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Bangfirdeshirs Mdomirailyigrien'llttr Agric-ilturea al economy. 

r'ontribites nearivy I third of t.;iGross )omestic Prodtc-t. (GI)P). Within the
 
ngricult, ire sr,, 'rnps 'rotit:itite I he major share of agricult'iral GDP (31.5%). 

In tem'is (if" t'rp p r'odlirt.i, ri'e constiLutes b y far the largest, 
rniltlonent wit h a :In:i ;nl plrdmir'tin of over 15.5 million tons, followed by wheat 
with 1.2-1.1 milliri Imn., ;ridl,-tato with 1.0-1.2 million. Other major food crops 
:ir, nilpseeds (100( ) th irfm isrtri tolois) al(I pulses (500-550 tLhollsarid !oils). 
Imlportant csh ctnp a tema1tiurat , wih a Lotal prodct Lion of ovor'7.0 million 
Ion s; and jiltir w\itli ov er 800 ,000) tori s. TIhe total Prod uction of all ag rh:.i 11JIu ml 
ci'-ops is estAima.teol '0 95--26 million tolls. 

c' n t'thir, 
farm vel, hit go vr mnithis of Ihr prod ic ls are sold and purrc has,' at. III(-

While a oir ino,11 t of agric ltural pr'ndiice is cons irnmed nt. the 
'I 


evr ' 'ThOrnalt.r plac(, erly.v InriMkriIig of SUI'h maglitu1de is a gigantic, task 
inlvolving n'onil,'x ri,Iwo'N, of govel'rn('n t1agenries, private collpa flnies, 
,'holerslers nti tot ilrind, aid mll pi'odtcers-sellers. The m<i'vqr share of 
inrk et(ing of ngri'i-:ltli ri p rodile is, however, conilprise(l of a myriad of smtll 
operat ions. 

In !'rscogit ,' te cll, natire of syst em inlti romplox agricltu.ral marketing 
Parii gladnSh lian ii ii dod iinirovo men s, PARC (witl ireqotmre sipport Jilnde r the 
;iispir-'r, of ARP-1I 2 iipplcrioti i.) has completed a major sltd y. The major 

jortive of tlii 1ttrt y wa, to t'PV W tl present. agriculira] marketing syslem 
ri Ihe coltnt il"1t111ImIIio plprtprint, recon for Thermendation s imp rovement., 

Specific Terms of Pr'forelf'i ( ['f?) T" lis stuy Wettr,-

I. To reVview exilin itii;ttl'.wting policies for agriciiltiral produce; 

2. To review thr, p ro'So rimrtletirig network for major ng'icrltllLtral pr'od ucts; 

review to systems 

marketing;
 

3, To I.] xis tin , inst.,itiutional (ealing wi th agi'ichiiitral 

4. To ident.ify r'rit'nitils eollriote,'d in ag ricll t.Ill l marketiig. 

This reporit pretvitlI s li.snfil ii formatie a aboit, 'rirculLit'iral markel,ing in 
ri r 'oliitry. We tiopo tli I thir NATS ' professional staff as well as other 
professionals il Ihe nii'iullir' sector,' will benefit, from this report. 

E~~MnlIanR 
;lt11'AlVi; li.rl
"" .C' 
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Abbreviations and local terms used
 

ADE = Agricullture Development Estate under BADC 
AEC = Atomic Energy Commission 
AMD = Agricultural Marketing Department 
Aman Winter paddy crop 
Arathdar = Commission agent who also operates as trader 
BADC = niIgl qdIv sh 
PAPMR Act = ngl.n de.sh 

Act,, 1964. 
BARI = Panglndr'sh 
HARC = Bangil ndesh 
BASWAP Bnngladesh 
PCSIR = Bangladesh 

Rosnarrh. 

Agricultural Development Corporation 
Agricultural Produce Markets Regulation 

Agricultural Research Institute 
Agriculture Research Council 
Swiss Agriculture Project. 
Couincil of Scientific and Industrial 

tBepari' = 	 TIinftrant trader operating in primary/secondary/ 
L.crminan markets 

BJC = P--nngladrosh Jute Corporation.
 
DJMC = BnngIndosh Jute Mills Corporation.
 
BRDB = Bnnglndosh Rural Development Board.
 
BRRT = P:inglnd.sh Rice Research Institute
 
BSCIC = 	 Pnnglade-sh Small and Cottage Industries 

(nrpo ration. 
BSFIC = Pnnglade.sh Sugar and Food Industries Corporation. 
Brc = Bangladesh Tobacco Company 
CD = Cnnnl Digging 
CSD (Cntra Supply Depot 
DAE = D)pnri.ment of Agricultural Extension 
Dept. = )opnrtmnt 
EP = Essentia.I Priority viz Army/Police etc. 
'Faria' = Smnl1 it.inerant trader operating in primary 

mnr'ket..
 
FFW = Food for Work.
 
FM Flour Mills.
 
Govt. = 	 Gnvertnmr- nt. 
GOB = Government of Bangladesh 
GR = Grathiit iois RnIlief. 
Gur Bro,.n sugar made from sugarcane under cottage 

i ndltt try. 
IIYV = fivh Yi#-]ding Variety. 
'Tjaradar'= ,(n.q holder of markets 
Kg. = Ki ogram 
I,E = lnrge E t.abl ishment 
LGEB Lrionl Gnvertment Engineering Bureau under the 

Minist.ry of Local Government. 
LSD = Local SIpply Depot. 
'Matind' onanl ,weight. equivalent to 37.34 kg. 

MT = rt Investigator tinderTrr AMD. 
MO = inrkel.irn Officer under AMD. 
MO = Marklet OpernLion under PFDS. 
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MOA = Ministry of Agriculture. 
MR = Modified Rationing, a distribution channal under 

PFDS. 
OMS Open Market Sale under PFDS. 
OP Other Priorities - a distribution channel under 

PFDS. 
PFDS = Public Food Distribution System. 
Seer a local weight equivalent to 933 grams. 
SR Statutory rationing - a distribution channal under 

PFDS. 
'ThanaP = Police StLtion/IUpazila. 

TR Tert, Re lief. 
UCCA Upnaila Central Cooperative Association. 

JIMCS Union Mu ltipurpose Cooperative Society. 
UMO = Upazila Marketing Officer. 
Upazila = Sii-) i t.r i ct 
Union = Lowest, t.ier of local Government with jurisdiction 

over around 15 villages. 
VWIF Vuilnerable Group Feeding - a distribution channel 

tinder PFDS. 
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EXECUTIVE SUMMARY
 

The Agricultural Marketing Department was created during the
 
thirties in British India at federal and state levels in
 
pursuance of the r.'commendations of the Royal Commission on
 
Agri cult ure, 1928, for conduc ting marketi Ing research,
 
establishing regutlated markets, promoting cooperatives, and
 
providing facilitnting services especially, market information,
 
grading and trnnsportation to improve performance of the 
marketing system and entsure fair price/deals to the grower
.sell ers. Both iIn I rdi and Pakistan the functions of the 
Depart.ment: have expanded over Lime. At present, in India the 
Directorate of Agricuilt.ural Marketing and Inspection at federal 
level is headod by the Agricultural Marketing Adviser under the 
Ministry of Rujrnl Developmentfand by the Director of Marketing at 
state level generally under the Ministry of Agriculture; in West 
Bengal the Direct.orate of Agricultural Marketing under the 
Department of Agricuilt.uire is headed by the Director of Marketing 
who is ex-officio Additi.ional Director of Agri culture (Marketingl, 
Besides, the West, Dengal Stat.e Marketing Board i.n responsible for 
providing funds for improvement, of market infrastructure and 
marketing facil ities in regulat.ed markets. In Pakistan the 
Dpartment of Agric-'lltiiral, Livestock Products Marketing and 
G1r'ading under the Miri,-;try of Agriculture is headed by the 
Agricultural and I'ivestock Marketing Adviser; in the province of 
Punjab the Directornht.e of Ecoyinmi cs and Marketing is b,-led by 
the Director of Agrirciil.iire (Economics and Marketing). 

2) In Bangiedeosh the Agricultural. Marketing Directorate tinder 
the Agri cu Lture i)epartmenit, has been in operation since late 
thirties when it. wns set up in Jndivided Bengal. Its present 
functions inclule (i) collection and dissemination of market 
information, (ii) conduct iing marketing research, (iii) 
enforcement of t.he Agriculiirai Produce Markets Regulation Act, 
1964, (iv) assisting movement., particularly of perishable crops 
in collaborntion with t'ansport, agencies, (v) advising govt. on 
marketing, pricing and procurement policies and export and import 
of farm prodir.s arid (vi) providing demonstrations on egg 
grading, hides and skins flaying and curing, and sheep shearing. 
There is a genier ni lack of appreciation in govt. on the advisory, 
faciIitalt ing rnd rogiiatory role of a govt. Agricultural 
Mnrket.ing Deparlmiont. without involvement in actual marketing. 
Pay scale of the dist.rict level staff of the Department is too 
low to attract. ,pua lif ied personnel; market regulation work 
siiff, rs for lack of field staff - only one staff is available at 
di.strict level ; the qunnt ity and quality of output of HJQs 
personnel havetnot. bon satisfactory. As a result, the 
performance of f.lie Dopnrtment. has not been upto mark. 

3) IIoweV'r, there is an impol1 ing need for an effective govt. 
Agriciltmral Marl'te ing Deparment to assist the grower's in 
obtaining fair- price for their crops. At present the growers, 
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particularly the small growers are deprived of a fair price for
 
their crops for larl of sustaining power and access to credit and 
storage facilities, unsatisfactory condition of rural. markets and 
unregulated market- charges and practices, non-availability of 
market- information, multiplicity of weights and measures and 
manipulation of scales and weighment. Prices of some crops are 
depressed on aticouin t. of uncoordinated production, import and 
distribution policies of government. Govt. regulations on 
storage/ movemenft/export- of foodgrains/sugarcnne/jute create 
market distort ion. Non-availability and delay in the 
availability of bank credit to traders also depress the price 
Nring early part, of the season when small farmers sell their 
rrops. Unsatisfart.ory transportation condition and t1ransporta-
I ion bottleneckl.q increaos marketing cost, lower farmer level 
price and may load to imperfect. market structure. Wide temporal
price variation of most. crops reflects inefficiency of the 
marketing systeom uiie to structural defects which needs to be 
remedied.
 

4) Small growers have not been directly/effect ively benefitted 
from govt price s upport. operations because of limitations/ 
inadequacies of surh program though considerable losses are 
siffered every year by these agencies. Two hundred fifty ton 
capacity godow.s bu i it. in 832 so-called growth centres (assembly 
markets) by TIEB w itihout. involvement of users have remained 
unuised/are being usend for unproductive purposes reflecting 
wastage of scar'ce resniir'ce. On the other hand, BASWAP providing 
storage-cum-crodit facilities which involved user-growers from 
incept ion of .the projfet in the construction and management of 
gndowns have boen suces.ful in generating adequate response from 
growers and offeiyrig ronsiderable profit's to user-farmers after 
realizing operaiting rexpe-nses of the godowns within 2/3 years of 
commencement. Coldqt.ornges which have developed during last 30 
years have grnt ly contributed to improvement of production and 
marketing of potatoes in the country; Lhere has, hcwever, been 
over-expansion of coldstorage capacity leading to large scale 
defarilt of repayment. of loans to DFIs. Banks prefer to provide 
loans to large pa rt i es/eoldstorage owners for procurement and 
st orage of potato.es rat.her than to growers; growers also complain 
about shortage, pilferage and rottage of potatoes stored in the 
col dstorage due to negligence of coldstorage owners. 

5) Planning Commission of India in successive Five Year plans 
laid great emphnsis on regulated markets for orderly marketing of 
the crops and rerommendrd for bringing all wholesale markets as 
woll. as rural markets under regulation and for strengthening 
Agricultural Market. iing Agency for strict enforcement of 
rogulations. In Bangladesh management, improvement- arid 
regul ation of markets have been splintered to different agencies 
__ land Ministry owns them, local authorities manage them and AMD 
regulates market. -hargos and practices. Local. authorities are 
interested only in the incomes from the markets and do not spend 
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even the prescribed 25% of bid money for upkeep and development
 
of markets. Becauise of limited staff AMD's role has remained
 
restricted to issuance of licenses only. There is no agency to
 
ensure basic amenities and proper upkeep of the markets not to
 
speak of their planned development matching increased production/ 
suppi y and demand. 

6) All advisory, facilitating and regulatory functions on 
agricultural mrket itig including development and management of 
markets should be assigned to AMD instead of splintering them to 
different agencies, and, in order to enable it to perform its 
fuinctiors effectively, govt. should clearly define its role and 
its relationship with other concerned govt. agencies, and provide 
necessary support and resources. Its functions should include 
(i) advising on planning production according to effective demand 
and promoting cont.ract production of crops, (ii) conducting 
marketing research incltiding study and improvement of post,
harvest technologies, (iii) collection and analysis of market 
information and operation of market intelligence service, (iv) 
development of market facil ifes and proper management of 
markets, regllat ion of market charges and introduction of 
improved market practices, (v) advising on price policies and 
effective implementat ion of price support measures - providing 
required input to the proposed Agricultural. Price Commission, 
(vi) advising trtnsport agencies on the movement of farm p:-oducts 
particularly perishable items, (vii) organizing movement of
 
fruits and vegetatbles in case of emergency, (viii) advising govt 
on import, distribhtion, storage and processing policies, (ix) 
advising growers, traders and processors in obtaining marketing 
loans from hani.s, (x) advising govt. on development of export and 
(xi) organizing training and extension programs on marketing. It
 
should be particlar'ly appreciated that collection, examination 
and analysis of market information is a specialized full-time job 
and needs proppr training of the personnel engaged in the task. 
In order to ensure o.jectiviLy of the information the task must 
he assigned t.o an agency which is not connected with price 
support and price reglation work. The reporting agency must 
also be frally conversant with the operation of the marketing 
system to appreci ate the behavior of the price in proper 
perspecti ve. 

7) Two cells on Post.-harvest Technology and Export Development 
should 1)e set. ip in the Research Division in the lIQs by 
rr-arranging exist ing staff. Personnel working in Market 
Information Service, Marketing Research and Support Services to 
pricing, proc,,remnnt., export. arid import policies will require 
specialized training for' upgrading their quality. In order to 
ensure adequnat otitpti of d-sired quality the Res,earch aind 
Dovelopment Division shoui d le headed by a senior professional 
economist for which a post of Additional Director should be 
created. Thp T)epartment. qhout d be provided wit.h required 
equipment for proper performance of its functions. 
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8) Present pay scale of the district level staff of the
 
Department in too low to attract persons of desired qualification
 
and competence. To work effectively as the district. level
 
officer in charge of Agricultural. Economics and Marketing such
 
po:sts should be filled up by Assistant Directors having Master's 
degree in Agriciiltural Economics/ Economics/Commerce with
 
Marketing/Statistics with Economics. The posts may be filled up
 
in phases - in Phase T 20 posts may be creaLed with jurisdiction
 
over former district. (before creation of Uoazila) which may,
 
later on, be increased to 64 after due evaluation of the 
performance. 

9) Regulated markets should be treated as the focal point for 
introduction of improved marketing program. Full-time officials 
will he needed in thb markets for effective implementation of the 
program. At the I phase the program may be implemented in two 
markets in each district - the district IlQs and one important 
assembly/secondary market of the district which may be covered by 
the existing MO/MI of the AMD. Active cooperation and support of 
the concerned (Jpazi la/Municinpality will be required for 
suiccessful imp]emrntation of the program which may be sought by 
inc]uding representative of the Upazila/Municipal ity in the
 
Market. Advisory Cormmittees. With the availability of the
 
Assistant Director in charge of district it may be possible to
 
cover more markets.
 

10) The need and time-frame for posting marketing staff at
 
Upazila level may be decided after evaluation of the performance
 
of UMO appointed under Kiirigram Project.
 

11) Because of their ineffective role the Egg Grading and Sheep
 
Shearing Demonstration Parties may be phased out. hide Flaying
 
and Curing Demon.trat'ion Parties may be retained/ expanded in
 
consultation with the tannery/leather industry and Export 
Promotion Bureau/ISCIC. 

12) AMD may organize, in case of emergency, movement of fruits
 
and vegetables in peak-harvesting season when the price drops to 
rock bottom in hired truicks/boats. Such program will provide to 
AM) practical. insight, into real problems of marketing and may 
crnstitute an integral part of the research program of the 
Department.
 

13) While actual construction of market facilities will be taken 
lip by the Upazilia/Nun iipal ity/l.,and Ministry the local staff of 
the AMD would be in a position to provide objective guidance for 
development of market fail it ies based on e..:pected supply and 
demand of the prodruces tn he handled in the markets and the felt
nPeds of the market.-use-s thereby avoiding costly investment and 
construction of inuised facilities like the LGEB godowns in growth 
centres. 
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I. 	 AGRICULTURAL MARKETING SYSTEM AND MARKETING PROBLEMS IN
 
BANGLADESH
 

A. 	 Importance of Marketing
 

In Bangladesh, though agriculture is considered largely 
of subsistence nature because of the predominance of small 
farmers but in actuality marketing plays a more vital role 
affecting all types of farmers--large, medium and small than 
the apparent aggregate situation. Cash crops, like, jute, 
sugarcane, cigarette tobacco, American cotton are grown 
mostly for marketing. In case of food crops, like, paddy
 
and wheat small and deficit growers sell part of their crop
 
immediately after harvest to meet the pressing need for
 
cash and buy back the same crops in later part of the 
season. IIYVs of foodgrains which are gradually covering 
more areas are generating larger marketable surplus/marketed 
quantity. Because of local preference for rice and 
availability of wheat under public food distribution system 
(PFDS) larger proportion, about two-thirds, of the local
1wheat crop is marketed against one-third of the rice 
crops.* Quasem's study** showed that 31% of the total sales 
of paddy in the markets came from small farms (with 
cultivated holding upto 2.5 acres) which marketcd 26% of 
their production. Another study by the AMD showed that in
 
Munshiganj area, where potato is grown as a cash crop, only
 
1% of production is consumed by the growers and the
 
remaining quantity is sold though some quantity is retained
 
for seed purpose. Hence an efficient marketing system would 
naturally play a vital role in determining the income of all
 
types of farmers. With further commercialization of 
agriculture in coming years and govt. policy on larger 
participation of the private sector by liberalizing trade,
 
marketing system will play more effective role in promoting
 
agriculture and determining the income and quality of life,
 
particularly of small and marginal farmers.
 

B. 	 Crop Marketing System
 

Farmers generally sell their crops from homes or in the 
nearest rural markets. Some crops may be sold from the 
field after harvest/to be harvested by the traders. 
Superior mango trees may be sold more than once before 
harvest by the last buyer-traders. Crops under price 
support may be sold to the government procurement centers; 

* 	 The World Bank: Report No. 7105-BD, 1988 

** 	 M.A. Qunsem: Farmer's Participation in Paddy Markets etc The 
Bangladesh Development Studies, March, 1987 



cigarette tobaccn and sugarcane may be carried to longer 
distance and sold to the buying centers of the cigarette 
manifactirers/sligar mills. Dominant marketing channels are 
as follows for processed and unprocessed/fresh crops: 

(1) Unprocessed crops like fresh fruits and vegetables:
 

Rural 1 i rban 
Grower -------- " epari -------- >1 Arat hdar-> Retailer-> Consumer 

Maret.Wholesale (Commission
Market. agent.) 

(2) Processed crops like rice:
 

Rural Rice Urban Commission 
Grower Bepar ---- > Bepari. --------- > agent 

Market-. Nil Wholesale 

Marke 

----- > Retailer----- > Consumer 

According t.o a study made by AMD i.n 1984/85 there were
 
4,950 rural primary markets, 2,635 rural/semi-urban assembly 
markets, 11 secondary markets, 55 urban wholesale markets, 
182 urban retai1 markets and 40 urban wholesale-cum-retail 
markets in Bangladesh. Rural primary markets are operated 
by growers, local traders like 'Farias' 'Paikars', 
'Bpparis' ant retailers. These markets generally sit twice 
a week and have few permanent structures. In the rural/ 
semi-urban assembly markets traders come from outside to 
procure local suirpl us. Because of availability of large 
number of trader's commercial/big growers bring their crops 
to these markeLs for sale. Permanent structures as well as 
processors, wholesalers, banks and communication facilities
 
are available in t.hese markets. These are served by better
 
transportat ion facilities. These also sit on market days
 
(generally once or twice a week) but the permanent traders
 
operate on all the days of the week.
 

Farias, Paikars and Beparis who const i.tute the first 
link in the market channel procure the crops from 
innumerable gr'owers from farmers' homes/fields/rural 
markets, transport the same to urban wholesale markets and 
sell to retailers through arathdars (commission agents). 
Paddy may be sold by the beparis to the mills or be milled 
on custom hasis annd rice sold to ur'ban retailers through 
arathdsrs oper'at ing in the wholesale markets. Arathdars who 
generally operate as fuinctional middlemen in assembly, 
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secondary and urban wholesale markets wield considerable
 
market powers by providing advance to beparis and allowing
 
credit sale to retailers. They also operate as processors
 
and wholesalers. Present marketing system of major crops-
paddy/rice, wheat, jute, sugarcane and potato is discussed
 
in some details in Appendix I.
 

C. 	 Marketing Problems/Inefficiency of the Marketing System
 

(i) 	 Lack of sustaining power of farmers and access to
 
storage and credit facilities:
 

Farmers, particularly small farmers of Bangladesh
 
suffer from serious limitations/inabilities in marketing
 
their crops at a fair price. Because of resource constraint
 
and lack of access to storage and credit facilities the
 
small. farmer has either already made advance sale of his
 
crops to the traders/money-lenders generally at a much lower
 
price than the prevailing market rate or sells immediately
 
after harvest when prices remain at the lowest level due to
 
post-harvest glut condition in the market.
 

in case of food crops despite overall deficit the small
 
farmer is forced t.o sell part of his crop immediately af,.er
 
harvest. at the lowest price which he buys back during later
 
part of the season at a much higher price. Such a situation
 
inflicts severe welfare loss on small farmers.
 

In case of jite, the most important cash crop of the
 
country which is mostly exported in raw and manufactured
 
conditions, the growers sometimes face absolute lack of
 
buyers, particularly in the early part of the season and are
 
forced to sell. the crop to the local traders at a very low
 
price, that. .oo for credit. The local traders sell the crop
 
to balers/millprs/shippers and pay back to growers at a much
 
later date on receipt of the price from their buyers. The
 
growers feel extremely helpless in such circumstances and
 
continuously run after the local traders for the price of
 
their crop.
 

(ii) 	Unsi.tisfactory conditions of the rural markets and
 
unregulated marky. practices.
 

The farmers may sell their crops from the homes or in
 
the nearest rural markets. The condition of rural markets
 
are unsatisfactory and market practices are unregulated; as
 
a result the farmers do not get a fair deal in the markets.
 

The "Ijarad-rs" (Lease-holders) of the markets realize
 
market toll much in excess of the prescribed rates taking
 
advantage of the absence of any agency in the markets to
 
enforce th-' rates.
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The traders/arathdars realize deductions/excess
 
weight/quantity from the sale proceeds of the grower-sellers
 
on some plea or other in the name of local custom and
 
tradition.
 

Arathdari charges are realized at different rates in
 
different markets from both sellers and buyers which
 
increase the marketing cost to the detriment of the interest
 
of growers and consumers. Some arathdars realize
 
"arathdari" even in re.spect of 
the quantity purchased by
 
themselves.
 

Arathdars and other traders like coldstorage owners who
 
have their own Associations generally fix the rates of their
 
charges annually through the general meeting of the
 
Associations thus halting operation of market forces.
 

Fixation of the price through mutual baraining between
 
individual buyers and sellers in arathdar's premises in
 
place of auction system helps in distortion of pricing
 
particularly hecause of the control of the buyers and
 
sellers by arathdars through payment of advance (to beparis)
 
and credit sale (to retailers). Introduction of the auction
 
system through the auction yard of the market would
 
eliminate the captive condition of the market.
 

Basic facilities and amenities are lacking in most of
 
the markets which practically assemble on a strip of land
 
under the sky on the scheduled days (usually twice a week).
 
Drainage, public facilities, like, toilet, drinking water,
 
adequate space for carts and bullocks/buffaloes carrying the
 
crops, paved lanes and by-lanes within the market are absent
 
in most cases. The crops assembled under the open sky are
 
damaged by the sun and rains. Some markets go under water
 
during rairy season when transactions take place in the
 
boats. Because of inadequate space many markets sit on/by
 
the side of the roads which blocks the movement of the
 
produces into and from the markets apart from creating
 
traffic congestion on the roads and highways.
 

Inadequate space also prevents entry of newcomers in
 
the market which may lead to imperfect market condition
 
providing scope for excess profit to the existing traders
 
operating in the market.
 

(iii) Lack of market information
 

In the markets there is no arrangement for
 
dissemination of market information to the market
 
participants. While big traders have their own information
 
system through telephone and other means and can take
 
correct marketing decisions to maximize their profits, the
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farmers and small, traders suffer for lack of information on
 
the prevailing price of their crops to bargain with the
 
buyers. Experience has shown that the traders in their own
 
interest do not reveal the correct price to their sellers;
 
they are generally very prompt to pass on any information
 
which may depress the price but withhold any information
 
which will increase the price. The responsibility for
 
supplying correct, unbiased and timely market information to
 
all market participants naturally devolves on government.
 

(iv) 	Multiplicity of weights and measures
 

Multiplicity of weights and measures and manipulation
 
of weighment offer mechanism for cheating the illiterate
 
growers and disorganized consumers. With the introduction
 
of metric system of weighment some unscrupulous traders are
 
buying in "Kg" (1000 grams) weight from farmers and selling
 
in "seer" (933 grams) weight to consumers thus making an
 
illegal margin; some buy in 40 kg 'maund' from farmers but
 
sell. in 37.32 kg maund to consumers. Defective scales and
 
weights/stone and manipulation of the scales provide some
 
extra margin to the traders at the expense of the farmers
 
and consumers. When both local i.e. "seer" and "kg" weights
 
are prevalent. in the market the consumers are generally
 
charged proportionately higher price for the kg weight than
 
seer weight.
 

(v) 	 Uncoordinated import, distribution and crop production
 
policies
 

Import, distribution and crop production policies of
 
the government play important role-in influencing the market
 
price of the crops and thus promoting or inhibiting
 
production of such crops.
 

(a) 	 Import policy
 

The price and marketing of local American cotton is
 
affected by liberal import policy of cotton (abolition of
 
import duty and taxes and withdrawal of the obligation to
 
purchase local cotton by the mills for getting import
 
licence) particularly when the world price drops during a
 
year on account of increased production/heavy stock (which
 
is followed by lower production and higher prices in the
 
following year). Such uncertainty of price and marketing
 
naturally affects the production of local cotton crop which
 
the government is keen to increase to reduce dependence on
 
import. Increased local production of oilseeds and pulses
 
also face lower price in view of the import policy suited to
 
the interest of consumers. Government, however, follows a
 
firm policy to protect local production of sugarcane and
 
sugar by imposirg heavy import duty and regulating import.
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(Average world price of sugar is around 40% of the cost of
 
local sugar).
 

(b) Distribution policy
 

Distribution of large quantity of wheat as wages to the
 
labourers under the Food for Work Program particularly
 
during February-March-April also affects the price and
 
production of local wheat which is harve.;ted and marketed
 
during the period.
 

(c) Production policy
 

Increased local production of fruits and vegetables
 
often results in plummeting of price mainly due to lack of
 
effective demand on account of income constraint.
 

In the peak harvesting season all over the country
 
bulky vegetnbles of small value like radish, cabbage,
 
brinjal market; price may sometimes drop so low that the
 
growers may abandon the crops in the market rather than
 
carrying the same back home.
 

Planning production according to effective demand
 
backed by rational import, tariff and distribution policies
 
without causing undue hardship to consumers is the
 
precondition to promote local production at a remunerative
 
price. Contract production ensures marketing of the crops
 
at a remunerative price by avoiding surplus production.
 

(vi) Regulatory measures creating distortions
 

Some regulatory measures - official or unofficial
 
instituted by local officials/administration-distort the
 
marketing syst.em, increase the marketing cost and reduce
 
return to growers.
 

(a) Paddy/rice/wheat
 

Sometimes local officials/administration impose
 
restriction on the movement of paddy/rice in order to
 
achieve the procurement target fixed by the Food Dept. Such
 
measure natirally depresses the market price in post-harvest
 
period when small farmers sell their crops.
 

Government limit- the maximum quantity of foodgrains
 
stock that may be kept by the traders and also restricts the
 
period of storage of any consignment (upto 20 days in all
 
from the date of purchase to the date of sale). This year
 
(1989-90) in view of a record Aman paddy crop government has
 
raised the limits and also allowed bank credit for
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procurement, and storage of foodgrains (paddy/rice) in the
 
interest of growers.
 

Foodgrain deal ers are required to take out 1 icence from 
the Food Dept . to carry on the foodgrain trade as per terms 
and condit ions of the licence and are also obliged to submit 
stock reports and other returns to Food Dept;. officials. It 
is needless 1o ment ion that such regulations increase 
traders' expenses and enhance the marketing cost of 
foodgra ins. 

(b) Sugarcane
 

In order to ensure supply of sugarcane to the sugar 
mills which nre in the public sector govt-. may prohibit 
manufacture of gutr, itse of/seize cane crushers in tbe mill 
zones and rr.stri rt movement of cane gur from mill zones to 
outside. The.se menasures were effect'ively enforced this year 
(1989-90). Theo mastures are strongly resented by growers 
as they far-e se-rinous- difficulties in selling the ir cane to 
the mi.1 1 and roe i e lower price than from alternat ive 
use of the cane i.e. manfacture of gur. 

(c) Jute 

According o the .jute traders/shippers they suffered 
severe los.es on accunt ' of government decisions to (i) 
encourage traders to purchase jute by providing liberal bank 
credit in 1979-80 when a bumper crop was harvested with the 
assurance to repiurchase t.he stock by government to build up 
a buffer st.ock of I million bales which was not honored by 
government. nnd ( i i ) sudden prohibition of jut.e export. in 
1984-85. While the losses suffered by price support 
agencies were qbsidized by government the private traders' 
losses resu lted in piling ip of bank loan and interest 
severely eroding their financial position. Shahadatu I lah 
Committee nppointed by government recommended for granting a 
number of concess ions to the jute traders to meet the 
prevail i ng si tua t ion. These facts reveal that government 
decisions are not always taken afler considering the 
conflicting interests of different sub-sectors. 

(vii) Non-availability of credit to traders
 

(a) Jute
 

Jute is the main cash and export. crop earning over half 
the foreign exchange. Ji.ue traders/shippers and 
manufacturers are financed by bank credit. Delay in the 
placement of credit. by banks results in delay in the 
purchase of jute by the traders/shippers and mills. As a 
result, as already mentioned, every year in the early partof 
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the season when growers, especially the small growers, sell
 
bulk of their crop experience difficulties in marketing
 
their crop for lack of buyers. They are forced to
 
sell their crop to local traders at a low price generally on
 
credit. Later on when bank credit is made available to
 
traders/mills the market price increases with adequate
 
purchase by the shippers and jute mills but growers do not 
share in such price increase. 

(b) Potato
 

Coldstorage owners are also provided with bank loan for 
purchase and preservation of potatoes in the coldstorage. 
They either use the loan for procurement of potatoes for 
storage on their own account or provide loan/advance to the 
growers/traders who have stored potatoes in their 
coldstorages. Potato storers sell their potatoes towards
 
later lirt of the spason after repayment of loan and payment
 
of coldstorage charge. The loans are fully secured for the
 
coldstorage owners as they remain in possession of the
 
potatoes stored in their coldstorages. Banks have been 
found reluctant to provide loan directly to growers against 
their potatoes stornd in the coldstorage as it is easier and 
cheaper to handle large amount of loan to one coldstorage 
owner in place of small loans to innumerable growers. 

(c) Foodgrains
 

As mentioned earlier provision of bank credit to grain 
dealers is prohibited as an anti-hoarding measure which was 
relaxed this season (1989-90) because of a bumper aman crop. 
Financing under normal condition is managed by the traders 
themselves which may be partly responsible for wide seasonal 
price variation of foodgrains. 

(viii) Hfigh marketing cost and imperfect market structure
 

An efficient marketing system is reflected in (1)
 
reasonable marketing cost commensurate with the services
 
rendered and absence of excess profits to the traders (which
 
can be ensured by a competitive market structure free of
 
government regulations distorting price formation), (2)
 
elimination of wastage in the process of storage,
 
transportation, handling, processing and marketing (3)
 
limiting temporal price variation to the cost of inventory
 
and spatial price variation to transportation cost.
 

(a) Grower share and marketing cost
 

According to a study made by the AMD in 1982 total
 
marketing cost and traders' margin in respect of Aman
 
(winter) rice between Dinajpur and Dhaka city was 25.4% of
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the consumer price while grower's share stood at 74.6%.
 
Item wise breakdown of the cost and margin is shown in
 
Appendix II. Based on case study method it did not capture
 
the storage cost or the parties who made the storage and
 
shared the benefits (in seasonal price increase). Another
 
study by BRRI/AMD in 1982-83 which covered all areas of the
 
country, included all rice crops and tabulated the price
 
data on monthly basis estimated the grower share at 71.2%
 
and marketing and processing cost including tradnr's margin
 
at 28.7%.
 

Transportation, packing and handling charge and margin
 
of the traders were the main elements of cost constituting
 
10.89% and 7.84% respectively of the consumer price;
 
institutional charges constituted the third biggest item
 
accounting for 3.44% (Appendix II).
 

(b) Transportation facility and grower level price
 

The Report on Socio-Economic Impact of Roads in Rural
 
Areas by Bangladesh Unnayan Parishad, 1984 showed that
 
farmers of interior villages (Bogra district) received lower
 
price for their paddy by Tk.14.00 - Tk.17.00 per maund than
 
that received by the farmers of the village near the trunk
 
road. Availability of roads linking rural markets with
 
arterial roads thus greatly helps in increasing grower level
 
price and income.
 

Growers use different modes of transport which include
 
head/shoulder load, animal back, bullock cart, horse cart,
 
boat (in riverine areas), rickshaw and rickshaw van for
 
carrying their crops to the market. According to the above
 
study in dry season transportation cost per maund varied
 
from Tk.2.03 for head/shoulder load, Tk.l.84 for animal
 
back. Tk.1.17 for bullock cart to 50 paisa for rickshaw van;
 
use of rickshaw van may reduce the cost to 25% compared to
 
head load/animal back. This may, however, be possible only

with the availability of feeder roads linking the villages
 
with the rural markets.
 

Rail transportation
 

Rail transportation is comparatively cheaper for long
 
haulage but the same is plagued by (1) non-availability of
 
wagons, (2) placement of defective wagons resulting in the
 
damage of the produces, (3) inordinate delay in transit, (4)
 
loss of consignments, (5) pilferage and rottage in transit
 
and (6) difficulties In realizing claims for loss from the
 
Railway Authority. These factors increase the cost for
 
which the traders generally avoid rail transportation.
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Road transportation
 

Road transportation by truck is emerging as the most
 
important mode particularly for perishable items like fruits
 
and vegetables and foodgrains. Rice of Dinajpur, Rangpur,
 
Bogra and Rajshahi, pulses from Jessore and Kushtia, mango
 
and litchi from Rajshahi, banana from Jessore and vegetables
 
from Kushtia, Jessore and Rajshahi move by truck to the
 
Dhaka city and .astern consuming centres. However, truck
 
transportation often suffers inordinate delay at the time of
 
crossing the Jamuna river; this naturally increased the
 
truck hire charge; perishable items like fruits and
 
vegetables are damaged by the delay which results in rottage
 
and physical loss and enhancement of the marketing cost.
 
Truck owners/drivers also complain about routine payments to
 
law enforcing agencies at different points for uninterruptedi
 
movement of trucks. Restriction on the mcvement of trucks
 
in Dhaka city in some areas/during busy hours to avoid
 
traffic congestion also contributes to enhancement of
 
trucking charge.
 

River transportation
 

Transportation cost by river (in country boats,
 
mechanized boats and service launches) is the cheapest of
 
all the modes. About. 5,250 miles are navigable in
 
Bangladesh out of which 2,000 miles become serviceable
 
during the rainy season of higher water flow.
 
Transportation during the rainy season is, however,
 
hazardous due to heavy rains and storm when lots of boats
 
capsize. During monsoon it becomes difficulty to move
 
upstream in major rivers against strong current. In the dry
 
season many routes dry up and some year-round routes become
 
unserviceable due to formation of shoals.
 

Water transportation is the only/chief means in some
 
regions, particularly Barisal, Patuakhali, Khulna and some
 
parts of Noakhali, Comilla and Sylhet districts.
 
Maintenance of these routes round the year by regular
 
excavation arid river training will fa,'ilitate movement of
 
the produces of these districts at the lowest cost. Country
 
boats fitted with the engines of shallow tubewell for
 
irrigation have emerged as the important mode in recent
 
years which will play a vital role in future in the movement
 
of crops, particularly by growers and small traders.
 

(c) Handling cost
 

Traders strongly resent careless/rough handling of the
 
consignments by the porters at the rail/river/road
 
terminals/transhipment points which damages the produces
 
resulting in losses to traders and enhancement of marketing
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cost. In some cases the traders have to pay porterage to
 
the authorized handling agents/labour unions though they use
 
their own laborers for handling the consignments. Unloading
 
of the produces at the city terminals as required by law
 
enforcing agency to avoid traffic congestions and carrying
 
the same to the wholesale markets by engaging another
 
transport naturally increases the cost.
 

(d) Traders' margin
 

Large number of traders viz farias, paikers and beparis
 
generally operate in the rural markets and hence market
 
structure at the primary level is considered competitive
 
eliminating scope for realizing excess profits by them.
 
Similar is the condition at the retail stage when large
 
number of small traders operate under competitive condition.
 

At the secondary/terminal levels limited number of
 
buyers viz wholesalers, arathdars, millers, coldstorage
 
owners, balers, shippers operate; as a result they may be in
 
a position to realize excess profit occasionally. One study
 
has shown that in the monsoon season in isolated areas
 
market structure may not be competitive for lack of
 
transportation facilities and limited number of operating
 
traders in these areas.
 

In case of jute, market structure is pyramidal; number
 
of traders generally decreases at the upper levels; the
 
number of active shippers was around 100 only against
 
100,000 farias and beparis operating at the primarily level.
 
The shippers may be in a position to realize excess profit
 
because of their limited number and considerable market
 
power.
 

(e) Institutional charges
 

It is possible to reduce institutional charges like
 
arathdari commission and market toll by rationalizing and
 
strict enforcement of the rates through an agency available
 
in the market. it is also possible to increase return to
 
growers by eliminating unauthorized deductions and
 
realization of excess quantity on some plea or other from
 
the grower-sellers or beparis.
 

(ix) Wide seasonal price variation
 

In Bangladesh prices of almost all crops vary widely
 
from peak to lean supply season far exceeding the cost of
 
storage which reflects inefficiency of the marketing system.
 
As mentioned earlier, prices drop to a rock bottom during
 
the peak harvesting season when small farmers sell their
 
crops. It has been rightly concluded that the facts that a
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large number of small and marginal farmers market small
 
quantity of their crops during the harvesting time when
 
prices are depressed and a minority of large farmers sell
 
large quantities when prices are favorable suggest that the
 
prevailing marketing system aggravates income inequalities.
 
Lack of sustaining power of small farmers and access to
 
credit and storage facilities largely account for the
 
malady.
 

To a certain extent government regulations on storage
 
of foodgrains by traders may contribute to wider seasonal
 
price variation.
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I. 	OPERATION OF GOVERNMENT PROGRAMS AND AGENCIES ON
 
AGRICULTURAL MARKETING
 

A. 	 Agricultural Marketing Policies of GOB
 

Agricultural marketing policy of the government of
 
Bangladesh generally seeks to promote the free play of the
 
market forces in determining prices, abolish price controls,
 
encourage larger participation of the private sector and
 
provide all reasonable facilities for its proper
 
performance. Side by side with the private sector
 
government operates public sector agencies and policies with
 
the 	following objectives:
 

(1) 	operating price support measures to ensure fair price
 
to growers to sustain the tempo of increased
 
production;
 

(2) 	 maintaining security food reserve and buffer stock of
 
fertilizers to stabilize prices;
 

(3) 	operating the public sector food distribution system
 
(PFDS) to maintain prices within the reach of common
 
man;
 

(4) 	operating relief measures to generate income and
 
alleviate poverty;
 

(5) 	providing market infrastructures, transportation,
 
communication, storage and processing facilities;
 

(6) 	improving bargaining power of growers through promotion
 
of cooperatives/group action, provision of credit,
 
collection and dissemination of market information etc.
 

B. 	 Implementation of Government Policies
 

A number of government departments/agencies/parastatals
 
are engaged in advisory, promotional, facilitating,
 
regulatory and trading functions in respect of marketing of
 
agricultural inputs and outputs including forest, fisheries
 
and 	livestock products. In all 38 government agencies are
 
engaged in some kind of marketing functions including
 
financing, storage and transportation. The names of these
 
agencies with their brief functions are shown in Appendix
 
III.
 

C. 	 Review of Government Price Support Operations:
 

Government agencies viz Food Department, Jute Trading
 
Corporation (JTC), Bangladesh Jute Mills Corporation (BJMC)
 
and 	Bangladesh Sugar and Food Industries Corporation (BSFIC)
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are engaged in the procurement of paddy/rice and wheat, Jute
 
and sugarcane respectively to ensure an incentive/fair/
 
stable price to the growers by eliminating distress sale.
 
Price support operations, however, suffer from the following
 
limitations/inadequacies as a result of which the growers,
 
particularly small growers have not been directly/
 
effectively benefitted from such programs:
 

(1) 	Support/procuirement prices of foodgrains i.e.
 
paddy/rice and wheat have not been fixed at an
 
incentive level as a result of which procurement has
 
been quite low in most years since market price had
 
prevailed at a higher level.
 

(2) 	 The market prices of jute in many years had remained
 
much lower than the cost of production depending on the
 
world price (around 90% of the local production of jute
 
is exported in raw or manufactured conditions). It has
 
not been possible for the price support agencies to
 
stabilize the price of jute; as a result tji local
 
production of jute fluctuated with the world price of
 
the previous year.
 

(3) 	The procurement price of sugarcane fixed by Government
 
to be paid by the sugar mills have been lower in most
 
years than the price the farmers would have received by
 
using them for manufacture of gur. The farmers were
 
forced to supply their canes to the mills by regulatory
 
measures discussed earlier.
 

(4) 	Government. agencies make the procurement through
 
limited number of purchasing centres which are located
 
far away from farmers' homes/nearest rural markets as a
 
result of which the farmers are forced to sell their
 
crops to the traders who sell to the government
 
procurement centres.
 

(5) 	 It is not mRndatory to procure from growers only; in
 
fact, government agencies prefer to procure large
 
quantity from traders.
 

(6) 	Quality regulations and payment system are not suited
 
to the interest of small growers.
 

(7) 	 Procurement is sometimes stopped for lack of storage
 
space, fund and logistic facilities.
 

(8) 	 Farmers often complain about downgrading of quality and
 
delay in payment of price, 'articularly in case of
 
jute.
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(9) 	Sugarcane growers widely complain about harassment by
 
mill staff through the mechanism of "purji" (cane
 
procurement permit), non-lifting of cane, manipulation
 
of weighment, deduction on the plea of excess leaves,
 
roots etc.
 

(10) 	Lack of sincere and honest procurement staff: in case
 
of a good harvest the traders/growers are paid the
 
market price which may be much lower than the support
 
price though in the books and records purchases are
 
shown at the official rate; this was particularly true
 
in case of jute as a result of which government have
 
been forced to abandon the statutory minimum price of
 
jute from 1980-81 season.
 

Despite ineffectiveness of their operations the price
 
support agencies have suffered heavy losses every year
 
draining the public exchequer.
 

D. 	 Storage and Warehousing Facilities
 

(i) 	 Foodgrains
 

(a) 	Public sector
 

In the public sector under the Food Department there
 
is storage space of over 1.9 million tons for storage of
 
security food reserve of 1 million tons as well as
 
procurement of local foodgrains under the price support
 
program and handling of public sector foodgrains
 
distribution for price stabilization and catering to the
 
needs of the target groups. According to a study the
 
effective storage space for foodgrains was about 1.3 million
 
tons; the rest of the space was unsuitable for foodgrain
 
storage or was used for storage of other products, like,
 
salt. Local procurement of rice is made mostly in the form
 
of paddy which needs 50% higher space than rice. Besides,
 
storage facilities are not tuned to local proctrement but to
 
distribution of imported foodgrains; as a result procurement
 
is sometimes stopped for lack of storage space in surplus
 
producing areas with a good harvest while in deficit areas
 
storage space may remain unfilled. Sometimes storage
 
facilities might be filled with the foodgrains of the
 
previous season imported to meet emergency situation which
 
might hamper local procurement as has happened in 1989-90.
 
The situation calls for expansion of effective public
 
storage for foodgrains to 2 million tons to meet similar
 
eventualities.
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(b) Private sector
 

In the private sector the storage facilities are
 
inadequate and unsatisfactory. But because of government
 
policy on 	the restriction on stock and storage period there
 
is no urge from the private parties to improve their storage
 
facilities. In the wholesale market in Dhaka the stock of
 
rice may be kept on the veranda, passage or road blocking
 
the movement.. There is also chance for damage of the stock
 
by rains and sun. But as the stock is generally owned by
 
the beparis and is disposed of quickly, within 1-3 days, the
 
arathdars 	(commission agents)/wholesalers are not very eager
 
to improve storage facilities. A World Bank loan of Tk.1O
 
crores for construction of foodgrain storage by the private
 
grain dealers remained unutilized for a long period
 
confirming lack of demand for such loan by the private
 
sector under the existing government policies.
 

(ii) 	 Storage facilities in growth centres constructed
 
by Local Government Engineering Bureau (LGEB)
 
under the Ministry of Local Government.
 

Under a development project 832 godowns of 250 tons
 
each were constructed by the LGEB in 1980-81 in 832 assembly
 
markets possibly to be used as storage by traders or as
 
warehouse by traders/farmers. These arp either lying unused
 
or being used for unproductive purposes. Two hundred fifty
 
of these godowns have be handed over to the Food Department,
 
for use as procurement centre. Food Department however,
 
found them unsuitable for foodgrain storage as -he plinth
 
was low, ventilation absent and drying yard an even access
 
roads were lacking; the quality of construction was far from
 
satisfactory. Some of them could be used for foodgrain
 
storage only after necessary renovation.
 

(iii) 	 Storage facilities in Cooperative Sector
 

In the sixties 672 small godowns were set up mostly at
 
union level for use by the Union Multipurpose Cooperative
 
Societies k"MCS) tinder the Credit and Marketing Scheme of
 
the Cooperative Department. UMCSs were to buy the crops of
 
the members during harvesting time, store them in the
 
godowns and sell during off season at a high price and pass
 
on the profits to growers after deducting expenses.
 
Unfortunately these godowns could not provide desired
 
assistance to growers for lack of leadership and response
 
from growers as well as operational problems. At present
 
(early eighties) some were leased out to private parties
 
(136), some lying unused (89), some partly or fully damaged
 
(281) and 166 were reportedly being used for the own
 
business of the societies.
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After independence bigger sized (200/250 tons) pucca
 
godowns have been set up/taken over from PADC at Upazila
 
level for handling the agricultural inputs business by the
 
Upazila Central Cooperative Association (UC"A). With the
 
privatization of fertilizer trade UCCAs have lost their
 
business to the private sector; one UCCA (Muktagacha in
 
Mymensingh district) which made remarkable progress in
 
processing and marketing of paddy/rice in early eighties has
 
failed to keep tip the trend in recent years.
 

(iv) Coldstorage
 

There was no coldstorage in Bangladesh upto fifties.
 
The first tinit was set up in 1959 in the potato producing
 
area of Munshiganj with the object of preservation of
 
potatoes for use for seed and table purposes. Since then
 
the number of coldstorages has increased steadily, and stood
 
at 170 with a capacity to store 382,560 tons of potatoes
 
(1989). Government sanctioned the coldstorage units and
 
provided necessary foreign exchange for import of plants and
 
machineries while the local banks provided the fixed and
 
working capital. These coldstorages are preserving seed and
 
table potatoes only. Tcn (10) units preserving only seed
 
potatoes are in public sector (BADC), 6 units are
 
cooperatives and the remaining 154 are in the private
 
sector.
 

The growth of the coldstorage industry is a remarkable 
development in the marketing sector. Before the
 
availability of coldstorages local potatoes seeds were
 
mostly imported from India and Burma. Potatoes are now
 
available round the year, the seasonal price variation has
 
been narrowed and the potato price has been comparatively
 
cheaper than other vegetables. Thanks to timely
 
availability of locally grown seed potatoes from
 
coldstorages in good condition there has been tremendous
 
expansion of potato production in the seventies which has
 
been aided by import and distribution of HYV potato seeds
 
from Holland. Coldstorages have benefitted both the
 
consumers and growers.
 

Unfortunately there has been overexpansion of
 
coldstorage facilities in the country compared to the local
 
demand for table and seed potatoes. As a result
 
considerable coldstorage space remains unutilized. In 1989
 
only 232,000 tons of potatoes were stored in the
 
coldstorages. Many coldstorage owners suffered losses and
 
failed to repay their dues to the lending bankers. Present
 
situation demands very careful study before allowing further
 
expansion of coldstorage units on special consideration.
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Growers experience the following difficulties in the
 
storage and preservation of their potatoes in the
 
coldstorage:
 

(1) 	Coidstorage owners do not take proper care in
 
preserving the potatoes as a result of which the
 
growers/depositors suffer losses on account of
 
shortage, pilferage and rottage of potatoes. In some 
cases there was complete rottage of the stock due to 
lack of care by coldstorage owner, disconnection of 
electricity by the Power Development Board for non
payment of electric bills and closure of coldstorage by 
the banls for nonpayment of dues. Damage by rats is 
also 	reported.
 

(2) 	 Growers do not get bank loan against potatoes stored in
 
the coldstorage.
 

(3) 	Growers, particularly in the areas with limited number
 
of coldstornge units in the northern districts find
 
difficulties in storing their potatoes and are forced
 
to pay higher coldstorage charge.
 

(4) 	 Growers, particularly small growers, do not ordinarily
 
get space in the coldstorage for preservation of their
 
potatoes as the coldstorage owners generally prefer to
 
store large quantity of potatoes of big parties or
 
preserve their own potatoes.
 

(v) 	Public warehousing project - BASWAP
 

Above facts reveal that farmers are not getting
 
direct/effpctive benefit of government price support
 
operations, cooperatives and coldstorages, and the LGEB
 
godowns have been a waste. The experience of these godowns
 
has shown that mere availability of storage facility does
 
not contribute anything; there must be a conscious effort to
 
involve the user-farmers in the location, construiction and
 
management of the godowns right from preinvestment survey if
 
they are to be properly utilized for the benefit of farmers.
 

Such a model. is being followed under the Bangladesh
 
Swiss Agriculture Project. (BASWAP) which is an experimental
 
project funded mostly by Swiss assistance. Under the
 
project small godowns have been constructed at village level
 
for the use of small farmers. They can store their crops in
 
these godowns and borrow from banks against stored crops to
 
meet the urgent need for cash and thus avoid post-harvest 
distress sale. They can wait and sell the crops after post
harvest glut sitiint;ion at the most opportune time at the 
highest price after repaying bank loan with interest and 
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storage charge. The godowns are managed and operated with
 
the assistance of godown committees consisting of farmers'
 
representatives under the overall supervision and guidance
 
of the Project Authority.
 

The operation of the godowns has shown that it is
 
possible to recover the operating expenses within 2 to 3
 
years. The farmers have shown keen interest in using the
 
storage facility as they generally make a good profit. It
 
will, however, take a long time to recover the capital cost
 
of the godowns. In 1989-90, 17 godowns were operated under
 
the project including 6 taken over from LGEB.
 

The present project expires in June, 1990. The Swiss 
Development Cooperation has expressed its willingness to 
expand the program in 1990-1995 to a manageable limit 
provided an appropriate institutional set up and management 
structure are defi ned by government to take up operation of 
the godowns from the project authority. GOB (MOA) is 
working in this direction. 

The project facility really offers to help small 
farmers in getting a fair price for their crops. Banks may 
also have the opportunity to extend secured loans to farmers 
through these godowns as against production loans which can 
be recovered only about one third. Food Department may also 
make direct procurement from farmers, particularly small 
farmers through these godowns. These facilities may be 
readily extendod to new nreas by using suitable TGEB godowns 
after necessary renovation thus avoiding the need for 
capital investment. 

E. Development and Management of Markets
 

Under the Estate Acquisition and Tenancy Act, 1951 all
 
markets are owned by government (in the Ministry of Land)
 
except the ones which are dedicated to religious/charitable
 
purpose. The markets have two parts - open/covered space
 
where the produces are assembled by the growers/traders on
 
the market days (generally twice a week)/during market hours
 
and the permanent shops. The market space is owned by
 
government while the permanent shops may be owned by private
 
parties or leased out by government to the private parties
 
on monthly rent.; market toll is collected from the users of
 
open/covered space.
 

Before independence markets were leased out by the Land
 
Ministry (Revenue Department) annuall.y to the highest bidder
 
after public auction. The leaseholders ("Ijaradars") were
 
responsihie for proper upkeep of the markets and realization 
of market toll from the users of the market space at the 
prescribed rates which were approved by government 
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(Divisional Commissioner) and notified in the official
 
gazette for public information.
 

Management of the market has passed through a number of
 
changes since independence. Under Hats and Bazars
 
(Management) Order, 1972 the system of auctioning of markets
 
was discontinued on the ground of malpractices by the 
"Ijaradar" and the management of the markets were vested in 
Committees (one for each market) consisting of non-officials 
nominated by the local officer of the Land Ministry with the
 
approval of the Stb-Divisional Officer. Net income of the
 
markets after deduction of expenses was to be disbursed as
 
follows: (1) one-third to be credited to Thana Development
 
Fund, (2) one-third to be kept for upkeep and management of
 
the markets and (3) remaining one third to be credited to 
public exchequer.
 

This arrangement did not work satisfactorily; while the 
condition of the markets deteriorated the funds were 
mismanaged and misused. 

Government reverted to the old system of market 
management through annual leaseholders (Ijaradar) in 1976. 
However, in 1978 the management of all markets was leased 
out to the local bodies viz Union Parishad (Council), 
Pourashava (Municipality) or Corporation on a token payment 
of only 1% of the annual income (bid money) to government. 
The fund continated to be misused and market management and 
development suffered. This was replaced by the present 
government in 1984.
 

Under the present system the management of the markets 
have been transferred to the local authorities. The markets 
are to be lensed out by Upazila/Pourashava/(uncipality)/ 
Corporation annually to the highest bidder after public 
auction. The bid money (income) is to be used as followes:
 

(1) 	 5% to be deposited to the public exchequer;
 

(2) 	 25% to be used for the upkeep and development of the 
markets and 

(3) 	 remaining 70% to be merged with the general income of
 
the Upazila/Municipality to be used by them according
 
to their priority.
 

Discussion with Upazila Authority revealed that rates
 
of market tolls were not prescribed and notified, no market
 
committee was set up under the Order, no machinery/agency
 
was there to advise Upazila Authority on the upkeep and
 
development of markets and there was no in-built mechanism
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to ensure that 25% of bid money was actually spent on the
 
maintenance and improvement of the markets. The sordid
 
condition of the rural. markets urgently for
call setting up 
proper machinery for maintenance and improvement of the 
markets. RegoLation of market charges and practices, and 
introduction of 
improved marketing methods envisioned under
 
th: Agricultural Produces Markets Regulation Act, 1964 to 
ensure fair doal to 
all market participants could not be
 
enforced satisfactorily which will be reviewed while
 
discussing the fuvnctions 
of the Agricultural Marketing
 
Department.
 

F. Agricultural Marketing Department
 

(i) In British India and pre-independence period
 

The Agricultural Marketing organization was set up in 
British India in the thirties both at Federal and provincial

levels as per recommendations of the Royal Commission on
 
Agriculture in India, 1928 mainl.y to 
perform the following
 
functions, adding further to the situation
the list as 

warranted:
 

(1) condiucting mirketing surveys which are essential 
preliminary to the establishment of an effective policy 
for the improvement of marketing; 

(2) establishment of regllated markets and their
 

superv i s i on; 

(3) promotion of cooperative marketing; 

(4) introdluction/popularization of sale 
on grade basis to
 
ensure 
supply of quality and wholesome produces 
assisting growers in grading their crops; 

(5) proviqion of market information, settlement of disputes

between hiuyer, and sellers, introduction of auction 
sale which provides a useful means of securing an 
adequiate premiim for superior quality, particularly new 
varieties, regulation of the activities, particularly
 
of brokers/commission from bothagents acting for 
buyers and selle's, provision of public warehouses
 
throuigh regu 1ated markets; 

(6) advising the trnnsportation agencies like Railway

Board, Road Transport Board, of which they (Marketing

personnel) should be eX-officio members at different
 
levels, on the movement of farm products.
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Over the years both in India and Pakistan Agricultural
 
Marketing Organization has added new functions. At present
 
in India at the national level the organization is known as
 
the Directorate of Marketing and Inspection under the 
Ministry of Rural Development headed by the Agricultural 
Marketing Adviser; at state level the organization is 
generally known as the Directorate of Agricultural Marketing 
under the Department of Agriculture headed by the Director 
of Market..ing. Tit West Bengal the Directorate of 
Agricultural Market. ing under the Department of Agriculture 
is headed by the Director of Marketing who is ex-officio 
Additional T)irnctor of Agriculture (Marketing); there is 
also a (West. Bengal ) State Marketing Board, as in many other 
states of Indin, to operate the Board Fund for improvement 
of market. infrnstrit'tur.rs arid marketing facilities in the 
regulated markets arid supervision of L.he Market Committees. 

In Pakistan the national level organization is named as 
the Department of Agricultural, Livestock Products Marketing 
and Grading under the Ministry of Food, /griculture arid 
Cooperatives headed by the Agricultural and Livestock 
Market, ing Adviser'. In tlhe, Province of Punjab there is a 
Directorate of Economics arid Marketing headed by the 
Director of Agriculture (Economics and Market ing). 

In Bangladesh at the time of independence the 
Agricultiurnl Market. ing Directorate was in operation under 
the Department of Agriculture tinder the erstwhile Government 
of East Pakist.an. Small grading staff in two hfide arid Skin 
Test Houses of the erstwhile Government of Pakistan were in 
position in Chittagong arid Khulna. The Test Houses were 
practically inoperative as compulsory grading of hides and 
skins was not. introduced. After independence Mahboob-uz-
Zaman Committee recommended for the merger of these 
organizations. This was not implemented though the Grading 
Staff cont.inued to work tinder the Ministry of Agricult.ure. 
In 1979 as per a cabinet decision the grading staff with all
 
establishmentqs were transferred to the Ministry of Commerce. 
A Department of Agricultural Marketing and Grading was 
constituted ,inder the Ministry of Commerce with these staff 
though the Depar tment. of Export Grading would have been a 
more appropriate nomencIature for the organization arid in 
line with the cahinet decision as the subject "Agricultural 
Marketing" cont.inued to remain with the Ministry of 
Agriculture. 
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(ii) 	 Present functions of The Agricultural Marketing
 
Department under the Ministry of Agriculture
 

Main activities of tho Department may be grouped under
 

the following six major heads:
 

(1) 	Market Intelligence;
 

(2) 	 Marketing Survey/Research; 

(3) 	 Market Regulation; 

(4) 	 Promotional/Extension Services; 

(5) 	 Advising the gcvcrnmenL ii, the formulation of the 
procurement policies of farm products, fixation of the 
support prices and monitoring of the price support
 
operations;
 

(6) 	 Advising government regarding export and import of
 
agricultural commodities and products.
 

(a) 	Market intelligence service:
 

AMD has developed over the years a Market Intelligence
 
Service which covers all the main agricultural
 
crops/produrts at selected wholesale, retail and primary
 
markets. Following bulletins/price reports are issued on
 
regular basis:
 

(1) 	The wholesale and retail prices of all essential farm
 
products prevailing in six important urban consuming 
centres, namely: Dhaka, Chittagong, Rajshahi, Khulna, 
Rangpur and Syihet are collected daily and disseminated 
through radio and press for the benefit of the growers, 
traders and consumers all over the country. Price of 
some i tams are also published in local 
dail ies/periodicals. 

(2) 	 Prices of important crops are collected weekly during 
the peak supply season from one rural assembly market 
in, each greater district and disseminated from the 
Dhaka Radio Station under the Farm Broadcast Program on 
each Thursday. 

(3) Weekly wholesale and retail prices of all important 
farm products are collected by the field staff of AMD 
from 68 important markets of the country which include 
national capital, Divisional and District Headquarters 
and markets of national importance, and a weekly price 
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bulletin showing the wholesale prices of major
 
crops/products is issued by the Department.
 

(4) 	 Grower level prices of important crops and inputs,
 
like, seeds and chemical fertilizers are collected from
 
selected rural markets and compiled on monthly basis
 
for use by different organisations.
 

The daily, weekly, monthly and other price reports
 
compiled by AMD are supplied to various Ministries,
 
Departments, Semi-govt. organizations and agencies which
 
include the Ministry of Agriculture, Ministry of Food,
 
Ministry of Commerce, Planning Commission, Export Promotion
 
Bureau, Bangladesh Bank, Customs Authority, Bangladesh
 
Bureau of Statistics, Railway Board, Chambers of Commerce
 
and Industries and international agencies like the World
 
Bank, FAO, USAII), UNDP and other donor agencies.
 

Besides, the field officers/staff of the Department
 
collect and s,,pply the following reports on regular basis on
 
request from relevant agencies:
 

(1) 	 Prices of potato in important producing areas and
 
coldstorage centers are supplied to the commercial
 
banks, Bangladesh Krishi Bank (BKB) and the Coldstorage
 
Association for determination of the rates of loan to
 
be provided by banks to the coldstorage owners for
 
purchase and preservation of potatoes in the
 
coldstorage.
 

(2) 	 Information on the current prices and price trend of
 
relevant crops are supplied to BASWAP.
 

(3) 	 Prices of essential farm and non-farm products are
 
supplied t(. local BDR, Army, Jail and Hospital
 
Authorities for determining contractors' rates of
 
supplies.
 

(4) 	 Prices and other market information in respect of farm 
products are supplied to various research 
organizations, namely, Dhaka University, Bangladesh 
Institute of Development Studies (BIDS), Bangladesh 
Agricultural. Research Council (BARC), Bangladesh Rice 
Research Institute (BRRI), Bangladesh Agriculture
 
Research Institute (BARI) etc. to conduct research on
 
marketing and farm management.
 

The coverage and qualities of the service suffer on 
account of limited staff and logistic facilities. 
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(b) Marketing survey and research
 

There is a Research Section in the De(partment to
 
conduct survey/research on marketing of major
 
crops/products. Stuidies are conducted on the supply,
 
demand, marketing system, marketing rost and trader's
 
margin, price trend etc., and commodity marketing/situation
 
reports are issued on major crops identifying inadequacies
 
of the marketing system and recommending improvement
 
measures. Output of the Research Section has not been
 
adequate as the personnel have remained busy with routine
 
price reviews.
 

(c) Market regulations
 

Agricultural Marketing Department enforces the
 
Bangladesh Agricuitural. Produce Markets Regulation (BAPMR)
 
Act, 1964. The Act provides for licensing of market
 
functionaries, fixation of market charges and prohibition of
 
realization of excess weight, unauthorized deduction from
 
the sale proceeds of grower-sellers/small traders and the
 
use of non-standard weights and measures in the markets 
brought under the jurisdiction of the Act. The Act provides 
for constitution of a Market Advisory Committee at district 
level consisting of representatives of growers, traders, 
consumers and govPrnment officials to advise the Director of 
Agricultural Marketing in the enforcement of the Act. So 
far 202 important assembly, distributing and wholesale 
markets have been brought under the jurisdiction of the Act 
as against 2,700 such markets in the country. It has not 
been possible for the Department to enforce the Act 
effectively because of inadequate staff. There is only one 
staff in each district while the average number of such 
markets in the district would be over 40. 

(d) Promotional/Extension Service
 

AMD studies r.gularly the transportatio. problems of
 
farm produicts, especially the movement of perishables, like, 
pineapple, mango, egg and assists in the movement of these 
items from the producing to consuming centres in co
operation with the Railway Board, Bangladesh Inland Water 
Transport. Authority (BIWTA), Bangladesh Water Transport
 
Corporation (PTWTC), Roads and Highways Department,
 
Bangladesh Road Transport Corporation(BRTC) etc. From time
 
to time AMD holds meetings with the representatives of trade
 
and officials of the concerned agencies to sort out the
 
transportation problems, wherever possible.
 

AMD closely studies the production and supply position,
 
internal market prices and exportable surplus of important
 
farm products and advises the government, from time to time, 
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about the export of farm products. It also assists the
 
government in formulating export policies on farm products.
 
AMD closely studies thle price position of essential farm
 
products and advises the government iin advance, about the
 
extent, time and quantuim of essential farm products to be
 
imported. It also sits with the Commerce Ministry to review
 
the supply position and prices of essential items and
 
formulate tile import policies to meet the local shortage.
 

(e) Advising government in the formulation of
 
procurement policies and fixation and monitoring
 
of support price
 

AMD reviews the supply position, prices, import and
 
export and cost of produiction of farm products and advises
 
the government, on tiie appropriate policies in respect of
 
procurement anur prices of important crops like, paddy and 
rice, wheat., tobacco, cotton etc. AMT) also undertakes 
monitoring of the prices of these items, and the field 
officers of AMD advise the procurement/buying agencies in 
stepping up their activities. 

(f) Secretariat of Commodity Boards/Committees
 

AMD has beer working as the Secretariat of the 
Bangladesh Potato Advisory Board, Agricultural Price 
Advisory Committee and the Sectoral Task Force for Export of 
Agricultural Products. As the Secretariat of the Potato 
Advisory Board the Department has been assisting the
 
government in the formulation of the policies with regard to 
production, marketing, storage and export of potato. The 
Agricultural Price Advisory Committee advises the Ministry
 
of Agricultuire in fixing the support price for tobacco and
 
cotton. As the convener of the Sectoral Task Force for
 
export of farm products AMD has been assisting the 
government in identifying exportable surplus of minor farm
 
products, fixation of export targets and taking necessary
 
actions to boost. export in cooperation with the exporters
 
and other concerned agencies. 

(g) Construction of wholesale markets for farm
 
products 

AMD constricted a wholesale market for farm products in 
Dhaka city and planned to construct similar markets in other
 
cities and towns as well as in important assembly/secondary
 
markets. lowever, as per latest decision of the government 
all markets shall. henceforth be managed by Local Government 
Authorities-viz-Upazi]a Parishad/Pourashava/Corporation. 
Accordingly the wholesale market.constructed by the 
Department. in Phaka city has been transferred to the Dhaka 
Municipal Corporation. Future development of the markets 
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would be taken by the local authorities as per government
 
deci sions.
 

(h) 	Development Project
 

Some 	staff have been working under a development
 
project to attend to all matters connected with the
 
marketing of potato, pulses and oilseeds covered under the
 
Crop 	Diversification Program.
 

(.) 	Demonstration Parties
 

AMD has 22 Hide Flaying & Curing Demonstration Parties,
 
4 Egg Grading Parties and 4 Sheep Shearing Demonstration
 
Parties Lo demonstrate and educate the flayers, traders and
 
farmers on proper methods of flaying and curing of hides and
 
skins, grading of eggs and shearing of sheep.
 

Unfortiinntely there is a lack of appreciation in 
government, regarding the role of an Agricultural Marketing
Organization providing advisory, facilitating and regulatory 
services without, b(ing engaged in actual t'rading operat ions. 
Some 	believe that marketing basically plays a passive role
 
and marketing facili.ies automatically emerge responding to
 
the needs of the situation. Such a view appeared to be 
'rong and proved costly in many countries where production 
programs failed for lack of simultaneous development of 
marketing facilities. Under the present set up AMD has a 
lone 	staff at the district level; their pay scale is too low
 
to attract qutalified personnel. Government has not clearly
 
defined the cole of the AMD in respect of the price nupport,
 
transportation, financial and trade agencies/organizations.
 
The Department hias basically operated by sheer persuasion
 
more often than not resented by these agencies for unwanted

but embarrassing advise, particularly at the lower level.
 

0. 	 F.A.O Recommendations on the Functions of a Government
 
Mprketing Department
 

According to the FAO Agricultural Service Bulletin 58*,
 
Marketing has a strategic role in ecenomic development and
 
is a condition of commercial agriculture. It merits,
 
therefore, continuing specialized attention with the
 
government's structure. The functions of a government
 
marketing department logically cover the following:
 

Abbott J.C. "Marketing improvement in the developing world"
 
Rome, 1984.
 

27
 



(1) 	 Planning: advising the government on the planning of
 
production in relation to expected demand, and on
 
problems of supply and surplus;
 

(2) 	 Price and Stocks: advising on minimum price policies
 
and the maintenance of reserve stock;
 

(3) 	Market Outlets: studies of external market
 
opportunities and development of promotional program;
 

(4) 	 Surveys of marketing methods and organization and
 
recommendations for their improvement;
 

(5) 	Surveys of market facilities and preparation of
 
development programs;
 

(6) 	 Standardization of quality control: establishment of
 
grade specification, operation of inspection systems
 
and control laboratories;
 

(7) 	 Standard Contracts: formulation of terms and
 
assistance in implementation;
 

(8) 	Market Information: collection of price and movement
 
data and issuance of information;
 

(9) 	 Government sponsored marketing enterprises: advising
 
on the establishment, procedures and operations of
 
state, cooperative and mixed enterprises.
 

(10) 	Organization of training and extension programs.
 

The responsibilities have been grouped under four major
 
heads as shown in the next page with an indication of the
 
kind of staff required to handle them.
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intelligence and 

policy formation 


Assembles current 

supply, price and out 

look data. 
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good judgement and 
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storage for voluntary 
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ing conditions, methods, pection personnel, 

equipment, costs, and 
on i.nvestment projects. 
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to laborato-
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staff with a practical 
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orientation. 
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pares advisor}
materials for use
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vices: promotes &
 
supplements market
 
ing training
 
arrangements.
 

Needs staff able
 
to present infor
mation in a conve
nient, easily
 
understable form.
 



III 	RECOMMENDATIONS FOR STREAMLINING THE FUNCTIONS AND
 
SET-UP OF THE AGRICULTURAL MARKETING DEPARTMENT TO
 
MAKE IT AN EFFECTIVE AGENCY FOR ACCELERATING
 
AGRICULTURAL GROWTH.
 

A. 	 Recommended Functions of AND:
 

It is essential for the government to appreciate the
 
role of an Agricultural Marketing Agency undertaking
 
advisory, facilitating and regulatory services without being
 
involved in actual trading operation, and with that end in
 
view govcrnment should clearly define the ?unctions of the
 
agency, itq relationship with other concerned government
 
agencies and extend necessary support and resources to
 
perform its functions more effectively. Main functions of
 
the agency should be:
 

(1) 	Advising on planning production according to effective
 
demand;
 

(2) 	Promotion of contract production;
 

(3) 	Conducting marleting research including study and
 
improvement of post harvest technologies;
 

(4) 	Collection and analysis of market information and
 
operation of market intelligence service;
 

(5) 	Development of market facilities and proper management
 
of ma.-kets, introduction of improved market practices;
 

(6) 	Advising on price policies and effective implementation
 
nf price support measures;
 

(7) 	Providing inputs to the (proposed) Agricultural Price
 
Commission;
 

(8) 	Advising transport agencies on the movement of farm
 
products, particularly perishable items from the
 
producing areas to consuming centres;
 

(9) 	Organizing movement of fruits and vegetable during peak
 
harvesting season in case of emergency;
 

(10) 	Advising government on import, distribution, storage
 
and processing policies;
 

(11) 	Assisting growers, traders and processors in obtaining
 
marketing loans from banks;
 

(12) 	Advising government on development of export of minor
 

crops;
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(13) 	Organizing training and extension programs on
 
marketing.
 

(i) 	Production planning
 

Farmers need advise on the selection of the crops and
 
varieties that will give them optimum return and avoid over
 
production during the period of low price. In order to
 
provide effective advise in this respect AMD must have
 
information on:
 

(1) 	 the local and external demand - trend and timing of
 
such demand - demand for home consumption and sale;
 

(2) 	varietal preference in different areas and by different
 
sections of people;
 

(3) 	harvesting periods and market arrival of the crops in
 

different producing areas; 

(4) 	harvest period price in different areas.
 

Information will be particularly necessary in respect
 
of fruits and vegetable and nutritious crops like pulses,
 
oilseeds etc. Production of these crops should be guided on
 
the basis of effective demand rather than nutritional per
 
capita requirement, though production for home consumption
 
may also be promoted after discussion with local growers.
 

Production in different areas may be planned in such a
 
manner that produces of different areas arrive successively
 
to avoid glut condition and low price in case peak
 
harvesting periods of the crops coincide at one time.
 

Research agencies may help by evolving early and late
 
variety suited to different producing areas.
 

In this regard AMD should work in close collaboration
 
with On-Farm Research Division, BARI and Farming Systems
 
Research Program, BARC.
 

There must be close coordination and collaboration
 
between AMD and DAE in drawing up the production program.
 
At preseitt such collaboration exists at national level but
 
lacks at the lower levels.
 

(ii) 	Promotion of contract production
 

Best arrangement for planned production is promotion of 
contract pr")duction under which the buyers enter into a 
contract with the growers to purchase their crops (of 
stipulated quality) at a pre-determined price. In 
Bangladesh there is contract production of: 

(1) 	Cigarette tobacco by a cigarette manufacturing company
 
i.e. 	Bangladesh Tobacco Company (BTC).
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(2) 	Sugarcane by the sugar mills in the sugar mill zones;
 

(3) 	 Paddy,_ wheat, potato, and jute, seeds by BADC
 

BTC supplies seeds and extension services free of cost,
 
chemical fertilizer on credit and materials for curing of
 
tobacco leaves on loan basis; the dues are realized from the
 
contract growers at the time of purchase of tobacco leaves
 
at the price fixed by government. BTC realizes almost 100%
 
of the loans and has been successfully operating the
 
program.
 

Sugar mills which are in the public sector also provide
 
inputs viz treated seeds, chemical fertilizers and
 
pesticides on credit; they purchase the canes at the price
 
fixed by government. The mills, however, face difficulties
 
in realizing the loan particularly when the growers can
 
obtain higher price by using canes for gur manufacture. The
 
mills suffer heavy losses for non-realization of loans.
 

BADC also arranges supply of inputs to their contract 
growers, snpervises the cultural rractices and purchases 
seeds meeting their standards of r iality at a nrice much 
higher (40% an] 60%) than the prevailing market rates. 
Selling price is subsidized to the extent of 40% to 50% of 
total cost. (The entire processing, storage, bagging, 
transportation and distribution cost is subsidized). 

BTC's programme which is in the private sector is
 
considered a successful model for contract production.
 
BTC, however, enjoys some unique advantages viz almost sole
 
producer of quality cigarettes sharing around 70% of the
 
total market, and a resourcefu'. multinational company which
 
have contributed to the success of contract production.
 

There is particular scope for introduction of contract
 
production of: 

(1) 	Maize for animal feed by the institutional consumers
 
like Livestock Department, private poultry farms;
 

(2) 	 pices particul.arly ginger, coriander seed, turmeric
 
for export by the exporters individually or through
 
their association;
 

(3) 	Mustard seed by local oil mills.
 

AMD may continuously study the prospect of contract
 
production in respect of these and other crops in
 
consultation with the processors and exporters. In fact,
 
the services of AMD would be essential in establishing the
 
linkages between the growero and traders/processors in
 
reppect of new crops and production in new areas.
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(iii) Marketing research
 

Marketing research including study of post-harvest
 
technology constitutes the basis for marketing improvement
 
programs.
 

The research shall cover detailed objective survey of
 
the marketing channels from producer to consumer, marketing
 
cost and trader's margin, trend of such costs and margin,
 
reasons for increase over time, defects/wastage/
 
inefficiencies of the marketing system, scope for reduction
 
of marketing cost and margin and removal of the
 
inefficiencies of the marketing system.
 

Government is committed to a policy of larger
 
participation of the private sector and shrinkage of the
 
role of the public sector. The situation would demand
 
continuous study of the structure, conduct and performance
 
of the marketing system to identify areas of market
 
impe-fection and taking up measures to maintain adequate
 
competition in the market.
 

A particular focus of the study should be the price
 
received by small farmers and the marketing problems faced
 
by them.
 

Information on harvest price of paddy as compiled by
 
BBS and the World Bank reveal wide divergence. It is
 
essential to explain and reconcile such differences through
 
marketing research.
 

In this respect AMD should work in close collaboration
 
with the universities, research organizations, user
 
government departments and donor agencies so as to meet
 
Lheir requirements as far as possible. 

(iv) Study of post-ha'vest technology
 

AMD should also carry on regular study and research on
 
post-harvest technologies covering the following aspects in
 
particular:
 

(1) 	market preparation of the crops including cleaning,
 
assortment and grading to meet consumer demand,
 
relationship between quality and price to promote
 
better market preparation to maximize return
 
particularly to small growers;
 

(2) 	 niethod, cost, efficiency and adequacy of storage
 
facilities at farmer and trader level leading to
 
recommendations for introduction of improved methods
 
and reduction of storage loss;
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(3) 	 comparative cost and efficiency by different
 
means/modes of transport leading to recommendations for
 
elimination/minimization of transportation loss and
 
reduction of cost;
 

(4) 	 comparative methods, cost, and efficiency of
 
bagging/packing/handling of different crops leading to
 
recommendations for introduction of improved packing,
 
particularly for export crops and reduction of handling
 
losses;
 

(5) 	 methods, cost, efficiency and adequacy of procepsing
 
facilities for paddy, pulses, oilseeds, spices, fruits
 
and vegetables - evaluation of market demand for
 
improved facilities evolved by different research
 
institutes viz BCSIR, AEC, BRRI, BARI and promotion of
 
the use of economically viable and acceptable improved
 
technologies.
 

(v) 	 Collection and dissemination of market information
 

All parties connected with production, marketing,
 
storage, transportation, processing and consumption/use of
 
agricultural crops and inputs require market information on
 
prices, supply (market arrivals), demand, stock, movement,
 
export, import, crop ouitlook etc, for arriving at the
 
correct decisions. Farmers need them to decide what crops
 
and varieties to grow and when, where and at what price to
 
sell the crops; traders/exporters/processors need them to
 
decide where, when and at what price to buy try and sell;
 
transport agencies need them to make advance program to
 
organize/provide transport facilities and plan future
 
expansion while consumers need them to decide when and where
 
to buy at the lowest price.
 

(a) 	 Macro policy formulation
 

These information are particularly needed by government
 
for formulation of policies on production, pricing,
 
procurement, distribution, import, export, rates of import
 
and export taxes and duties, expansion of market, storage,
 
processing and credit facilities to achieve the national
 
agricultural production targets. AMD must collect, examine,
 
analyze and compile these data for supply to concerned
 
agencies for formulation of the desired policies and
 
programs.
 

(b) 	 Market information service
 

It has been mentioned earlier that while big traders
 
and processors may have their own information netw-rk the
 
farmers, small traders and consumers would look to the
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government for supplying correct, unbiased and timely market
 

information. 

Producer oriented market information service:
 

Dissemination through radio:
 

Grocers and small traders need information in respect
 
of nearest nsSembly and important distribution and terminal
 
markets. It is not possible (because of resource
 
constraint) nor it is necessary to collect information from
 
all assembly markets. At present AMD is collecting over
 
phone prices of important crops during harvesting time from
 
20 assembly markets - one in each greater district - and 
disseminating through Dhaka Radio station on every Thursday
 
under Farm Broadcast Program for information of growers and
 
traders. This is a good beginning; the number of assembly
 
markets to be covered under the service may be increased in
 
future after discussion with growers and traders and
 
objective evaluation of the service.
 

Prices of all farm products are ultimately determined
 
at the secondary/terminal markets and baparis offer prices
 
to farmers on the basis of the prices prevailing in these
 
markets. There is therefore need for daily collection of
 
prices from these markets and arrange their dissemination
 
through radio for information of traders as well as growers.
 

Announcement of prices in the markets:
 

Arrangements may also be made for display in notice
 
boards and announcement by loud speakers of prices and other
 
market information in the markets for information of growers
 
and traders. This is being done in the regulated markets of
 
India and Pakistan and may be taken up in the selected
 
regulated markets of Bangladesh on experimental basis in
 
consultation with the Upazila/Municipal Authority. The
 
prices of the major crops of the area which have been
 
recently harvested and are being assembled and transacted in
 
the market together with the latest price in the nearest
 
assembly and terminal markets may be announced on the market
 
days for information of grower-sellers.
 

Consumer-oriented market information service
 

Consumers are interested in retail prices. The
 
knowledge about such prices will save them from the
 
financial and time loss in bargaining with the
 
retailers/hawkers. Daily retail prices of all food items
 
obtaining in important consuming centres are issued by the
 
AND. Such prices are published in some local dailies for
 
information of consumers. This service should be continued
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and expanded by the AMD in consultation with the cross
 
section of consumers, Consumers' Associations and news
 
papers.
 

Qualities of the market information service
 

An important limitation of the present market
 
information service is that as the crops are sold in the
 
market in ungraded condition the price of the same crop may
 
differ from market to market depending on the quality of the
 
crop transacted in the market. As such prices may not be
 
comparable in between the markets. In order to remove this
 
limitation quality of the crops must be clearly defined for
 
price reporting. 

Collection, examination and analysis of market
 
information is a specialized full-time job and needs proper
 
training of the personnel engaged in price collection,
 
reporting and analysis. Tn order to ensure objectivity of
 
the information the task must be assigned to an agency which
 
is not connected with price support and price regulation
 
work. The reporting agency must also be fully conversant
 
with the operation of the marketing system to appreciate the
 
behavior of the price in proper perspective.
 

(vi) Advising on price policies and effective implementation
 
of price support measures
 

Armed with all market information AMD should be in a
 
position to advise government on the pricing policies on
 
different crops, particularly those with higher production
 
targets.
 

AMD may provide advance information to the price
 
support agencies to organize procurement operations
 
particularly in new producing areas as well as in the old
 
area with higher marketed quantity due to shift from low
yielding traditional varieties to HYVs.
 

With the help of the price data collected by the AMD it 
should be in a position to assess the effectiveness of the 
price support operations and advise price support agencies 
to step up procurement in the areas where the price drops 
below the support level. 

AMD may also study the problems experienced by the
 
farmers/traders in selling their crops to the price support
 
agencies and suggest measures for their solution to increase
 
procurement/ensure highei price to growers. 
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(vii) 	 Providing inputs to the (proposed) Agricultural
 
Price Commission
 

Government of Bangladesh has decided to set up an
 
Agricultural Price Commission in the lines of similar
 
commission in India and Pakistan to recommend to the
 
government the stpport/procurement/incentive price of
 
different crops keeping in view the overall national
 
interest promoting a balanced growth of different crops and
 
maximizing return from scarce resources replacing the
 
existing system of fixation of the price of different crops
 
by different agencies protecting their sectoral interest.
 
AMD can provide valuiable inputs to the Commission for
 
formulating the price policies for different crops which
 
will 	 include: 

(1) 	Market price of different crops at different levels-
farmer, wholesale and retail;
 

(2) 	 Periodicity of sale by growers, particularly by small
 
growers;
 

(3) Storage and stock situation in important markets; 

(4) Cost of production and demand of major crops: 

(5) Marketing cost and margin of traders and the scope 
their reduction; 

for 

(6) 	Seasonal and regional variation of prices;
 

(7) 	 Defects and inefficiencies of the present marketing
 
system and the measures needed for improvement of the
 
situation; 

(8) 	Review of the operation of the price support measures-
problems experienced by farmers and traders in selling
 
their crops to the price support agencies;
 

(9) 	 Non-price measures needed for effective implementation
 
of price policies.
 

(viii) Advising on transportation, particularly of
 

perishable products
 

AND may particularly help in the following directions:
 

(1) 	On the basis of snticipated production, marketed
 
quantity and last year's movement figures it may submit
 
advance movement programs to the Railway Board showing
 
the number of railway wagons to be placed in different
 
railway stations with timing of placement for movement
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of the crops, particularly fruits and vegetables from
 
important producing areas to different consuming
 

centres;
 

(2) 	 Drawing up timetables of different trains and service
 
launches to facilitate movement;
 

(3) 	 Advising relevant agencies viz BIWTC/BIWTA/R&HD/Railway
 
Board in the clearance of trucks/consignments of fruits
 
and vegetables at the ferries on priority basis;
 

(4) Assisting the traders in tracing wagons lost in transit 
and settlement of claims for loss/damage/pilferage in 
transit. 

in order to perform effective role in facilitating
 
transportation the local officials of the AMD should be a
 
memebr of the Advisory Committees set up by the
 
transportation agencies at different levels.
 

(ix) 	Organizing movement of fruits and vegetable in case of
 
emergency
 

Mention has been made tinder marketing problems that in
 
some areas in peak harvesting season the price of bulky
 
vegetables of low value like cabbage, radish and brinjal may
 
drop so low that those may be left in the market by the 
growers. in such cases AMD may organize movement of these 
crops to the important consuming centres on emergency basis. 

AMD may make arrangement with the arathdars of 
Dhaka/Khulna/Chittagong for supervised sale of the fruits 
and vegetables to the local retailers. Similar program was 
organized and implemented by AMD in seventies when water 
melon and cabbage grown in Rajshahi ADE of BADC were brought
 
to Dhaka in BADC trucks and sold to local retailers and
 
consumers.
 

(x) 	 Advising government on import, distribution, storage
 
and processing pol'cies/programs
 

Expansion of local production, particularly import
 
substitute crops must be backed by:
 

(1) 	 reduction of import to the extent of increase in local
 
production and avoiding import at the time of
 
harvesting of l.ocal crops;
 

(2) 	 imposition of import duty and taxes to maintain the
 
price of local. crops at the desired level (without
 
causing undue hardship to consumers);
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(3) 	 providing incentives/instituting mandatory measures for 
promoting use of local crops in preference to imported 
stuff; 

(4) 	 for.ui ating PFDS policies in such a manner that the 
prices of local. crops are not depressed; 

(5) 	 providi in reqiiired assistance for' setting up storage 
and pror'essing facilit.ies to take care of increased 
local prod rt, ion. 

AMI) irmist provide nc-essary advice on the above aspects
 
to promote local production by ensuir ing marketing of" the
 
local crops at the desired price level.
 

(xi) 	Advising on provision of marketing loan by banks 
promoting storage-cum-credit facilities to small
 
growers
 

AMD) may assist the farmers, t raders and processors in 
obtaining market.in loan from banks in respect of selected 
crops. ADM may particitlary promote storage-cum-credit 
facilities to small growers as provided under BASWAP. 

(xii) Advising on development of export
 

AMD is already involved in the work as the convenor of 
the Sectoral Task Force on export of minor crops. AMD may 
maintain const.ant. contact with the exporters and hold 
regular meetings with the exporters' associations to
 

(1) 	 review progr'ess of actual export against export targets 
fixed by EPS; 

(2) 	 identify problems experienced by the expotters in 
achieving t:,he export targets; 

(3) 	 suggest measures for removal, of the problems to achieve 
the export targets. 

AMD may particularly advise on
 

(1) 	 fixation/revision of export targets; 

(2) 	 see ct.ion of producing areas of export crops 
considering agro-ecological conditions and 
transportat ion linkage with the ports; 

(3) 	 providing special facilities in these areas including 
concessional rate of interest. to growers/exporters,
 
particularly to promote contract production;
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(4) 	 introducing improved packaging to reduce loss/damage in
 
transit/promote demand in export markets.
 

(xiii) Development and proper management of hats and
 

bazars:
 

(a) 	Situation in India
 

In India great importance is assigned to regulated
 
markets in the improvement of agricultural marketing system

by providing market infrastructures, regulation of market
 
charges and practies and introduction of improved market
 
services primarily to assist the grower-sellers in obtaining
 
a fair price for their crops transacted in these markets.
 
Main features of regulated markets as provided under
 
different state Acts are: 

(1) 	establishment of market committees with due 
representat ion of farmers, traders, local authorities, 
public representatives and government; 

(2) 	 licensing of market functiqnaries by the market
 
committees;
 

(3) 	provision of adequate market facilities and amenities
 
for healthy marketing in the market yard, sale by open 
auction and negotiation; use of standard weights and 
measures, provision of common facilities like rest
house for farmers, sheds for carts and bullocks, 
grading statinn, warehouse facility etc.; 

(4) 	 levy of fixed market charges on account of commission,
 
brokerage etc, prohibition of realization of
 
unauthorized charges and deduction and regulation of 
market charges and practices by close supervision and 
control by the Market Committee; 

(5) 	 maintenance of reliable statistics of market arrivals,
 
prices, and dissemination of market information;
 

(6) 	 settlement of disputes between buyers and sellers, 
prompt payment of the price to sellers etc. 

Market Committees a:e set up in respect of each 
regulated market which are responsible for development and 
management of the markets. All incomes from the markets on 
account of levies and fees are collected, controlled and
 
utilized by the market committees. Studies made on the
 
impact of regulat.ed markets showed that market charges have
 
been considerahly rpduced after regulation which contributed 
to increasing return to farmers and expanding production. 
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2 The Planning Commission of India stressed the need for 
establishing regulated markets in successive Five Year Plans 
to promote order]y marketing of agricultural produces. By
1983, the number of regulated markets in India was 5,459
 
covering almost all wholesale assembly markets (97%) and
 
some minor markets. Tn addition there are 22,000 "hats" or

"shandies" catering to the needs of 
the majority of farmers
 
particularly small farmers for disposal of their outputs as
 
well as purchase of inputs. Sixth Plan of India (1980-85)
 
expressed dissatisfaction for uneven enforcement of market
 
regulations "where the department or wing for Agricultural 
Marketing or the State Agricultural Marketing Board was not 
equipped with necessary machinery for acquisition of land, 
planning and supervising the development of markets and for 
enforcing the market regulations"*. The Sixth Plan 
accordingly stressed for (a) further expansion of regulated
 
market system, (b) strengthening and streamlining the 
arrangements for enforcement/inspection and (c) development 
of rural markets and shandies and establishment of rural 
markets in areas whore such facility is not available within 
a reasonable distance.
 

A pamphlet on "Regulated Market - what it is and why"
in Bengali issued by the West Bengal State Marketing Board 
is shown in Appendix IV. The pamphlet reveals the
 
government decision to bring all wholesale markets of farm
 
products under regulation in near future. 

(b) Planning for Bangladesh
 

Unlike Ina where markets are owned by private 
parties, in Bangladesh all markets (except few dedicated to
 
religious purpose) are owned by government in the Land 
Ministry and managed by the Upazila/Municipal Authority 
through ljaradars (annual leaseholders). Ijaradars are 
required to realize market toll from the sellers at the 
prescribed rates and hang up such rates in the market for
 
information of the public. Upazila/Municipal Authority is
 
expected to maintain and develop the markets with the help 
of 25% of the bid money of the market which may be 
considered inadequte for the purpose. Actual situation
 
reveals that there is no prescribed rates of market toll for 
the markets and Ijaradars realize market tolls arbitrarily.
 
There is no machinery for maintenance of markets not to
 
speak of their development. Twenty-five percent of bid
 
money intended for maintenance and development of markets is
 
not kept separate for the purposes but merges with the 
general revenue of the Upazila and used for other purposes. 

*ixth Five Years Plan, 1980-85, Government of India,
 
Planning Commi-sion.
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Mention has been made earlier about the unsatisfactory
 
conditions of the rural markets. Local people may initiate
 
development/expansion of markets which may run into
 
litigation/create law and order situation.
 

Regulation of market charges and practices and
 
introduction of improved marketing methods envisioned under
 
the Bangladesh Agricultural Produce Markets Regulation Act
 
in the lines of the regulated markets of India have remained
 
inoperative, except licensing of market functionaries, for
 
inadequate staff of the AMD which is responsible for 
enforcement of the Act. Traders are found reluctant to take 
out licence under the Act, in the absence of strict 
enforcement of the Act. 

Proper development and management of rural markets 
shou.ld be the building blocks for improvement of marketing 
condit ions and promoting agricultural growth. Present 
institutional arrangements for the purpose are inadequate, 
if not chaotic. tinder the present. government order 
development and management. of markets have been assigned to 
Upazi la/Mun i ci pal i ty/Corporation which are under the 
Ministry of' I,ocn Government & Rural. Development; the 
incomes from the mnrkets (95%) have also been placed with 
them 	 to augment their resources, though the Ministry of Land 
remains the owner of the markets. Regulation of market 
charges and improvement of market practices have been 
assigned to the AND under the MOA. Licensing of market 
functionaries by the AMD is resented by traders as they are 
also 	 requi red to take out trade licence from the local 
authorities. Two facts emerge prominently from the present 
situation:
 

(1) 	 there must be active cooperation/involvement of the 
Upazila/Municipali ty in the development, management and
 
regulatory functions;
 

(2) 	 there must be a whole-time official available in the
 
market to formulate and implement the programs under
 
the overall guidance of the local authority in whose
 
jurisdiction the regulated market is located.
 

The model of the autonomous market committees working 
in India and Pakistan would be unsuitable/unacceptable in 
Bangladesh; the experience of the market committees which 
worked in sevent ies was extremely disappointing. The Market 
Advisory Committee set up at district level under the BAPMR 
Act for market. regulation work with the Deputy Commissioner 
as the Chairman and the local official of the Agricultural 
Marketing Department as the Secretary may provide the 
institutional base for market development and regulatory 
work. To start with, the program may be implemented in two 
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markets in each district. - the district Headquarters market 
and one important assembly market of the district where the 
local official of the AMD may work on whole time basis on 
the market days. It may be necessary to include the 
representative of the Upazila/Municipality in the Advisory 
Committee for their active cooperation. Future policies for
 
extensio,, of the program to other markets may be formulated
 
in the light of the experience gained in course of the first 
phase.
 

The Secretary of the Committee shall be responsible for 
the following work: 

(1) 	 informing the farmers/traders about the prescriberd 
rates of market tolls for different crops and ensuring 
their compliance by the Ijaradars; 

(2) 	 ensuring proper upkeep and sanitary facilities in the 
markets;
 

(3) 	 advising relevant authorities regarding expansion and 
development of markets keeping in view the existing and 
future demand and supply situation; 

(4) 	 enforcing market charges and practices approved byas 

government under the BAPMR Act;
 

(5) 	 prohibiting realization of excess weight and 
unauthorized deduction from sale proceeds of 
growers/bepar i s; 

(6) 	 introducing and enforcing metric system of weights and 
measures and eliminating manipulation of scales/
 
weighment; 

(7) 	collection and dissemination of market information on
 
price, arrivals, movement, stock; 

(8) 	 settlement of disputes between buyers and sellers 
regarding quality, price, payment etc. 

(9) 	 introduction of improved marketing methods like 
grading, auction sale, improved packing and handling
 
etc.
 

le shall work under the overall supervision of the 
Market Advisory Committee. 
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B. Recommended Set up an6 Development Projects of AMD
 

Present staffing pattern of the AMD
 

The permanent set up of the Department is headed by the
 
Director of Agricultural Marketing with supporting personnel

at the Headquarters, supervisory personnel at Divisional
 
office and field staff at district level. There are 3
 
divisions in the Headquarters viz (1) Research and
 
Development (2) Market Information and Statistics and (3)

Market Reguilation, Extension, and Coordination Training
 
(plus Administration) handled by Chief (Research and
 
Development) and Deputy Directors respectively assisted by

Deputy Chief, Assistant Chiefs, Assistant Directors and
 
Research Officers; divisional office is tunder a Deputy

Director without any technical staff; field level staff 
consist of one Marketing Officer for larger district and one 
Market Investigator for smaller districts. 
 There is no
 
staff below district level. There are also Hide Flaying and 
Curing Demonstration Parties, Egg Grading Parti-.s 
and Sheep

Shearing Demonstration Parties mentioned earlier.
 

There are also some personnel/staff under the scheme
 
for Support Services for the marketing of oilseeds, potato
 
and pulses under CDP (Crop Diversification Program) as
 
mentioned earlier. Present staffing pattern of 
the AMD at
 
different levels with staff strength--sanctioned and in
 
position is shown in Appendix-V Total sanctioned staff
 
excluding development staff is 472 as against 417 in
 
position as on 1.7.1989.
 

(i) Reorganization of the Research and Development Division
 

This Division has 5 Sections now viz (1) Food Crops (2)

Oilseeds and Spices, (3) Cash Crops (4) Fruits and
 
Vegetables and (5) Livestock and Livestock Products. 
With
 
the creation of the staff under CDP the work relating to
 
these crops (oilseeds, potato and pulses) may be transferred
 
to this Section and two new Sections may be constituted,

with rearrangement of existing personnel under the R &D
 
Division, viz (1) Post-Harvest Technology Cell and (2)

Export Development Cell. These cells should take up the
 
functions relating to Post-flarvest Technology and Export-

Development as recommended under A(iv) and A (xii)
 
respectively of this part.
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(ii) 	Research and Development Division to be headed by a
 
professional economist of the rank of Additional
 
Director
 

End products of the Research Division will constitute
 
the basis for formulating rational policies, projects and
 
programs for development/improvement of the marketing system
 
to accelerate sustained growth in the agriculture sector.
 
In fact, th- performance of the AMD will depend on the
 
quantum and quialit y of the output of the Research Division. 
Considering the importance of the work the Research Division
 
should be headed by a senior professional economist trained
 
in econometric stuidies with an attractive pay scale. It is
 
accordingly recomwc-.ed that a post of Additional Director
 
of Agricultural Marketing with a pay scale of Tk. 4,750-Tk.
 
5,500 be created for the purpose. lie will be responsible
 
for organising, guiding and supervision of he Research work
 
of the Department and trFi:ning of the research personnel

both 	 in HQs and in the field and accountable for producing 
the desired/targeted output of the Research Division. He 
will 	also be responsible for preparation of development 
projects and programs based on research findings.
 

(iii) Training for upgrading quality of research personnel
 

There is urgent need for upgrading the quality of the
 
personnel under the Research and Market Information
 
Divisions. They need specialized training on (1) marketing
 
research methods and techniques and market structure
 
including econometric studies and market integration
 
studies; (2) price analysis and forecasting; (3) supply and
 
demand analysis and forecasting.
 

In the past some training of the AMD personnel was
 
arranged for a short period in 1985 with the help of an
 
Expatriate Adviser under FAO funded TA Project No. 4401. It
 
was not possible to follow up the training as the savings
 
under the project was diverted to other project by the local
 
FAO Office. It is possible to impart more intensive
 
training at a much lower cost by local institutes. ISRT
 
(Institute of Statistical Research and Training) of the
 
Dhaka University which is staffed by professionals may
 
organize the training. Necessary fund may possibly be
 
arranged out of allocations to BARC for training purpose.
 
AMD must also be provided with computer facilities for
 
training as well as analytical work of the Department in
 
respect of marketing research analysis and forecasting of
 
supplies, denmand and price.
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(iv) Upgrading of district level staff 
(Marketing Officer
 
Tk. 90 0-2,075/Market Investigator Tk. 750-1550)
 

The pay scale and hence the quality of the present

district, level staff of the Department- is quite low. The
 
existing personnel may he good enough for routine work 
 like 
collection and dissemination of market information, market 
regulation, organizing movement of the produces, collection 
of information on marketing research tinder- the guidance of 
supervisory personnel etc. But they lack competence to 
operate effectively as district level personnel in charge of 
Agricu1tlural Economics and Marketing as expected of them. 
For proper discharge of their functions the incumbents to 
the post must. have aster's Degree in Agricultural Economics 
or Economics or Commerce with Marketing or Statistics with 
Economics with pre ference to Agri cul. tural Economics. In the 
PPP (Preliminary Project. Proforma) for, the Fourth Plan 
prepared by t he AMT) it has been proposed to post an 
Assistant l)iroctor in-charge of district. The required
qualification for the direct recruit to the post of Asstt. 
Director is Mast 's Degree on the above subjects. Apart
from competence, 1,ie st.atus of the personnel will be 
equivalent, to the district level. officers of other
 
Departments which wIill help coordination and hence
 
facilitate/improve performance. start Asstt.
To with, 

Director with the above qualification may be posted with
 
jurisdiction over former- districts (before setting up

upazilas). Their functions are shown in Appendix-VI. 

(v) Creation of staff at Urpazila level
 

On-going Marginal and Small Farmers Systems Crop

Intensification Project under 
 DAE funded mainly by IFAD & 
GTZ provides for the appointment of 9 Upazila Marketing
Offices (UMO) in the scale of Tk. 850-1700 in Kurigram
district. It. has b-aen hoped in the project docurment that
 
such posts will. I-e absorbed in the AND at the end of the
 
project.
 

In the PPP for the Fourth Plan prepared by the AMD it 
has been proposed to post one Marketing Officer at Upazila
level. Their functions as spelt out in the PPP is shown in 
Appendix VII. Montion been in the Report thehas made about 
need for a fiill-lime employee in the market for proper
development and management of rural market and introduction 
of improved market practices to ensure fair price/deals to
 
the growers-sellers.
 

Evaluation of th performance of the UMO under IFAD 
project will provide an objective insight into thei.r role in 
improving the agricultural marketing conditions ani 
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assisting the growers in obtaining a fair price for their
 
crops, and bring into focus their limitations and ways and
 
means for improving their performance.
 

Such evaluation will establish the need and time 
frame
 
for posting UMO. It may be possible for the MO/MI to cover
 
upto 	3 regulated markets under his jurisdiction. Hence till
 
such 	time as the number of regulated markets in a Upazila

exceeds 3 it may not be necessary to post UMO. In case the
 
number of regulated markets in the district exceeds 3 the
 
number of M.I. may be increased with posting at "Circle"
 
level covering more than one Upazila.
 

Finally, with the increase in the number of regulated
 
markets in each Upazila it would be necessary to shift the
 
focal point to Upazila. The following consequential changes
 
may be necessary for effective implementation of the
 
program:
 

(1) 	 Post UMO in each Upazila.
 

(2) 	Amend the BAPMR Act'64 to (a) set up Market Advisory
 
Committees at Upazila level in place of the district
 
level committees and (b) empower Upazila/Municipality
 
to isstie licences to the market functionaries and
 
receive the licence fees. 
 This will eliminate the
 
scope for multiple licensing which is resented by
 
traders. These amendments will also be instrumental in
 
enlisting the support of the local authorities in
 
effective implementation of the program.
 

(3) 	 As the UMOs will be primarily engaged in the
 
maintenance and development of markets their pay and
 
emoluments and office expenses may be met out of the
 
25% of the bid money of the markets received by the
 
Upazila/Municipal Authority.
 

(vi) 	Retention/abolition of Demonstration Parties
 

Egg Grading and Sheep Shearing Demonstration Parties
 
are hardly performing any useful work and hence these
 
parties may be phased out.
 

The tanneries assign great importance to the activities
 
of the Hide Flaying and Curing Demonstration Parties in
 
removing flaying and curing defects in the local hides and
 
skins which are important export items. BSCIC funded
 
intensification of the activities of these parties in 1985
 
in cooperation with the tanneries to train the flayers
 
working in the municipal slaughter houses and introduce
 
grading of hides and skins paying due premium for better
 
quality. This year govt. has decided to promote export of
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finished leather and discourage export of wet blue. This
 
will intensify the need for ensuring quality of the local
 
hides and 	skins to produce improved quality of leather.
 
These parties may, therefore, be retained/expanded in
 
consultation with the tannery/leather industry and Export
 
Promotion 	Bureau/BSCIC.
 

(vii) Movement program of perishables
 

The PPP for the Fourth Plan prepared by AMD for
 
improvement of Agricultural Marketing System provides for
 
procurement of trucks and mechanized boats for carrying
 
fruits and vegetables from glut areas to the consuming
 
markets as an intervention program. The need for movement
 
program for the mango of Rajshahi district, banana of
 
Jessore district, vegetables of Kushtia district as well of
 
bulky vegetables of small value in peak harvesting season in
 
case of emergency has been highlighted in the Report
 
Movement programs of consignments may be organised when
 
necessary 	in hired trucks/boats of BRTC/BWTC/private parties
 
as maintenance and management of departmental trucks/boats
 
will present serious problems apart from higher cost and
 
possibilities for their underutilization. These programs
 
will provide to AMD practical insight into real problems of
 
marketing 	and may constitute an integral part of the
 
research program of AMD. The possibility of funding such
 
progran by creating a revolving fund out of some assistance
 
by donor countries may be exploited by BARC.
 

(viii) Market construction program
 

Studies have been made on the need for development of
 
rural market of Bangladesh by the FAO & IFAD which have also
 
identified the facilities to be provided in these markets*. 3
 
Crop Intensification Project in Kurigram implemented by DAE
 
provides for construction of 9 markets in 9 upazilas funded
 
by IFAD/GTZ. Some rural markets have also been developed by
 
BRDB under RD1 Project in Serajganj district which is funded
 
by Asian Development Bank. While over all general lay out
 
for these markets will be similar but the actual
 
requirements for individual markets will differ with the
 
needs of the markets and the market-users, and their
 
willingness to pay for improved facilities. And in this
 
respect AMD may provide objective guidance for development
 

(1) 	FAO: Report on Bangladesh-Rural Roads and Markets
 
Project Preparation Mission, 1985 (confidential)
 

(2) 	IFAD: Marginal and Small Farm Systems Crop
 
Intensification Project--Appraisal Report, 1987
 
(Confidential)
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of market facilities based on expected supply and demand of
 
the produces to be handled in the markets and the felt needs
 
of the market-users thereby avoiding costly investment and
 
construction of unused fncilities like the godowns of LGEB.
 
This will be a continuous function and can be performed by

the full-time official of AMD working at market level 
as
 
recommended in the Report.
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Appendix I
 

MARKETING SYSTEM OF MAJOR CROPS
 

A. Rice and Wheat
 

In Bangladesh marketing of rice and wheat is divided into
 
two sub-sectors-public and private. The public sector handles
 
the quantity procured locally under the price support programme
 
and the imports made under food aid and commercial purchase to
 
meet the food gap. The government generally has a monopoly of
 
food imports, except in 1984-85 and 1987-88 when import of rice
 
by the private sector was allowed as a special case. The
 
government also allowed import of wheat by the wheat and flour
 
mills in 1988 which did not materialize due to
 
restrictions/conditions imposed by government.
 

All the quantities of paddy/rice and wheat sold by the
 
farmers front their homes/in the markets are handled by the
 
private sector. Most of the quantity of paddy/rice and wheat
 
procured by g "ernment under the price support programme is also
 
supplied by the traders. All rice mills are in the private
 
sector. Government paddy procured locally is also milled by
 
private mills on 
 custom basis. All wheat mills and all flour
 
mills, except one, are in the private sector. The private sector
 
is also used as 
the retail outlet of the Public Food Distribution
 
System (PFDS).
 

Table 1.1 shows the share of the public and private sector
 
in the marketing of rice and wheat during three years 1984-85 to
 
1986-87. The marketed quantity of local rice and the wheat was
 
assumed as 38.7% in the case of rice and 62.9 percent in the 
case
 
of wheat, as per estimates of the World Bank. The table reveals
 
that local procurement by the PFDS was only 1.1 percent of total
 
production and 2.8 percent of marketed quantity in the case of
 
rice; in the case of wheat, the share was 11 percent and 17.5
 
percent respectively. The share of the PFDS in the market demand
 
was, however, much higher, at seven percent in the case of rice
 
and 72 percent in the case of wheat; correspondingly, the share
 
of the private sector in market demand was 93 percent and 28
 
percent respectively. The above facts clearly show the
 
preponderant role of the public sector in wheat marketing, and of
 
the private sector in rice marketing.
 

Rice is produced by innumerable growers all over the
 
country, in small, sub-divided and fragmented holdings. Almost
 
all growers with an area of 0.5 acre and more grow one or two
 
rice crops. The average production per holding would be two tons
 
of rice or three tons of paddy. The growers generally sell the
 
marketable surplus after retaining the quantity required for
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Table 1.1 
 Share of Private and Public Sectors in the Marketing of Rice and
 
Wheat
 

(000 metric tons)
 

RICE WHEAT 

84-85 85-86 86-87 
3-year 
average 84-85 85-86 86--87 

3-year 
average 

I. Supply 

(1) Local 14,622 15,038 15,365 15,008 1,464 1,042 1,091 1,199 
Production 

(2) Marketed 5,659 5,820 5,946 5,808 921 655 686 754 
quantity 
(i) Privte 5,525 5,601 5,809 5,645 706 525 635 622 
(ii) PFDS 134 219 137 163 215 130 51 132 

(3) Imports 690 37 261 329 1,899 1,164 1,506 1,523 

I. Market demand 
(i) Private 

5,932 
5,552 

5,974 
5,601 

6,304 
5,809 

6,070 
5,645 

2,879 
706 

1,692 
525 

2,330 
704 

2,300 
645 

(ii) PFDS 407 373 495 425 2,173 1,167 1,626 1,655 

III.Share of local
 
procurement by
 
PFDS (%)
 

(i) 	In total 0.9 1.5 0.9 
 1.1 14.7 12.5 4.7 11.0
 
production
 

(ii) In 
 2.4 3.8 2.3 2.8 23.3 19.8 7.4 17.5
 
marketed
 
quantity
 

IV. 	Share in market
 
demand (in %)
 

(i) Private 93.1 93.8 92.1 93.0 
 24.5 31.0 30.2 28.0
 
(ii) PFDS 6.9 6.2 
 7.9 7.0 75.5 69.0 69.8 72.0
 

V. 	Share of 11.6 0.6 4.1 5.4 66.0 68.8 64.4 66.2
 
import in%
 
of market
 
demand
 

Note: Marketed quantity has been assumed as 
38.7% in case of rice and 62.9% in
 
case of wheat as per World Bank estimates: WB Report No. 7105-1D, March 1988,
 
Vol. 1, Page 48.
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consumption till the next harvest and seed purpose. But small
 
and deficit growers also sell a portion of the crops to meet
 
their immediate cash needs, even though they have to buy back
 
some rice later in the season at a higher price.
 

The dom itnnt. market irig channel of paddy/rice in the private
sector consists of: gr'owers-assembly beparis (of paddy)-millers
distributing beparis (of rice) - Arathdars (commission agents)/

cum-wholesanler'.-retnilors-consumers. 
 The growers sell their
 
paddy t.o "kut ia ." , "Far'ias", "beparis" , rur'al rice mills or
 
government. pro ii romont cnt r'os. 
 They sell mostly in the nearest 
rur i priilar'y or' a . somlb 1y mar' ,ots. O()e s tLdy revecaled l.hat about 
15 percent of tlie crop was sold from the frmns nd abou t 85
 
percent 
 in the mnrI:t .s; less than one percent was sold to
 
government p'r rr omrit 'int ros. * I 
 The study showed lhat. growers

generaly shop around and a re not. const rained to sel l to a 
par'ticilar traider, reflc-ting a low incidence of Lied gales. The 
growers, on nn riv-rge , cor acted four to five di fferent buyers

be foro making a sale. 
 There is no systemn of gradiltI ng ; gr'ower's
 
howevr, soil inI lot of differenL variet ies. The buyers offer
 
lhe price on ti h s i of x riety arind qual. ity 
 vis, niois ntilre
 

content., forei ignmt ter, r'hnFf, s yhrivel.led/damnged grains,

milling qual ity, t . , which are assessed visually and by
 
physical exnminiol ion
 

li s" 
different names in diffor'ent. areas, buy from growers, parboil and 
mill the paddy 

"K ut al (proPf.ss ional hmn'kers), who may be known by 

and wrll the resul tant rice to the local consumers 
as well as to up-count ry bpari s. 

Assembl._LV.radrs, locally known as "Farrias" nind "Bleparis" 
are itinerant trnrsor. ,pernt irig in the rural primary and assembly 
markets. They buy from fnrmors' homes or rural markets arid sell 
t.o mi 1 1er's/up-rount ry bopari s aind also to government procurement 
rent res. 

Rice __ills: They mny lieh small hu .llers operating as cus ton 
mills or big ri'ce mills pr'ovi i parboiling , drying, miln ling arid 
storage faciii t i ,s. They uisuall 1y buy paddy at the mill premises 
or from assembly rnlprt.sV thr'ouigh their employees/agents and 
operat~e as rir'e wholesa le rs. They sell the rice from the mills 
to the di str'i but in g l pnri.s or to l.ocal/di stant arat.hdars/ 
wholesalers. They al so parboil aiid mill the paddy of government,
 
rind private Irndor's for a fixed charge.
 

A BRRI: A Benchmark study of Rice Marketing in Bangladesh, 1985 
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assembling, distributing and consuming markets. They have their
 
own premises in the market and act as agents of both buyers and
 
sellers and provide temporary storage for the produce. They sell
 
the produce to local retailers and to wholesalers of distant
 
markets, receiving a commission for their services to the buyers

and sellers. Sometimes, they also operate as wholesalers, buying
 
rice from mills and selling to retailers/distributing traders.
 
Some of them also own rice mills and sell their own rice in their
 
premises. They wield considerable market power and leverage
 
because of their strong financial position obtained through
 
advances to beparis and credit sales to retailers.
 

Retailers: Retailers are the last link in the marketing
 
channel. They are small traders having business premises in the
 
retail markets. They sell rice in small quantity varying from
 
one kg to one bag (83.98 kg)- to consumers. They buy rice from
 
the commission agent.s-cum-wliolesalers/whiolesalers either for cash
 
or on credit, and usually keep stocks for a week or so in their
 
shops. Some may occasionally procure rice from milling
 
centers/distributing mr.rkets.
 

The Food D)epartment (FD) purchases paddy/rice/wheat of Fair
 
Average Quality (FAQ) in the 800 permanent and temporary
 
procurement centers set up all over the country. The procurement
staff buy from any party though as a policy they are to prefer 
genuine growers. In the past, procurement through agents -

Appointed Government Dealers (AGDs) generated collusion between
 
the procurement staff and AGDs resulting in lower prices to 
growers as a result of which the system was abandoned. Paddy is 
milled in the private rice mills before distribution.
 
Foodgrains are stored in the LSDs and CSDs and distributed
 
through different channels to different clients.
 

Distributlion of PFDS foodgrains to the consumers is effected
 
not through the Food Department retail establishments but through

appointed ration shops/retail outlets which are owned, financed
 
and operated by the private sector. They sell the rationed
 
articles to the au,thorized consumers at the price fixed by the
 
government and receive a margin at the prescribed rate.
 

PFDS may be subdivided into two major groups: Monetized
 
channels, which include SR, MR, EP, OP, LE, FM, MO and OHS; and
 
non-monetized or relief channels, which include FFW, CD, VGF, GR
 
and TR.
 

The SR, MR and OP issue price is seven percent higher than
 
the procurement price (PP), while the issue price for IE and FM
 
is 15 percent higher than the PP. HO and OHS are undertaken to
 
contain sudden abnormal increases of price; the OHS issue price
 
is 15 percent higher than PP in MR areas and 20 percent higher in
 
SR areas. The PP issue price is highly subsidized-only 20
 
percent to 25 percent of PP. Distribution through these channels
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SR areas. The RP i.qsuiprice is highly subsidized-only 20 
percent to 25 peerl, of PP. 1)istribution through Lhere channels 
is handled by the Ministry of Food. The share of OMS, which aims 
at price stabi Ii zat ion, vari ns with the market. price. 

The FFW, (,T, VOF and T' which are undert aken as welfare 
measures and directed townrds poor people, are handled by the 
Relief Ministry. The har, of Lhese channels drir ng the ast 
three years was a)oiit. .18 perr'ent, of the total quan, it y. 

The much-mn1 iqnot urhan bias of the PFI)S has been roduced 
over ti me . Acorrd i ng to t.he rirector-Genoral, Food, the overall 
,hare of the ruirnl people in the PFDS in 1985-86 was 65 percent 
of which 53 per'cert, was in rice and 69 percent in wheat..*2 

The mar'ket ina channels of rice are shown in hart. I. 
Marxetinc Channels of Paddy/Rice in Banaladesh_ 

P A C V Y G R 0 W £ R S 

Small ca Traders [ 

" [ Rural Market	. 
'44 

I 	 -I 4 

d Dept. Procurement Centre Professional Huskers; Paddy Assembly Traders
 

l Kit MillFZ'I 	 c Hullers] Rice Mills 

Home/Machine Milled i,O "jj- " IRiceMJll3rIcAssemblyr MarketIii_I 

Commission Agent
 

Puce Distributinc Tradgr

, Urban Rice Wholeale__E 
,Cosussion Aaent/Rice Wholesaler.
 

4------
_ _ _ood Marke/Grocers illae Markets 

'I " ) Urban Retailers
 

Food Dept. local Storaae Depot

U I ' I Village Market
 

\",/ Fraders/Retailers

Ra tion Shops 

I U M ES C 0' UN 

Chowdhury F. A. Food Supply Management-in Proceedings of the 
Seminar on "Food Security and Food Situation Monitoring;
 
Food Policy Monitoring Unit, MOF and FAO, Dhaka, January,
 
1987.
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B. Jute
 
According to a study made in 1977* about 60 percent of
 

farmers grew 
;ute on an average area of 0.5 acre, with an average
 
production of 0.35 ton of jute per household. Another study
 
showed that growers sold over 60% of their crop from their homes
 
and the rest in the nearest rural markets.** Growers sell their
 
jute in an ungraded condition, except that "White" and "Tossa"
 
varieties are sold separately. The buyers offer the price after
 
careful inspection of the quality--moisture, color, extent of
 
cutting and fibre quality, i.e. knotty, strength, etc.
 

As with rice and wheat, the marketing of jute is also 
handled both in the private and public sectors. Immediately 
after independence, private dealers arid processors were not 
allowed to operate in the jute market. The Bangladesh Jute Mills 
Corporation (1,IM() had a monopoly in jute manufacture. The 
Bangladesh Jute Export. Corporation (BJMC) was the sole exporter. 
The Jute Marlcet.ing Corporation (JMC) and Jute Trading Corporation 
(JTC) were the main buiyers of raw jute. Subsequently, the market 
was liberalized; private treide was allowed to proctre and export 
raw jute in 1976 and some jtite mills were transferred to the 
private sector in 1983. Now, almost all raw jute exports and 
about half the export of 'jutegoods are conducted through the 
private sector. The Stat.utory Minimum Price of jute, fixed under 
the Jute Act from the 1960s, was suspended from 1980-1981.
 
3 

Various types of intermediaries are engaged in the marketing
 
of jute which inel ude "Farla", "Bepari'' "Kutcha baler" "Pucca 
balers", "Arathdars", jute mills arid shippers. The first link in
 
the marketing channels for jute is the jute dealer, viz; farias
 
and beparis, who are requi red to take out a licence from
 
government to carry on their business. They purchase raw jute
 
from growers from their homes/rural assembly markets as well as
 
from other small denlers who may riot possess any licence. They
 
sell their unassorted loose jute in the secondary markets to the
 
;*utcha baler/pucca balers/shippers/jute mills/Bangladesh Jute
 
Corporal.;on. The number of licensed jute dealers in 1979-80 was
 
abc-ut 51,000.
 

A kutcha baler owns/operates a kutcha baling press which
 
packs jute to a relat.ively high density - 5.88 to 15.5 cubic feet
 
- by means of power screw press under licence from 'he
 
Government. lie operates both as a functional middleman baling
 
other's jute (for a haling charge) and as a merchant middleman 
purchasing unassorted jute oni his own account from jute growers,
 
dealers and also from BJC/BJMC. He then makes a kutcha
 

* The World Bank Report No. 3309-BD Vol III, 1981. 

** Dhaka University, Social Economic Research Board: Marketing 

of Jute in East Pakistan, 1961. 
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assortment according to quali ty specifications for raw jute and
 
makes kutcha bales grade-wise in his baling press for convenience
 
of storage, movement, and sale to the pucca balers or Exporters or
 
their purchasing centres, either direct or through a Commission
 
Agent/Broker. ",ie number of licensed kutcha balers 
in 1979-80
 
was about 2,500.
 

Commission Agents/Arathdars and Brokers mostly operate iii
 
baling centers and terminal markets. Their main function is to
 
negotiate the sale/transaction of jute in kutcha baIcs between a
 
kutcha baler and piicca baler. Unlike the commission agents of
 
other farm prodir-t;s, a commission agent working in the jute trade 
at the terminal market does riot normally possess any godowns/ 
storage space. The numbers of licensed commission agents and
 
brokers in 1979-80 were 336 arid 411 respectively.
 

A pucca baler, who possesses a pucca baling press packs jute
by hydraulic press t.o onsity of 10.5 cft,. weighing 400 lbs. 
under licence from the government, lie also operates as a 
functional middloman iindertaking pucca baling of a shipper's jute 
according to export. grades, arid as a merchant middleman buying 
jtite on his own arcoi,,t, for sale to a shipper or for export. The 
number of Jicensed picca balers in 1979-80 was 181. 

A shipper purrhases jute in unassorted condition from jute 
growers arid denalers, from kutcha balers/pucca balers and the BJC 
in kutcha or pucca b,| s and exports raw jute after pucca baling 
wher- necessary. Th, nu.Iber of licensed raw jute 
exporters/shippers in 1979-80 was 244.
 

The private sector jute mills purchase their requirement of
 
raw 
jute mostly from the growers and jute dealers, and also from
 
Bangladesh Jute Corporation (BJC) formed by merging three
 
corporations viz. JutLe Marketing Corporation, Jute Trading
 
Corporation and Jute Export Corporation.
 

The BJMC buys t-ht requi rement of raw jute for its mills,
 
while the BJC is engaged in providing buyers support in th e
 
market to stabilize the market price of jute. The Statutory
 
Minimum Price (SMP) of jute fixed under the Jute Act was 
enforced 
upto 1979-80 but. ha.s remained suspended from the 1980-81 season. 
These corporations ptrctase jute at the prevailing market price, 
which is periodi cally approved by the government. They purchase
 
jute mostly from jute dealers through a network cf purchasing
 
centers (over 200) spread all over the jute producing areas. 
They operate mostly at. assembly/secondary leve] arid hence, may 
influence the price at the asqembly/secondary markets. The BJMC 
mills procure juite mostly from the mill premises and also in 
selected puirchas ing centers. The BJC operates as the purchasing 
agent of BJMC; it, also makes border purchases of 'ute as an ani
smugglinog measure arid exports raw jute.
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Jute marketing hasl a pyramidal structure, with large number
 
of traders at. the primary level but fewer traders (i.e. pucca
 
balers, millers and shippers) at the terminal level., leading to
 
imperfect market structure at this level.
 

The iute Farmers Associations (JFAs) were promoted by the
 
government under the 
Intensive Jute Cultivation Scheme (IJCS) for 
channeling the inputs as well as group marketing of the crop.
Marketing lonns were provided to the JFAs for group marketing. 
Repayment was somewhat; satisfactory in the early years, but quite
 
disappointing from 1982-83, with outstanding loans making up 78
 
percent of the amount of loans disbursed in 1983-84. 

Because of the iunsatisfact.ory repayment position, it was 
decided in 1983-84 t1hat. bank loans would be granted to the JFAs 
not against st'ock hypothecation as in the past, but against
equitable mort.gage of the personal properLies of the JFA office 
bearers, who wonl-d be des ignated by the JFAs to undertake the 
marketing operatLiorns. The participation of the JFAs in the 
marketing of jute is nominal.
 

The marketing channels of jute are shown in Chart 2 below: 

Chart 2 Marketing Chanaels of Jute in Bangladesh. 

i
 

4 hte t I) r*et. ; f*J t} I.,A.. , , 

I'
 

I.7. 

T-C FI F71 1 ;I F; J; 

c-1.01.91 03 

57
 

http:c-1.01.91


C. Sugarcane
 

Sugarcane is used mainly for the manufacture of centrifugal

refined sugar in the mills and for the production of gur (brown
 
sugar) as home activity/cottage industry. Our is consumed mostly

by the rural people and sugar by the urban people. Some quantity

(around 10 per-tent) is consumed directly by chewing or as drinks 
after crushing. The marketing channels of sugarcane are shown in 
Chart 3. 

There is keen competition between the sugar and gur industry

for the cane supply. The following table shows the production of 
sugarcane, the quantity of cane crushed in the mills and the 
refined sugar produced in the country during the last eight 
years;
 

Table 1.2: Production of Sugarcane and Refined Sugar 

Year 

Quant ity of 
produ t ion 

of sugarcane 

Quantity of 
cane crushed 
in the mills 

Quantity 
of sugar 
manufac-
tured. 

% change 
(col 4) from 
previous 
year 

1 2 3 4 5 
1980-81 6,559 1,827 145 -
1981-82 7,136 2,473 202 + 39 
t982-83 7,477 2,217 181 - 10 
1983-84 7,385 1,900 151 - 17 
1984-85 6,990 1,177 88 - 42 
1985-86 6,640 1,018 83 - 6 
1986-87 6,895 2,287 182 +119 
1987-88 - 2,160 177 - 3 

Source: BBS for production of sugarcane and BSFIC for
 
production of sugar. 
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The supply of cane to the mills varied widely in different
 
years; from 2.47 million tons in 1981-82 to 1.02 million tons in
 
1985-86, depending on the local production and the relative price
 
of sugarcane paid by the mills and received from gur production.
 

The production and marketing of gur is practically free from
 
government control. But there is government intervention in the
 
production, manufacture, marketing and pricing of sugarcane and
 
sugar handled by the sugar mills. The interventions have been
 
more pervasive as the sugar industry i- in the public sector
 
under the control of the Bangladesh Sugar and Food Industries
 
Corporation (BSFTC). Government interventions are effective in
 
the following spheres;
 

sugarcane areas are zoned to different sugar mills in
 
the mills zones; there is no such control in respect of
 
the sugarcane grown in non-mills zone ares;
 

the procurement price of sugarcane to be paid by the
 
sugar mills is fixed by the government every year;
 

all canes grown in the mill zones are to be delivered
 
to the sugar mills; the government may prohibit the
 
alternative use of cane in the mill zones or its
 
movement outside such zones so as to ensure cane supply
 
to the mills.
 

the disu,-ribution system and price of sugar are
 
controlled by the government at different stages;
 

the import of sugar is channeled through the public
 
sector and the distribution price is also
 
controlled/defermined by the government;
 

the manufacture and distribution of sugarcane crushers
 
for production of gur are also controlled by the
 
government through BSFIC.
 

The supply of cane to the sugar mills is regulated through

issue of "purjees" or "cane delivery permits" by the mills on a
 
daily basis. The growers have to run after the mill employers to
 
obtain the purjees for each delivery to the mills; they remain
 
entirely at the mercy of the mill employefvs. The crop remains in
 
the filed from November to February or upto March, since the
 
mills spread out the purchase throughout the operating season.
 

As is natural, growers severely resent government action to
 
prohibit the use of cane crushers in the mill zones to force then
 
to supply their cane to the sugar mills, leading to a serious law
 
and order situation. This year (1989-90) the government
 
prohibited the use of/seized cane crushers in mill zones and
 

60
 



prohibited movement. of gur from mills zones to ensure cane supply 

to the mills. 

D. Potato
 

Potato is the most- important vegetable in Bangladesh. Its
 
production has increased remarkably during 1960s, 1970s and early

1980s due to the introduction of IIYVs backed by a net-work of 
cold storage units all over the country. The availability of 
cold storage facilities has brought about a structural change in 
the marketing pat tern of the crop. 

Potato growers hrring their crop to the nearest rural market 
and sell to the bepar'is. Growers also sell their crop from the 
field or premises to visiting traders. Some potatoes grown
around the urbn centers is also sold direct to consumers through
the rural markets. Some big growers located within easy reach of 
the wholesale marIlots transport their crops to these 
wholesale/distribitiing markets aiid sell. them to the retailers or 
distributing traders t.hrou1gh arathdars (commission agents) 

Assembly trader's or beparis, who are it inerant. traders 
having no fixed buisi ness premises, col. lect potatoes from rural 
markets/farmers homes/fields, transport the same to the 
assembly/consumi ng c'entr'es and sell them to the distributing 
traders/reta ilers throuigh "aratLhdars". They also sell to 
coldstorage, or procuire potatoes from assembly markets and supply
the same to the cold storage owners on a commission basis. 

Coldstor'age owner's play the most important role in marketing 
potatoes. There has been a grndualt increase in the number of 
cold storages in the, coitry; by 1989 there were 170 cold 
storages with a total capacity of 382,560 tons. They store both 
table and seer] potatoes. The coldstorage owners operate on 
cutstom basis, storing tle potat.oes of farmers/traders for a fixed 
coldstorage charge per matlnd per bag for the full season (March-
November) as well as on their own account storing their own 
potatoes. They gerieraly obtain loans from banks for procurement
and storage of potatoes and provide loans/advance to the parties 
storing potatoes in their coldstorages. 

As a resu.lt of the emergence of coldstorages the marking 
season of potato has been extended by about 6 months; prior to 
the availability of coldstorage home-stored table potatoes were 
exhausted by July/August . But now potatoes released from the 
coldstorages are available upto mid December i.e. till the 
arrival of the new crop. 

The present. coldstorage capacity exceeds the overall 
requirement by 25 percrnt, though there may not be any
coldstorage in some districts/producing areas. Many coldstorage 
owners who borrowed from the T)FTs for setting up their 
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roldd. orng, lii il - hnv- 'n l1 t.o re pay their insrtalntrl of lonus 
rv- lack nf polnlto supply. As a resu l . sone "nwit.s of" the 

defaui. ters have brrn anrt ioned by tlhe lendin g bankers for 
reali zat ion of their lonit'. The present. coldst.or'age s, I.pi. f. i on 
rn] 1s for a po1 iy'" not I n er'nurage tlhe i isalal1t. ion of new uuni Ls 
excepL under s per'ial roti s.ider'at ion, 

The nare 1.i nq crnn els of po ltao are shown in Chnr . 1. 
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APPENDIX -II
 

Grower share, marketing cost and traders' margin in respect
 
of Aman (winter) paddy/rice between Dinajpur and Dhaka in 1982.
 

I. 	 Grower share 74.58%
 

II. 	 Direct cost:
 

a) 	 Transportation, packing 10.89%
 
and handling
 

b) 	 Institutional charges 3.44%
 
market toll, fees to
 
commission agents etc.
 

c) 	 Losses in transit, handling 0.72%
 
and temporary storage
 

d) 	 Milling cost 2.52%
 
(on custom basis)
 

Total: 	 17.57%
 

III. 	Margin of traders and
 
processors:
 

a) Assembly trader of paddy 0.34%
 

b) Rice miller-cum-wholesaler 1.80%
 

c) Distributing trader of rice 1.45%
 

d) Retailer or rice 4.25%
 

Total: 7.84%
 
Grand-Total: 99.99%
 

Source: 	 Agricuiltutral Marketing Department,
 
Government of Bangladesh.
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Appendix III 

List of Government Departments/agencies/parastatal engaged in advisory,
promotional, facilitating, regulatory, financing, storage, transportation and 
trading services/functions in reqpect of agricultural inputs and outputs in 
Bangladesh including forest, fisheries and livestock products. 

Name 	 Status 

1. 	 Director General of Government 

Food, under Ministry Departmen 

of Food 


The non-development budget. of the Food 
Investment (Fond), during 1987-88 showed 
total sanctioned manpower of 12,855. 

2. 	 Bangladesh Jute ParastAtal 
Corporation (BJC) 
under Ministry of 
Jute 

3. 	 Bangladesh Jiite Mills ParastatAl 
Corporation (RJMC) 
under Ministry of 
Jute 

Function 

(1) 	 Local procurement of paddy/ 
rice and wheat at the support 
price fixed by Government; 

(2) 	 import. of foodgrains to meet 
the food gap; 

(3) 	 maintaining security reserve 
of foodgrains to meet crisis 
situal,ion caused by draught/ 
flood; 

(4) 	 operating PFDS in respect of 
rice, wheat, sugar, salt. and 
and edible oils to maintain 
foodgrain price at. a reason
able level; 

(5) 	 regulation of foodgrain trade; 

(6) 	 operating one flour and a feed 
mill. 

Department (State Trading Capital 
out lay of Tk. 1,603 crores with a 

Procurement, st.orage, local 
sale and export of Jute. 

(1) 	 Operation of public sector jute 
mills; 

(2) 	 Procurement of raw jute and 
manufacture, sale and export of 
jute goods in respect of public 
sectors mills. 

4. 	 Bangladesh Sugar and Parastatal (1) Procurement of sugarcane and 
Food Industries Corporation manufacture, import. and 
(BSFIC) under Ministry of distribution of sugar at 
Industries the 	price fixed by Government; 
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(2) Procurement of unrefined 
soybean and manufacture and 
distribution of refined soybean 
oil. 

5. Cotton Development 
Board (CDB) tinder 
the Agriculture 
Ministry 

Government 
Department 

(1) Promotion of cotton production 
in the country; provision of 
extension services including 
training of farmers; 

(2) Production of foundation seed 
in seed farms for multiplication 
by farmers; 

(3) Purchase of seed cotton from 
selected farmers and 
distribution of 
seed; 

good quality 

(4) Manufacture of cotton lint from 
seed cotton procured from 
farmers and sale to local cotton 
mills. 

6. Bangladesh Textile Parastatal Import of cotton and local 
Mills Corporation 
(BTMC) under the 
Ministry of 
Industries 

procurement of seed 
cotton/lint at the support 
price fixed by Government 
and manufacture and 
distribution of textile 
products of the public sector 
mills. 

7. Consumer Supplies 
Company (COSCO) 
under the Ministry 
of Commerce 

A company but 
operates as a 
parastatal 

Local procurement, import and 
distribution of consumer goods 
including sugar, edible oils, 
pulses, spices, etc. 

8. Trading Corporation of 
Bangladesh (TCB) under 

Parastatal Import and export of different 
products including agricul-

Ministry of Commerce tural crops/productp. 

9. Tea Board under 
Ministry of Commerce 

Government 
Agency 

Promotion of production, 
research and export of tea. 

10. Directorate of Jute Government (1) Licensing and regulation of 
Department jute trade including jute 

goods manufactures; 

(2) Maintaining all data relating to 
marketing of jute. 
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11. Agriculture Market-
ting Department 
(AMD) under the 
Ministry of 
Agriculture 

Government 
Department 

(1) 

(2) 
P 

Collection and dissemination 
of market information; 

Licensing of traders and 
fixation of market charges; 

(3) Conducting suirvey and 
research on marketing of 
products; 

farm 

(4) Advising Governmert. on 
agricultural marketing. 

12. Department of Market. 
Intelligence tinder 
the Ministry of 
Commerce 

Government 
Department. 

Monitor supply position 
of essential items and advise 
Governfent for augmenting 
supplies to maintain the price 
of essential items at a 
reasonable level. 

13. Department of 
Agricultural 
Marketing and 
Grading ud1.-r 
Ministry of 
Commerce 

the 

Government 
Department 

Enforce grading of farm 
products for export purpose. 

14. Export Promotion 
Bureau under the 
Ministry of 
Commerce 

Government 
Department 

Advise Government on all 
matters connected with 
development of export of all 
products including crops and 
farm products. 

15. Bangladesh Standards 
and Testing Institute 

Auitonomous 
Agency 

(1) laying down national grades 
standards for all products; 

(2) Certification of quality of 
manufactured products; 

(3) Introduction of metric 
arid measres. 

weights 

16. Bangladesh--Swiss 
Agricultural Project 
under Agricultural 
Ministry 

Government 
Department 

Provision of warehousing 
facilities at village level -
particularly for small farmers. 
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17. 	 Bangladesh Rural 

Development Board 


(BRDB) under the 
Rural Development 
and Cooperatives 
Division (RDCD) of 
the Ministry of 
Local Government, 
Rural Development 
and Cooperative 

18. 	 Department of 
Coopera,.ives (DOC) 
RDCD 

19. 	 Milk Producers' 
Cooperative Union 
(Milk Vita) 

20. 	Bangladesh Fisheries 
Development Corporation 
(BFDC) - under the 
Ministry of Fisheries 
and Livestnck 

21. 	Bangladesh Forest 
Industries 
Development 
Corporation (BFIDC) 
under the Ministry 
of Forest 

22. 	Engineering Bureau 
under Local 
Government Rural 
Development and 
Cooperative Ministry 

Government 

Department 


Government 
Department 

A Cooperative 
tinder Govt. 
control 

Parastatal 

Parastatal 

Government 

Department 


(1) 	 Promotion of two-tier 
cooperatives KSS at village 
level and UCCA at Upazilla 
level; 

(2) 	 Provision of management
 
inputs to UCCA;
 

(3) 	 Supervision, monitoring and 
control of cooperatives. 

Promotion of cooperative in 
non-BRDB a reas in addition 
to statutory functions of 
regstration and audit of 
cooperatives. 

(1) 	 Production, collection 
processing, storage, packaging 
arid sale of milk and milk 
products; 

(2) 	 Import of milk powder for
 
production of milk.
 

(1) 	 Catching, storage, processing 
and distribution of fish 
particularly from Bay of 
Bengal; 

(2) 	 Production and distribution of 
mechanized fishing boats, nets, 
etc; 

(3) 	 Construction and operation of 
infrastructures like wholesale 
markets, landing facilities, 
ice plants. 

(1) 	 Mechanized extraction of forest 
products from inaccessible 
areas, their processing and 
marketing; 

(2) 	 Plantation, tapping, processing 
and marketing of rubber. 

Provision of rural 
infrastructures including 
expansion and improvement of 
rural roads, markets and 
construction of godowns. 
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23. 	 Bangladesh Agrictilbttral Parastatal (1) Import, local j)roIductIon,
 
Development. Corporntion storage and distr-ibut.ion of
 
(BAI)C) under Agriculire agricnilt.ural in Iuts-chemical
 
Ministry fertilizers, IlYV seeds,
 

irrigation equipment viz., 
deep tibewoll, power pump, 
shallow t.ubowell, etc., 

(2) 	 Mnint.:dj' biffrr s.l.ock of 
chiemical foyrlili:,etrs to contain 
abnorml-lal iict-var of price ; 

(3) 	 Solv importler and wholesaler of 
rhi h'al ferlilizers. 

24. 	 Bangladesh ,hute Au tonomotns (litS id,. ent-vi julte05o on 
Research Insti- Agency prodictiot and tchnology) 
Lute (11.11) tin1der produtior), jorets.: ing, storage 
Agriculture Ministiry and distri I)Ilion of IIYV jute 

Rpeds ( r cently 
trnn s fe rred to BA)C'). 

25. 	 I)epartmeont of Fisherios (ovrermr'net ( r3.sides fisheries extension 
(DOF) under Mlni!ltry of l)epnrtment, services) production and 
Fisheries and L,ivxstock dist.ribultion of fisth fries arld 

fingerlings. 

26. 	Department of Gove-rnment (Hesides Iivestock extension 
Livestock Services I)elrartment services) production and the 
()LS) tinder tho distribatiion and of milk, 
Ministry of milk products, chicks, mayers, 
Fisheries and eggs and improved animals 
Livestock breeds. 

27. 	 Forest Department. Government. (Apart. fron. plantation, 
(FD) under the Ministry Department regenration, conservation and 
of Forest exploitation of foreRt resources) 

production ard distribution of 
seedlings and sapplingg of 
forest trees. 

28. 	Department of Agricul- Government (lesides agricult~ural extension 
tural Extension (T)AE) T)epartment services) setting up nururlee 
tinder Agriculture at Upazilla level and 
Ministry 	 distribut.ion of seeds, seedings 

and sapplings to farmers. 
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Financing Institutions 

29. 	Bangladesh Krishi Bank Autonomous (1) Provision of production loans to 
(BKB) under the farmers covering crops

Finance Ministry livestock and fisheries"
 

(2) 	 Provision of loans to set up 
storage (coldstorage) and 
processing industries; 

(3) 	 Provision of marketing loans to 
traders and processors. 

30. 	Grameen Bank (GM) Autonomous Provision of production loans to 
under the landless farmers and 
Finance Ministry unemployed rural people 

without collactorals on 
informal groups basis. 

Development Financing 
Institution (_F Ius 

31. 	 Bangladesh Shilpa Bank Autonomous Provision of industrial loan 
(BSB) under Finance including agro-industries viz., 
Ministry modern rice mills, coldstorage 

etc. 

32. 	Bangladesh Shilpa Pin Autonomous Provision of industrial loan 
Spngstha (BSRS) under including agro-industries viz. 
Finance 	Ministry modern rice mills, coldstorage 

etc. 

Transportation agencies 

33. 	Bangladesh Railway Autonomous Carriage of passengers and 
under the Railway goods traffic by railways - a 
Division of the stale monopoly 
Ministry of communi
cation 

34. 	 Bangladesh Road Parastatal Procurement, maintenance and 
Transport Corporation operation of buses and trucks 
(BR'C) under the Road for carrying passengers and 
Transport Division of goods by road. 
th,. Ministry of
 
Communication
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35. Bangladesh Inland 
Water Transport 
Authority (BIWTA) 
under the Ports, 
Shipping and Inland 
Water Transport 
Division of the 
Ministry of 
Communication 

Autonomous (1) 

(2) 

(3) 

Building and maintenance of 
inland river ports: 

Maintenance of navigational 
channels; 

Provisional of navigational 
aids; 

(4) Performance of regulatory 
functions like registration of 
vessels etc. 

36. Bangladesh Inland 
Water Transport 
Corporation (BTWTC) 
under the Ports, 
Shipping and Inland 
Water Transport 
Division 

Parastatal (1) 

(2) 

(3) 

Operation of passenger traffic 
service in special river routes; 

Operation of ferry services at 
major points; 

Carrying cargo especially 
foodgrairis and fertilizers in 
public sector. 

37. Bangladesh Shipping 
Corporation (BSC) 
under the above 
Division 

Parastatal Handling imports and export of 
all products - enjoy preference 
over foreign ships in import 
and export particularly in case 
of public sector. 

38. Bangladesh Biman 
under Ministry 
of Aviatijn and 
Tourism 

Autonomous Handles export of fruits, 
vegetables and other perishable 
items, besides carrying 
passengers and other cargoes. 
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Appendix V
 

Staffing pattern of the Agricultural Marketing Department with
 
staff strength - sanctioned and in position an on 30.06.1989
 

Director
 

hfead Quarters
 

Chief 


Research and 

Development Div. 


Planning and 

Developmnet Cell 


Deputy Chief 1 
Asst. Chief I 
Research 
Officer 1 

Research 

Cell 


Asst.Chief 5 

Research 

Officer 5 


SAdm. & AcctJ
 

Asst. Director
 

Deputy Director 


Marketing 

Intelligence 

and Statistics 


Div. 


Asst.Director 2 

Research 

Officer I 
City Market
ing Officer 1 
Market 
Investigator 2 

Division Level
 

Deputy Director 4
 
one for each
 
division
 

District Level
 

Deputy Director
 

Market Regula
tion, Extension,
 
Training and
 

Coordination Div.
 

Asst. Director 2
 
Ifide
 
Technologist 


District Marketing Officer 26
 
City Marketing Officer 
Market Investigator 
in-charge of district 
Demonstration parties 

3 

42 
30 

No staff below district 

NB: excludes the personnel under Crop Diversification Project and office
 
staff. 

Abreviations: Adm & Acctt. = Administration and Accounts 
Asst. = Assistant. 
Div. = Division 

Total number of sanctioned staff including office staff - 472 
Actual staff in position as on 30.06.1919 - 417 
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Appendix VI
 

Functions of the (proposed) Assistant Director of
 
Agricultural Marketing, In-Charge of district (scale of pay Tk.
 
1650-3020).
 

1. 	 Collect, compile and disseminate market information on
 
price, supply situation and stock positioia of major crops
 
and inputs;
 

2. 	 Assess comparative cost. of production and return of major
 
crops;
 

3. 	 Assess effective demand and home consumption of major crops
 
and inputs;
 

4. 	 Advise DAE on production target of different crops in the
 
district based on comparative cost and return, effective
 
demand and price trend;
 

5. 	 Monitor demand and price of new varieties/crops introduced
 
by Research Institutes;
 

6. 	 Advise price support agencies in fixing procurement targets,
 
locating procurement centers based on expected production,
 
and stepping up procurement in areas of low price and by
 
removal of problems experienced by tl'e traders and growers
 
in selling their crops to the price support agencies;
 

7. 	 Advise BADC for the supply of fertilizers and seeds in the
 
areas of low availability and high price;
 

8. 	 Prepare and submit to Railway Authorities program in advance
 
for move, ent of the crops from the producing to consuming
 
centers;
 

9. 	 Constantly monitor transportation situation in the district
 
and advise transport agencies i.e. Railway Board/BIWTA/
 
BIWTC/ R&| Dept. for removal of transportation bottlenecks
 
and quick movement, particularly of perishable items;
 

10. 	 Organize and coordinate movement of perishables in case of
 
emergency;
 

11. 	 Collect information on marketing research and post-harvest
 
technologies as per structured questionnaires issued by the
 
Headquarters;
 

12. 	 Advise appropriate agencies for setting up storage and
 
processing facilities in different areas of the district to
 
take care of increased production;
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13. 	 Advise banks for providing marketing loans to growers,
 
traders and processors;
 

14. 	 Supervise and guide the operation of regulated market set up
 
in the district.
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Appendix - VII
 

Functions of the (proposed) Marketing Officer at Upazila level
 
under the Agricultural Marketing Department (Tk.900-2075)
 

1. 	 Collection and reporting of market information on
 

i. 	 Crops size (as per farmer and trade estimate);
 

ii. 	 market arrival-by farmer and traders;
 

iii. stocks in the important markets;
 

iv. 	 price in selected assembly markets including Upazila
 
Hqrs.
 

2. 	 Collection of field data in connection with the marketing
 
studies/research of the Department Hqrs;
 

3. 	 Regulation of market charges and practices and enforcement
 
of metric weights and measures under the Bangladesh
 
Agricultural Produce Markets Regulation Act, 1964 (amended
 
in 1985) in important markets of the Upazila, particularly
 
to safeguard the interest of grower-sellers;
 

4. 	 Acting as Secretary of Upazila Market Advisory Committee
 
under the Bangladesh Agricultural Produce Markets Regulation
 
Act, 1964;
 

5. 	 Assisting farmers in selling their crops to the price
 
support agencies at the price fixed by Government;
 

6. 	 Arranging movement of fruits and vegetables in case of
 
emergency;
 

7. 	 Advising local authority (upazila parishad) in developing
 
market, storage, transportation and processing facilities
 
for farm products in the Upazila;
 

8. 	 Monitoring of the price, availability and delivery system of
 
inputs, particularly chemical fertilizer and HYV seed in the
 
Upazila;
 

9. 	 Promoting alternative marketing channels, particularly for
 
the small and marginal farmers;
 

-	 Cooperative or joint marketing of their crops; 

Storage-cum-credit-cum-marketing facilities through
 
warehousing projects;
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10. 	 Assisting U.N.O. (Upazila Nirbahi Officer) in fixing and
 
enforcing prices of essential items as and when necessary;
 

11. 	 Organizing training of farmers/farmers' representatives in
 
the correct assortment and preparation of the produce for
 
market to maximize returns.
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Appendix VIII
 
Proposed Organogram and staffing pattern
 

of the Agricultural Marketing Department
 

D.A.M, 
I
 

leadquarters 

mAd.& Acct Sec.] 

Reeach& Development Div Market informa- Market Regulation 
tion and Inte- & Extension Div. 

I (proosed)ligence Div.
 

AC-3 I _rIdC I 
DDAM-4 DD M-1
Commodity Post' Export [Planning ADA-2 ADAM-2
 

Research harvest Deve- {& Deve- RO-I [IT-I
 

Technology lopment lopment CMO-1 

Division Level 
Chi f-2 

AC-3 
AC-
RO-I 

A AC-n 
RO-I 

DC-o 
AC-I 

o 

RO-4 RO-1 I)DAM-4 

CMO-3 

District Level
 

I 
ADAM-64 (proposed-in place of{ 

existing 26 DMO and 42 MI 

in charge of districts) 

2 

- Upazi la Level I 

UM-60 (proposed)
 

Abbreviations: DAM-Director Agricultural Makreting; Ad.DAM-Additional Director
 
of Agricultural Marketing; DDAM-Deputy Director of Agricultural Marketing; AC-

Asistant Chief; AiDAM-Assistant Director of Agricultural Marketing; RO-

Research Officer; CMO-City Miarketing Officr; UMO-Upazila Marketing Officer;
 
Adm & .4oct Sec-Administration and Accounts Section; IlF&CDP-Ilide Flaying and
 
Curing Demonstration Party.
 


