household wa.- retained for home consumption.
 

Table 4.9: 	Family Struture of Sample
 
Farm Households
 

Family Composition
 

Family Distribut- Child-:Adults 'Non-FamilyAverage Fam-

Size , ion* :ren** : :ily Size
:Member*** 


1 -5 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 & Above 3 30 44 29 34.3
 
(8.6)
 

TOTAL: 35 165 277 124 16.2

U100.0_ 

* Number of respond-nt families in each size category.
** Upto 12 years of age irrespective of sex category. 
***Non-family membe3rs include 'Dehkan' families, which 

raised the average family size.
 
Figures in parentheses indicate the percentage of respondents.
 



Production and Consumption by Family Size:- The
 

pattern of food consumption in the area under study
 

was also similar to that of other partsof 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 M :famludsehOlds 

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.
 



Table 4.10: 	Average Production, Consum
ption and Purchases Classi
fied by Family Size
 

(a) Kharif
 

(in maunds/family) 
Family 1 Maize Mash Others* 
Size ' r c 'Consum.-Purch-

Produc-: Consum- : Produc- Consun- : Produc-,Co 
_tion !ption ,tion ,ption ,tion !ption !ases 

1 - 5 45 13.5 4.3 0.6 20.0 16.0 

(5.7) 	 (2.9) (2.9)
 

6 - 10 236.8 37.) 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 g99 42.6 4.2 1.1 2.0 -.3 
(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 t,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 percent-age of respondents
 

* Mainly Pulses. 

'The tzble Ulso sh~ws'thnt the v,r~ge -i-ount 

of c -nsiumption of m izo n. whe t w-s positively related 

to frmily sizo; lger-lm-unts bcin; consumed by large 

f mili.s. However, the -v.r-c amount of -roeduqtion of 

thus,- crops did nCt show -i clc-r rcl-tionship with t1e.
 

family size.
 



(b) Rabi 

_____ 	 (in maunds/family) 
Family Size , Wheat 	 Others* 

SProduc- :Consum-Purchas- :Product- : Consum-
Ition :ption les !ion ,ption 

1- 5 	 27 9. 6.8 3.8 0.3 
(5.7) (2.9) (2.5)
 

6 1 65.2 14.6
10 	 27.9 

(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 
(.11.4) (17.1) (5.7) 

26 	and Above 79.0 32.2 37 15.0 2.0
 
(8.6) 	 (5.7) (2.7) 

TOTAL: 50.6 25.U 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). 

Marketablic Surplus by F.-mily Sizei- The size of .farm 

household and- its fin ncial nQcds are -ssu{.cd to in

fluence the av1ij-.bility -nd qu-ntum of m7rketnble 

surplus particul °rly th.-t,of f eod r -ins .n(. pulse@. 

The qmouDt.of m-rkft-blc surplus of v:rious crps esti

http:qmouDt.of
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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
 

S 
Maize Mash Others* 

I 
Wheat : Others** 

1 - 5 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. 42.5 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 indicate the percentage of families
 
selling in each category.
 

* Rice, groundnut, soyabean, moth, methi, etc. 

** Sarson and lentil. 
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Table 4.11 shows that a marketable surplus
 

of maize ond wheat did not show any relationship w:.th
 

family size. The average amount avilable 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.
 

Pavment-in-Kind:.. 'Dehkans' and village artisans
 

were the two majcr types of the agricultural labour
 

.mplcved by the farm familiev. 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

ctionacies were paid an annual 'seip' in-kind mainly
 

from maize and wheat producE by both categories of
 

farm size.
 

'Dehkans' were also engaged in farming ope

rations throughout the year. All the farm resources,
 

i.e., land, implements, and bullock power were pro

vided by the land owner. The 'Dehkans' simaply pro

vided manual labour for carrying out farminq activit

ies. The usual share paid to them was 1/4th of the
 

total produce in each season.,
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Table 4.12: Paymeots-in-Kinds by Farm Size on 
Samp- a Farms (1977-78) 

.M Mai -e 
 Wheat 
 Others**
Farm :Arti-: Imam :Others:Usher:Dehkans!Arti-: 
Iman :Others:Usher:Deh_!Arti-, Imam 
'OthersUsher :Dehkans
 
Size :sans :Masjid/: 
 :sans 'Masid/: :kansisms :masjid/:
,K..im I 
 ,,hadim ,:Khadim,
 
Small 7.7 
 1.6 0.9 8.9 £1.1 3.4 1.0 0.6 4.3 9.8 0.5 
 0.6 - 0.3(100.0)(100.0) (63.2) (36.8) (31.6) (100.0) (100.0) (63.2) (36.8) (31.6) (31.6) (5.3) 

1.2 
(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(100.0)(100.0) 2.5(75.0) (56.3) (50.0) (81.3)(25.0) (75.0)(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 0.9erage(100.0) (100.0) (68.6) (45.7) (40.0) (91.4) (88.6) 1.9
(68.6) (40.0) (31.4) (28.6) (5.7) (2.9) (25.7) (31.4) 

i) Figures under each category show average quantity paid in maundn.
ii)Figures in parantheses indicate the percentage of respondents making payment.

* 
Cobbler, Potter, Chokidar, M rasi, Donkey man, and household serv-rnt engagL. by a small

number of 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 ind 12 maunds nf
 

whteat produce, while the artisans(carpenter, black

smith and barber) 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 oy 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 i!nportant feature observed in the Man

sehra area regarding in-kind payments was the pay

ment of 'Usher' from fanni coduce. 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 balf of the
 

amount paid by large farmers, indicating small fnr
mers' relatively weak financial position. The pay

ment of 'Usher' by sample farmers from farm produce 

also shows their strong affiliation to religion.
 



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-piofitable smaLl 'barani' 

farming, and the :availability of ample grazing 

space(pastures) on hills. For large farms, 

however, poultry (28 per cent) followed by 

orchards/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 
be 

poultry ft.rming couldmianriged as a specialized
 

enterprises (Table 4.13).
 

Table on next page.
 



Table 4.13: 	Gross Income on Sample Farms
 
by Farm Size
 

I 

Farm Income 	Sources :Non-Farm Income Sources :All Sources
!i 

IField:Live- :Poul-:Others*:Off- :Reinittan'Other !Farm :NonFazeCrops:stock/:try 	 :Farm :ces From :Sources :Sour-'Farm

Size *ros .oc.,,r 

:produ-: :Income:Family (Pension:ces :Source. 
cts (Self) 'Menber 'etc) 

Small 934 787 1i - 351 353 2737 1732 3441 
(53.9) (45.4) (0.6) - (10.2) (10.3) (79.5) (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 11520
 
Farm (39.5) (20.9) (23.9) (16.4) (1.7) (81.9) (16.5) (36.8) %63.2)
 
Wt.Ave
rage.
 

Fi*g'res under each income source indicate average amount in rupees
 
pei: sample farm household.
 
Figures in parentheses indicate percentage share of each income
 
source in the total.
 
* Forest, Orchard, Grass and q7Seen fodder of wheat. 

Like the 'barani' areas of Punjab province, the
 

sample farmers ;,iere -lso following off-farm persuits
 

to supplement their farm income. Among these non

farm sources, other sources of income (such as pension'
 

'karyana' business, suzuki van, etc) contributed (upto
 

80 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 lirge 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 small farmer was Rs. 29/-,while remittan

ces from family members were reported as R3. 29/- in
 

the case of small and Rs. 1684/- in the case of large
 

farmers.
 

The overall analysis of income sources shows
 

that non-Lcarm sources contributed the largest share
 

(about 63 per cent for large and 67 per cent for small)
 

of income, while the rest. of the income game from farm
 

sources. The emergence of such a pattern of income sou

rces was mainly due to uncertain and non-profitable far

ming under rainfed conditions. This also exhibited a
 

similarity between 'barani' farming in the Punjab and
 

NWFP.
 

The test of 7orrelation performed to see the
 

relationship between farm size and g-ross farm sources
 

income indicated weak relationship between these vari

ables, (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 also
 

compareable.
 

*S AZHAR*
 



N. W. F. P.
 

CHAPTER -_V
 

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 rcinfed Punjab. Maize and
 

pulses were the 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.- marketable
 

surplus of maize was sold at harvest e, while
 

disposal of the remaining quantity was almost equally
 

distributed over the immediate post-harvest and the
 

off-season months. The farmers deferred sale of a
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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 because a margin of Rs. 5v-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
 

months, in order to meet immediate cash needs. A
 

similar marketing pattern emerged in the case of
 

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 s relea

sed during post harvest/off season months influenced
 

the prices during this period.
 



Table 5.1 (a): Crop Marketing Calendar - 'Kharifl Crops
 

Sale Period 	' Maize Mash ' Other Kharif Crops 
:Re.;cnTotal :Price :Respon±Total :Price:Respon'Total Price 
:dents*:Quan- :Range :dents :Quan- :Range'dents :Quantity Range
:Sell- :tity :Rs/4d ISell- itity :Rs/Md :Sell- ' (Mds) Rs/Md
!ing ! (Mds) ! ing ' (Mds) :inq
 

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 35w53 1 8 70.0 2 18 80-110
 
vest Time (37.6) (38.1) (16.7)
 

4 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 months. 

** 	 Harvest months for maize include November, December; post-harvest mnths, 
January to March; and off-season April to October. 



-179-


In the case of wheat and other 'rabi' crops, 

a little more than 90 per cent of the marketable sur

plus of wheat and 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 foodgrain shortage, and thbs deferred 

the sale of their surplus produce till the prospects for
 

the next maize crop were properly known. This viewpoint
 

is also supported by the wheat price structure.
 

Table 5.1 (b): Crop Marketing Calendar 
Rabi Crops
 

(in maunds) 
Wheat ' Other Rabi Crops

Sale Period Respon-:'Quanti- PriceRespon-jQuanti- !Price 
:dents* ;ty :Range dents ty . :Range
'Sellinq !Rs/Md :Sellinr D/Md 

At Harvest 2 18 40-50 1 2.3 60.0Time** (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 differeit periods wheat prices were high at harvest
 

time. Contrary to the usual situation of low comnodity
 

prices during this period because of restricted sales
 

by farmers.
 

The tests of correlation and 't' performed to
 

see the relationship between farm size and harvest time
 

sat.es indicated that farm size was related to harvest
 

'r' value obtainecl was 0.426 which
sales. In this case 


was significant at .05 confidence level with 't' value
 

= 2.70. 

A negative relationship was observed between
 

the level of harvest and post harvest prices, with 'r'
 

2.473. The reason
value being - 0,371 and 't' value 

for this relationship was th-t due to :Peculiar sale
 

timincs of farmers discussed earlier, prices were re

latively lower -t post h-,rvest period ts against the
 

usual situation of low prices at the harvest time.
 

and Place of Sale:- Table 5.2 below
Marketing Channels 


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 pur 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 oper'ting 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 :Oghi :Mansehra : Other Markets :Total* 
Size :Village: : (Nawazabad/ 

, , I,Jabori)
 

Small 17 1 - 1 19
 

Large 11 3 1 1 16
 

TOTAL 28 4 1 2 35
 
(80) (ii) (3) (6) (100)
 

* All sales through village shopkeeper/seasonal 
village 'beopirii.
 
Figures in parentheses indicate the percentage of
 
respondents.
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ILLUSTRATION 5.2 
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ILLUSTRATION 5.3
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As 80 per cent
Transportation of Farm Produce:-


of the sample farmers sold a major portion of
 

their farm produce right in their own villages*
 

very little transportation of produce was in-


Table 5.3 shows that
volved at the farm level. 


*azout 43 per cent of the sample farmers did not
 

Of the farmers selluse any transport means. 


ing a part of 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
 

peculiar road conditions, pack animils 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 very
 

small, and confined mainly to transportation
 

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
 

0.45 to 0.90, for short and long
between Rs. 


1/- per maund
distances, while it was about Rs. 


for carrying produce by vehicular :,.oder over
 

various distances.
 



Table 5.3: 	Transport Cost by Dis
tance to Market and
 
Type of Road
 

I I Type of Road/'Transrport Cost per Maund 
dRespondents 3 5 miles), 6 -10 (miles), sn 0-0 

Mode :Hired:Uw Owned' Kacha Pacca g Kacha + PaccaMode 
:Hedns:Mewne:Number :AveriNum-Ave-: Num-:Aver!Total :Overall 
MeansMeans:of Res-:age :ber:rage:ber :age :HiredlAverage 

pondent: (Rs) :(Rs) :(Rs) (Rs) 

,_ _ _ , _ _ _ _ 	 , - , ,, , , R
 

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 

Siizuki 
Van 1 - - - 1 1.0 - - 1 1.0 

Truck 1 - -.. 1 1.0 1 1.0 

Not Used 15 - - -

TOTAL: 29 6 .. . . . . 14 

Due to the major sales in the village, no other marketing expenses
 
such as commission, oct,:; i, market fee, handling charges were paid
 
by the farmers.
 

Price Information Sources and Use:-


Sample farmers used a variety of sources to
 

collect market price information before sale of farm
 

produce. The principal source mentioned by 61 per cent
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of the respondents was the village '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 ra-inly be attribut

ed to the non-existence cf 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
 

:Personal :News-:Fellow: Radio :Village :Total*

Farm :Visit to :peper:Farmer' 'Shopkee-'
 

Siz : 	 I
,the Market 	 ,per

I , , I 

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 
(16.1) (1.8) (17.9) (3.6) (60.7) (i00.0)
 

Figures in the parentheses indicate the percentage of
 
respondents mentioning a ].articular source.
 
* Multiple response.
 



Farm Storage Arrangements:-


The sample fnrmers used two main types of
 

storage urrangement:, ;.i., Sk-cha abar' ind 'pacca 

ambr'. Among the small farmers 22 per cent used 

'kacha imbar' with capicity up to 50 m-unds. 39 

of
per cent of the smill farmers had 'pacca mab-r' 

the capacity ranging bctween 51-100 maunds, and 22 

per cent having up to 50 maunds capacity. All the 

large firmers used only 'picca imbar' with capacity 

ringing from 50 miunds to 150 miunds and above. 

On the whole, about 41 per cent of the far

mers had storage capacity between 51-100 maunds, while
 

26 per cent hid storage capacity of 150 maunds of
 

above. The storage arrangcments weru reportcd to 

be adequate except for two of the small farmers who
 

had no separate storage orrnngements. The avail

ability of proper storige with farmers was due to
 

the fact that sample firmers used to store maizc *nd 

whaet produce for quite a long period during the
 

year. It is to be noted that 'picca room' is the 

common mode of storage in 'barrni' arens. As most of the hoXusu 
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in these areas are 'pacca' type, a corner of the room is 

generally available with Lhe majority of farmers,the for 

the storage of foodgrains. 
Due to limited surpluses,
 

'baranil farmers do not store firm products for specula

tive purposes and thus do not have to construct separate 

godowns. (Table 5.5) 

Table 5.5: Storage Arrangements by
 
Type and Capacity 

Type of Storage :Capacity in Maunds) 
Farm :Kach-_ Pacca AmbarSize ATbar!I - 50 51-300101-150151 &1 TotalI a '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)

Figures in parentheses give the .Dercentage of respondents
 
with a given storage capacity.
 

The test of correlation indicated very weak re

lationship between f-arm 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 above irrespective of the farm size
 

category. The small as well -,s 
large farmers were stor

ing their available produce till the prospects of next
 

crop were kdown. For this purpose, all farmers were
 

making :adequate storage arrangements.
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Purchase of Farm Inputs:- Manschra Tehsil is partly rain

fed and partly 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 operuting the unirrigated fields take
 

farming casually and find inputs like fertilizer, requir

ing heavy cash investments, too risky, particulorly for 

winter crops, as the rainfall during this season is sca

nty and uncertain. For summer crops such ns maize, for 

which the rainfall pattern is quite favournble, these far

mers, however, do make use of inputs like fertilizer bit 

on a limited scale, and that, too, on fields with bett

er moisture retaining capacity. Inform:tion on the use of 

fertilizer by the simple farmers is given in table 5.6
 

below:
 

Table 5.6: 	Farm Inputs(Fertilizer) Purchases-

Sellers Type and Location
 

Sellers' Type Sellers' Location 
Farm "Sample:Publib:Private:Villagel own : Other 'Market 

Size ,Size :DealerlDealer :Shopk- Village ilage : Town* 
I ' 	' .eeper ' I 

Small 	 (:19) 5 2 12 6 6 7 
(10Q) (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 e 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) 

i) 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 Mansehra market. 



-191-


As is evident from the above table, all
 

the sample farmers were applying 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 UVrea. Use of Armonium Sulphate (A.S).- and the 

Di-Ammonium Phasphate (DAP) type fertilizers was also
 

reported by some of the respondents. Large farmers
 

also used mainly 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 Mansehra 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 dist:ince 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). 

Table 5.7: Farm Inputs Purchased
 
(Fertilizer)
 

'__ Small Farmers Large Farmers 
,Fertili- !Margin Above the Control TMargin Above the Contri
 

zer Type' 'Level Price (Rs./Bag) Level Price (Rs.Bacr)
 
:Control!Up 
:Price :5 

pto 
10 

T-Upto16 andjCont-Upto:Upto;Upto :16 and 
:15 Above:rol :5 :10 15 :Above 

!Price! 

Urea 7 2 5 3 - 1 1 7 -
(36.8) (10.5) (26.3) (15.8) (6.2) (6.2) (43.8) 

DAP 5 a 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 2 2 1 

(5.3) (5.3) (5.3) (:.2) (6.2) (622 ) (12;5) (6.2) 

2 1A N ........ 

(12.5) (6.2) 

Figures in the parentheses indicate. the percentage of renpondents
 

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 uf fertilizer.
 

Pesticides:- A majority of the sample farmers did not
 

use pesticides. The user farmers obtnined pesticides
 

mainly from the Agriculture Extension Office located at
 

the Union Council Headquarter on cash 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 their use.
 

Transportation of Inputs:- For the fertilizer purchased
 

from Mansehra town and the neighbouring villages, Suzuki
 

vans were the most common mode of transportation. Pack
 



animals like donkey were also frequently used for this
 

purpose, but minl3 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 v,3n turned out to be the
 

cheapest mode for different travel distances. (Tabte 5.8)
 

Table 5.8; Transportation Modes and Cost per Bag
 

karm Ize- Small , Large 
Trnsportde Distance Range (in milesiDistance Range (in miles) 

!Upto 'Upto :Above:Overall'Upto, :Upto Above 10Overall
 
------ 5 10 !Average, 5 10 ,Average
1 10 

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) (2.8) 

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) (3.6) (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 the sam

ple farmers. The user f.-rmers reported facing several
 

problems in obtaining this input. As may be seen from
 

table 5.9, under weighment and non-availability at 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 minority of the res

pondents were: (a) supplius mixed with foreicn material,
 

(b) charging of prices above the control level, (c) fe.

tilizer supply in torn/unsealed bags, and (d) poor qua

lity of fertilizer.
 

Table 5.9: 	Problems Regarding the Supply
 
of Fertilizer
 

Farm :Stone:Under INot Ava!Bag Torn/ Bad ,NotAvail- Total* 
Size :MixdWeightfilable IBag not !Quinlity:able on 

Bags on 'Sealed ' Government 
, I ' Time 	 , Rate
I g g I I
 
I I I I I
 

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) (50.0) (26.7) (10.0) (13.3) (10.0) (100)
(75.0) (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) (10o), _(100) (TOO ) 

Figuras in the upper parentheses 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.
 



-196-


Credit 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 sourceswhile 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 Fromk*Purpose of Loan***
 
Size jNon- jUsers :Institutio!Non-Insti- :To Purchase Farm :Domestic
 

.Users: 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 proportion of respon

dents obtaining credit from differentsDurces,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 and the remaining for purch

asing farm inputs. This pattern of credit use by small
 

farmers emerged because their limited farm income was
 

insufficient to meet their consumption needs. 
The large
 

farmers, however, used major portion of loan 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 Proaramme:- Suggestions for im

proving credit 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 low interest 

rates should be made available to them.
 



No We Fe P. 

CHAPTER - VI
 

MARKETING PRACTICES OF DEALERS
 

Dealer's Business Profile:-


Commodities Handled:- The buseness pattern of sample
 

'barani' dealers of NWFP was similar to the dealers
 

of the 'barani' Punjab, The sample dealers were dea

ling in mnore chan one commodity according to the av

ailability 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 deuler, however, specia

lized in one commodity. The sample dealers, comp

ri ied 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.!(a) : Number of Commodities 
Handled by Dealership
 
Size
 

Number of Commodities Handled
 
Size of' 
Dealer 

SUpto 4 : Above 4 ' Total 

Small 7 1 8 
(87.5) (12.5) (100) 

Large 5 
(55.6) 

4 
(44.4) 

9 
(100) 

TOTAL 12 5 17 
(70.6) (29.4) (100) 

The figures in the paientheses indicate the percent
age of respondents.
 

2. 	 Volume of Commodities 1v-ndl-ed, nnd Se-sonaa 
'V-.ri .bilitvy by Dealership Size:-

As discussed earlier, 'kharif' crops like
 

maize dominated the cropping pattern of lhe NWFP
 

study area. Hence, about 79 Der cent of the busi

ness conducted by 'barani' dealers consisted of
 

'kharif' products, of which maize contributed the
 

largest proportion. The remaining 21 per dent
 

business came from 'rabi' crops, mainly oilseeds
 

(sarson). A similar pattern emerged with reference
 

to dealership size; small and large dealers handled
 

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 like 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 dealers were able to assemble a
 

considerably la.rger 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 sufficielt to meet their annual financial
 

requirements (Table 6.1 (b) . 

Table 6.1(b): 	Volume of Commodities Handled Classi
fied by Season/Dealership Size 

Dealer Size Kharif ' RabJ : 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 peicentage
 
of quantity h:ndled by small and large ddelers.
 



-201-

As a general phenomenon e,7ch commodity exhibi

ted two major 	arrival periods, one at harvest time/imme

diate post harvest months (the peak months) and the ether
 

during off-season (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 sl;-ck periods also foll

owed a similar pattern as may be man from table 6.1(c).
 

Table 6.1(c): 	Volume of Business Handled - Sea
sonal Variability
 

Dealer 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 10602.5
 
(67.1) (32.9) 	 (100)
 
(72.3) (99.1) (79.3) 

TOTAL 	 10034.5 3584.0 13618.5
 
(73.7) (26.3) 	 (I00) 
(100) (100) 	 (100)
 

Figures in upper parentheses 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 commodity arrivals 

in the market are a maximum. For example, in case of maizef
 
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) and sarson and wheat (of rabi
 

season). The market prices refer to the prices at
 

which village dealers operating in various primary
 

markets were purchasing farm produce from fcirmers.
 

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 earlier section. 
Dealer
 

distribution in various price ranges for Cifferent
 

commodities during peak and slack perieds As also
 

taken into accouut.
 

Ma:ze:- An overall price differential of Rs. 1 to 

5 per maund was observed in comparing purchase to 

sale transactions of maize during the peak seascn. 

A large number of dealers (48 per cent) made pur

chases within the price range of Rs. 41 to 45/ maund
 

and 47 per cent sold these commodities at prices
 

ranging between Rs. 46 to 50/- maunds. The small
 

and large dealers' distribution also exhibited simi

lar pattern. However, small dealers being more
 

cautioks 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
 
I 

PURCHAS ' SALE 

Price' Dealer Size Dealer Size 

Range: Small : Large ' Total Small :Large : Total/sAd , 

26-30 ....... 
31-35 ...... 
36-.,) 2 - 2 - - -

41-45 
(20.5) 
5 5 

(9,5) 
10 6 1 7 

46-50 
(50.0) 

3 
(45.5) 

5 
(47.6) 

8 
(54.5) 

4 
(12.5) 

5 
(36.8) 

9 

51v55 
(30.0) 
-

(45.8) 
1 

(38.1) 
1 

(36.4) 
1 

(62.5) 
2 

(47.4) 
3 

(9.1) (4.8) (9.1) (25.0) (15.8) 

Total:- 10 11 21 i 8 19 

(1122 (100) (122L1-1_ 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)
 

4
46-50 - 5 5 - 4 

(50,0) (45.4) (50.0) (44.5) 

- 2 251-55 - 1 1 
(10.0) (9.1) (25.0) (22.2)
 

TOTAL 1 10 12i 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 larger differential during slack
 

period. Another important feature which emerged was
 

that almost all purchases and sales during 01 3'k mon

ths were made by large dealers. This shows that small
 

dealers had a seasonal 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 shows 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 

major6ty (59 per cent) were earning a gross profit 

margin of Rs. 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 

Rs. 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.
 



. I,.j205'" 
,.. , 

* 

11 , .. . .' I .' t ! 

'I 

__... i -

4 ' 

t' 
' 

. : 

4 

' - + i J l . . 

1' ' " , 

] 

F./ 

S1. - ' ' - '4 I .I - I , ,- ,. 1 " ' . . , .. 

• ''' - ..
! . . . 

.. 

...... 

... 

. 

F. 

F__

II,-I 
-
: 

... 
. 

T ' 

. 
. 

. . +l l t . l l 

F......=..-i---" I 
.. , ., 

. l i-t, . 

' jl '-" 

. ..I. .. , ,* 

, , 

4* * 

-. - " ' 
*77 

" T I I. i " 1 " .. 

' ' '. ' '' , i , , i I , . , . . .... 
It ." , 

• I.t 
. 

•, 4/ ,.},. 
F. 

! ' , : 
T Ij 

1 ~ l .. i' l li" 
' Il! liII"1, 4 

. .. F <H I '' I i it~ il . i '- V 



.
.
 
. . t'.. 
.. 


-;, 


I 

: . 
-

.. 

III' 

-.. .... " 

. ... .. 

I 
jI 

-I 

1 11 

i . . , ° 
" 

, 

, 

' 

I'k. . . .. . i 
-"'--- ".: 

, 9£.. 

I , i: 
I'. 

I. 

.. 

'Iri 

.. - 9 I 4 

44-I 

9 

-1. 

.I 

;LI 

4.-4- -i - . ,- ;' * I . 

' 

. 

I.j A + 
- -

• ._'. "-J 

. . . . 

3 5 ' 
. . , 

1 4 
. . . 

2 1• 

t...... 
!! I~' 

-

.* .... 
:-; . .'.,4I 

. I , - I 

,' . 

i 

io Idle 
J- 1 

... 

jjff 



-207-

Sirson:- Sarson was the major 'rabi' crop inducing
 

larger buying activity during thu season. Table 6.2(c)
 

shows that peak purchases of sarson by small and large
 

dealers were distributed over various price rangei from
 

Rs. 71-80 to 110-120 per maund. No clear dealer concen

tration emerged in any price range. Sales made, how

ever, were within 91-100 orrward, which showed a large
 

margin compared to the maize crop.
 

Table 6.2(c): Market Price Structure-Sarson (NWFP)
 

PEAK SEASON 
Price PURCUfASE SALE-

Range ., Dealer Size Dealer Size 
Rs/Md Small 1 Large Total Small Large 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) 03S.0) 
TOTAL 4 6 10 3 5 (28.') 

(100) (100) (100) (o0) (100) (100) 
(d) SLACK SEASON
 

61-70 - 1 1 - - 
(33.3) (20.0)


71-80 2 - 2 - 1 10100.0) (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 seaLson, large dealers were more
 

active for similar reasons both in sarson and maize
 

(table 6,2-d).
 

Only nine dealers handled sarson. A large
 

percentage of dealers earned a gross margin betw

een Rs. 5 and above per maund and large dealers were
 

earning a higher profit margin than the small onesv.
 

Sarson prices also exhibited a similar seasonality
 

as discussed under maize. Figure 6.3 and 6.4 ill

ustrate the same.
 

Wheat:- Due to limited wheat production and con

sequent meager amount of marketable surplus, the
 
trade
 

commodity was/only during the peak sonson, that tw*,
 

mainly for local consumption. On dealership size
 

basis, small dealers 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 page...
 



-209

_, : 

= ~ I ! 

1-7 

-

ti -1 

I1Ii 

it 
A i * 

I : 

;' 
. .~..... 

I i I - -

LJ.K. 

1 -44 
fl 

j: t 

t,li-- ,V , 
I 4 7:.. F -A 



lI! : + ' + 

.. '--1-- .f. II-" "--.. 

', . ! h : ' ft ' 

_ I 

' '-,1', 

+ I, +ii 

. . .iI't - i 

III 
' ;',"!Iit 

'+ I i . I 

' ' I , , I 

' 

t 
I 

i 

. 

t,+ H 

t 

I _' 

I i 'I 

1, 

I 

i! 

4 

"rI 

' 

i 
4 

i_. 
!. 

I,., 

I-I 
'" . 
, j ,... ~~..f . , 

I 
.*. 

+ 
Iii. 4~l 

1 

,i 

_-,IC 

_II 

+l' 

.~ 

. 

-. ' 

, 

II 

I.[t. 

I I 

I1 

l:i ll 

I 
., 

. 

. ......... 

Iil 

• 

+ I I IF 

';" 

-

:. 

V 

I' 
11 

. ' 

I-1ri. "i 

, 



-211-


Table 6.2(e): Market Price Structure-Wheat
 

PEAK SEASON
 

Price PURCHASE 
Range 
Rs/Md 

: Dealer Size 
: Small Large : Total 
p 

36-40 3 - 3 
(50.0) (30.0) 

41-45 2 - 2 

(33.3) (20z0) 

46-50 1 3 4 
'16.7) (75.0) (40.0) 

bl-55 - 1 1 
(25.0) (10.0) 

TOTAL 6 4 10 
(100) (100) (100) 

SALE
 
Derler Size
 

Small 'Large Total

I __ __ _ __ __ _ 

1 

(16.7) 


3 

(50.0) 


1 

(16.7) 


1 

(16.6) 


6 

(10) 

- 1 
(10.0)
 

- 3 
(30.0)
 

1 2
 
(25.0) (20.0)
 

3 4
 
(75.0) (40.0) 

4 10 
(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 dealers (75 per cent)
 

were earning a profit ranging between Rs. 1 to 2 per
 

maund. Whereas, small dealers were equally distributed
 

in the profit ranges of P. 1 to 2 and Rs. 5 and above.
 

MarketinQ 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 purchased 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, (:ind also wheat) 

was purchased during June to September i.e., dur

ing the immediate post harvest months. (See table 

6,3). 

Dealers timing of sales of these products 

also followed a similar seasonality pattern as 

discussed above. Table 6.3 shows that the sales 

were distributed over peak and salck 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) -ilso indicate the marketing cal

endar for various commodities handled (purchased
 

and sold) during peak and slack seasons.
 

Table on next page....
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Table 6.3: 	Marketing C:-lendr --

Purchase and Sale (1WFP)
 

_(qu-Lntity 	 in m- inds) 
PURCHASE SALE
 

Commodity ' Peak Slack : Peak 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 potato

Include Msoor and Ba:ley,
* January to April (Peak) - May to December (Slack)
 
**October to December " - Jan to September "1
 
**January to September" - Oct to May "
 

Figures in 	parentheses give percentage.
 

4, Marketing Channels:- The mrketing 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 are- is very complex, which is
 

an important feature of a centralized marketing system.
 

Figure 5.2 	and 5.3 illustrate the various channels for
 

both the mmmodities of m-ize -ind wheat. The major cha

nnels through which these commoditis were observed to
 

pass before reaching the consumer were village seasonal
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"beoparies', wholesalers (grain market), 
processors, flour
 

wholesaler and retailers. The maize products such as
 

poultry feed were also d.stributed through feed ret-ilers.
 

The implication of such a distribution pattern
 

is that margins -t each marketing level may not be wide,
 

btit they accumulate so that they are substantial 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 rupee of cach
 

intermediary usu,-.lly corresponds to its scale of operat

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 greet similarity in the business activities
 

of both the sample areas, business cost items were almost
 

similar. Thus the major components of business costs of
 

the dealers of Manschra villa7ge 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 forined the largest share of
 

total cost structure, the respective percentage2s being
 

40 and 29. About 15 per cent of total cost c-ime due to
 

staff wages which was comaratively highcr in the case 

of large dealers viz-: -viz the small dealers who were
 

sparingly employing 'Munshi' to assist in their business
 

due to lower volume handled per annum. Considering all
 

items constituting dealer business cost structure, the
 

avernge monthly expenditure of sample dealers came to
 

Rs. 151/-. Large dealers were, however, incurring al

most more than double the business cost of small dealers
 

(Table 6.4).
 

The relationship between dealership size and 

business costs wis examined through test of correlation. 

The vnlue of correlation coefficient 'r' was found 0.98, 

which was highly significant 7t 0.05 level of confidence
 

implying very strong correlation between business costs
 

and dealership size.
 

Tab.ie on next page,...
 



Table 6.4: 	Mon.hly Average Business Costs and
 
Other Expenses
 

--------Cost Components-------
Staff WagsTaes 'From Sellers'Shop gTgeDealer ,Saf Wg 	 'GodownEnter- Others* :Total

Size 
 :Location Tra- Rent 
 Rent tainment 
I 	 I nsportation ,
 

Small 3.1 1.1 5.7 27.5 3.8 51.9 2.1 95.2
 
(?.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) (602) (25.3) (3.9) (40.0) (8.7) (100.0) 

cJ 

No telephone charges. 
* Personal travel expenses to reco-er mounts mnd other h-ndling charges.
 

Figures under each column indicate rverage amount of each cbst item, Ln rupees and.figures 
in parentheses show proportionate share of each cost item in the total. 



-219-


Marketing Charges Passed on to Farmers:- Supposedly,
 

the village dealers were p-assing 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 farm3rs by the dealers. 

Among these chirges, loss in weight due to moisture/mix

ture in monetary terms ranked the highest (65 per cent)
 

of all charges passed on to farmers. The other import

an charges included tr-nsportation cost (17 per cent) 

and price discount due to low quality (14 per cent).
 

S orage charges passed on to f -rmers were nominal, be

cause the farm products were not stored by dealers for
 

long periods. For short periods, the dealers did not
 

consider it a n import.:nt expense needed to be passed on
 

to farmers.
 

Table 6.5: Marketing Charges P.ssud on to 
Farmers
 

(Average amount per maund) 
Dealer ;Storige:Loss in Weight/Discount :Other : Total 
Size 'Charqes!Moisture etc.,,on Quality!Charges! 

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 cach column indicarc average mount/maiund of 
charges. Figures in parentheses indicate proportion 5f
 
each charge among the total. 
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The table also 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:

i-rice formation methods followed between
 

dealers and between farmers and dealers of Manseh

ra study area has been discussed in an earlier sec

tIon. There was only one large buyer in Mansehra
 

market who used to set the basis for price format

ion in village primary markets 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 thatsngle 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 large volumes the margin being Rs. 3/

and on small lots Rs. 5/-. The distance involved in
 

shipment of farm produce was also considered in sett

ing the margin between the prices of Mansehra market
 

dealer and that of village dealers purchase prices
 

(or the farmer's sale prices). The sample dealers
 

and farmers were asked to express their views regard

ing the fairness and efficacy of this pricing pra

ctice. Both the dealers and the faritiers expressed
 

satisfaction over the nature, reliability and adequacy
 

of the pricing rnechanism followed. 

Grading:- Grading of farm produce was not a popular
 

practice among farmers and dealers of the area. No
 

farmer or dealer graded any product except one far

mer who graded Lobia on the basis of color and size
 

of grain. The main reason for not g-rading 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 hinterl-nd areas.
 



-222-

The only thing considered in pricing was wbight los
 

and price discount on quality. (Table 6.6)
 

Table 6.6: Grading Practices 

Dealer:: FARMER GRADING DEALER GRADING 

Size ' Yes: No ::Total , Yes No 'Total 

Small - 8 8 - 8 8 
(100) (100) (100) (100) 

Large 1 
(11.1) 

8 
(88.9) 

9 
(100) 

- 9 
(100) 

9 
(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 deelers,about 77 per 

cent (consisting of almost equal ntmber of small and 

large dealers) had combined shops :and godowns, while the 

rem1ining had separate stores -ind shops. Although the 

ownership of shops/godowns 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 generally confined to
 

the period when the dealers were active in farm produ

cts business. (Tatle 6.7)
 

Table 6.7: Storage Arrangements
 

:SHOP AND GODOWN COMBINEP STORAGE-OWN AND RENTED-IN
Dealer .
 
Size Yes , No Total :Own :Rented-in:Total
 

!Storage' Storaqe
 
Small 6 2 

(7.0) (25.0) 
8 

(100) 
1 

(12.5) 
7 

(87.5) 
8 

(o0) 

Large 7 2 
(77.8) (22.2) 

9 
(100) 

2 
(22.2) 

7 
(77.8) 

9 
(100) 

TOTAL 13 4 
(76.5) (23.5) 

17 
(100) 

3 
(17.7) 

14 
(82.3) 

17 
(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 (6?.5 p,zr cent) had storage capacity
 

upto 80 maunds, while large dealers had a capacity
 

ranging between 40 maunds to 121 maunds -,nd above.
 

Commansurate with the volume of commodities handled.
 

On the whole, all dealer size cate Tories were almost 

equally distributed in various capacity ranges shown
 

in the table 6.8 below:
 



----------------------- -----------------------------------------------

Table 6.8(a):- StoraQe Capacity by Dealer Size
 

Dealer, STORAGE CAPACITY (BAGSI* '1 PERIOD OF STORAGE(DAYS)
 
Size 110-40 41-80 : 81-120;120 andqbtal: 1-15 :16-30:31-45 , 46-60 :Total
 

A I I I I 

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
 
(11.I) (22.2) (22.2) (44.5) (100) (55.6) (ii.i) (22.2) (11.1) (100) 

17
TOTAL 4 4 4 5 17 8 2 5 2 


(23.5) (23.5) (23.5) (29.5) (100)(47.0) (11.8)(29.4) (11.8) (i00) 

* All house type arrangements. 

Figures in parentheses indicate percentage of respondents.
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Monthly Rent:- As said earlier, about 18 per cent
 

dealers 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
 

I , 

Dealer :Zero(or) !1-20 :21-40 :41-60 :61-80i Total 
* I I 	 I 

II 	 i , 

Size :Own Storage,
 

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)
 

4 2 17
TOTAL 3 5 3 

(17.7) (29.4) (17.7) (23.5) (11.7) (i00) 

Figures in parentheses indicate percentage 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) or Goverment financial help to
 

construct storage arrangements (41 per cent).
 

Table 6.8(c).
 

Table 6.8(c); 	Improvements in Storage
 
Programme
 

S - Help Suagested Capacity Suggested 
eGovt :Govt. :No- Total:Storage ;No- :Total

D :_l,should :should :Sugg- : Capacity Sugg
S:Provide:Finance 
 estion :Suggested :estion:
 
:Pacca :for Paeca:
 

' 
 '
 
, !Storaqe!Storage________ S I I 

__ 	
,______£ __________________ 	 I 

20'X25';30'X40'I 
Small 3 4 1 8 1 1 6 8
 

(37.5) (50.0) (12.5) (100) (12.5) (12.5) (75.0) (100'
 

Large 5 3 1 9 1 2 6 9
 
(55.6) (33.3) (11.1) (100) (11.1) (22.2) (66.7) (100
 

TOTAL 8 7 2 17 2 3 12 17
 
(47.0) (41.2) (11.8) (*00) (11.8) (17.6) (70.6) (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 their farmer clients, and
 

(b) Credit utilization themselves to finance their
 

farm product business.
 

Dealer Credit to Farmers:- As may be seen from table
 

6.9 about 47 per cent of the dealers provided crddit
 

to farmers, while the others did not. Of those that
 

extended czedit, 67 per cent indicated farmers! domestic
 

needs as the mjor purpose ror whidh the credit was 

advanced by the dealers. About one third of the res

pondents extended credit for agricultural purposes. 

This credit use pattern reflects that use of farm
 

credit did not cccupy a prominent degree of importance
 

in farm families' domestic and farming financial plans.
 

Table 6.9: Dealer Credit Advancing to Farmers
 

Dealer Credit to Farmers 
Dealer, Yus No :Total :Domestic:Agricultural PurposelTotal*
 

Size ! , , Purposesl(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) (l00) (70) (30) (100) 

TOTAL 8 9 17 8 4 12 
(47.1) (52.9) (100) (66.7) (33.3) (100) 

Figures in parenth2,ses indicate percentage of respondents.

* Eight dealers extended 12 loans.
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The table further shows that credit advancing
 

activity was related to dealership size, the dealers
 

extending credit to farmers belonged mainly to the
 

large category who had economically viable business
 

enterprises and could afford lending for some period.
 

Conditions for Re-Payment:- As may be seen from the
 

tabl 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 reported that dealers 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 compensate 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)
 

T11.. 6.10: Loan Re-Payment
,Charges for Credit s Effect of Credit on 
'to Farmers iCnditions for ReprymentFarmer Prices 

Dealer: Yes , No :Total:No Con.LCrop Sales:Total: Yes , No :Total 
Size 

I I 
I 

II 
I 

' 'the Dealer! 

II 
I~hrug 

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 8 1 9 - 8 8 
(100) (100) (88.9) (11.1) (100) (100) (100) 

Figures in parentheses give percentage of respondents.
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As the above table indicatas, 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 fnrm
 

produce sold to them was considered enough, 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 needs. However, they solely depend

ed on non-institutional sources. No dealer banked
 

on institutional sources to meet their business cre

dit requirements. The t.4ount 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)i
 

Table 6.11(a): Dealer Credit Use
 

Sources
 

Dealer Sample Non-Institution!DeilersI 
 TtFar-:Fri-Rela-eKaryanaelTote
 
Size :Size 	 'al Crcdit 1/ :Percent- :mers:ends:tives:Merchant,
 

!Total :Average age Share:
 
_Amount !Amount !in Total
 

Small 8 87750 10968.8 38.8 -

-
7 3 

(63.6) (27.3) 
1 

(9) 
11 
(100) 

Large 9 138500 15383.9 61.2 2 
(11.8

9 6 
3))(52.9)(35 

-

-

1/ 
(100) 

TOTAL 17 226250 26357.6 100.0 2 
(7.1) 

16 9 
(57.1) (32.2) 

1 
(3.6) 

28 
(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-institutional source. All dealers 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 dealers 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 seasonal, the vill

age dealers could not provide the security of commodit

ies handled. This emphasises the need for simplifying
 

and stremling the credit programme under seasonal bu

siness conditions to enhance credit use and to increase
 

the economic vi.ability of the business units.
 

Tc test the relationship between dealership
 

size and credit utilization, coafficient of correlation
 

was compited. The relationship was found significant
 

at 0.05 confidence level with 'r' value of 0.585 and
 

It' value of 2.80.
 

Improvements Suqested in Credit Program:

59 per cent of the dealers mentioned that they
 

were not able to got the required amount of credit when
 

needed, eith< r from institution-l 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 needed by them. Whereas, institut

ional credit was difficult to obtain due to cumbersome
 

loaning procedurc.
 



-232-


Table 6.11(b): 	Credit Improvements

Suggested
 

:All Required Credit,
 
_ Got !Improvements Nkjeded in the CrediL System 

1Bank !Total 
Total :Non-Institu-!No SuggLLoan
'No
Dealer; Yes 


tional Sour- estion lWithout:Produc-:
 
Size e 
 Sces be Str.,nL :Inter- :er Simp! 

,_ ,_ gthened ' lest lified 

2 10
4 	 4 5
Small 4 8 	 3 
(30) (50) (20) (100)
(50.0) (50.0) (100) (40) 


TLarge 3 6 9 	 6 1 8 2 11
 

(33.3) (66.7) (100) (60) (9.1) (72.7) (18.2) (100)
 

4 21
TOTAL 7 10 117 10 4 13 


(41.2) (58-8) (100) (100) (19.1) (61.9) (19.0) (100)
 

Figures in parentheses show perceitage of responses.
 

According to the dealer 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' storage men

tioned by 25 per cent of the dealers. Other proble
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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).
 

Table 6.12: Gceneral Problems of Dealers-NWFP
 

DealerlKacha'Govt. Ban ILack of Pucca :Capital :Others* :Total
 

Size 'Road :to Shift :Stozage & Less:Shortage
 
!Commodities! Capacity
 

- 1 4 	 5 - 10Small 

- (10) (40) (50) (100) 

2 5 2 14Large 2 3 

(14.3) 	 (21.4) (14.3) (35.7) (14.3) (100)
 

10 2 24
TOTAL 2 4 	 6 

(8.3) (16.7) (25) (41.7) (8.3) (100)
 

Figures 	in parentheses show percentage of responses.
 

Landlord does not bear building repair cost, electricity
* 
not available.
 

/*s. AZHAR*/ 



C H A P T E R - VII 

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 and one 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 and farm in

puts, specially focussing on the marketing channels,
 

marketing costs, farm/market prices structure, net
 

prices available to f'armers, 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 aspects 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 syctm. 'he markets of Punjab
 

province were 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 'bedpari' at the
 

village level, 'kacha' arhtia (commission agent)
 

and 'kacha + pacca' arhtia or wholesaler at the
 

market level.
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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 Mansehra 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 also had acquired most of
 

the storage capacity on rental basis.
 

Puniab
 

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 laroe farms.
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The proportion of cultivated land to the total farm
 

area was 94 per cent md 75 per cent on small and
 

large farms respectively indicating lower land use
 

intensity on the large farms. The cropping inten

sity on sm2ll farms was 120 per cent compared to
 

about 84 per cent on the large farms. The cropping
 

pattern was fairly diversified, with gjrouncnut,
 

gram and 'kh;irif' 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 perce3ntage of
 

sample farmers. Shortage of water for raising for

age crops was also mentioned as a major constraint
 

for further expansion in the livestock activity.
 

Losses of poultry birds due to disease attck was
 

the major factor that majority of the sample farmers
 

considered 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 pert of tleir
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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 implc.ments.
 

Marketable Surplus:- Groundnut and pulses (mash,
 

mong) during 'kharif' and wheat, gram/'rabi' pulses
 

during 'rabi' were the major crops marketed by sam

ple farmers. 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 household was about 42 and 7 maunds
 

respectively. 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 members.
 

Wheat was the basic cereal 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 14
 

maunds per household during the course of a normal
 

year.
 

Regarding payments-in-kind 'barnni' 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 sources 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 (Punjab)
 

MarketinQ 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 Rs. 80 and
 

185; Whereas, the remaining portion was sold in the
 

post harvest months at almost comparible 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 thu marketable 

surplus of wheat was sold during off-season months and
 

the balance during the harvest and immediate post har

vest season coinciding with the harvest of maize crop
 

or the next wheat c±iop. 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 Rs. 14/- to
 

25/- per maund was recorded between the harvest and the
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off-season periods in the case of gram. In the 

case of wheat crop, a difference of Rs. 10/- in 

harvest and post hnrvest prices was observed. The 

sales at the harvest time were found inversely co

rrelated with the farm size. 

Marketina Channel.s/PLLice of Sale:- Commission
 

agent was the major frnctionary handling 70 and 85
 

per cent of gram and groundnut respectively, foll

owed by village 'beoparies' and retailers. Chakwal
 

market was drawing major part of the surpluses from
 

the surrounding villages and only 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 selecting 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:- Of 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 personal 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 marketing 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 priccs'xgre 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 markut 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:- 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 he timely and reliable. Suggest

ion was, however, made by some of thwm that mass media
 

should give full coverage to major 'harani' crops, and
 

that effective pricd 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 losses 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 nop-institutional sources.
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The institutional loanj 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 farnmrs 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 availability of institutional credit.
 

Marketing Practices of Dealers (Puniab):-


Majority of dealers were handling four or
 

more than four commodities. 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 'rabil contributed the
 

largest share towards total business volume. Small
 

dealers handled respectively 16 and 30 per cent of
 

the total business, while large dealers were cont

rolling the rest of the btsiness volume. The bysi

ness was conducted in two ways: (a) on commission
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basis, and (b) on dealer's own account. Ccmmission
 

business, conducted both by the small and large dea

lers, formr.d the major ppdtion of total business dur

ing peak (harvest and post-harvest) and slack (off

season) periods.
 

MarketinQ 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 influer.ced 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.
 



-247-

Dealers collected price information from
 

regional markets through telephone, followed by
 

newsquotations reported in the 'Daily Business' 


paper.
 

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 such cases was
 

about Rs. 92/- per maund (given sale price of Rs. 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 dealers 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 ccnt) 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 farmer3
 

was about 8 acres in the case of small and 43 acres
 

in the case of large f'irmers. 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 mlat

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 LimitinQ Production:- Non-availability of
 

pure seed, high prices nnd 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 equa.lly interested in increasing moize and
 

wheat production by increasing area under these
 

crops, while a small percentage planne-d to incr

ease the production of these crops with the use
 

of modern inputs. The chief re.ason for increas

ing production was to raise additional resources
 

for meeting the families financial needs followed
 

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 shopkeeper and paid up
 

to Rs. 16 or above the official price for various
 

types of frrtilizers purchased from different dea

lers at different times. biertilizer 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 generating marketable surplus. The
 

average marketable surplus of maize 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 th. 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, pension 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 

Rs. 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..
 

.,owever, 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. I/- 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 'kahca
 

ambar', while large farmers had 'pacca ambar' with
 

a capacity of more than 150 maunds. The storage
 

arrangdments 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



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
 

village 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 'rabi' 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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.peak arrival months, and the rest during the off

season months. Most of the business was in the
 

hands of the large de'.lers.
 

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 maize crop. Similarly, in
 

the case of wheat a margin of Rs. 1 to 5 per maund
 

was observed,
 

Marketinq 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
 

village 'beoparil. The whole system, however, consis

ted of a large network of intermediaries which influen

ced the margin between the producer and the consumdr.
 

Business Costs:- The average monthly business cost
 

of all dealers came to Rs. 157/-, the major portion
 

of which consisted of expenditure on account of en

tertainment and shop/godown rent. The large dealers
 

employed staff to assist them which formed 15 per
 

cent of their total business cost.
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Marketing Charges Passed on to Farmers:- On an aver

age* about Rs. 3/- per maund were passed on to far

mers by the dealers. Loss in wuight (wattah) due
 

to moisture/mixture, transport charges and quality
 

discount were important charges passed on to farmers
 

through pricing mechanism.
 

Fricin :- Price formation between the villagcs
 

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 between Rs. 3/

and 5/- per maund. The dealers and farmers, how

ever, expressed satisf:action over the nature, reli

ability and adequacy of the pricing mechanism.
 

Gradin :- Grading of crops was non-existent with
 

dealers as well as farmers in Mansehra Tebeil as
 

mainly single va-rieties of various crops were re

ported being grown in this area.
 

Storage:- Majority (82 per cent) dealers had ren

ted-in-storige 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
 

large size, provided credit to farmers, mainly for
 

domestic needs, while about 1/3rd of credit waE
 

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 Marketing 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 lbgical
 

locations to introduce chemical fertilizer, as
 

there is more certainity of beneficial and consis

tent result:s that are likely to have lasting effects
 

on the attitude of farmers. Adoption of fertilizer
 

technology and other modern farm inputs can then
 

gradually be ropularised in the low rainfall area.
 

Refering to NWFP sample area specifically,
 

the rainfe&I fields were found interspcrssed with
 

irrigated fields where a quite diversified cropp

ing activity was being undertaken. drowers were
 

diverting large acreage towards the production of
 

fruit and vegetables. Supply of nursery and seed-l

ings, pesticides, and inadequate mrarketing faci

lities are the major constraints faced by farmers
 

in large scale production of fruits and vegetables.
 

For the development of farm eeonomy 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

weighment and poor quality as suggested by a majority
 

of respondents. 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-ives, 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 'baranil 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:
 

Development of New Markets:- The study revealed
 

that no regulated/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/market: 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
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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 production is an impor

tant activity in 'barani' areas, establishment of
 

li;astock markets on scientific lines also needs sp

ecial priority in the development programmes..
 

Village 'beopaal'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 margin, 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 competitiVe
 

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 consequence.
 

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 channels,
 

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 dissemiinated quickly through
 



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. Its
 

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

mers 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 need 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
 

,igriculturedu toxising productionoDsts. 'Inorder to
 

ensure better prices to the growers, public sector
 

procurement agencies should start more effectively
 

participating in 'bnrani' areas. The procurement pro

grammes should coincide with the sale schedule of the
 

farmers of 'barani' areas, as revealed by this study.
 

The procurement prices for major commodities like
 

groundnut, gram and maize could be fixed at levels
 

high enough above the 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 contcxt of low production volume
 

end 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 encuurage control of storage
 

grain insects through chemical treatment.
 

Gradin :- 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 heir farm
 

products before bringing to the markets. The Market
 

Committees should ensure a premium price for the graded
 

Further, official grades and standards also
products. 


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/practices
 

could be followed.
 

To keep the producer-consumer
Processing Plants:-


margin in a favourable balance and to integrate pro

duction-processing/marketing, the' processing plants for
 

commodities like pulses, groundnut and maize should be
 

These
established in the 'barani' producing areas. 


processors should carryout extension, input supply
 

(preferably on credit basis) and marketing activities
 

http:could.be
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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 nnt achieved. To retain
 

these persons and to have their sontribution to de

cision marking regarding farming off-farm work opp

ortunities such as processing p3ants for farm products
 

and other small scale industries 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:- In view of limited credit use the major
 

suggestion for improving institutional credit supply
 

was making it available under '~t procedure and
 

on subsidized interest rate. 
Further research ishow

evert needed to investigate the reasons for low use
 

of credit by the farmers in the study 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.
 

(c) General Problemst- Dealer problem of financing
 

their business and making it more viabl4 also requires
 

special attention by making dredit more accessible to
 

all classes of dealers through simplified procedure
 

and better terms of lending.
 

Farmer problem regarding lack of irrigation
 

water and unlevelled/fragmented land holdings also
 

needs speci1 al consideration in order to keep ther in

terest in farming. The arrangements could be : (a)
 

construction of small dams to utilize excess water
 

supply during rainy season. (b) Trial boring for
 

helping farmers install tubewells whereever feasible
 

accordi.ng to the terrain, and quality of underground
 

water, and (c) Planned programme for land cvelling 

instead 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 benchmark data
 

generated through this study on various aspects of
 

production and marketing patterns of respondents
 

obtaining in sample 'barani' areas has helped to
 

identify certai i areas for further research.
 

Accordingly, further investigations are suggested
 

regarding:
 

a, 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. 

b, Feasibility of distribution of inputs like seed 
and fertilizer through village cooperative soci
eties, village shopkeepers and/or agricultural 
extension workers. 

c, 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. 

d, Devising appropriate farmer and dealer 'raining 
programs about new weights and measures, storage 
practices and grading of farm produce. 

e, Extending credit facilities to village dealers 
by relaxing the lending terms to improve their 
functioning. 

f# 	Working out cost of production of major 'barani'
 
crops for establishing attractive procurement
 
price levels.
 

g, 	Feasibility of improving irrigation facilities
 
through -he installation of tubewells by undertaking
 
trial boring. Feasibility of lift irrigation and
 
construction of small dams may also be looked into.
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GLOS2ARY
 

Acre 	 A unit of land measurement equivalant to
 
0,405 bectacres of land.
 

Ambar 	 A type of storage arrangement made of mud
 
or bricks used in NWFP.
 

A.S. Ammonium Sulphate.
 

Arhtia (Kacha)A dealer trading in agriculture commodit
ies mainly on commission basis.
 

Arhtia(Pacca) A wholesale dealer trading in agricultur
al commodities in a grain market, mainly 
on his own account. 

Barani Rainfed area. 

Beopari A village trader engaged in purchasing 
crop produce in the village or an inter
mediary working on behalf of a commiss
ion agent/wholesaler. 

Chaukidar A village functionary responsible for 
night watch and reporting births, and 
deaths to nearby govt. office. 

D.AoP. Diammonimum Phosphate. 

Dehkan A share cropper in NWFP, usually residing 
with the owner and cul-ivating farm land 
with the owner's farm resources. The 
usual Dehkan share in practice is th of 
produce in each season. 

Desi Indigenous. 

Imam Masjid 	 A man, usually well versed in Quran and
 
Sunnah who leads prayers in the local
 
mosque and teaches the Holy Quran.
 

Kacha Road 	 Un-metalled dirt track usually used by
 
village bullock carts, etc.
 

Kanal 	 1/8th of an acre.
 

Karyana 	 Retail business.
 



Khadim 


Kharif 


Lobia 


Mandi 


Mash, Moong,
 
Moth, Mothi 


Masoor 


Maun2, 


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, rice, millets are major crops.
 

Beans, growns in 'kharif' season.
 

A grain or livestock market.
 

Pulses grown in 'kharif' season.
 

Pulse grown in Irabi' 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 Pakistnxn 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 Pakis
tan, equal to $ 0.10.
 

Rape seed.
 

A unit of weight used in Pakistan equal
 
to 1/40th of a maund and 0.93 Kilogram.
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Seyp 	 A system of in-kind payments made to
 
village artisans for services provided
 
to the farmers.
 

Tehsil 	 An administrative unit of a district in
 
Punjab and NWFP Provinces.
 

Tonga 	 A two wheeled vehicle driven by a horse.
 

Ushar 	 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.°baranil and 1/20th in irrigated areas.
 

'Watta' 	 Overweighment or deduction made by dea
lers from farmer's produce on account of
 
moisture, mixture and low quality of
 
produce.
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