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EXECUTIVE SUMMARY
 

Marketing activities involve transformation of commodities 
in time, space arid form. Irn developing countries, markets 
do riot always function in, the best interests of a broad 
section of society, especially where communications arid 
transportation facilities are poor, markets are highly 
segmented arid access for marketing participants is greatly 
restricted. 
 The role of middlemen in these conditions is 
generally reviewed criticalin arid negative terms. It is 
therefore a major empirical issue to how
determine 

efficiently arid effectively marketing agents arid 
institutions are playing their role in the food marketing 
system. The present study thuswas undertaken as anl 
important part of the overall food policy analysis.
 

The main objective of the study was to measure the costs 
of each of the marketing services as a component of the 
marketing margin for the major food crops of wheat, rice 
arid pulses. It was also intended to assess the extent of 
marketing services arid the constraints or the growth of 
these services in relation to the services available in 
the more developed markets.
 

The analytical framework had 
 the following major
 
components:
 

- Review of literature arid institutions. 

- Survey of growers of the reference crops. 

- Cost survey of firms/agericies in the marketing 
operations.
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- Consumers survey. 

- Evaluation of marketing development constraints.
 

Marketing System of Wheat
 

The growers sample 
consisted of 306 households. The shares 
of the small, medium arid large size farms were 37, 36 arid 
27 percents respectively. 
 The average size 
 of the
 
operational holdings 33.02
was acres of which almost
 
one-half was under wheat. The percentage share under 
wheat tended to dec- inti with jirveac, in the mize of thi 
holdings. The average yields showed opposite trend. 

Domestic consumption was the single most important use 
accounting for 27 percent of the total output. This ratio 
tended to vary inversely with the size of the farm. The 
absolute quantities kept for domestic consumption by the 
large 
farms were higher because of their greater total 
outputs. The analysis thus shows positive correlation 
between per capita domestic consumption arid the size of 
the farms. The ratio of marketed surplus to total
 
production varied 
directly with 
the size of the farm the
 
ratio for 
the small, medium arid 
large farmers being 35, 40
 
and 52 percents respectively.
 

Wheat harvesting generally starts in arid theApril almost 
entire quantities are sold by the growers within the 
following three morths. The larger 
growers however
 
tended to sell greater proportion in later months. Thus
 
87 percent of the marketed surplus was sold during the 
three months of April 
to June while I percent was sold ini 
July. Only 2 percent of the total sales were reported 
during other 
months of the year. The average sale price
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obtained by the farmers was Rs. 79.56 per maurid as against 
the official support price of Rs. 
82.50 per maund.
 

The important actors, inl order of importance and their 
relative shares in the total sales were village beopari 33 
percent, Food Department 25 percent, katcha arhati 15 
percent arid 
local sales 14 percent.
 

The average marketing costs of growers were 3.69 per
Rs. 

maund for sales to pacca arhatis arid Rs. 3.95 per maurid 
for katcha arhati. Average costs for sales to Food

Department were however significantly lower at Rs. 2.83 
per maund. These marketing costs formed 5.03, 5.16 and
3.57 percents of the net farmgate prices obtained by them 
for sale to these three market actors.
 

The major components of the marketing costs were other 
market charges 
 for the katcha arid pacca arhatis arid
 
'deductions' for sales to the Food Department.
 

The average farmgate 
prices were the highest for sales
 
made to Food
the Department followed by to
sales village

shopkeeper arid village beoparis. 
 The prices paid by

katcha arid pacca arhatis were higher than those paid by

village market actors. 
 However, after deduction of market
 
charges, the net farmgate prices for sales to arhatis were
 
lower than in the case of local market actors.
 

Eight major marketing channels were identified on the 
basis of the present survey arid farmers shares in the 
retail price were estimated 
for each of these channels. 
These ranged between 62.46 to 67.24 percent in the 
Punijab. For Sind the ratios were 64.77 arid 67.69 percents 
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for the two marketing channels as compared to 67.74 for 
the one channel of NWFP. 

The arialysis of gross margins shows thethat processor got
the maximum 
share followed by retailers and wholesalers.
 
The net margins formed verya high proportion of gross
margins, varying betweern 71.45 percent for wholesaler to 
82.64 percent for processors. The high ratios of net
margins to gross margins indicate tiie scope for reducing 
the gross margirs in the overall price structure.
 

Marketing System of Rice
 

The growers sample consisted of The301 households. 

shares of the small, 
 medium and sizelarge farms were 77,
15 and 8 percents respectively. ofMore than two thirds
the sample area ir the Punjab was under basmati rice, the 
different size holdings recording 
 only marginal
differences. In the case of the Sind, almost the entire 
holdings of all sizes were devoted to the cultivation of 
irri rice.
 

Ratio of output forkept domestic production arid payments

in kind varied inversely with the 
size of the farm. 

The ratio of the marketed surplus varied directly with the 
size of the farms. A major share of the 
marketed surplus
 
was sold immediately after 
harvest arid almost the entire
 
quarntities were disposed of within a period of to3 4 
months.
 

The marketing behaviour of 
the three sized growers showed
 
distinct trends. The small group with upto 12.5 acres 
sold as much as 98 percent of the total by the month of 
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November. 
 The large farmers, however, sold on ly 66
 
percent of the total during November while selling the 
remaining 34 percent after two months in January wheni they 
were able to realize or the average, 17 percent higher 
price as compared to their previous sales.
 

The average sale p rice obtained for basmati and irri paddy 
were Rs. 135.48 and Rs. 63.59 per maund as against the 
official support prices of Rs. 
130 arid Rs. 55 per maund.
 

Village beopari was the most important market actor 
for
 
the sample basmati rice growers, accounting for almost 
one-third of the total sales.
 

In the case of irri producers direct sales to rice mills 
was by far the most important channel accounting for 47
 
percent of the total 
sales. 

In the case of basmati rice, 
the average marketinv costs
 
of the growers for sales 
to katcha 
arid pacca arhatis do
 
not show much variations, being Rs. 10.52 per maund for
 
sales to pacca arhati 
 arid Rs. 10.24 per maund for sales to 
katcha arhati. 
 The average costs 
 were however
 
significantly lower for direct sales to rice mills, being 
almost one-fourth of those of other market actors.
 

The average costs irriof growers were about 40 percent 
higher for sales through katcha arhatis while these 
were
 
the least for direct sales 
to the rice mills. The average

marketing costs formed about 8 to 9 percent of the average 
farmgate prices for both basmati arid 
irri sample growers.
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The average fdrmyatu prices thewere highest for sales 
made to the rice mills, 
followed by village shopkeepers,
 
arid the village beoparis.
 

flanrnatj qrowers wore ablo to obtirn prices highor thnti 
support prices for sales to village shopkeepers, village 
beoparis arid rice mills. In the case of irri rice, the 
farmgate prices were generally higher for all sales.
 

On1 the basis of the present survye, six major channels for 
basmati rice arid seven major chanriels for irri rice were 
identified and farmer's shares in, retail prices were
 
estimated 
for each charnel. 
 These ranged between 49.27 to
 
57.16 percents for basniati rice from toarid 42.16 51.50 
percents for irri rice sample growers respectively. The
 
results show that, 
 generally, the shares of 
 farmgate
 
prices are inversely related to the length 
 of the
 
intermediaries. Where sales by growers to processor have 
taken place thewithout interventicr of alny intermediary, 
the farmers were able 
to get a higher share of the
 
coisumer price. It thus shows that integration of the 
various marketing stages could help in reducing gross
 
marketing margins. 

Processor got the maximum share of the gross margin ini 
 the
 
case of basmati rice: followod by retailra and wholesaler's 
in that order. In the case of irri rice, retailers
 
absorbed the 
maximum share followed by wholesalers arid
 
retailers.
 

The net margins formed a very high proportion of gross
margins, varying, for basmati rice, from 47.81 percent for 
processors to 89.73 percenit 
for retailers. In the case of
 



irri rice, these rangeratios between 35. 21 for 
processors to 88.42 percents for retailers. 

Marketing System of Gram
 

The growers sample consisted of 117 growers. The shares 
of the small, medium arid large size farms in the total 
were 42, 
21 and 37 percents respectively.
 

The relative shares of area under gram were negatively 
correlated with the size of the sample holdings for the 
Punjab arid total samples. In the case of NWFP arid Sind 
samples, however, clearrio trend was noticed. 

Domestic consumption, payments in kind and seed 
requirements taken together accounted for percent31 of 
the total output.
 

69 percent of the total produce was marketed. The 
corresponding ratios for the small, medium arid large farms 
were 71, 59 arid 70 percents respectively.
 

As much as 82 percent of the total produce 
was sold during
 
the harvest season. Ill the case of NWFP sample, sales 
were more evenly distributed. 
 In this case only 47 
percent of the output was 
sold during the harvest season.
 

In 
the case of the Purijab, village beopari 
was the most
 
predominarnt market 
 actor to whom 92 percent of the 
marketed surplus was 
sold by the sample growers. For Sind
 
and NWFP sample growers pacca arid katcha arhatis were the
 
main marketing channels. 



The average marketing costs for sales to aridpacca katcha
arhatis were estimated at Rs. 19.17 and Rs. 9.16 per
maurid respectively. These costs formed 8.6 percent arid3.9 percents of the farmgate prices realized for sales 
through these agencies and 8.0 arid 3.8 percents of the 
average sale prices.
 

The farmgate prices 
realized varied from Rs. 
206.00 per

maurid in the case of local sales to Rs. 233.71 per maund 
for katcha arhatis.
 

Four major marketing channels were identified and farmer's 
share in retail prices were estimated for each of these

channels. These shares varied between 60.02 to 74.54 
percent for the sample growers.
 

Processors 
got the maximum share of the gross 
margin

followed by retailers 
arid market dealers. 
 The net margins

formed a very. high proportion of gross margins varying
from 94.90 percent foL pLocessor to 84.25 percent for the 
retailers.
 

The average marketing arid operation costs of second stage
actors varied between Re. 
0.49 for beopari to Re. 1.53 per
 
maund for katcha arhati.
 

Marketing System of Munig
 

The growers 
sample consisted of 64 
growers. 
 The share of

the small, medium arid large sized farms in the total were 
36, 16 arid 48 percents respectively.
 

Payments in kind were the major element which influenced 
the share 
of the total output which 
was sold in, the
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market. Mung was mainly grown as 
a cash crop and 73 to 99
 
percent of the output was sold by different sized sample 
growers. The ratio of the marketed surplus varied 
directly with the 
rio distinct trend 

size 

was 

of the farm in 
noticeable for 

the 

the 

Punjab, 

sample 

though 

of the 
other provinces. 

Village beopari was the only market actor for the sale of 
mung by the sample growers of Sind arid NWFP province. In 
the Punjab also, sales to him formed 82 percent of the 
total sales the remaining quantity being tosold pacca 
arhatis.
 

For sales to pacca arhatis, 
the average marketing cost
 
formed 6.21 
 percent of the farmgate prices
 

Three major marketing channels were identified and the 
farmers shares in the final retail prices, have varied 
between 59.19 to 66.20 percents. 

Processors 
got the maximum share 
of the gross margin
 
followed by dealers and retailers.
 

The net margins varied from 93.74 percent for processors 
to 78.87. percent for the LetalleLs. 

Marketing System of Mash
 

The growers sample consisted of 78 households of which 64 
percent belonged to the group of small farmers, 21 percent 
were medium farmers arid 15 percent were 
large farmers.
 

Area under mash constituted 
 22 percent 
of the total
 
cultivated area 
for 
the total sample. The ratio appeared
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to be inversely correlated with the size of the holdings.
The average yields varied 
between 
2.72 maurids 
 to 2.57

maunds per acre. These average were also negatively
Co)rf01atud wiLl, L4ietIle oI the holding. Domestic 
consumption ard paymenits in kird each accounted for 10 
percent of the total output while another 6 percent was 
kept for seed.
 

73 percent of the produce was marketed. A major share 
estimated 
 at 72 percent was sold immediately after
 
harvest. 

Village beopari was 
 the most important market 
 actor
accounting for more than two thirds of the total sales.
Pacca arhatis 
was the 
second most important market 
actor
 
with a share of 26 percent of the total sales.
 

The average marketing costs for 
pacca arhati were Rs.
18.40 per maund as against Rs. 21.70 per maurid for katcha 
arhati. 
 These cost formed 8.69 percent to 9.40 percent of
the farm gate prices and 8.00 8.60arid percents of the 
average sale prices.
 

The average 
farm gate 
prices were the highest at Rs.

252.00 per maurid for sales made to village shopkeepers,
arid the least at Rs. 211.72 per maund for tosale pacca 
arhatis.
 

Three major marketing channels were identified arid the
farmers shares in the finial retail prices varied betwoort55.00 to 59.95 percenits for the sample growers.

Processors get the maximum share of the gross margin
followed by wholesalers ard retailers. The net margins 
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formed a very high proportion of gross margins varying 
from 92.89 percent foL wholesaler to 78.00 peLcent foL 
the
 
dealeLS.
 

Marketing System of Masoor
 

The growers sample consisted of 76 households of which 71 
percent belonged to the group of small farmers, 25 percent 
were medium farmers and 4 percent were large farmers. 
Domestic consumption payment in kind and seed were major 
uses accounting for almost equal shares, the total being
20 percent for the sample as a whole. 80 percent of the 
produce was marketed. The ratio of the marketed surplus
 
varied directly with the size of the holdignis.
 

A major share estimated at 69 percent of the marketed 
surplus was sold immediately after harvest.
 

Village beopari was the most important market actor 
for
 
the sample growers, accounting for about two thirds of the
 
total sales. Pacca arhatis was secondthe most important 
market actor with a share of 25 percent of the total sales.
 

The average marketing costs for sales to pacca arhati were
 
Rs. 22.72 per maund as against Rs. 15.22 per maund for 
katcha arhati. These costs formed 9.05 arid 6.92 percents 
of the sale prices arid 9.95 arid 7.44 percents of the farm 
gate prices. The average farmgate prices were the highest
 
at Rs. 245.43 per maund for sales made to village 
shopkeepers, arid the least at Rs. 204.78 per maunid for 
sales to katcha arhatis or about 16.4 percent lower as
 
compared to the former.
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Dealer got maximum share of the gross margin followed by
retailers and wholesaler. The net margins formed a very
high proport ioi of g os murairs varying trom 9 2 .b6 
porceit for whol,:etlorii to 16.,9 purcuiL for Lliu I eJiouJuor. 

Public Sector Institutiorial Framework 

At the Federal level, agricultural marketing 
 is the
 
responsibility 
 of the Department of Agricultural arid
 
Livestock 
 Products Marketinig arid Grading under the
 
Ministry of Food, 
Agriculture and 
 Cooperatives. 
 The
 
Department provides advice on all matters related to
 
agricultural markutiing. It also has the responsibility of 
providing guidance to the Provinces in the marketing field 
and of coordinating provircial activities at the national 
level. The specific functions of the Department are 
grading of agricultural commodities for export,

agricultural commodity research arid marketing iritiell iqerice. 

So far grading of 13 commodities has been introduced on 
compulsory basis. Wheat, rice arid pulses are riot included 
in this group of 13 commodities. 

IL culluct1 wh olu ] ,J jiLl-~uOr :buutnb 200 -itieti rV0'ii .10 
important markets of the country mainly through Market 
Committees 
 anid staff of tho agriculture iarkeetinq 
directorates/cells of the provincial Agriculture
 
Departments. 
 These prices are compiled on monthly basis 
arid are published in the Departments morthly journal 
entitled 'Market arid Prices.' 

In the Punijab there exists 
a Directorate of Agriculture
 
Economics arid Marketiny under the Directorate General of 
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Agriculture Field of the Department of Agriculture. In 
Sind, the isfunction performed by the Bureau of Supply
and Prices. In the North West Frontier Province and 
Baluchistan, marketing sections of the Directorates of 
Agriculture are responsible for marketing improvements. 

The major constraints noticed thein functionizng of the 
Federal and Provincial departments were inadequate 
organizational arid functional base, absence of 
coordination andlimited scope of market intelligence 
service.
 

Regulated markets had been set up in Punijabthe arid Sind 
arid the provisions in force in both the Provinces are 
similar, except for minor differences in items of market 
fees arid license fees. The enforcement agencies of these 
laws are the Directorate of Agriculture (Economic and 
Marketing) . Agriculture Department in Punijab arid the 
Bureau of Supply and Prices in Sinid. 

The Pakistan Agricultural Storage arid Services Limited 
(PASSCO) was established in 1973 
 as a public limited
 
company. It 
 aims at stabilizing prices of selected
 
commodities by making direct purchases 
from the growers

and releasing stocks in the market when prices become 
unduly high.
 

The main functions of PASSCO are purchase arid sale of 
agricultural commodities, acquire, construct and operate 
warehouses arid provide "Machinery Pool Serviies". 

The two major commodities procured by PASSCO are wheat arid 
paddy. Among the other commodities gram was procured only 
during 1986-87.
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PASSCO has been progressively increasing its storage

capacity which presently stands at 558,200 torines. It 
sells wheat to the deficit provinces and agencies at the 
same price on 
which it is purchased. The Corporation is
 
allowed incidental expenses for these operations.
 

The Rice Export Corporation of Pakistan (RECP) was 
set up

in 1947 as a private limited company to undertake exports 
of rice on monopoly 
basis in the public sector. The 
procurement of paddy is undertaken by the 
two subsidiaries 
of RECP viz. the Pakistan National Produce Co. Limited 
(PNCL) anid the Doaba Rice Mills Limited (DRML) who 
together operate 8 millingrice units. 

RECP has been procuring 2.3 to 3.0 million tonnes of rice 
each year during the last five years, the ratio of
 
procurements 
 to total output ranging between arid29 52 
percents during the period. 

RECP cleaning and grading facilities consist of 14 plants
with a total capacity of 817,000 tonnes. An automatic 
packing plant is inalso commission to meet the demand of 
the buyers for packetted rice.
 

The private sector has been 
allowed to export basmati rice
 
from 1987-88 in packets of upto 20 kg. The, can obtain 
rice from RECP or may use their own rice. are
All exports 

however subject to RECP's inspection arid quality control 
procedures. An export duty of Rs. 4000 per tonne is also 
levied or packetted rice. 
 Th6 impact of the policy has
 
riot been encouraging as only 3600 tonnes were exported 
under the scheme during 1987-88. 
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The Agricultural Prices Commission
 

The entity playing an importarnt role in formulating 
agricultural pricing policy arid in fixing support prices,
is the Agricultural Prices Commission (APCOM) which has 
been active since 1981. 

APCOM advises the Government oni price policies for major 
agricultural commodities like wheat, rice, cotton,
 
sugarcarie, oilseeds, 
 potatoes, arid onions, and for 
agricultural inputs such as fertilizers, pesticides, arid 
quality seeds. In doing so, the Commission takes into 
account production costs of crops in different ecological 
Zoliud, kdopiig inl viow L oiiad to: (a) provide Incentives 
to the producers raise 
adopting improved 

to pr
technology; 

oduct

(b) 

ivity 

avoid 

and production by 
waste arid ensure 

rational 

develop 
use of inputs as well as 
production anid cropping 

of land 

patterrs 
and 

in 

water; 

line 
(c) 

with 
national requirements. 

The Commission also suggests appropriate nion-price 
measures to back up the price policies. 

Consumer Su rvey 

A consumer's survey was organized as a part of the present
study to assess their desires for arid willingness to pay
for marketing services. The major findings of the survey 
are given below:
 

- More than 50 percent of the households purchased wheat 
flour mid rice oni inoutiily basis. In the case of other 
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items consumed at infrequent intervals, fortnightly 
purchases were more common.
 

Items consumed in fresh like
a form chapati, tandori 
roti arid nar, were purchased almost on daily basis. 

About one-third of the sample households purchased or 
obtained wheat in the grain form. 

The ratio of consumers obtaining paddy were lower at 
9.57 percent.
 

Price is the most important single factor influencing 
decision making for than ofmore half the sample 
households.
 

'Mohalla shop' 
or store located 
in the near vicinity
 
was the most important place for buying food items.
 

Wholesale market was teh second mostimportait place of 
buying for all the 
items except baked products.
 

Only 5.43 percent of the sample households purchased 
food items in a packetted form.
 

In the case of the atta, the predominaniat type of 
package was gunny bags for the rural sample and cloth 
bags for the urban sample.
 

The ratio for desire to buy packetted food items were 
directly correlated with income groups.
 

None of the rural respondents were prepared to pay any 
higher price for additional marketing service. 
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In the case of urban sample too, most of the 
resporidunts, vdryiiy between 50 to 75 percents of the 
total, were reluctant to pay for the additional 
services for most the items.
 

Evaluation of the Markating System 

In Pakistan, the typical food marketing functions are 
performed by separate individuals or small firms, often 
dealing in a relatively few products. Since farmers are 
also typically very small 
 operators, the number of
 
transactions necessary to move a small quantity of product 
through the marketing system is quite large.
 

The basic features 
 of the existing food distribution
 
system include lengthy poorly 
coordinated distribution
 
chains and the small-scale limited line retailer. There 
is absence of integration in so far as each trader 
operates independently forming a link in a long chain of 
intermediaries. 

Among the crops under study, wheat shows the highest share 
of farmers at 64.77 percent of the consumers price as 
compared to the minimum of 48.57 percent for irri rice. 
The lower rates for rice are 
due to relatively
 
higher processing costs as well as lower conversion ratio 
in processing as compared to other crops.
 

The high ratios of net marginis to gross margins estimated 
during the study indicate economic inefficiency as 
unreasonably high prices are being charged for the 
marketing services being provided by various 
intermediaries. There thus exists sufficient scope for 
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reducing net margins and hence the gross margins for 
improving the overall efficiency of the marketing system. 

The positive implications of efficiency status are
 
generally linked with the extent of competition prevailir-. 
at different stages of the marketir, nrr, 
of producers arid corns1n!, - dud the last 
stages of th .. fe ., large enough to ensure their 
competitive behaviour. The average number of 
intermediaries operating 
 in the sample markets also 
appears large enough to make unlikely any collusion among 
them. Further, the entry of new participants is permitted 
on satisfying general conditions of financial arid moral 

background. In theory these conditions are not very
 

difficult to do not debar
satisfy and new entrants to the
 
marketing trade. 
 There also exists reasonable network for
 
supplying market intelligence at least for the major crops.
 
In practice, the extent to which the conditions of market
 
access and knowledge are satisfied to ensure competitive
 
behaviour in a marketing system is reflected in the final
 
result, viz. absence of excess profits earned at any stage
 
of the marketing process. In this respect the analysis of
 
gross and net margins conclusively bring out the economic
 

inefficiency of the maLketing system.
 

Guidelines for Developing Marketing Services 

The existing marketing systems of food products is riot 
geared to meet the requirements of a modern developing 
agricultural economy. A number of recent aridsocial 
cultural developing have underscored the need for the 
transformation of the marketing services. With the 
introduction of technology, better means of packaging, 
preserving arid handling food products are being introduced 
arid getting popular with an increasing part of the urban 

population. 
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The food marketing system in the developed countries has 
undergone drastic transformation over lastthe few 
decades. Structurally, the improvements have involved 
close integration -- both horizontally and vertically -­
of the various marketing activities in the shape of
 
supermarket chains. Functionally, new developments have 
involved extensive use of modern technology in packing, 
processing, transport, storage and information processing. 

A number of environmental factors have to be kept in view 
while exami ing the prospects of introducing modern 
integrated marketing system byrepresented supermarket 
chain approach in developing countries like Pakistan. 
Supermarketing techniques are not appropriate for the
 
small distributive institutions 
that make up so much of
 
the economic activity in this country. Further, it is
 
comparatively more expensive 
 and does not create jobs 
needed to absorb the rapidly expanding labour force in the 
country. 
 Supermarkets are primarily merchandisers of
 
processed food which few poor people car afford to buy 
as
 
observed during the consumer survey. The supermarket, 
even ir its more rudimentary version, is ill-equipped to 
service the low-arid middle-income consumers in less 
developed countries.
 

The action proposed for improving the marketing structure 
in Pakistan involves an evolutionary process aimed at more 
effective coordination of the various marketing stages, 
leading to a simpler prototype of an integrated marketing 
structure. Thus appropriate policy instruments need to be 
nltiiatud for providing incentives to the dealers to 

install modern processing facilities or the processors to 
outabliuh nalectiva wholowunl and ratail outlotd. Thina 
would reduce the length of the marketing chain. 
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The proposed approach would require a basic change in the 
philosophy, orientation and work method on the part of the 
Agricultural Marketing Departments. Instead of confining 
their activities to regulating marketing practices and 
activities they may also be charged with the
 
responsibility of assisting the marketing functionaries in 
adopting more efficient and innovative methods and in 
extending their activities to other related functional 
areas to become viable agro-business units. 
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CHAPTER I 

1. INTRODUCTION
 

11 BACKGROUND TO THE STUDY
 

An efficient marketing system is of critical importance to 
the country uider all conditions arid at each stage of its 
development. The collection 
 arid distribution 
 of
 
agricultural products, 
particularly 
food, is an important
 

mechanism for redistributing resources, wealth 
 arid 
power. This is particularly true of 
a developing country
 
like Pakistan, where production technology is undergoing 
rapid changes leading to the emergence of commercial 
agriculture. The marketing system has to be re-organized 
to serve the needs of both the producers arid the 
consumers. 

It is generally agreed that as countries become more 
commercialized 
with an increasing proportion of their 
population living in towns, sound internal marketing 
machinery becomes essential for the satisfaction of food
 
needs at reasonable prices. The provision of basic 
foodstuffs is a fundamental nutritional necessity arid 
their costs arid quality a major factor in consumer 
welfare. If consumers cannot obtain staplethe items of 
their diet at cost within their capacity to pay, their own 
ability to work is prejudiced arid discontent is chronic. 
Time and experience have also shown that with increased 
production, markets do riot develop automatically arid that 
the lack oi a well-tuxictionizg market can severely hinder 
the increase of production.
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Marketing activities involve transformation of commodities 
in time, arid
space form. This is a process by which a
 
commodity grown by farmers is changed into an item of food 
consumption to be consumed ini another time arid place. 
These activities are performed by 
a number of marketing 
agents arid institutions. In developing countries, markets 
do riot always function in bestthe interests of a broad 
section, of society, especially where communications and 
transportation facilities are poor, markets are highly
segmented arid foraccess marketing participants is greatly
restricted. The role of middlemen in these conditions is 
generally reviewed in critical arid negative terms. It is 
therefore a major empirical issue to determine how 
efficiently arid effectively marketing agents arid
institutions are playing their role in the food marketing 
system. The studypresent was thus undertaken as an 
important part of the overall food policy analysis.
 

The importance of the study in relation to the macro 
environment call never be over emphasized. In Pakistan, 
agriculture remains 
 the largest single sector of 
 the
 
economy, contributing 26 percent of the GDP arid providing

employment to over half of 
 the country's labour force.
 
With the gradual development 
 of the urban arid industrial
 
sectors, commercialization 
 of agriculture arid linkage 
between agriculture arid other sectors of the economy have 
assumed special significance. The commercialization of
 
agriculture has 
 been extended through a number of 
developments ill the nron-agricultural sector of the 
economy. These include increase in the relative 
proportion of rion-agricultural population, growth of 
non-farm sector in rural areas arid growth in population
arid incomes. All these factors point to needthe for a 
developed agricultural marketing system. The present 
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study involving evaluation of constraints in the existing 
system would thus help in developing guidelines for 
improving arid strengthening agricultural marketing, 
processing, storage and transportation systems to meet 
quantitative and qualitative requirements of the ultimate 
consumer. 

1.2 OBJECTIVES OF THE STUDY
 

The primary objective of the 
study was to measure the
 
costs of each of the marketing services as a component of 
the marketing margin for the major food crops of wheat, 
rice and pulses (gram, mung, mash and masoor). These 
services included assembling and transportation, storage 
arid distribution of the raw commodities. In the next 
phase, processing, 
storage, packaging, distribution and 
retail ing of processed products were studied. 

The secondary objective of the study was to assess the 
extent of marketing services ard the constraints on the 
growth of these services in relation to the services
 
available in the more developed markets. Consumers 
were
 
also surveyed to determine their desire and willingness to 
pay for additional services.
 

Finally the efficiency of the marketing system was 
evaluated in terms of unit costs of services in 
comparison to unit costs in other systems arid services 
that consumers desired and for which they were willing to 
pay.
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1.3 THE ANALYTICAL FRAMEWORK
 

The analytical framework developed 
 for achieving the
 
objectives of the study had the following major components.
 

- Review of literature arid institutions 
 involved 
directly or irdirect]y in the marketing sysitem for 
wheat, rice and pulses.
 

- Survey of growers of the reference crops.
 

- Cost survey of firms/agencies in the marketing 
operations from the farm-gate stage to the ultimate 
consumers.
 

- Consumers survey for determining their preferences arid 
willingness to pay for improved marketing services. 

- Evaluation of marketing development constraints in 
relation to unit costs for existing arid potential 
market services. 

Literature arid Institutional Survey 

A detailed review of the relevant literature, issued 
abroad as well as in Pakistan, was carried out aas part
of the study, highlighting findings arid recommendations 
relevant for the present analysis. A review of the public 
sector institutional framework, both at the Federal and 
Provincial levels, relating to various aspects of 
marketing of wheat, rice anid pulses had also been included. 
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Growers Survey
 

The growers survey was planned to collect data on the 
following aspects:
 

- Farm-gate prices
 

- Factors influencing farm-gate prices 

- Marketing services performed by the growers arid the 
related marketinig costs.
 

Two schedules were developed to meet the 
 above data
 
requiremenits.
 

- Village profile schedule
 

-
 Grower schedule
 

The village 
 profile schedule provided 
 background

information which was likely to influence farmers decision 
about the place of selling his produce. This included:
 

- Location 

- Marketing facilities available in the village
 

- Cropping scheme
 

The growers schedule provided data ori the following
aspects along with the necessary background information oxi: 

- Cropping pattern 
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- Produce balance sheet 

- Storage facilities 

- Transportation facilities 

- Marketing operations arid costs 

The sample 
design for the growers survey was based on
 
three stage sampling involving selection of:
 

- Districts
 

- Villages
 

- Growers
 

Districts were purposely selected 
 to represent major
 
producing areas under different physical characteristics 
for each of the reference crops. 
 Major producing
 
districts were determined on the basis of the annual 
average area 
under each of these crops 
for the three year
 
period ending 1985-86. The number of sample districts was 
5 for wheat, 4 for rice, 4 for gram, 3 for mung arid 2 each 
for mash and masoor pulses. 

Three 
villages were selected for 
each crop from each of
 
the sample districts through systematic sampling. 
 The
 
sampling frame for the selection of villages was the 
village lists of the 
District Population Census Reports
 
(1981).
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The size of the growers sample was as 
follows:
 

- Wheat 
 306
 
- Rice 
 301
 
- Pulses 
 335
 

The sample for pulses was distributed among the four crops
 
as follows:
 

- Gram 
 117
 
- Mung 64
 
- Mash 
 78
 
- Masoor 
 76
 

Total: 
 335
 

The grower's 
sample was distributed equally among the
 
sample villages of 
each crop. 
 A list of sample villages

with number of sample growers for each crop is given in 
Table 1.1 of the Statistical Appendix.
 

The selection of growers was made 
through stratified
 
systematic random samplinjg. Lists of growers in each
 
sample village 
was prepared arid classified on the basis of 
the size of the cultivated holding irito three groups,
small growers with holdings of upto 12.5 
acres, medium
 
growers with holdings of between 12.5 and 25 acres arid 
large growers with holdings of more than 25 acres. The 
slample growers were thus selected proportionately from
 
each of thp three 
groups through systematic sampling from
 
a ra~idom start. 
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Markets arid Market Dealers Survey
 

The object of market 
dealers survey 
was to meet data
 
requirements of cost analysis 
 of firms engaged in
marketing operations at different stages. The basic
approach used towas i. llow the specific commodity lots
through various stages between the farm gate arid the 
retail store. 
 Thus the list of agencies to whom the

sample growers sold their 
produce were 
used as sample

frame for the selection of the sample for markets and the 
dealers. At this stage, however, due to the 'bulkinig' of 
the individual consignments, the procedure for selection 
of subsequent stage sample was modified to include major
outlets of the sample markets and dealers.
 

All the dealers who purchased from the sample growers were

surveyed except for some beoparis (itinerant dealers) who 
could 
riot be located. 
 These dealers purchase at the

village level during the harvest season ard thesell 
assembled produce in the nearest market. They do riot have 
a permanent place of business arid usually deal ini
than ore 

more 
crop. They thus move from village to village

according to the harvesting season of different crops.
 

A total of 173 second stage market actors of different 
types were 
thus surveyed. The 
classification 
of the

sample by types of dealers and by crop is given in Table 
1.2 of the Statistical Appendix.
 

It may be rioted that the above sample included 45 village
beoparis out the
of 71 whose names 
were given by the
 
sample growers.
 

-28­



Two schedules were 
used to 
meet data requirements of cost
 
analysis of firms engaged in the marketing operations. 
These schedules related to:
 

- Market profile,
 

- Middle men/dealers/other market functionaries.
 

The first schedule 
 provided information about the market 
in respect of:
 

- Location 

- Number of different types of market functionaries 

-
 Storage facilities
 

- Market charges
 

-
 Market turnover
 

The dealers schedule was intended to obtain data about 
market operations and costs classified by major components.
 

Processors Survey
 

A case study approach was used 
for the processors survey.

A number of processing units were purposely selected, 
located at places 
to which major commodity flows from the

sample markets were observed. A total of 52 processing 
untis were surveyed. The classification of these units by

types, crops aind location is shown in Table 1.3 of the 
Statistical Appendix.
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Separate schedules were 
used for collecting data about
 
processing operations and fromcost rice mills, flour 
mills arid pulses grinding units. 

Wholesalers/Retailers of the Processed Commodities
 

The wholesalers 
 arid retailers 
 of the processed
 
commodities 
 formed 
 the next stage of the marketing
 
chain. 
 Their sample was selected from areas representing 
major outflows from the sample processing units. Thus a 
total of 40 wholesalers and 45 retailers were surveyed. 
The classification of these units by location arid crops is
 
also shown in Table 1.3 
of the Statistical Appendix.
 

Consumers Survey
 

The sample size of the consumer survey consisted of 1400
households, selected through stratified random sampling.
The basic features of the sample design were as 
follows:
 

The total sample size was distributed 
between urban
 
arid rural areas in equal proportions. 

The urban and. rural samples were distributed among 
various provinces in proportioW to the provincial 
shares in the total urban arid 
rural population.
 

For selection of urban sample for each province, list 
of all urban localities 
 (wards) was prepared arid
 
weights 
were assigned to them in proportion to their 
share in population. The number of sample wards were 
then selected oni the basis 
 of ten (10) sample 
households for each sample ward. 
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For the selection of rural sample in each province, a 
list of 
 'rural districts' 
was prepared. A 
rural
 
district was defined as the one where ratio of rural 
population to total district population exceeded the 
provincial 
 ratio of rural population to total
 
provincial population. Rural districts were assigned 
weights according to the share of their population and 
villages were then selected by using random number 
tables.
 

In each sample ward/village, 
 10 households 
 were
 
selected through systematic random sampling with a 
random start. 

The schedule used for the consumers survey provided for 
the following data:
 

- Demographic, educational, 
 occupational 
 ard income
 
status.
 

- Consumption of selected items of food. 

- Decision making and purchasing process. 

- Preference status and willingness to pay for improved
marketing services arid semi-prepared products like 
enriched flour, baking mix dough, pre-cooked rice and 
semi cooked items like pakora mix, cake mix etc.
 

Survey Schedules
 

A total of ten survey schedules were used 
to meet the data
 
requirements of the study. 
These were:
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i) Village profile schedule
 

ii) Growers schedule
 

ill) Market profile schedule
 

iv) Dealers/market functionary schedule
 

v) Processor schedule 
- wheat
 

vi) Processor schedule - rice
 

vii) Processor schedule 
- pulses
 

viii) Wholesaler/retailer schedule
 

Ix) Institutional trading schedule
 

x) Consumer schedule
 

Copies of these schedules are included in Appendix B.
 

Periods of implementation of the surveys are shown in
 
Table 1.1 on the next page.
 

The crop seasons covered were as follows:
 

Kharif 1987 
 - Rice basmati 

- Rice irri 

- Mung 

- Mash 

Rabi 1987-88 - Wheat 

- Gram 

- Masoor 
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TABLE 1.1 

PERIODS OF IMPLEMENTATION OF THE SURVEY 

Crop WHEAT RICE PULSES 

Proviey 1ICLe 

Survey 
Growers 

_______ 

Dealers 'Processors Growers 
-, 

Dealers Processors Growers Dealers 
e 

rocessors Corisumers 

Punijab Dec. 1988 Dec. 88 
April 89 April 89 

Feb. 89 Nov.-Dec. 
1988 

Nov.-Dec. 
1989 

March 
1989 

Octo 88 
Jai. 89 

Oct. 88 
Jan. 89 

March 88 Jan. April 
1989 

Sind Feb. 89 Feb. 89 March 89 Feb. 
March 89 

Feb. 
March 89 

March 89 Feb. 
March 89 

Feb. 
March 89 

-

I 
March May 

1989 

NWFP 

Baluchistani 

Oct. Dec. Nov. Dec. 
88 88 

j...... 
March 89 - - - Nov. Dec. 

88 
Dec. Jan. 

89

[ -

- March -lay 
1989 

March 89 



1.4 LIMITATIONS OF THE STUDY
 

As is characteristics 
of a study where production is

affected by vagaries of weather, quite a few limitations 
were placed on efforts to collect 
data. Further,
business dealings, which 

some 
are riot exactly in line with the

rules arid regulations laid down under the relevant acts,
but have formed part of the accepted practices in business 
arid trade circles, 
 have assumed 
the status of accepted
 
norms. A number of problems thus faced during the Survey
arid the action taken thereon are explained below. 

Wheat Production in Barani Districts 

During field survey of Attock District it was found that
 
only 3 farmers had marketable surplus of 
 wheat during
1987-88 season because of 
 the drought conditions. 
Accordingly, the required number of growers were selected
from Chakwal District, also included in the baraii tract.
 

Murig Growers in Barani Areas 

Tharparkdt District was originally selected on the basis 
of previous 
three years data. However ont actual visit
the District, to 

the crop was reported to have been affected
by drought conditions. The required numr.ii, ,- sample
growers was then selected from the adjoining district of 
Sanighar 
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Village Beoparis(Itinerary Traders):
 

The village beoparis, as is the 
nature of their business,
 
move from village to village during 
the harvest season,

making purchases of whatever lots they 
could purchase,

assembling arid taking to wholesale markets. It is very 
rare that a 'beopari' has 
a 
fixed place of business. It
 
was therefore, with 
much effort that a 
few could be
 
contacted 
and data obtained about their contribution to the
 
flow channel for the 
commodities 
under study. As a matter
 
of general policy, marketing channels accounting for major
 
flows for the sample growers were followed.
 

Commission Agents as 
Sources of Market Information:
 

Considerable difficulty were experienced in the collection
 
of informatio, 
 from kacha arid pacca arhatis. Information
 
about their 
 total turnover arid income arid expeniditure 
could riot be verified from ally records arid have to be 
accepted at their face value. 

Institutional Trading 

It was discovered that purchase register maintained by
purchase centres Foodof Department arid Passco did riot 
show the various categories of sellers, 
i.e. farmers,

beoparis, commission agents. There was difficulty in 
finding out how many farmers actually made use of these 
facilities. 
 There was a general practice that beopari, 
when selling produce to purchase centres, posed as 
growers since growers were exempt from the payment of 
market fees.
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1.5 ARRANGEMENT OF THE REPORT
 

The arrangement of the report generally follows the scope 
of work prescribed for 
the study. After the introductory

chapter, a review of literature is included in the riext 
chapter. The analysis of the data generated through 
growers survey and cost survey of firms providing
marketing services for wheat, rice and pulses are covered 
separately in the next three chapters. The analysis of 
consumers desire anid willingness to pay for additional 
services are included in the sixth chapter. This is 
followed by a review of institutional framework relating 
to the marketing of the reference crops. The evaluation 
of efficiency status and of marketing development 
constraints are the subject matters of the last two
 
chapters.
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CHAPTER II
 

2. REVIEW OF LITERATURE
 

There has been a substantial body of research on the 
structure and functioning of the agricultural marketing 

system, both at international arid national levels. The 

problems of the developing countries in particular have 

been extensively dealt with in several reports issued by a 
number of institutions. The present section contains a 

review of the scope arid findings, (with particular 

reference to marketing margins of wheat, rice and pulses) 

of the major studies conducted in Pakistan and for a few 

other countries with similar agricultural and 
socio-economic conditions. The review has been arranged in 
a chronological order, starting with the latest published
 

papers and publications.
 

Syed Nawab Iaider Naqvi and Peter Cornelisse, (1986) 
(i) "PUBLIC POLICY AND WHEAT MARKET IN PAKISTAN", 

The Pakistan Development Review Vol. XXV, No.2 (Summer 

1986) - Pakistan Institute of Development Economics, 
Islamabad (17) . (Subsequently published as "The Wheat 

Marketing Activity in Pakistan" 1987).
 

Drawing upon a series of country-wide surveys, the study 

addresses the micro arid macro policy issues related to the
 

operations of the wheat market in Pakistan. It focuses on 

the relative roles of the private traders arid the
 

government in determining the prices received by the
 

primary producers arid those paid by the final consumers. 

It finds that the government occupies the 'commanding 

heights' in the wheat market through its procurement 

operations, regulation of milling activities arid supplying 

wheat arid flour to the consumers through both ration shops 
and the open market. 
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The study recommends 
 that while the scope of private

traders' activities needs to be widened, the governmert 
must certinue to operate effectively arid more selectively.
In particular, the present policy of voluntary procurement 
of wheat should be used, though 
at a reduced level, 
to

stabilize farmers' income, arid a (restructured) rationing 
system must function to subsidize the consumption of wheat 
and wheat flour by the poorer section of the society.
 

Marketable Surplus:
 

In general, the size of the marketable surplus of wheat was
found negatively correlated with the distance of farm from 
the market. Further, large farmers tenided to sell wheat 
much later in the post-harvest season than the small 
farmers. Also, for all classes of farmers, the marketable 
surplus was higher in the Purijab than in Sind. On the 
other hand, the small farmers, especially those in the 
wheat deficit areas, occasionally had engageto 
 in 
'distress sales' soori after harvest to repair tlieli fr ,qie
liquidity F.osition - toonly return to the market in the 
post harvest 
 sE asort for buying wheat for 'own 
consumption'. 
 Such practices reduced 
the real income of
 
the small farmers who 
had to pay a higher price for wheat
 
repurchases than the one they had earlier received on their 
(distress) sales.
 

Reviewing the policy framework, 
the study drew attention to
 
the need for raising the size of the marketable surplus to 
'adequate' levels as well as 
for stabilizing the price of
wheat, especially in the 'off-season' period. Givei the 
production levels achieved arid the size of own consumption 
of wheat, public policy should also enisure that (i) farmers
 
obtain a fair price, (ii) the 
 marketed surplus 
 was
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sufficient at least for the consumption needs of the 
population, arid 
 (iii) the distribution channels were 
clearly laid out so that consumers, especially 
the poor
 
ones, had adequate access 
to wheat.
 

State Intervention. 

The study reviewed the rationale of state intervention in 
wheat marketing arid pointed out that in some cases actual 
policies had failed to achieve the intended results. The 
rationale of the various 'components' of State intervention 
in the wheat market seemed 
 to rest on the following
 
arguments. 

i) The high viability 
of market prices of food and the
 
possibility of 
 high concentration 
 of market power
 
among private traders 
in a situation of free 
trade
 
required that the government through its procurement 
activity, should 
 act as a stabilizing force with
 
respect to the prices that farmer received both at the 
harvest time arid during the post-harvest period. 

ii) The same reasons had dictated an elaborate rationing 
policy, 
which had the effect of creating a dual price
 
system 
 to achieve an effective (food) market
 
segmentation. In so far as the production of food 
grain was 'demand - constrained', a lower price of food 
than would prevail without government subsidy might
indirectly provide an expanding market to the producers 
of food.
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------------------------------------------------

------------------------------------------------

------------------------------------------------

Marketing Margins:
 

The authors summarized their orfindings marketing margins 
in the following table: 

Table: Marketing Margins at Various Stages of Wheat
 

(Rs. per maund)
 

Variable Shop 
 Beoparis Commission Whole-

Keepers 
 Agents Salers
 

Purchase Price 
 48-54 54-56 
 57-75 56-74
 
Sale Price 53-58 
 58-64 
 - 58-78
 
Marketing Margin 5-4 4-8 
 - 2-4 

Marketing Efficiency: 

The authors are of the opinion that efficiency of marketing 
operations must be examined by considering a set of 
indicators of efficiency like (i) price spread (the 
difference between consumer's and producers' prices 
expressed as a percentage of the consumer's price) (ii) the 
variations in producers price (iii) credit ties (iv) the 
rate of turnover of wheat stocks 
held by private traders
 
(v) seasonal price fluctuations and (vi) the adjustments 
made by private traders to the requirements of producers
 
and consumers.
 

The authors conclude that each of these indicators gives 
the impression that the private wheat 
market appears to 
have worked at reasonably low cost to the producers arid 
consumers of wheat. 
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Storage:
 

The authors also review the storage position arid conclude 
that prevailing facilities were in-efficient arid of low 
quality arid arewhich considered by them as the weakest 
spots in the wheat distribution system. Private storage
 
was inadequate in quanitity 
as well as quality. Both wheat
 
farmers arid private traders faced serious problems in 
storing grain for extended periods, which could be only at 
a substantial cost. To compensate for ifnadequate capacity

in the private sector, the public sector storage capacity
 
had been expanded at a rapid rate and was considered 
adequate to hold the present level of wheat stocks, which 
were required to maintain relatively stable prices in the 
post harvest season.
 

The Wheat-Milling Activity:
 

The authors also reviewed 
the wheat milling activity. it
 
was noted that the milling of wheat into flour took place 
in the private The
sector. milling activity used three
 
kinds of technologies - namely.. the traditional chakkis,
 
modern grinding 
 plants, arid roller flour-mills. Chakkis 
were commonly employed for small scale operations arid were
 
instrumental in meeting 
 a considerable part of the
 
requirements of flour in the 
 rural areas. The flour they
produced was preferred by villagers because of its presumed 
high nutritional value arid better taste. The modern
 
griniding plazit 3 operated on a much larger scale and also 
performed the washing arid cleaning operations. The millers 
grinded wheat threeon accounts: on their own (for selling 
in the open market) , for other private parties or
 
individuals, and for ration shops. The decision whether or 
riot to mill wheat for ration shops was iiot left to the 

-41­



millers themselves, as the goverrnment selected the mills
for this purpose as well as the volumes of wheat they had 
to process. 
 The profitable flour-milling 
was that which
 
was done for the open market: 
 the least profitable
operation was milling for the government. In the latter 
case, the 'grinding margin' for turning wheat into flour 
was not considered sufficient even to cover the milling
costs. There was also evidence of the existence of
considerable 
 excess capacity in the milling activity,
especially in 
the large flour mills in the Punjab.
 

Faiz Mohammad 
Faiz 'PRICES AND 
THE GREEN REVOLUTION:
 
Some reflections 
 on the performance of private

agriculture markets in Pakistan'. 
 The Pakistan 
Development Review vol. XXIV No. 
(Summer 1985). (9)
 

The purpose of this paper was 
to study the extent to which
 
the farmers might have gained from participating in themarketing process with the relatively large quantities of
marketable surplus made 
 possible 
by the High Yielding

Varieties. 
 This was orie of the many ways to see whether
the existing private marketing system helped or hindered 
technological improvement in the agricultural sector. 

In this study the author has discussed the Green Revolution 
arid changes in marketing conditions. He is of the opinion

that while 
 the increased marketable surplus 
 placed

additional burden oi existing transport and storage
facilities, agricultural markets in Pakistan seemed 
to have
 
borne this by improving the marketing environment within
which the price formation process took place. In this 
survey three areas had been identified which brightened the
pricing prospects for the farmer during the Green 
Revolution period (1967-68 to 1970--71). These are: 
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The 	 number of traders arid commission agents increased 
significantly at the village level as well as at the 
primary wholesale markets due to the following
 
developments.
 

o 	 The increased volume 
 of 	 marketable surplus
 
resulted in expansion of trade at each level and 
thus 	attracted more traders.
 

0 	 Improved farm productivity and introduction of 
farm mechanization during that period released
 
some of the family labour from work oni 
farms.
 

The increase in the number of tractors in rural areas, 
besides increzsi:q 
 farm power, 
 greatly improved
transportation facilities for the farmer, arid made
 
access to markets easier arid 
faster.
 

The farmers with 
large marketable surplus became 
more
 
selective than before with respect to the time and 
place for selling his produce.
 

Methodology:
 

The author has used two approaches to study the 
behaviour
 
of farm prices during the Green Revolution period:
 

- Comparison of the farm prices of wheat arid rice for the 
period 1967-71 with those of the preceding years. 

- Comparison of traders margins at different levels of 
marketing for different years. 
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Subtracting farm-to-market "handling costs" from monthly 
average wholesale 
 prices (for selected markets) 'net
 
prices' were 
obtained, which 
might be the closest to the
 
prices actually received by the 
farmers. 
 These prices were
 
then deflated by monthly wholesale price index of the 
respective month to arrive at the 
'real prices'.
 

Marketing Margins:
 

Two types of 
 margins were calculated for determining the 
changes in marketing conditions, during the Green 
Revolution period. 
These were:
 

i) Combined margins of the wholesalers arid the retailers; 
and 

ii) Storage margins
 

In the opinion of the author, the most suitable method 
would have been to calculate the margins separately for 
every marketing stage between the farmer arid the consumer. 
This required data on the selling arid buying at each stage, 
but unfortunately these were not available in Pakistan. 
Alternatively, data on wholesale prices (WP) arid retail 
prices (RP) for a ofnumber markets were available and 
these were used to calculate the gross-margins (GM) of the
wholesale arid the retailer taken together. Using data on 
wheat arid rice prices 
 in major agricultural 
markets,
 
absolute magnitude or GM 
(Gross Margin) was calculated as:
 

GM = (RP - WP)
 

In the absence of data from-primary sources, secondary data 
on wholesale prices were used to calculate what might be 
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called off-season changes in prices. Subtracting storage 
costs from these 'Changes' one could get the margin earned 
by the stock keeper.
 

The main conclusion of the study was that in countries like 
Pakistan where there were different levels of marketing, 
viz. village level, primary wholesale level, and terminal 
level, the farmer's participation in particular
a level
 
could change when he had relatively large amount to sell. 
This might be so because with a large marketable surplus9
 
per unit cost of marketing a product usually declined and 
the farmer was encouraged to increase his search for a 
better price. As a result, he might not only decide to
 
sell his produce in an upper-level market rather than to a 
traditional buyer in the village market, but also to select
 
a different time for its disposal. Keeping in view the 
changed marketing erivironiment, the trader at each level of 
marketing, particularly at the lower level, was likely to 
reduce his marketing margin to induce the farmer to stay 
with his traditional buyer. The 
 ret price increase
 
received by the farmer would increase in this process.
 

While accepting the above conclusions, however, a few
 
reservations must be kept in mind. Firstly, it is 
important to note that most of the estimates were based on 
secondary data, the souniditess of which is always open to 
question in countries like Pakistan. Secondly, for certain 
aspects, such as trader's margins in village markets, even 
secondary data were niot available. As a result, the 
analysis was riot as broad-based as it could have been. 
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"REPORT ON AGRICULTURAL MARKETING IN PAKISTAN" (1984)Planig arid Deve lopmezt Division, Government of 
pakistan. (19) 

This study was carried out by United Consulting Group (Pvt.)
 
Limited, 
Lahore, for the Planning & Development Division,
 
IHcurluiiic lHeULca ch utLlul, (oV ll oLhillriL Pdk.LLaII. 

Objectives:
 

The maint objectives of the study 
 were to specify 
improvements in the existing arrangements for the marketing 
of agricultural produce in Pakistan with a view to 
giving
 
the growers a better price. The sco,- of work included 
estimation of trade margins, review c- the official
 
marketing infrastructure arnd the price support mechanism. 
The study covered main arid cash asthe food crops well as 
major fruits arid vegeitables. 

Marketing Margin:
 

The study deals with different aspects of the marketing 
scerario. Marketing margin is defined as the difference 
between the price paid to the first seller arid that paid by 
the filial buyer. It is made up of individual margins 
obtained by intermediaries for marketing services rendered 
by thnm. 

A significant portion of the price paid by the consumer is 
absorbed by marketing costs and profit margins of 
intermediaries. It is then pointed out that the difference 
between these marketing costs arid margins provide an idea 
about the scope that exists for narrowing down the spread 
between the producer arid consumer prices. Detailed data 
about the price spreads, marketing margizis arid of marketing 
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costs for the selected commLodities are analysed ini the 
report to arrive at tho followl y fizidiiL1.s: 

- Among the food grains, the farm-gate price of wheat 
expressed as percentage of consumer price was the 
highest. This was primarily becauS'e of the price 
support programme ard procurement operation of the 
government. Or the whole, farm gate price ranged 
between 62 to 74 percent of the consumer prices. 

- The wholesalers and retailers 
absorbed a considerable
 
share of the consumer price. The divisions of their 
gross margins between costs arid rnet margins showed the 
excessive profits being made by these intermediaries. 
Obviously, through further 
 rationalization 
 of the
 
market practices, these znet marginis could be reduced. 
This could help ini increasing farm gate prices without 
affecting consumer prices. 

- The share of farm gato prices was considerably lower ini 
case of items which required processing before their 
final consumption. This was borre out by the data 
about rice, for which the farm gate prices were found 
to be only 45.83 percent of the consume:- prices. 

The major recommendations related to the need for upgrading 
arid strengthening the activities of the Federal Department 
of Agriculture arid Livestock Products Marketing arid Grading 
and the setting up of iiidependent anid separate Directorates 
of Economics and Marketing in NWFP and Baluchistan. 

The activities of the Federal Department were proposed to 
utrt*uanilitid t};*outjh i 
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Making institutional arrangements for effective 
coordination of provincial marketing departments which 

was totally absent; 

preparing 'Situation and Outlook' Report for each major 
crop each year on a regular basis according to a 
pre-determizied time schedule; arid 

arranging for the collection and dissemination of farm 
gate anid retail prices of major commodities.
 

The utudy also reviewed the price support programme for 
agriculture in Pakistan and the procurement operations 
carried out wheat rice Itfor and crops. concluded that 
the production orieted price policies had acted as a major 
contributory factor for the all round improvement in 
agricultural production 
 as well as in productivity.
 
Further, the fixation of support prices had reduced the 
scope of exploitation by various intermediaries in the 
marketing of concerned crops. 

Timmer, Falcon anid Pearson, 1983 FOOD POLICY ANALYSIS, 
World Bank Publication (24). 

The book presents tools anid framework for analysing 
marketing functions as a component of food policy 
analysis. Food policy is viewod in a broad porapoctivo to 
include the collective efforts of governments to influence 
the decision making erivironmen6C of food producers, food 
consumers anid food warketing agents in order to further 
social objectives. The objectives of the marketing sector 
are contsidered to be analogous to the four basic objectives 
for the food system as a whole: efficient economic growth,
 
a more equal distribution of income, nutritional well-being 
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arid food security. Marketing can contribute to all the 
four objectives through more efficient performance of its 
various activities.
 

The authors describe the various 
 issues related to 
marketing functions, markets arid food price formation arid 
suggest framework for understanding the marketing system 
through analysis of elements of a competitive market,
 
market flows and participants, marketing costs arid margins 
and marketing efficiency status. The analytical framework 
presented in the book is helpful to all those engaged in 
markt .irig research. 

Nazir Ahmed, 'MARKETING OF MAJOR PULSES (GRAM, MASH, 
MUNG AND MASOOR) in Punijab - A case study in Faisalabad 
market (1983) - Faculty of Agricultural Economics arid 
Rural Sociology - University of Agriculture, 

Faisalabad. (15) 

The investigation was conducted on the marketing of major 
pulses (Gram, Mash, Munig arid Masoor) in the Punijab with 
special reference to Faisalabad Market. The relevant data 
were collected from producers, village dealers, commission 
agents, processors arid retailers through personal visits. 
The data regarding the marketing of pulses by Pakistan 
Agricultural Storage arid Services Corporation (PASSCO) was 
collected from the lead Office at Lahore arid Sub-office at 
Sargodha. 

The main findings of the study were as under: 

- The narketab]l Eurpl)un was 75.], 80.5 arid 85.2 , ,r cuitn 
of the total production in case of gram, mash, mung arid 
masoor respectively.
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The distribution of 
sale by the producer to various
 
intermediaries ini case of gram, mash, mung and masoor 
was 90, 95, 80 arid 93 per cent respectively to the 
village dealer arid 5, 5, 20 arid 7 per cent respectively 
to the commission agenit. In case of gram 5 per cernt 
sale was made to the fellow farmers.
 

The main reasons for village level sale were smallness 
of marketable surplus, transportation problem, lack of
 
market information, existence of social ties and credit 
bindings with village dealer.
 

Reasons for sale in the market were better price 
expectation, social ties and credit bindings with the 
commission agent. 

A major portion (75, 90, 80 arid 70 percent in case of 
gram, mash, mung arid masoor respectively) of the total 
marketable surplus disposedwas off in the inmediate 
post harvest months. The main factors; favouring the 
immediate sale of pulses were 
the -. to
,eed purchase
 
fertilizer anid implements, payment of water rate arid 
loans, arid to fulfil domestic needs. 

The sales by the village dealer are distributed as 93, 
95, 90 arid 95 per cent in case of gram, mash, mung arid 
masoor respectively to commission agent arid 7, 5, 10 
and 5 per cent to the processor. 

The average quantity transacted by the commission agent 
in case of gram, mash, mung arid masoor was 87500, 
89200, 88525 75350arid maunds per annum respectively. 
Out of 12, 10 11which 15, arid percent was sold on 
behalf of the other commission agents, 88 and 75 
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percent in case of gram arid mash respectively arid 80 
percent each for murig arid masoor was transacted oni 
behalf of the village dealers, and 9 percent in case of 
masoor arid 10 percent of mash muTng sold on behalf of 
the producer.
 

The margin of commission agent was Rs. 5.13, and5.30 
4.83 arid 4.73 per maund in case of gram, mash, mung and 
masoor respectively. The net profit was Rs. 2.84,
 
3.08, 2.62 arid 2.50 per maunid.
 

Quantity purchased by the processor for spliting was 
11320, 18825, 14420 arid 10975 maunds per annum in case 
of gram, mash, mung arid masoor respectively. Whole of 
the quantity was purchased from commission agent.
 

The recovery of pulses after spliting was 30 arid 32 kgs
 
per maurid in case of gram arid masoor respectively arid 
34 kgs per maund of mash arid murig each. The recovery 
of mash and mung pulse remained 30 kgs per maund after 

washing.
 

The average quantity purchased by the retailer ini case 
of gram, mash, mung arid masoor was 25, 30, 24 arid 23.5
 
mauids per annum respectively. 100 per cent purchase 
was made from processor/wholesaler. 
 The margin of the
 
retailer in the pulses trade was maximum which was Ps. 
45.00 arid 40.00 per maunid in case of gram and mash 
respectively arid Rs. 35.00 per maund for maung arid 
masoor each, -fter selling the commodities at a price 
of Rs. 7.75, 8.00, 7.13 per kg in case of gram, mash 
arid masoor respectively. The profit earned by the 
retailer after incurring various costs came to Rs. 
41.20 arid 36.30 in case of gram arid mash respectively 
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and in case of mung and masoor each it was Rs. 31.30 

per maund.
 

WHEAT DISPOSAL SURVEY, (1981) University of 

Agriculture Faisalabad (25) 

This survey of wheat disposal by producers was conducted
 
during the 1981 harvesting season in the Punjab, in order 
to study the efficiency of the price support programme for 
wheat. It included the estimation of the marketable 
surplus, disposal pattern, marketing costs, gross arid net 
prices, difficulties experienced by the producers, the 
inadequacies of the procurement centres, the facedproblems 
by them, arid the question of their effective supervision.
 

Based on data collected from 500 producers representing all 
farm sizes, covering 34 purchase centres in 19 tehsils of 
the Punjab, the study concluded that wheat acreage was 
negatively correlated with farm size, being about 56
 
percent of the farm area on small farms arid 45 percent on 
large farms. The average marketable surplus was 60 percent 
on large farms. About 75 percent of the marketable surplus 
was sold within two months of harvesting, with small farms 
selling 90 arid farms selling 74percent large percent. 
Over 53 percent of the marketed quantity was sold in 
village, 31 percent at procurement centres, 11 percent in 
market/mardis, arid 4 percent to cooperative societies. The 
sales in villages decreased arid those at procurement 
centres arid to cooperative societies increased with 
increase in the farm size. Gross arid net prices received 
in villages were lower than those obtained in markets anid 
at procurement centres. Farmers did riot take their produce 
to procurement centres because of higher deductions in 
kind, under-weighing, arid delayed payment of sale procoeds 
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at the centres. Only 34 percent of the purchases at 
procurement centres came from the growers directly, the 
rest being supplied by village dealers and 
 commission
 
agents. Proximity of procurement centres production
to 
areas beinig a significant factor in attracting larger
stocks directly from the growers, the report recommended
 
that more procurement centres should be set up with 
adequate staff, storage arid furds. It also recommended 
that the functioning of Supervisory Committees for 
procurement centres should also be improved and such 
committees be set up where they did riot exist. 

ECONOMICS OF PRODUCTION AND MARKETING OF PADDY IN
 
PUNJAB, (1980) University of Agriculture, Faisalabad(8)
 

The study was conducted 
in the major rice producing areas 
arid included farm arid market level problems. The study 
revealed that the farmers 
were facing difficulties of
 
realizing fixed prices, higher deductions in kind and 
delayed payment saleof proceeds. As regards the use of
 
rice area for next crop, it was 
 found that 90 percent of
 
irri areas was utilized for rabi crops while in case of
 
basmati only 
42 percent area could be utilized. The
 
deductions in kind raniged from 7 to 9.5 percent for various 
farm categories.
 

Muhammad Manzoor Ali, M.A. aridCheema Atteque Ahmed ­
'MARKETING OF 
FARM PRODUCTS AND FARM 
IN-PUTS IN
 
'BARANI' PUNJAB AND NWFP' - Punjab Economic Research 
Institute, Lahore, Publication No. 176 (1979). 
 (13) 

The study covered marketing of major 'Barani' area crops
 
like wheat, gram, ground nut, maize arid pulses, arid farm 
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inputs like fertilizer, HYV seed, pesticides, and small 
implements.
 

Data on various aspects of marketing of farm products and
farm inputs referred to above were generated by
interviewing 200 farmers located in 20 village arid 32dealers of two markets in the rainfed Punjab. In NWFP, 35 
farmers and dealers
18 located in 22 villages were
interviewed for this purpose. The sample was mainly drawn
 
through random sampling technique.
 

Characteristics of 'Barani' Markets:
 

The market studies in both the provinces exhibited thecharacteristics 
 of a traditional centralized marketing 
system. The markets of Punjab province were fairly
competitive, organized arid regulated under the Agricultural

Produce Market Act, 
1939. The 
NWFP markets, were 
however
 
dominated by a few large dealers arid markets were also
neither located in an organized premises nor were regulated 
under the Market Act.
 

The network of market intermediaries involved in te
 
marketing of 
 farm produce consisted of village
shopkeeper/village 'beopari' at the village level, 'kacha' 
arhti (commission agent) and 'kacha + pacca ' arhti for 
wholesaler at the market level.
 

The farm products business in the Punjab markets was
carried out mainly by commission agerits/wholesalers
alongwith a relatively smaller number of itinerant village
level dealers. A major portion of marketable produce in
NWFP however was handled by village shopkeepers/'beoparies, 
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and ultimately channeled through one large dealer located 
at the central district headquarter market.
 

The majority of the dealers of Punjab and NWFP markets hadfarming as anicestral profession and handlingwere more
business compared to the dealers coming from non-farming
families. 
 A vast majority of the sample dealers in both
the provinces were running their business in rented shops
and also had acquired most of the storage capacity on 
rental basis.
 

Marketable Surplus
 

Groundnut arid pulses (mash, mung) during 'Kharif' andwheat' gram/'rabi' pulses during 'rabi' were the majorcrops marketed 
by sample farmers. 
 The sample growers
marketed, or an average' 25 and 18 maunds of surplus
produce of groundnut arid gram respectively. The average
quantity of marketable surplus of wheat, arid 'rabi' pulsesper farm household was about 42 and 7 maunds respectively.
Marketable 
surplus of wheat was, 
however, available withonly 40% of farmers (mostly of large size) whereas, 21
cent of the sample farmers reported 

per
 
that more than 3/4th of

their total production of 
'Kharif' pulses 
was in excess of
their household requirements arid was 
 thus disposed of in
the market. 1

The amount of marketable surplus of rna)orcrops was found positively correlated with the farm size.
 

Marketing Channels/Place of Sale 

Commission agent was the major functionary handling 70 and85 per cent of gram arid groundnut crops respectively,
followed by village 'beoparies' arid 
retailers. 
Very little

grading of the marketed produce was done at the farm level.
 



Factors Influencing Choice of a Market/Buyer:
 

While selecting 
a market ard a buyer for sale of marketable

produce, competitiveness of the market place and thepersonal relationship 
with the 
 dealers 
were the major
considerations kept in view by the sample farmers.
 

Farm Storage:
 

Mud bins arid or/separate 'kacha/pacca: 
rooms were the major
storage arrangements at the farm level. Mud bins were usedby 74 per cent of small farmers that were meeting only 45per cent of their total 
storage requirements. 
 Separate
'kacha'/pacca' 
rooms though 
used by a small number of
farmers were accounting for the largest share in the total 
storage space at the farm level.
 

Farmers seemed to have little perception of and concernabout storage losses. 
 Only about four per cent 
losses were
reported in the case of wheat and 4 10to per cent in the case of groundnut. As such majority of them did riot make any suggestion regarding improvement in storagearrangements. Some of the small farmers, who did riot have
'Pacca' rooms of their own, wanted that such a storage 
facility be provided to them.
 

Business Costs:
 

On anz average, Rs. 
512 were 
spent monthly by dealers to run
their 
 farm products business. Entertainment followed byshop arid godownr rent were the major cost components. The costs were related to dealership size.
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On an average, Ps. 
8 were passed 
on by dealers to farmers
 
as marketing charces oni each transaction. Loss in weight
(Wati::h) and commission were the nifajor components of such 
charges. The net price received by the farmer i, such 
cases was about Rs. 92 per maund (given sale price of Rs.100/- per mauid) his (farmer's personal expenses or food 
and trarsporc and octori. 

Marketing Facilities:
 

The 'Study' revealed that 
 no regulated/organized market 
existed in NWFP sample area and also that the submarkets in
the Punjab were not properly organized, which caused
problems for marketing of the produce. This emphasizes the
need for establishing new outlets/markets arid improving
functioning of the existing ones to provide competitive
markets with conducta aid performance more to theadvantage of the farmers. The ofrole Market Committee is
limited and lesserof beniefit to growers in the Punjab as
the Agricultural Produce Market Act has riot beer enforced
properly. In the North West Frontier province sample area,

the Market Committees 
 are noon-existent. These communittees
 
need to be established giving full 
 representation to the
 
growers so the mechanism 
 of price formation arid other 
market practices 
 could effecti-;ely 
 be
 
improved. 

Similarly, no well orgaiized livestock market was available 
in the study areas for 
the disposal of livestock. As

livestock production is importantan, activity in 'baraiji' 
areas, establishment of livestock markets orn scientific 
lines also needs special priority in the development 
programes.
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Village 'beopari' has been identified as an important
functionary in the commodity marketing channels in NWFP. 
Furthermore, according to the Study, the amount of market 
charges passed on to farmers by the dealers of the Punjab's
sample markets plus fariners' personal expenses ircurred forthe sale of cumrmodities in the market shows that prices
realized by the 
 farmers in the regular 
 markets were
 
depressed more than 
the village level prices offered by the

village dealers. Although the 
farmers get better prices in

the market place than onesthe offered by village dealers,
yet the receipts, net of marketing margin, are lower in the 
latter case. 
 Opening new outlets near villages or

encouraging village dealer activity were the two major
alternatives which coula help narrow down the village and
market level 
 price margin, catch 
 the margin fully 
 or
 
partially 
 by farmers now going to market functionaries and
improve the performance of existing markets. Village level
functionaries thus need to be made more viable to provide
competitive alternate channel for farmers and encourage
price competition. Provision of institutional credit to

the village 'beoparies' for firnancinig the 
 commodity trade
 
could 
be of great consequence. 

The study also revealed that road conditions in the sample 
areas needed 
lot of improvement. Difficult 
access to

markets was also a major factor influencing farmer's choice 
of alternate market channels' thus limiting his ability to
sell his farm 
produce through competitive channels. This

problem could be alleviated by improving the road nietwork 
in the rural areas. 
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Siddiqui et 
 at (1979) conducted a study on 
'MARKETING OF AGRICULTURAL PRODUCTS IN SIND'. (23)
 

The study focussed 
 on1 two 
 major aspects, namely,

determining of cost of production of selected commodities
and study of the marketing system including the channels,
marketing cost/margins, and price analysis for these 
commodities. 
 The data were generated by surveying

commercial farms arid potential markets scattered in all the12 districts of Sind Province. The total sample size
 
consisted of 1265 respondents that included 310 producers,
115 assembles/ contractors, 
420 wholesalers/processors, arid
 
420 retailers 
 involved 
 in production 
arid marketing of
 
various fruits, vegetables arid pulses in the province.
 

The study showed that the marketing system for various 
commodities covered was centralized, involving a long arid 
complex chair, of intermediaries. The commodities moved
 
through the selected few central markets to the retail 
(consumer) markets. The commodity prices were mainly

determined by the marketing agencies located in the central 
markets. The prices otherin markets moved around suchpredetermined price levels with littlea allowance for 
marketig/ship.ient costs arid a marginal influence of supply
and demand in a particular market. This type of marketing
system gave rise to several imperfections in the marketing
system like wide ­farm retail price differentials through
accumulated marketing charges arid exaggerated margins at 
various intermediary levels. 
 The study showed that the

middle mari's profit share aas percent of retail price
varied between 28 to 40 
 for various pulses 
 in the
province. 
 The marketing costs 
were 
of the order of 27 to
 
34 percent. Thus 
farmer 
share was reduced to 
5-9 percent

of retail price. 
 Marketing margins 
 were unjust
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particularly 
for wholesalers 
and retailers, 
the respective

margins being 22 to 40 percent (wholesalers) and 10 to 17 
percent (retailers) . This shows that wholesalers 
were
 
pocketing the maximum share.
 

Rajab Ali Memozi - Marketing Infrastructure, Margins and 
Seasonal 
 Price Variations 
 of Selected Agricultural

Commodities ini Sind Province of Pakistan -- Department of 
Agriculture 
 Economic 
 arid Rural Sociology 
 -- Sind 
Agricultural University, Tando Jam. 
(22)
 

A research project entitle 
 "Study 
 of the Marketing,

Tinfrastructure, Margins arid Seasonal Price Variations ofSelected Agricultural 
 Commodities 
 in Sind Province of 
Pakistan" 
 has been operating 
 at Sind Agriculture

University, Tandojam since 1974. The main objectives of
research were to evaluate various marketing organizations,
appraise the existing marketing sy'7tem arid analyse costs,
prices, marketing conditions, marketing margins, seasonal
 
price variations 
 arid export potentials of selectedseven 

commodities including 
 Banana, Mango, Dates, Onion, Potato,
Chillies arid ARice. sample of 1495 respondents comprising
of farmers, assemblers, 
wholesalers, 
inter-zoial 
traders
 
processors, rice millers and retailers was interviewed from 
six districts of Sinid province. A number of annual 
technical reports were prepared arid issued dealing with the 
selected commodities.
 

The report thefor rice crop, relevant for the present
study, analyses the data for the year 1977-78.
 

The analysis revealed that paddy producers on an average
spent Rs. per16.33 maunid as cost of production as against
farm-gate price of Rs. 25.84 per maund. Rice mills sold 
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parboiled arid 
white rice an
at average price 
of Rs. 49.00
 
per mauid to RECIP arid at Rs. 48.00 of parboiled arid white
rice in oper market. Wholesalers arid retailers in
production areas received per maund averacie price of Ps. 

l i,5d Ns. u'5.80 for parboiled rice, Rs. 58.92 and Rs.
66.98 of white rice and Rs. 37.14 arid 46.63 of broken rice 
respectively. 
 The wholesalers and retailers of consumption 
areas received average 
price of Rs. 62.75 
 arid 67.86 per
mauid of parboiled rice, Rs. 56.26 and Rs. 70.00 per maund
of white rice arnd Rs. 39.97 arid Rs. 50.60 per maurid of
broken rice respectively. The prices of parboiled arid
 
white rice depicted a mixed tren~d whereas prices of broken
rice decreased 
 in all. four quarter periods iii the
 
production 
 areas. 
 Trn corsumption areas, wholesale atidretail prices siowed decreasing trends during all the 
studied quarter periods.
 

The study showed that consumers rupees was distributed ini

such a mariner that 47 percent on parboiled rice arid 53 
percent on white rice in production areas arid 45 percent on
 
parboiled ard 50 percent 
 on white rice in consumption areasweit to the producers. The rest of its was availed by

various irtermediarius.
 

The policy recommendations of 
the study related to supply

of insecticides, sprayer machirie arid good seed, removal of

salinity arid water logging meraces, supply of sufficiernt 
water, opening of niore paddy purchasing centres, supply of
fertilizers, construction of more link roads, announcement 
of positivo price policy Li advirice, crop zoniniij, quick
transport, installation of modern mills by RECP, adoption
of a workable gradiiu systenm, openincg of fair price shop
for consumers, removal of irnterzonal ban or rice arid 

- (i­



refixirig of purchase targets for lower arid upper Sind 
area.. 

Planning arid Development ofDivision, Government 
Pakistan, AGRICULTURAL MARKETING STUDY, 1974-75. (18)
 

The Planning 
 Divisioil, Government of Pakistan sponsored a 
study on 'Agricultural Marketing' during 1974-75, spread 
over 
all the four provinces. 
 The main objectives of the
 
study were:
 

To appraise arid describe the existing marketing
 
infrastructure, 
marketing functions arid organization 
for selected commodities.
 

To identify principal marketing agencies arid to
 
appraise their impact oL the development of an 
efficient marketing systeni.
 

To estimate cost of 
 production, and costs incurred by 
various marketing agencies. 

- To calculate marketing margins of various functionaries. 

To ascertain the direction ard magnitude of change in 
the structure, orgaiiizatioi and operation of markets 
for selected commodities. 

The executing agencies for the study in various provinces 
were as follows:
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Punjab: 

Board of Economic Inquiry, Lahore (now renamed as Puljab 
Ecounomic lRusearcji IJitLjtutc--) 

Sind:
 

Sind Agriculture University, Tando Jam. 

NWFP aid Baluchistan 

Board of Economic Inquiry, Peshawar.
 

Separate study reports were issued 
by each of the three
 
executing agenicies. The mairt fiidings are reviewed below:
 

The Punjab Study covered four pulses, seven vegetables and 
three fruits arid was confined to the five main markets of 
the province. The sample comprised of both farmers and 
intermediaries involved in the marketing of the selected 
conmmodities at various stages from farm gate to the 

retailers. 

The report observes that market imperfections arid the
 
consequent unfair dealing on the part of market 
functionaries with the farmers in marketing of farm 
products were due' maiily to farmer's lack of knowledge arid 
inadequate marketing facilities, difficult access to arid 
absence of proper regulation in the markets like licensing 
of market functiornaries arid absence of clear definition of 
market charges/deduct ioiiti. Urder-weiglime 1 t C).ff vower 
produce arid 'watta' at 1 to 2 seers per maunid, ccmmissioi 
charj.es over aid a] ove tie proscribed rat ( ider t h 
market regulations, other deductions on account of mosque 
fund, weight of gunny bags;, arid abserice of open auction 
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%,vie some of the commonl trade malpractices found in
 
the markets studied.
 

The Market Committees were also not supervising auction of
products. Furthermore, 
retailer was 
pocketing the 
maximum
 
share of retail market price of pulses followed by miller/

wholesaler. 
 Village 'beopari' was 
also reported to share
adequate proportion of retail price. The amount of margin

was influenced by the number of intermediaries involved in 
the marketing chazinel of a particular commodity.
 

The survey estimated 
that 50 percent of the gram crop of

the sample growers and 90 percent of mung, mash arid masoor 
crops were sold in the villages.
 

The Survey Report of Sind explains the prevailing marketing
system in the region arid highlights various imperfectiors
anid inefficiencies. It estimates that middlemen profito in 
the average retail prices vary from 28 to 40 percent for
pulses. Among the measures recommended for improvinig the 
marketing conditions, include the following: 

- establishment of regulated markets
 

- reorganization of market committees 

- development of procossing anid preservation facilities 
for fruits
 

- exploration of export potential for various fruits and 
vegetables.
 

The NWVP and Baluchistan survey estimated that out of the 
total sales, 63.6 percent of the pulses were sold in the 
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villages. The shares 
of growers in the retail 
price in
 
NWFP were estimated at 44.2 percent for pulses. The mairn 
recommendation 
of the study 
related to the popularization
 
of cooperative approach 
to marketing to 
do away with the
 
long and expensive marketing channels ard to expose the 
private functionaries to greater competition. 

M. Aslam Chaudry, 'AN ECONOMIC APPRAISAL OF MARKETING 
MARGINS OF INTERMEDIARIES IN PULSES (gram, mung and 
mash). A case study of Lyallpur markets' - Faculty tf 
agricultural Economic arid Rural Sociology - University 
of Agriculture, Faisalabed 
(1974). (6)
 

The study was undertaken with a view to examine the 
justification of variouu irteimediaries involved in the 
marketing of Gram, Mung and Mash in Lyallpur Market. 

The research 
work was carried 
or for three commodities
 
viz. Gram, Mung & Mash. 
 A preliminary survey was carried 
out in the Lyallpure Market to find the sources from which 
the supply originated. It was identified that Gram arid 
Munig were supplied 
 from Leiah tehsil arid Mash from
 
Bahawalpur tehsil. These 
tehsils were then 
selected for
 
the study. The data 
was collected through persoral
 
interviews of producers, village 
 beoparis, commission 
agents, processors arid rutailers. It wau found that the 
usual channels in the marketing of Gram, Mung, Mash in the 
Lyallpur market which 
was also applicable 
to other markets
 
in the Punjab were as under:
 

- Producer
 

- Village Beoparai
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- Market Conuuission Agent 

- Processor-cum-Wholesaler 

- Retailer 

- Consumer 

The main findings of the study were as follows:
 

In case of Gram, Mung and Mash the marketable surplus 

coristituteu 85.3 percent, 85.3 percent and 78.5 percent 

of the total production respectively. The major
 

portion (75 percent) of Gram was disposed off by the 

producer in the month of June, July and rest (25 

percent) was disposed off in different periods of the 

year. In case of Murig 72.5 percent was disposed off in 

November, December while the rest (25.7) percent was 

disposed off in different periods of the year. About
 

80 percernt of Iash was disposed off i,, November, 

December while 20 percent in different period of the 

year.
 

The urgent need for cash, fertilizer arid storage 

problems were the major factors responsible for
 

immediate disposal. In cases characterized by sales 

in all the year round, the better price, more than any 

other factor, served as the biggest incentive. The 

major portion of the produce was disposed off to the 

village beopari. The major factors accounting for 

village level sales by the producers were the transport 

problems, late payment of sale proceeds in case of 

market sales and botheration for taking produce to t~he 

market. On the other hand, the better price, abser.ce 
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of bad debt and quick mode of paymernt in sales to the 
market were quoted as major iriceritives for market sales. 

The cost per maurid incurred by the producer in sales to 

other agencies were Rs. 0.82 for Cram, Rs. 1.08 for 
Mung arid Rs. 1.76 for Mash. The rnet prices received by 

the producer were Rs. 30.50 per mauxid for Gram, Rs. 

58.40 per maunid for Muig arid Rs. 88.00 per maund for 

Mash. 

For Gram, Mung and Mash, the average quantity purchased 

by one village dealer per arnum worked out to be 2, 790 
mds., arid 1,280 rods., respectively. The distribution 
pattern of Gram, Murig arid Mash sales by the village 

dealer to commissior agerit was that 200 percent sales 

were made to the commission agent. 

The costs per maurd incurred by the village dealer were 

Rs 3.26 per waund for Gram, Rs. 2.09 per maurid for Murig 

arid Rs. 2.04 per inaund for Mash. Thie price received by 

the villaye dealer in .:alus to various agelicius was Ps. 

34.60 per maund for Gram, Rs. 61.00 per inaurid for Muncg 
anid Rs. 90.60 ,:)er maund for Mash. The profit of 

village dealer per maurnd of Cram, Murig arid Mash sales 

to various agerncLes was Rs. 0.54, Rn. 0.51. anid Ps.0.50 

respectively.
 

The distribution of Gram, Mung arid Mash sales by
 

Commission agenit to various agencies was as under: 

o In case of Cram 76.4 percert sales were made to 

processor anid 23.6 percent to other Commission 
agernts. 
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o In case of Mung 91) percent to processors arid 10 
percent to other Commission Agents. 

o In case of Mash 97.5 percent to processors arid 2.5 
per cent to other Commission Agents.
 

The costs per maund incurred by the Commission agent 
were Rs. 0.39, for Cram, Rs. 0.41 for Mung arid 0.89Rs. 

for Mash in 
 sales to various agencies. The Commission 
charged by the commission agent constituted his margin 
i.e. Ru. 1.03 prr mIauiid for Grant, Rs. 1.81 por maund 
for Mung arid Rs. 2.71 per maurid for Mash. The profit 
of the commissiorL agent per maurnd of Gram, Mung arid 
Mash sales to various agencies was Rs. 0.64, Re. 1.40 
anid Rs. 1.82 respectively. 

For gram, muiig arid mash, the average quantity purchases 
by one processor for a month worked out to be 2,660 
maunds, 486 maunds, arid 452 mauids respectively. The 
processor also performed the job of wholesaler in the 
market channel of pulses. The costs per maund incurred
 
by the processor were 
Rs. 1.70 for gram, Rs. 3.78 for 
munig arid Rs. 3.94 mash in sales to the retailer arid 
other agencies. The margin of processor in sales to 
various agencies was estimated at Re. 2.80, Re. 5.40, 
Rs. 5.60 for Gram, Mung arid Mash, respectively. The 
profit of the processor per maund of Gram, Mung arid 
Mash sales to various agencies was Rs. 1.10, Rs. 1.62 
arid Rs. 1.66 respectively.
 

From 
 Gram, Mu ng arid Mash, the average quantity 
purchased by retailer annumone per worked out to be 
16.5 mds 
for the three pulses. As for the distribution
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of Gram, Mung and Mash sales by the retailer, it were 
made almost 100 percent to the consumer.
 

The costs per maund incurred by the retailer were Rs. 
1.24 per maund for Gram, Rs. 1.60 per maund for Murig, 
Rs. 1.68 per maund for Mash in sales to the cozisumer. 

The prices received by retailer 
 in sales to the
 
consumer were Rs. 50.43 per maund in case of Gram, Rs. 
81.21 per maurnd for Mung arid Rs. 115.91 per maund in 
case of Mash. 

The retailer's margin in Gram, Mung and Mash was Rs. 
12.00 per maund, Rs. 13.00 per maund, Rs. 17.00 per 
maund respectively. 

The retailer earned the highest profit in the market 
channel of pulses. The profit of the retailer per 
maund of Gram, Mung and Mash sales to the consumer was 
10.76, Rs. 11.40 arid Rs. 15.32 respectively. 

The per maund distributive margin in Gram, Mung and 
Mash was Rs. 19.93, Rs. 22.81 arid Rs. 27.91 
respectively, which 
was estimated 
at 39.53 percent,
 
28.08 percent arid 
24.07 percent of the consumer's price
 
respectively. 
 In Gram, the share of retailer (60.11
 
percent) in the distributive margin is 
 higher as
 
compared to village beopari (20.35 percent), commision 
agent (5.50 percent) arid processor (14.04).
 

In Mung the share of retailer in distributive margin is 
56.99 percent whereas the shares of village beopari,
 
commission 
agent and processor in the distributive 
margin are 11.39 percent, 7.39 percent arid 23.69 
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percent espectively. In 
case of Mash, the retailer's
 
Uh& ILU i n (11 Lit L Ibul. I V ) ll IL1( 11 u IUo h l lhli 11,:41LL 


that of othcr i :itermediaris. The retailer' s share is
 
60.92 percen*t, village beopari's share is 9.32 percent, 
colurLis sio agent 's share 9.70is percent and 
processor's share is 20.06 percent.
 

The study concluded by ei.uphasizing the need for more 
efficient operations particularly at the villa ie
 
beopari and retailer levels.
 

Mus htaq Annied, 'AN ECONOMIC APPRLAISAL OF 
INSTITUTIONAL PIAiit.WORK THEIN MARKETING OF 
ACRICULTURAL CONIMODITIES '. University of
 
Agriculture Faisalabad (1971). 
(14)
 

Mushtaq in 
a case study erititcd "An Economic Appraisal of 
Institutional Framework in the Marketing of Agricultural 
Commodities" came to the conclusion that the marketing 
margin was ani increasing function of number of 
intermediaries. This should apparently suggest that a 
decrease in marketing margin could be achieved by
 
eliminating some of the intermediaries from the existing 
marketiig channiels. But after the quantification of
 
various services rendered by all the intermediaries, it 
became 
 clear that except for the village dealer, the
 
profits of all other intermediaries were justifiable under
 
the prevailing marketing conditions. The producer got the
 
lowest net price in sales to the village dealers which was
 
mainly due to the dilution of competition at the village
 
level. This intermediary 
could however, be made efficient
 
by rendering the competition at village level more
 
effective.
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K.S. Gill and S.S. Johl, 'MARKETING OF GRAM IN THE
 
PUNJAB (INDIA) 1971 - Department of Economic and 
Huclulogy, P'un~jnm Agi*'u1LL1tu Ulivoril ty, Ludhitlia. 

(11)
 

Gill and Johl (1971) in their study oil marketing of gram in 
the Puzijab (India) fourd that agencies engaged in 
assembling the produce of gram were producer, village 
dealer, village shopkeeper and others which counted for
 
88.5, 7.0, 2.0 and 1.9 percent respectively. Different 
modes of transport were tractor trolly 43.3 percent,
 
bullock cart 30.3 percent, camel pack 15 percent, truck 9 
percent and camel cart 2.4 percent. They further stated 
that production and arrival showed an upward movement from 
the year 1952 to 1968. In marketing pattern' highest 
arrival irdex was obtaired during May 270.05, June 149.49, 
April 137.03 and July 119.39. While price indices for 
these months were the lowest i.e., 92.59, 93.5, 96.46 and 
93.78 respectively. They added that on the other hand 
price indices from September to March ranged between 100.96 
arid 107.89, whereas arrival indices for these months were 
lowest anid ranged from 46.48 to 67.56. The major portion 
of cultivator's produce was thus received ir the market 
when prices were at their lowest. They concluded that 61 
percent of gram was used for home consumption at the farm 
for cattle feed, seed, and payment in kiid. Rest 39 
percent was marketed, out of which 6 percent was purchased 
by the consumers who consumed gram as whole, 60 percent was 
processed into dal, 12 percent into bason, 21 percent for 
feeding to cattle and wastage accounted for 1 percent. 
Margins retained by intermediaries for lean period were 
invariably higher than those in peak Theperiod. 
retailer's share during peak season was 6.8 percernt of 
consumer's price and durinig lear period 104. percent. 
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coh5,umer's Rupees decreased as aiore of 
pr .La111j Waks& 1J vu vocl * W I- (jr11Piu WhoL tL" da I cid 1tith ioj 
the producer's shaire was 86.5, 79.8 and 74.0 percent 

respectively. 

Producer's share inl 

Abdul Rashid - THE MARKETING OF WHEAT IN WEST PAKISTAN, 
(1971) University of Agriculture, Faisalabad. (2)
 

This study covered domestic arid international aspects of 
wheat marketing and production trends. It observed that
 
the outcome of deficiencies in the marketing system was a 
substantial iricrea, e in the marketing margins without 
commensurate benefit to producers and consumers. The 
disorderly market conditions resulted in disconcerting 
fluctuations inl farm incomes which consequently affected 

the marketable surplus.
 

The report concluded that in order to cope with the present 
and potential problems in wheat trade, all policies viz., 
price, marketing and structural policies - for wheat and 
other foodgrain need be coordinated and changed in line 
with the international situation. This would give rise to 
a system which would be sufficiently flexible to absorb the 
internal and external shocks together with ameliorating the 
condition of producer, consumers, trade and State large.at 

F.A.O. (1970) (10) The I"'od anid AgriculturL Jrgazization inl 
a monthly bulletin (1970) pointed out that attack oni the 
free enterprise competitive marketing system centres oil a 
group of people knowit as mlddle-meri. The rlegative 
qualities attributed to the tevm were now such that it was 
almost synonymous with the anti-social activities. The 
most important accusatiol ajainlst the middle-eel was that 
they paid the farmer a price lower than the real value of 
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the produce, but blame was ftr from universal fact. As the 
competition among the traders was almost a rnormal feature 
of the marketing of agricultural products, only a few 
middle-men actually had the power to 
pay the farmers at low
 
price at evern village level.
 

Abdul Rashid -- ECONOMIC ASPECTS OF DISTRIBUTIVE
 
LARGINS (1970) of
University Agriculture, Faisalabad
 

(1).
 

In this exercise a detailed analysis of the marketing 
margins was attempted and the inefficiencies in various 
marketing functions measured. It was ioted that existing 
inefficiencies in Pakistan were largely due to functional
 
inadequacies and to a lesser extent 
due to institutional 
analoqies. 
 Profit element was; the function of a larqe 
number of intermediaries in the marketinq pLocess. 
 The 
retail marqins in almost all the commodities .epLesented 
siqnificant proportion of the consumer prices. 

AN OVERVIEW
 

The extensive literature reviewed in the present section has 
brought out the basic 
 features of the structure and
 
functLoning of the taqcrLcultural marketing systum. '.'Thu 
features include:
 

- Marketable Surplus
 

- Marketing Marqins
 

- Marketing Channels 
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- Roles of Private Traders and Government agencies.
 

- Storage 

- Institutional Regulatory Framework 

Estimates of marketable surplus have been presented based on
 
analysis of data collected 
under different conditions,
 
during different periods 
for various 
crops. It has,however,
 
been generally observed 
that the size of the marketable
 
surpls was positively correlated with 
the size of the farm.
 
The influence of 
the size of the marketable surplus on the
 
marketing behaviour 
has also been brought out in a few
 
cases. It 
 has been observed that larger
a marketable
 
surplus with its unit
lower marketing costs encouraged a
 
farmer to extend his search for 
a better price.
 

Estimates of marketing margins 
have been analysed in almost
 
all the reports and their 
levels analysed for evaluation of
 
efficiency status. 
 It has generally been observed 
that
 
scope exists for narrowing 
down the spread between the
 
producer 
and consumer prices or for increasing producers
 
share without affecting consumers prices. It has been
 
pointed out the
that outcome of deficiencies in the
 
marketing system was a substantial increase in the marketing
 
margins without commensurate 
benefit to producers and
 
consumers.
 

The shares of various marketing channels 
have been analysed
 
for various crops. There 
was however conflicting evidence
 
about the level of prices obtained at various levels. A 
number of studies 

received for wheat 

found 

in 

that the gross and 
villages were lower 

net 

than 

prices 

those 
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obtained in markets. 
 Another study, carried out in a
 
different 
area, however, showed that although farmers got
 
better prices in the market place than 
the ones offered by
 
village dealers, yet 
the receipts net of marketing margins
 
were lower in the former case.
 

The rolesof the private traders 
and of government agencies
 
in the marketing of wheat have been 
analysed. The
 
predominant role 
of the public sector through procurement
 
operations, regulation 
 of transport 
and milling activities
 
and regulation of market supplies of wheat and flour has ben
 
duly highlighted and it 
has been recommended that while the
 
scope of private traders activities needs be
to widened,
 
the government must continue to operate effectively and more
 

selectively.
 

The storage facilities at various levels 
were reviewed in
 
some of the reports and were generally found to be
 
in-efficient and of 
low quality. The government regulatory
 
framework for agricultural marketing 
has also been examined
 
in a of
number studies and recommendations 
made for its
 
improvement. 
 These include upgrading and strengthening the
 
activities of the 
provincial departments, establishing 
new
 
markets and 
 more effective supervision 
 over market
 
operations by the Market 
 Committees.
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CHAPTER III
 

3. MARKET SYSTEM OF WHEAT
 

3.1 DISTRICT AND VILLAGE SAMPLE CHARACTERISTICS
 

Selection of districts for wheat survey was done purposely 
to represent major pi-odur.iq:g areas for this crop. The 
basis of selection was the average annual area under wheat 
for the three years period ending 1985-86. A total of 
five wheat growing districts were selected; 3 in the 
Punjab arid one each of Sindh arid North West Frontier 
Province. In the Punijab, two sample districts were 
selected to represent canal irrigation conditions; one of 
these in the central part of the province arid the other in 
the south, while the third sample district represented 
northern bararni areas. The Sinidh sample district 
represented irrigated conditions while the sample district 
of NWFP represented bararii-cum-irrigation conditions. 

The districts selected arid surveyed in accordance with the 
above criteria were: 

Punjab Jhang 

Mu].tali 

Attock/Chakwal
 

Sindh Nawabshah
 

NWFP Bannu 

In each of the above districts, three villages were
 

selected.
 

The average population, average cultivated area, average 
distance from the nearest town, railway station arid the 
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regulated market and the percentage share of wheat in the 
total cultivated area for the sample villages of each 

district are shown ini Table 3.1. 

The average population per village was 3810. Except for 

the Jharng sample vi] lages which had an, average population 

of 1467 persons, the averages for the other districts were 

higher, ranging between 3833 and 4833 persons per village. 
The average cultivated area per head of population was 

0.92 acres for the sample villages of the Purijab province 

as against averages of 0.57 acre and 1.26 acres for the 
sample villages of Sind and NWFP provinces. For the 

sample as a whole the corresponding ratio was 0.94 acre 

per person. 

Wheat was the predominant crop grown in the sample 

villages accounting for 57 percent of the cultivated area 

for the sample as a whole. The ratio was 63 percent for 
the sample villages of Punjab as against 53 percent for 

Sind and 43 percent for NWFP sample villages. The local 
market actors, village shopkeepers and beoparis were
 

reported only from the Punijab sample villages where their 

average per village was onie each.
 

3.2 GROWERS SAMPLE CHARACTERISTICS
 

Sample Size and Distribution by Farm Size
 

The growers sample consisted of 306 households,
 

distributed among the five sample districts almost 

equally. The classification of holdings by farm size and 
the average composition of the household for the sample 

districts of each province are shown in Table 3.2 
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TABLE 3.1 
AVERAGE POPULATION, CULTIVATED AREA, DISTANCES AND SHARE OF WHEAT ACREAGE FOR SAMPLE VILLAGES 

N N . o A e a e I Distance KiloCROP: W -EATAverage 
 Average Distance n Kil letera 
 hea Cr %age of
SPopulatio
District Villages Aa/Vi -age! Ne rs ai wyVillage Cultivated Jrocuremenirumn I eculaxed
Iearest Railway Proctioeren lc l-ivaied A e h a ra
r r a r

(Acres Tow(No., Station
on Centre Foodentre Passco 
 a ,culiae Area
(No.r)P__o MarKet iare. (Acre hea Areal
irc Total
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 1467 128C 10 
 23 3 20 26 j 3 t0 3125 81 

uIi an 3 
 4 2875 11 0 17 9 22 Ez:25 4700 5Z 

A_______k/ ___hakwa ___ :33;__-83___ 550C____0___ 17 I___________.3 Il___-- _ l ______l 5 1 16500 10500 6­

Sub-T9al 

~awabshah 3 

348c-

S33 

I 

I 
38 

2167 

I13 

7 

25 
I 3 j 

7 

2 I 

12 T 18 I 2:?E65 

I I 

18325 

3450 

63 

_ 

II__ _ _ _ _ _,__ _ _ _ _______ g 
Fannu/Chakwai 3 '750 6000 16 34 1 L 4 SZO0 8500 47 

_ Total _ _ _ _ _ _ 15 _ _ _ _ 3356 I I I 30275 57 I 



--------------------------------------------------------------------------------------------------------------------------------------

TABLE 3.2 

CLASSIFICATION OF SAMPLE HOLDINGS BY FARM SIZES AND AVERAGE
HOUSEHOLD COMPOSITION FOR EACH PROVIN.E
 
Province 
 I
F Sie F rm izeleizeHo
1 to I 
 Aove ears u sehold Cz an os i t io n-'CT(]'ren
1 
 I 
 ota
SmallTotal 
 Female Total Male Femle To::a I Male Female TotalMediu 64 
 21 2.89 2.81 5.70 1.72 
 1.53 3.25 4.61 4.34 8.95
 

Punjab 56 18 
 3.27 3.16
Large 62 6.43 1.82 1.6420 3.13 3.46 5.092.85 5.98 1.34 4.80 9.88
1.34 2.6"5 4-.-7Toal 4.19 8.66182 
 59 3.09 2.93 
 6.02 1.62 1.50 
 3.1" 4.71 
 9,1
 

ll 22 7 


5..63 


3.50 3.41 6.91 
 2.77 2.23 
 5.0. 6.27 
 7.64 11.91
 

Sind 26 8 3.54 3.31 6.85 1.73
Large 12 4 1.65 3.3E 5.27 4.96 10.23
Total 60 3.33 3.42 6.7519 3.LS 0.08 1.92
3.37 6.85 2.38 5.0, 6.1
1.92 4.3C 5.86 5.34 11.755.29 11.15
 

Sra11 
 27 9 
 3.04 2.67 5.71 
 2.30 1.26 3.56 5.34 
 3.93 9.27
N.W.F.P
 
Medium 27 9 
 3.59 3.37 
 6.96 2.30 1.70
Large 4.00 5.8910 3 2.70 3.30 6.00 5.07 10.96
2.10 1.80 3.9C 4.80 
 5.10 9.90
Total 64 21 
 3.22 3.06 
 6.28 2.27 1.53 
 3.80 5.49
Small 4.59 10.08113 37 
 3.04 2.89 
 5.93 2.06 
 1.60 3.66 
 5.10 4.49 9.59
Pakistan Medium 109 36 
 3.41 3.25 6.66 1.92 1.66 3.58 5.33 4.91 10.24
Large 
 84 
 27 3.11 2.99 6.10 1.68 
 1.48 
 3.16 4.79 
 4.47 9.26
Total 
 306 
 100 3.19 3.05 
 6.24 1.91 
 1.59 3.50 5.10 
 4.64 9.74
 



The shares of the small, medium arid large size farms in 
the tota l sample were 37, 36 and 27 percents 
respectively. The average size of the sample household
 
was 9.73 persons of whom 3.49 were children upto 10 years 

of age. The corresponding data for each sample district 
is included in Table III-1 of the Statistical Appendix. 

Area Under Wheat arid Average Yield
 

The size of average holding arid shares of area under wheat 
in the total cultivated area for different sized holdings 

for provincial samples are shown in Table 3.3. The 

corresponding data for each sample district is given in 
Table 111-2 of the Statistical Appendix.
 

The average size of the operational holdings of the sample 

growers was 33.02 acres. The averages for the small, 
medium and large farms were 10.07, 22.75 arid 74.92 acres 
respectively. It appears that for the sample as a whole, 
almost one-half of the total area was under wheat. The 
classification of the sample by different size units shows 
that the percentage share under wheat tends to decline 
with increase in the size of the holdings. Thus the ratio 
was 65.67 per cent for the small farms declining to 55.42 
perceLt. for tluliii-eluii aid 40.40 percent for the large 

farms. Simijar trends were observed for each provincial 
sample. 

The negative correlation between the farm size and the 
share of wheat in the cropped area is also reported by the
 

survey of Wheat Marketing Activity in Pakistan (1987) (17) 
arid by the Purijab Wheat Disposal Survey (1981) (25).
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TABLE 3.3
 

AVERAGE SIZE OF AREA UNDER WHEAT 
 FOR SAMPLE GRGWERS AND AVERAGE YIELDS 

CROP: WHEAT (Acres 

Province Farm Size Average 
 Average Percentage of Average Yield

Cultivated Area under Area under (0 Kg. per
Area -Wheat J Wheat to Total Acre-


Small 10.44 
 7.41 71.01 16.-0
 
Punjab Medium 23.19 13.53 
 58.34 15.2:5
 

Large 78.56 32.57 
 41.46 16.72
 
Total 37.57 17.87 47.55 16.10
 

Small 10.41 
 5.39 51.75 23.z1
 
Sind Medium 23.92 12.81 
 53.54 21.65
 

Large 61.21 25.53 
 42.21 18.69
 
Total 26.43 12.69 
 48.03 20.80
 

Small 9.17 5.88 
 64.14 
 13.S3
 
N.W.F.P Medium 
 20.90 10.61 50.78 
 10.66
 

Large 62.78 18.88 30.07 
 13.L2
 
Total 22.49 
 9.91 44.04 12.27
 

Small 10.13 
 6.65 65.67 11.44
 
PAKISTAN Medium 
 22.80 12.63 
 55.42 15.85
 

Large 
 74.21 29.98 40.-40 16.55
 
Total 
 32.23 15.19 47.12 16.42
 



The survey results show that the average yields tend to
 

decline with the increase in the size of holdings. This 

was generally true for the sample as a whole as well as 
for each provincial sample. This would appear tp suggest 

that the smaller farms were cultivated more intensively.
 

Among the various provinces, the average yield was the
 
highest at 20.80 maunds per acre for the sample district
 

of Sind as against 16.20 maunds and 12.27 maunds for the 
sample districts of Punjab arid NWFP provinces. A 
reference to the district data, included in the 

Statistical Appendix, would show that the two irrigated
 
sample districts of the Punjab had an average of 20.04 and 
20.27 mauids per acre as against 7.25 maunids recorded by 

the only barani sample district. 

Uses of Wheat
 

The percentage shares of different uses of the total 

output of wheat by differenit size sample growers for each 
province are shown in Table 3.4 while corresponding data 

for each sample district is included in Table 111-3 of the 

Statistical Appendix. 

The major uses identified during the survey were domestic 
consumption, payments in kind ard seed while the balance 

quantities were marketed. 

Domestic consumption of wheat was the single most 
important use of wheat for the non-marketed quantities. 
It accounted for 27 percent of the total output for the 

sample as a whole.
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TABLE 3.4
 
PERCENTAGE SHARES OF DIFFERENT USES OF WHEAT IN THE TOTAL OUTPUT FOR ---- SAMPLE GROWERS OF DIFFERENT SIZES OF EACH PROVINCE
 

( PERCENTAGE)
 
--I ----I---CROP: WHEAT ------I---

Province Farm Size 
 Domestic 
 Payment in Kept for Marketed Total . . Consumptioni Kind -Seed 
 -
 -


Small 41 17 
 6 36 100
 
Punjab Medium 33 
 21 6 
 40 100
 

Large 19 22 
 5 
 5L 100
 
Total 26 
 21 
 5 4c 100
 

Small 42 
 12 5 
 41 100
 
Sind Medium 27 20 
 6 
 47 100
 

Large 20 
 17 11 
 52 
 100
Total 27 17 
 8 48 100
 

Small 46 25 
 6 23 100
 
N.W.F.P. Medium 52 
 16 
 8 2L 100
 

Large 36 
 33 4 
 27 100
 
Total 45 24 
 6 25 100
 

Small 42 
 17 6 
 35 100
 
Pakistan Medium 
 34 20 
 6 
 40 100
 

Large 20 22 
 6 52 
 100
 
Total 27 21 
 6 46 
 100
 



The ratio of total output used for domestic consumption 

tend to vary inversely with the size of the farm. This 

trend was observed for all the provincial samples. For 

the sample as a whole, shares of domestic consumption in 

the total were 42, 34 arid 20 percents for the small, 

medium arid large sample growers.
 

The absolute quanitities kept for domestic consumption by 

the larger farms were higher because of their greater
 

total outputs. The analysis thus shows positive
 

correlation between per capita domestic consumption and 

the size of the farms. This is shown in Table 3.5 for the 

provincial sample growers arid in Table 111-4 in the 

Statistical Appendix for the district sample growers. 

It appears that the quantities kept for domestic 

consumption per person by the large sample growers were 

2.19 times those of the small sample growers. Similar
 

trends were observed for all the provincial samples, the 

corresponding ratios for Puijab, Sind aid NWFP being 2.14, 

1.82 arid 2.25 respectively. 

The per capita quantity kept for domestic consumption for 

the qrowets sample as a whole is calculated at 7.13 maunds 

for the year. When compared with the other available 

estimates of actual per capita consumption, the above 

estimate appears to be on the hlqh side.
 



-----------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------

-----------------------------------------------------------------------------------------

------------------------------------------------------------------------------------------

Farm Size 


Small 


Punjab 	 Medium 


Large 


Total 


TABLE 3.5 
CONSUMPTION OF WHEAT PER 

(40 Kg.
Domestic Consumption 


L.97 

6.59 


103.69 


7L.O0 


CAPITA PEP ANNUM BY PROVINCE 

Average House Hold
Size (Nos.) 


8.95 


9.88 


8.66 


9.14 


Small 53.82 11.91 
Sind Medium 7L.23 10.23 

Large 97.08 11.75 
Total 71.32 11.15 

CROP: WHEAT 

Per Capita

Consumption per
Annum(40 


Kg.i_
 

5.59 

6.94
 

11.97
 

8.10
 

4.52
 
7.26
 

8.26
 

6.40
 

Small 37.57 9.27 4.05 
N.W.F.P. Medium 59.00 10.96 5.38 

Large 90.25 9.90 9.12 
Total 5L.84 10.08 5.44 

Pakistan 	 Small 47.77 9.59 
 4.98
 

Medium 67.56 10.24 6.60
 

Large 101.15 9.26 
 10.92
 

Total 69.47 9.74 
 7.13
 



----------------------------------------------------------------

The averaqe monthly consumption of wheat and wheat flour
 
reported by Household Income and Expenditure Survey1
 

(1985-86) was 11.W8 kq. [or the rural The consumer
areas. 

survey carried out in sample areas as a part of the
 
present assignment has yielded an average 
monthly per
 
capita consumption of 
11.22 kq. These two estimate give
 
yearly average consumption of 
 3.48 and 3.37 maunds
 

respectively.
 

The following factors explain the higher 
average estimated
 

for the qowers survey:
 

The estimates of the Household Income and Expenditure
 
Survey (HIES) and of the present consumer survey
 
telate to 'ACTUAL' consumption. The estimate of the
 
growers survey, however 
relate to quantity kept for
 
domestic consumption. It is usual practice 
that
 
qrowers, 
other thinqs beinq equal, qenerally retain
 
larqer quantities than actually required for
 
consumption and sell 
 the excess quantities
 
subsequently during later parts of the year.
 

- The estimate of HIES relates to entire rural 

population, both qrowers and non-qLowers. The
 
estimates thus Lelate to distinct 
qLoups.
 

- The averaqe consumption for the sample growers has 
been calculated on the basis of their actual family 
members. In rural areas, casual laboures enqaged
 
during different seasons are also served with 
food
 
for which provision is made while retaining quantities
 
Cor domotL:ic cors:umL ion.
 

iall
Fede[al 1tl111 Of S; I I Li; F £ ;, IloItimhol(j IncoeIC Und ExptendLLULr
Survey, 198 5 -8b. 



Payments in kind is the second important use of wheat. 
This comprises of a composite group of persons/entities to 
whom different quantities are given for services rendered 

or for other obligations. Payments are made in kind to 
pay part of the wages of permanenit, seasonal or other 
workers. Traditionally, village artisans, carpenters, 
blacksmiths and others are also paid in kind at the 
harvest time. Payments in kind are also mF.de for 
charitable and other miscellaneous purposes.
 

It appears that the ratio of payments in kind are directly
 

correlated with the size of the holdings. This appears
 

realistic as the major components of payments in kind are
 

related to the size of the farms. The smaller farmers,
 

because of the lower outputs tend to make the best use of
 

family labour for several operations in preference to
 

hiring outside workers.
 

In a study on 'Farm Products Storage and Storage Losses' 

conducted by the Punijab Economic Research Institute in 
1978, the shares of total produce kept for domestic
 

consumption for different size farms in the Punijab were
 

reported as follows:
 

Percentage
 
Upto 12.5 acres 39.94
 
12-5 to 25 dcre; 2U.05
 

Above 25 acres 13.17
 

All farms 20.16
 

The present survey shows similar trends, though the ratios 
are consistently lower for all the groups. 

The proportion of weiit. ictaizaed for seed is almost equal 

for all sized farms in all the sample areas. 
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The proportion of total wheat production kept for own 
consumption reported by Corrnelisse arid Naqvi (2) were 39, 
44 and 35 percents for the Punjab, Sind arid NWFP 
respectively. The shares of payments in kind to labour 
and miscellaneous uses were reported by them at 18, 16 and 
28 percents for the three provincew; respectively. 

3.3 MARKETED SURPLUS
 

The shares of the total produce marketed by the sample
 

growers classified by farm sizes are also shown in Table 

3.4 .
 

The ratio of marketed surplus to total production varies
 

directly with the sizee of the farms. Thus for the sample 
as a whole 46 percent of the output was marketed. The
 
corresponding ratios for the small, medium arid large 
farmers were 35, 40 arid 52 percents respectively. Similar 
trends were noticed in the case of each of the provincial 
samples. The relatively larger share of domestic 
consumption for the small farms accounts for their lower 

ratios of marketed surplus. 

Among the three provinces, the ratios of marketed surplus 
were the least at 25 percent for the NWFP sample. In the 
case of Punjab, the ratio was 51 percent for the sample 
districts representing irrigated tract as against only 38 

percent for the rain fed area. 

The marked surplus ratios reported by Cornelisse and Naqvi 
(17) were 43, 40 arid 37 percents for Punjab arid Sind arid 

NWFP. These are quite consistent with the preseint survey 

results.
 

_QQ_
 



The report of the Plarning arid Development Division (20) 
estimates the marketed surplus at 28, 60 arid 78 percents 

for the small, medium anid large farms respectively and at 
67 percent for the total farms. Their estimates are
 
kigynificanltly lhichur except for. the small farm ds comipared 

to the present study. 

3.4 SEASONAL SPREAD OF MARKETING OPERATIONS 

Percentage classification of quantities sold by months of 
sale for different size sample growers of each province 

are shown in Table 3.6 while corresponding data for each 

sample district is included in Table 111-5 of the 

Statistical Appendix.
 

Wheat harvestijg generally starts in April arid almost the 

entire quantities are sold by the growers within the 
following three moniths. This is true for the sample 

districts of all the provinces except for that of NWI'P. 

In Sindh also thouqh harvestinq starts earlier than in 

other provinces, greater part of the produce is sold in 

later months. It is reported that in the sample area, the 

growers start the preparation of land for sowing of 

cotton immediately after harvesting of wheat and marketing 

of wheat is delayed on this account. 

The results also show that, qenerally, the larqer growers
 

tend to sell greater proportion in later months. Takinq
 

the sample as a whole, 87 percent ot the marketed surplus 
was sold durinq the three months of April to June while 11
 

percent was sold in July. Only 2 percent of the total
 

sales were reported during other months of the year.
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TABLE 3.6 

SProvincei e 
Farir. 

ize 
PR 
Feb. 

PERCENTAGE CLASS IFICATIC OF TOTAL WHEAT SOLD BY MON7H 
OF DIFFERENT SIZES AND AVERAGE MONTHLY SALE PRICE_ 

T)NAERAE 
A1 4a" ]une juhl Auz: Sept: Ic: Ne.: Feb.! 

BY SA LE GROWERS 
RP EAZH PROVINCE 

PRICES RECEIVED 
Ap1 . kiM\, lune 7 ( PER 410 

TAu.: 

KG.) 

Set 

CROP: WHEAT 

K.. 

Punjab 

5-al 

Mediur. 

Large 

Total 

Small 

7 

I 

5 

: 

37 

59 

68 

63 

14 

42 

36 

12 

20 

86 

9 

5 

15 

12 

85.00 

-

-

85.00 

78.69 

78.00 

78.10 

78.99 

77.47 

78.71 

7E.52 

79.77 

79.32 

78.48 

79.06 

82.00 

80.39 

81.03 

81.06 

80.0 

78.29 

7-;.00 

79.9F 

Sind Med in 

Large 

Total 

4 

10 

8 

88 

79 

84 

8 

11 

8 

82.00 
82.00 

82.00 

82.00 

81.84 
81.22 

81.88 

81.56 

82.00 

82.00 

82.00 

8.3] 

81.90 

E. 

N. V-'.F.P. 

Pakistan 

5NaeI I 

e7 
Lare 

Toral 

Small 

Medi-ni 

Large 

Total1 

2 

1 

3 

4 

3 

27 

57 

46 

30 

36 

60 

50 

22 

25 
20 

22 

52 

55 

22' 

34 

9 

12 

7 

7 

6 
1 

11 

7 
11 

6 

1 

2 

19 

5 

2 

21 

16 

11 

2 

1 

1 

85.00 

85.00 

50.00 

50.00 

78.80 

78.00 

78.13 

79.55 

80.66 
-5.31 

82.61 

79.-2 

78.01 

78.99 

78.84 

82.97 

83.09 
96.54 

87.39 

80.83 

80.28 

80.70 

80.70 

83.33 

70.00 

74.53 

82.20 

81.28 

80.82 

80.98 

79.32 72.00 
90.50 

86.16 72.00 

79.32 72.00 
90.50 

86.16 72.00 

77.60 

77.60 

77.60 

77.60 

F. .7 

E:...S'.03 
85.08 

82.c: E_.80 

81.72 E.54 

82.-1 79.68 

-9.62 

S2.C7 79.56 



Takinq the sample a. a whole the w(Iht(ed averaqe sale 
price obtained by the farmers was Rs. 79.56 per maund as
 
against the official support price of Rs. 82.50 per maund.
 
In respect of various provincial samples the weighted
 
average prices realized were Rs. 79.98, Rs. 
81.64 and
 
Rs. 82.80 pet maund for Punjab, Sindh and NWFP
 

respectively.
 

The seasonal variation in prices show upward trend with the
 
advance of the season. 
 This is generally true for all
 

cases except for the sample medium growers of NWFP. In
 
this case, the produce was damaged by pests during storage
 

and has thus to be sold at lower prices.
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3.5 STORAGE FACILITIES
 

The followilig types of storages were used for storing
 

wheat:
 

- Pacca rooms
 

- Pacca bharolas
 

- Drums/boxes 

- Kacha rooms
 

- Kacha bharolas
 

Classifying the first three types as of standard quality 
atid the remainiig two as 'sub-standard', 60 percent of the 
storage facilities of the sample growers of the Punijab arnd 
44 percent of Sind provinces were of standard type. In 
the case of NWFP, however, the share of standard 
facilities was found to be only 25 percent of the total 
storage facilities for the sample growers.
 

The average storage capacity was 260 maunds for the sample 
growers as a whole. The average storage capacity was
 
directly correlated with the size of the farm. 
 These were
 
adequate for the storage of 
wheat, as the quaIntities 
retained for domestic consumption and seed formed 32 
percent of the capacity for the total sample. Whcat is 
generally stored in bags though use of metal boxes arid 
drums was also getting popular specially in the Punijab. 

The average storage capacity, its adequacy status for the 
retained quantities wheat the share ofof arid standard 

-92­



types in total 
storage facilities 
for the sample growers

of each province are shown in Table 3.7. The 
corresponding data for each sample district are included 
in Table 111-6. 

3.6 STORAGE LOSSES AT GROWERS LEVEL
 

Storage losses at 
the growers level have been, estimated on
 
the basis of quantites stored by them 
 for domestic

consumption arid for use as seed and are shown in Table 
3.7. It appears that for 
the sample as whole,
a 1.08
 
percent of the quantity stored 
was lost during storage.

The range of storage losses was between 0.80 percent for 
the medium sample growers of Sind to 1.53 percent for the 
large sample growers of NWFP.
 

A study undertaken by the Punjab Economic Research
 
Institute in 1978 for the Punjab reports that 2.3 percent
of wheat was completely damaged during storage at the farm 
level.
 

Chaudhri 
(1980) carried out detailed studies of losses at
different stages. He estimated wheat losses at the farm 
level at 1.4 percent.
 

3.7 MARKETING FUNCTIONAUIF 1 FOR WiIHEAT 

The definition 
and functions 
of various market 
actorb are 
given below : 

Il1,eShopkeeperb 

A village shopkeeper is persona 
 who buys and bellb
 
agricultural pro-duce and. eneral items of grocery in 
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TA3LE 3.7
 

AVERAGE STORAGE CAPACITY CLASSIFIED BY TYPE FUR SAMPLE 

GROWERS OF EAItH Pf oVINCE AND AVERAGE STUPAGE LOSSES - WHEAT 

Prc~inceI Soragl ~o ( ~o K~.)CROP: WHEATSFarm Average storage
Size % Share of Standard Average Stora:eCapacity I Capacity used Storage 
to total Tosses( %age)
C a yfor Wheat Storage.
 

Small 79 72 29 
 0.81
 

Punjab Medium 108 75 54 
 1.11
 

Large 264 49 
 72 1.20
 
Total 151 
 59 60 1.08 

Small 568 
 11 14 0.92
 
Sind Medium 936 10 32 
 0.80
 

Large 875 17 91 
 1.09 
Tota 1 786 12 44 0.95 

Small 62 68 8 1.30
 
NWFP Medium 96 
 71 28 1.22
 

Large 
 85 118 52 1.53
 
Total 80 
 78 25 1.39
 

Small 174 31 17 .94
 
Pakistan Medium 279 
 29 36 
 1.03
 

Large 3"7 37 
 80 1.18
 
Total 260 
 32 48 1.08
 



the village. The main functionb performed by him include
 

the following :
 

- Purchase of local produce on cash payment.
 

- Receive produce as payment of the groceries supplied
 
to farmers in the pre-harvest season.
 

- Sale of produce to beoparis. 

- Transportation of produce to the nearest wholesale 

market. 

- Sale of produce to commission agents. 

- Participation in the formation of local price levels,
 

He is an itinerant trader 
engaged in the purchase of
 
agricultural 
 produce in the villages. He generally
 
specialises in dealing with particular crops 
and engageb
 
in purchase 
 and sales of these crops during the
 
harvesting seasons. His principal functions include the
 

following :
 

Assembling of the local marketable produce, mostly
 

of small farmers.
 

Transportation of the produce 
in larger lots to the
 

nearest wholesale markets.
 

Sale of assembled produce 
to the market dealers.
 

Pacca Arhati
 

He is the person who himself purchases and sells
 
agricultural 
produce on his own account. He maintains a
 
regular shop which may be owned 
by him or rented from
 
others. 
He usually have some arrangements for storing
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produce and also deals with agricultural inputs. He
 

generally has a regular clientele who sell their produce
 

to 
him and also obtain their input requirements from him.
 
lie rnay dlbo dadvance nioney to hib regular cubtowerb who 

have to sell their produce to him, sometimes at lower
 

than market prices. He may also allow agricultural input
 
supplies to growers on credit, adjusting the loan at the
 

time of sale of their produce to him. His Functions thub
 

include the following :
 

- Assume ownership of the produce offered to him for 

sale.
 

- Participate in the formation of price levels at the 

wholesale market through his marketing operations 

- Arrange for storage providing time utilities.
 

- Assemble the produce in desired lots for the next 

marketing stage. 

- Transport the produce to the buyers 

- Finance the marketing operationb of hib regular 

customers. 

- Supply input requirements on cash or credit. 

Katcha Arhati
 

A Katcha Arhati is a market functionary who does not
 
assume ownership of the produce but acts a mediator
as 


between the sellers 
and buyers and facilitates the
 

transfer of ownership between them on mutually agreed
 

terms. His services are remunerated generally by the
 

sellers through the payment of commission which is fixed
 

as a percentage of the sale proceeds. He maintains
 

premises where sellers of produce bring their commoditieb
 

for sale and entrust the same to his charge. The buyers
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also visit or approach him. His main functions thus
 

include the following :
 

Act as Intermediary between sellers and buyers
 

Help the two parties in arriving at an agreed price
 

for the same transaction.
 

Recover the price of the commodity bold throtiqh lim 

from the buyer and pay the proceeds to the seller 

after deducting his commission. 

Pacca/Katchd Arhati
 

Ile ib a person who combineb the functionb of both pacca 

and katcha Arhatlb. 

Wholesaler
 

A wholesaler is a market functionary who purhcabes the
 

commodity from other dealers, stores 
it for longer period
 

and distributes it more regularly to the final users. His
 

activities generally resemble 
those of 'Pacca Arhati'
 

except for the larger scale of his operations and for the
 

longer periods for storage. His main functions thus
 

include the following :
 

Holding and storing 
of the produce to meet seasonal
 

requirements till the next harvest.
 

- Trunbbhipment of produce to different areab/regions 

to meet spatial requirements.
 

- Contribute to the seabonal and spati l price 

variations of a commodity. 

- Enlargement and reduction of marketing lots to meet 

seasonal and spatial requirements. 

- Facilitate regular supply of the produce throughout 

the year.
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Official Institutional Buyer
 

A number of government departments and other puhlic
 
sector agencies are engaged in the marketing operations
 

of various agricultural commodities a
as part cf the
 

implementation mechanism 
of official agricultural price
 

support policy. 
In the case of wheat, the Provincial Food
 

Departments and the Federal 
 Public Sector Agency, 

Pakistan Agrilcultural Storage and Serviceb Corporation 

Limited (PASSLO) have bet up procurement centreb in major 
producing areas. These centres perform the function of 

procuring wheat at prices 
fixed by the Government.
 

Processors
 

Processor is a functionary in the marketing chain who
 

helpb in the tranbformation of the commodity in a form 
in
 
which it is finally consumed. He imparts form utility to
 

the commodity. He generally maintains regular bources 
of
 
supply for the commodity and has links 
 with the
 

wholesalers in different areas 
for distribution of the
 

output. In the case of wheat, a major part of the
 

commodity is obtained from the 
 Food Department for
 

milling. Purchases are 
also made from the open market.
 

Retailer
 

He is the final link between the grower and the 
consumer.
 

He usually serves a limited locality and deals with a
 

large number of grocery items. He 
obtains his supplies
 

from the wholesalers at regular intervals and has 
limited
 

storage capacity. He plays an important 
 role in the
 

formation and movement of retail prices paid 
by the
 

consumers.
 

The relative shares 
of the first "btage market actors in the
 

total 
sales of the sample growers of each province, class ified
 
by the bize of farmb, are bhnwn 
In Table 3.8 on the next pacie,
 
while the correbponding 
data for each sample district are
 

included in Table 111-7 of the Statistical Appendix.
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TABLE 3.8
 
MARKETING CHANNELS FOR SA'.!PLE 
GROWERS OF EACH PROVINCE
 

--- -( :AG E ) - CROP : WHEATProvince 
 Farm Size ------------- Type of Actor
 
Pr---cSTapkSir--


Total 
oeper Village - Pacca Katcha Katcha/j Food 

Sale.3 
 J Beopari Arhati Arhati Pacca [ Deptt 

Arhtti
 
Small 27 
 47 - 26 ­ 100
 

Punjab Medium 21 
 55 - 23 1 100
 
Large 14 
 45 11 12 
 18 100
 
Total 17 47 8 
 15 
 13 100 

Small ­ -
 -
 59 £1 100 
Sind Medium 
 - 3 -39 8 100
 

Large 
 - 10 
 8 52 100
 
Total -1 5 
 - 28 66 100 

Small 39 1 3 57 100 
NWFP Medium 55 ­ - 45 
 100 

Large 3 17 
 80 
 100
 
Total 32 6 
 1 61 
 100
 

Small 21 --
 30 23 
 15 11 100
 
Pakistan Medium 
 19 
 1 23 18 15 25 
 100
 

Large 12 
 1 37 9 12 
 1 23 100
 
Total 14 1 33 
 6 15 
 6 25 100
 



It appear that for the sample as a whole, the important 
actors, in order of importance arid their relative shares 
in the total sales were village beopari 33 percent, Food 
Department 25 percent, katcha arhati 15 percent ard local 
sales 14 percent. Tmnportan't variation from the ,hove 
picture noticed for different sized holdings were the 
significant higher ratio for local sales in the case of 
small and medium growers arid greater sales to Food 
Department by the large growers. Marked variation in, the 
marketing pattern were also noticed 
 for different
 
provincial samples. 
 In the case of NWFP, where official 
procurement arrangements do riot exist, katcha arhatis and 
local sales together accounted for 93 percert of the total 
sales. In Siijd, sales to the official procurement agency 
was the most important channel with a share of 66 percent 
of the total sales. 
 The large sample farmers sold as much
 
as 82 percenit of the market surplus to this agency.
 

In the case of Punjab, the village beopari was the 
predominant market actor accounting for almost one-half of 
the total sales of the small arid medium sample growers.

Local sales were also fairly common especially with the 
small sized sample growers.
 

A reference to Table 111-7 of the Statistical Appendix 
would show significant variations in farmer's sales 
patterns as between irrigated and rair-fed sample 
districts. It appears that while iri the irrigated areas,
 
the major sales channels were village beoparis ard the 
goverrinent procurement agencies, 99 percent of the sales 
in the sample rain-fed district were to others iri the 
local villages. It may be pointed out that ILear 
draught
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conditions prevailed in the rain-fed area during the 
1987-88 rabi season, adversely affecting the wheat crop 

and almost all the available market surplus was generally 

disposed of within the villages.
 

According to the Punjab Wheat Disposal Survey (25), the 
percentages shares of different agencies in 
 the total
 

sales by farmes classified by sizes were as follows:
 

Farm Size
 

Average
 

Small Medium Large
 

0-12.5 Acre 12.5-25 Acre Over 25 Acre
 

Village 72.77 66.65 46.79 53.18
 

Market Commission
 

Agent 7.20 19.20 10.20 11.83
 

Procurement
 

Centre 17.88 13.38 37.70 30.88
 

Cooperative
 

Society 2.25 0.82 5.29 4.11
 

The relative shares of different market actors as 
estimated by Cornelisses (2) are shown on the next page. 

Wheat Buyers Shares for Farm Size Average
 

for all
 

1 2 3 4 5 farms
 

Other Farms 0.0 29.4 8.4 7.4 1.8 4.7
 

Vi];age
 

Shopkeepers 19.5 5.2 4.1 3.4 0.9 
 2.2
 
Beoparis 
 61.0 39.7 57.4 52.0 14.5 30.9
 
Commission Agents 0.0 1.7 8.9 6.0 28.4 19.4 

Procurment 

Centres 19.5 24.3 20.9 30.7 54.4 42.t 

.lop , 



3.8 MARKETING COSTS OF GROWERS
 

The major componLents of the marketing costs borne by the 

growers include the following:
 

- Preparation, transportation and octroi charges. 

- Commission payable to katcha and pacca arhatis.
 

- Other market charges
 

These include payments to palledars (who load and 

unload the produce), weighmen and changar (who clean 

the plot where the produce is heaped).
 

- Cost of deductions 

These deducations are made by the arhatis on various 

pretexts.
 

The growor's marketiig costs also vary with the type of 

market actor to whom he sells his produce. In the case of
 

sales to village shopkeepers, village beoapris or to other
 

persons in the village, he does not incur any of the above
 

costs, though the price obtained by him depends on general 

market conditions and their relative bargaining positions. 

The average marketing costs of the growers for sales to
 

different market agents for different size sample holdings 

of each province are shown in Table 3.9. The 

corresponding data for each sample district are given in 

Tables 111-8 of the Statistical Appendix.
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TABLE 3.9
 
CLASSIFICATICN 
 OF MARKETING COSSTS OF GR..ERS FOR SALES TO DIFTERENT FUNTICNAPR1ES AND THE FARN1 GATE PRICES FOR EAC]- PROVINCE 

V.HEA T . PAC.A ARHATI 
AW VATC 


Province! F ,wArao-' rketio
iFrice 
./ 

I~iz l Siz l ke r'i .. 1 'AGE OF MARKETIN PRICE Farmt : 2 3 £ lAverage arketingC6 Gate #M r e i g o * I%AGE 
IGt~ - i , . 29 

7 Price Price OF KARK T N COST Fa-r 
Gaemarketing cost ( Pric
Gt 

' 
 6 7 PrceI -, b t ra I - - I - - - - - ­ 0.0
. m I ­
80.02 3.1E ­ - - 31I3 7Larco 177.01 3.69 I16 1 38 10 Ii.c3. S8 T 6 I I100 7-.3 76.67 4.7 ­i0t& "77.0 0-2--100 ------- -­3.69 16 38 K I 6 6 100 7 31 --.l : i- l 79 .33 3.7F ­-- - - - _- 2 I 26 _ 100o 

_ 1 o / 
7-.

.s . .. ,- - - , 2 
I 'dmedu r '-j-- --. - I Iaro I- - - - i - -I_- - -- -- --- -_ 

;s~r11 -_ ­_ - - I I 80.92 I 6.73 - I31J -e ------ I 4 23 1 0 7~.8 1 .77 6. 00- -- 3 3 3 I 0 E i 
I
 

J~otarc -.. Io I - I -I- I - - -, . 8 6 "88 3 
gI 
8 

3- 2 ... 
I ota i o -rg hrg 

7.2 4 17 1 0 I B. 2. T 
­

3 
 . o 
 8.1 6.95r-
m a 1l 36 h I I.37 18 9 100 79.?S - I8 0 5 1 3 .1 16 52 62 1 0 0 7 7 . --.­eksadiir 7 

- 80.37 3.79 
arge177.00 I 3.69 16 38 

9 I 3?2 25 1 34' 10 IOC7f.zc 
- 2 8 6 1 0 73.3 80.76 4.03 14 I 27Total 177 .00 I 3.69 16 38 26 -3 0 732 8 6 
 10 73-?': 80.44 3.95 I10 I 31 26 33 10 6a
1. Preparationl Charges 
 2. TransportatoW Charges 
 3. Octroi 
 4. Commlssiom . Paladar, Weghmen 
L Changer 6. Cost of 
Dedtrion 
 7. Totai
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TABLE 3.9 (0c.,id.) 

Province Farr IAvereoe arxe:in; 
KATCHI;PACCA A;HATI 

... .. .... PRoZ- FI , Average:rmaretng 
FOOC tPARTMEV', 

A PaTs 

Size 

S-, 

Price 

l -I - I-

WE__OF______IN ______ 

3 3 4 

! ­ - I - I2_- 3 --
6 

_ 

j 
7 

- f 

Average_______!MaetinIma'aeingIcostte C 

Price Price 

- j -

gl 

-

2 

I--

% 
3 

I 

-

j ___________ 

-

G eri 

e6e 

I ce 

lo e -- - - I - -r -8 - - D' - 3.00 -T ,-_ ': - _ - I - __. ID. 80.00! 

LargE - _ - - - -_ -I -I -s?.c . 3.10.oI -19 - ! o: 7E. 
T__Iotall-_ 

,r'..aI' 5.-
_ 

37 
_ _-

9 I 54 I IO I 76.11 
82-

82. 0: 
3.06o)p 

2._E 
-2 

41 
1 

14I1 
I '9 10.-

0. 
7E. 

79., 

5iii 8MeE-d.: E 
8:o .9 

: 

__ _ __ _ __I_I~ -

Larciel ____ 

I 

Ica1 5 3cJ 
_ __ _ _ _ -1- [-i 

-__-I 

Ic 

9 

-

-

5 I IS IC 76.&Z 
10TIN 7-

5? 10______ .~4-
_ _ _J _ _ _ ~I- -( -I- I-i-

-,-'-I-I-I-'--
62 

Or -
GC_ 

.--

1.51 

-
-

4 

74 

I 114-
26 

IA 19 

, 

I -

10'- l -

-

I 
10. 
( __-I-i-

_ 

i : I 79.141 

1: aoo 79.901 
_- _­

_-,-,­

Total-I -I - i- -- I-- - -1 -_ '-,-I- ­

54SmraI 81.77 5.C 9 1 53 100 I 76.741 32.OC' 2.88 4-___ 4] 1 4 I -- ____f 10, 7S.12? 

Large 8C0.94 4.7 j___ 39 9 I 52 I - - 100 76.?31 82.OC 27 J___ 25 3 j- 72 10, 79.2] 

Total 81.52 ( 5-DE--J ___ ! 9 I 52 - 7. 2. 2.83236.-f 
 F( 3 I - I 10 79.21 

1. Preparaticn Charges 2. Trasprs-.-atio, Zharges 3. Octroi 4. Camrzssioii 5. Paiadarm. Weighrne, & Changer 6. Cost cf Deduc iot, 7. Tctal 



The average marketing costs, for the sample as a whole,
 
were Rs. 
3.69 per mauid for sales to pacca arhatis ard Rs.
 
3.95 per maund for katcha arhati. Average costs for sales
 
to Food Department were however lower at Rs. 2,83 per maund.
 
These maLketinq costs formed 5.03, 5.16 and 
3.57 percents
 

net
of the farm gate prices obtained by them for sale to
 
these three market actors. 

The major components of the marketing costs were other 
market charges for the katcha 
 and pacca arhatis arid 
'deductions' for sales to the Food Department. 

3.9 FARM GATE PRICES
 

Farm gate prices have been estimated by deducting 
marketing costs of growers from the 
sale prices realized
 
by them.
 

Table 3.10 on the next page 
shows the average farm gate 
prie8 for 84ticiplec growers of each proviiicu. IL. 

appears that the average farm gate prices were 
the highest
 
for sales made to the Food Department followed by sales to
 
village shopkeeper and village beoparis. The prices paid
 
by katcha and pacca arhatis were higher than those paid by
 
village market 
actors. However, after deduction of market
 
charges, the net farm gate prices for sales to arhatis were
 
lower than in the case of local market actors.
 

The average farm gate prices of 
Rs. 73.13 per maund
 
realized for sales 
to pacca arhatis were 8.2 percent lower
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TABLE 3.10
AVERAGE FARM. GATE PFI!CE FO; 
SALES THROUGH DIFFERENT CHANNELS OF WHEAT LROPS
 

_ 1l 2 2-3 3_ 
1 2 __ 1 3 ! 1 I 1 2 , 3 L __ 2 1

i Fa el L c l S H_ _ 2 3 Hl -1_z 1 2
PFrovince SizeSzear Local Sales Village Shop-.eepez Village Beopari 
 Pacca Arhati Katcha Arhati 1Katcha/Pacca Arhatil Food De-ar.-ent
 

.rll 1.23 - S1.23 ­ - - 77.96 - 7,.98-PUN)AF Me-din 80.16 
- - "7.43 1.55 78.SS- - - _ - ­- 5.16 - -Large 80.11 7.32 - 72-32 ­- S3.11 - - - 76.18 - - 83.0E 3.1S 76.93 - - .. -. 3.0D _ - -.69 73.3 -

- - - - S-0 7z.90 
TotalcSr ,i _ -

- 76.18 77.00 3.69 73.31 -5.67 4.70 73.97 
- . 0 8-.00 

- 76.56 7r.56 7.00 .0 3.103.75 75.55 - ­ - .00 3.05 75.92 
edi _ - -- 7-.O0 -- 7-.0-. .. . 81.77 5.03 -6.7L 8_.0O 7 .128 .83 5.19 - .6 t 8_.00 2.2. 86, ;.l
 

- . 00 7S O -- . .. - ..-- - 'SINarMedi. ..-
 S<_. --­.- 80.9"~L.7] - .23 0 " 6[ 9 1 
ar e .- - - -- 77.00 - 0 . -7 . . .. 

- . 81.52 5.06 --'z E. .O02.10 73.90175.07 77.00 - 7-.00 . . . ..Total _ - - 7 .0- - - € .7 . 0 7 .-0801 77 - ,.7- 8 L
Media 0 8- - ­_ .92 6 3.7 7L ]9 .... -

N'T rna 1l79.90 - -9. 90 .00 - S .O[0 .$800 - . 00- - 83 ­
.
.
.
 

-- 5:2] 79.26 .-6.95
7".L - ­50.0 E.0- - -
Large 80.00 -

? 7 
7 

- IL -5._ 88.00 ­
- -?.To al g-

E:9.-'
0S-..4.71 7- 6 . 1 3. 1 $77 . 33 81. 77 5. 03 -- 75. z':.23-8-OO z . 5 - . z 219na il 80 . 75 - 75 6 :. - . 0." 80 . L3 - zC.3 - - .03 76.75 80.9" z. 79.0. 00 E.-0073.31 6.76 5 . 6 - 5 7-.30
77.00 .69 377. 3.79 76.55 81.73 5.065.19 - 6.6" 5--1 z.
81.52
o7,'.32 7 32 - &.Z3.95 76.Z9N Med ium s0 - - - 250. 7- 0.0- 7 . 76.76- - 76.76.. - _PA I AST 2 5 - . _.69 73.31 
- o.7 . 19- 77.19 77.00

Large 80.09 77. - 77.0
-f.17
0.327
-7.32
Total 8 
 -"
 

= Sale price 

2 = Marketing costs
 
3 = Farm gate price
 



from the average farm gate prices of Rs. 79.81 realized
 

for sales to the Food Department.
 

3.10 RELATION OF FARM GATE PRICES TO SUPPORT PRICES
 

Table 3.11 oni the next page shows variations between the
 

average farm gate prices realized by the sample growers
 

and the support prices. It appears that the farm gate
 

prices have been lower than the support prices,
 

irrespective of the market actor to whom sales were made.
 

The difference between the support prices arid the farm 

gate prices were the least for local sales and sales to 

the procurement centres. For sales to katcha/pacca 

arhatis, the farm gate prices were lower by about 7 

percenit as compared to the support prices. 

3.11 TRANSPORTATION MODES AND COSTS
 

The modes of transport used by the sample growers were
 

tractor trolleys, trucks, bullock carts, horse drawn carts
 

arid pack animals.
 

Percentage classification of quantities transported by
 

different modes for sample growers of different farm sizes
 

for each province is given in Table 3.12. It appears that
 

for the sample as a whole, tracto/trolley was the motst
 

imprtant mode accounting for the transport of 55 percent of
 

the quantity transported by the sample qrowers. The other
 

modes in order of importance were bullock/camel carts 25%;
 

pack animals 10%, trucks 7% and horse drawn carts 3%. The
 

ranking in terms of importance of various modes were
 

similar forall the provinces except NWFP where trucks were
 

-107­



District 

Punjab 

Pakistan. 

Farm Size 

Small 

Meditzn 

Large 

Total 

9na l I S 
rMedi 

Large 

Total 

Snail 

Medium 

Large 

Total 

SraIlI 
Mediun 

TABLE 3.11 
PERCEVTA3,E VARIXTICG OF FAINt GATE PRICES FR-3 PP2L'REe.T P:ICES CLASSIFIED BY ;.-'.RET

CIANKELS BY PROVINE 

CROP: WHEAT ____ Tve of Aziers 
- j I 

L',cal Salei IVilla~e Shopkeeper1 Village Peopari Pacca Arnati UaIcha Arh,-ati Kdichailracca Dprrln
Arhaii 1Food 

- 1.53 - - 5.Z7 - - /.3r -
- 2.83 - - 9.91 - 6.7F - - 3.03 
- 2.89 - - 7.66 - 7.8L - 10.33 - - 3.36 
- 2.53 - - 7.20 - 7.8L - .38 - - 3.34 

- _ 
- - 6.95 - 4.10 - - 5.-5 - - 7.10 - 4.07- 6.670 

- 6.67 - - 7.60 - 2.LL 
- 5.L5 - 6.67 - - 7.32 - 3.15 

- 3.15 + 1.82 + 6.66 - - 10.07 -
- 2.56 - - -8.15 -
- 3.03 - 9.81 - -io.o6 -
- 2.87 - 8.92 + 6.66 3.92 -
- 2.12 + 1.82 - 2.50 - 6.26 - 6.9S - - 4.10- 2.72 - 5.45 - 9.91 - - 7.17 -7.10 - 3.88 

Large 

Total 

- 2.92 - 9.81 - 6.95 - 7.84 - 6.96 - 7.60 - 3. 99 
- 2.64 - 6.46 - 6.43 - 7-64 - 7.28 - 7.32 - 3.99 



PERCENTAGE CLASSIFICATION 
TABLE 3.1.z 

OF OUANTITIES TRA\iSPORTFD 
DIFFERENT FARM SIZE F:JR 

RY DIFFERE'"T NUDE 
FACH PROVI*.CE 

FOR SA'"PLE GRu4ERS OF 

Farm Size 

S-nail 

Tractor/Trolley 
- _Camel 

Faae Sf 3ge of 

Farmers Qty. 

.......-

Truck 

%ae f 4%age cf 

Farmert Qty. 

j Bullocks/ Horse Dra'wt 
Carts Iarts 

-'ie .f %age of Carse :f 'Sage of 

Farrr 1rs Qty. Farmers Qty.

J 3 1 - -

Pack Aimal 

"jae qf %age cf 

Fannerb Oty. 

12 57 

Tctal 

:-_e , ;a g e of 
Farer ty. 

100 100 

PutIjab .Med n 
Large 

I -
66 63 

22 
-

11 
- 17 

42 
9 

11 17 22 
1100 

30 {100 100 

Ttc il 

fraii1 

17 50 9 

-

2 52 

86 

33 

51 I-

5 3 

. 

17 12 

- i 
100 

100 

1 

I 

0 

Sind MedtuLM 

Lare. 

29 

64 

37. 

80 

4 

-

26 

-_ , 

67 

36 
68 

37 

20 

-

.0 •• , 

-

- j 
10 . 

100 
100 

. 

100 
10 

Sn-ai 6 31 [ 27 24 - - . 40 Z1 27 21 i 100 100 

NhFP Medium 

Lar-e -

-

-

62 

100 

34 

100 -

- - , 

I 
15 a 

-

23 

-

57 100 

100 

100 

.- 100 

Tcti , 33 121.5 _ 5 _ 6 24 13 20 g 100 100 

Srral l 9 z6 9 12 58 33 13 11 1s 100 1N 

MediiL n 

Ldrge 

Total j 

15 

48 

19 

35 

70 

; 

24 

26 

18 

q 

6 

7 

42 

22 

45 

34 

191 

25 

7 

-

8 ___1 

- 1 
11 

/_ 

i O 

16 

5 

100 

100 

100 

100 

Ion 

IN 



mode carrying 46% of the quantities

the most important 

tollowed by 29% I(Jr pdck dlillali , 13% LoL hutrti dtawll c'attzl 

and only 12% [or ttactot/tolley. 

farms showed distinct trends. For
 
Different size also 


were impottant

samll size farms, bullock/camel carts the 


pack animals. For
 
modes followed by tracLor/ttolleyo and 


and bullock/camel

medium sized farms, tractor/trolleys 


one third
equally imporLanL, each carrying about 
carts were 

the large size farms,
case
ot the produce. In the of 


the predominant mode carrying

however, tractor/ttolley was 


the sample produce.
70 perc:ent of 


The percentage classification of quantities transported by
 

each sample district is given in Table

different modes for 


TTT-9 of the Statistical Appendix.
 

The average costs of transport per maund per kilometer by
 

these modes are given in Table 3.13.
 

trolleys were the cheapest mode in
 It appears that tractor 

maund per


the Punjab with an average cost of Re. 0.04 per 


km. In the case of the Sindh sample, however, the trucks
 

were the cheapest mode, with an average cost of Re. 0.17
 

per maund per km.
 

proportion of
 Better network of metalled roads and greater 

the Punjab account for iL; lower
owned tractor/trolleys in 


the other provinces.
 
average cost as compared to that of 


sample district

The average transport costs for each are
 

shown in Table TTT-10 of the Statistical Appendix.
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-----------------------------------------------------------------------------

------------------------------------------------------------------------------

------------ ---- ----------------------------------------------------- --- -----

TABLE 3.13
 

AVERAGE TRANSPORT COST OF DIFFERENT MODES FOR SAMPLE
 
GROWERS OF DIFFERENT FARM SIZES FOR EACH PROVINCE
 

CROP: WHEAT (Rs. L0 Kg./Km.i
-

Farm Size Tractor/ Truck Bullocks/ Horse Pack 

Trlly Camel drawn Animal 
J Cart ___ Cart [ 

Small - 0.15 0.01 
Punjab Medium - 0.21 0.12 0.13 0.12 

Large 0.04 - 0.20 - 0.20
 

Total 0.04 0.21 0.15 0.13 0.13
 

Small 0.20 - 0.17 
Sid Medium 0.17 0.17 0.20 

Large 0.14 - 0.21
 

Total 0.15 0.17 0.18
 

Small 0.17 0.20 - 0.16 0.25
 

N.Y.F.P Medium -- 0.17 - 0.17 0.25 

Large - 0.33 - - -

Total 0.17 0.20 - 0.16 0.25 

Small 0.17 0.20 0.17 0.16 o.16
 
Pakistan Medium 0.17 0.15 0.16 0.15 0.17
 

Large 0.08 0.23 0.19 - 0.20
 

Total 0.10 0.19 0.17 0.15 0.17
 



3.12 SECOND STAGE MARYET ACTORS
 

The major. second : t5a(le naUlk ot actors are v illaqe b'oPna rt 

katcha arhatis and pacca arhatls, Summary 

characteristics of these actors are included in Table 3.14.
 

There exists a complex trading system where each of these
 

actors trade amonq themselves as well as sell to outside
 

aqencies like Provincial Food Department, Pakistan
 

Agricultutal Storaqe and Supplies Corporation and the flout
 

mills. The scale of their operations depend on several
 

factors including local demand and supply of the
 

commodities, their trade practices, credit facilities
 

prlvidId t ) I.aireT ((i the n u mher of market acto r; 

operating in the area. These factors also influence the
 

level of prices prevailing at any point of time.
 

The basic approach used in the present study was to follow
 

the specific commodity lots through various stages between
 

the farm gate and the retail store. At the level of the
 

second and subsequent stages of market actors~however, due
 

to the 'bulking' of individual consignments the identity of
 

a specific lot was lost and the prices quoted related to
 

all the lots purchased during the reference period. At 

these stages, therefore, a range of prices was reported 

by 0he rG[Jr)ondenl.,;. Thtr; range wcis howeveL quit e small, 

the dlffeLence between the upper and lower limits being not 

inore than 7-10 pecents.
 

of sales of second stage market actors
The classif.cation 


by the agencies to whom these are sold is given in Table
 

3.15. It appears that a siqnificant part of the sales were
 

made to other actors in the same markets.
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Province 

PERCENTAGE SHARE OF WHEAT 

Sellers 

SOLD 

TABLE 3.15 

TO DIFFERENT ACTORS BY SECOND 

To Whcm Sold 

STAGE SELLERS 

V-,:FAT 

Punjab 

Beopari 

Katcha Arhati 

Pacca Arhati 

Local Sale 

-100 

-

42 

Food Departnent 

100 

18 

Flour Mills 

_ 

40 

Total 

100 

100 

100 

ind Pacca Arhati - - 100 100 

N.W.F.P Kaicha Arhati 40 - 60 100 

Pakistan 

Be.pari 

Katcha Arhati 

Pacca Arhati 

-

14 

42 

100 

86 

10 

-

-

48 

100 

100 

100 



3.13. OPERATING AND MARKETING COSTS OF SECOND STAGE MARKET ACTORS
 

The average operating ind marketing costs of village
 
beciparis, katcha arhatis and pacca arhatis, both in
 

absolute and relative terms are showi in Table 3.26.
 

The average costs of the sample intermediarLes ranged
 

between Re. 0.22 per 40 kg. for village beoparis to Pe. 
).55 per 40 kg. for pacca arhatis. In this respec: no 
cle3r trend was observed and the average cost daperds or 
local practices and relative turnovers which showed great
 

variations.
 

Detailed breakdown of operating costs, basis of calculation
 
of storage costs, transportation costs and costs of losses
 

are included in Table III-11 to 111-15 of the Statistical
 

Appendix.
 

3.14 WHEAT.PROCESSORS
 

A total of 20 flour milling units were surveyed of which 9
 
were modern flour mills and 11 chakkis. The chakkis carry
 

out wheat milling operations for their customers, along
 
with a number of other activities related to the processing
 

of other crops. These units do not maintain any record
 

showing the relative shares of various processing
 
activities , nor any accounts for their total operations. 

Accordingly, the cost structure of the processinq operation
 
has been based on the analysis of the data Lelating to
 
the modern units. Estimates of the average fixed assets,
 
share of wheat milled on different accounts and recoveLy
 

ratios of the two types of units are included in 'rable
 

IIL-I( of Lhe !LaLiLjLical Appendix. 'T'he dvet'aC 
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TABLE 3.6 

COS-

; 

COMPOENTS 

I 

OF SECOND STAGE NARKET INTERMEDIARIES 

:'EAT 

Punjab 

Rs./4 O K 
Operat- :StOrage:Losse 

li zcsCostiL Ot-s 

C.1 - 0.01 

.', 
" rans-'Credit' 

?ort : P 

Cost 

3 -0 03CO 

s 

:oner'TLal 

.1 

- 0.22 

:Operat-a 

, ,li n o s t 

82 

-- , 
, 

4 

(?er c e n t a g e = 
-:ran-'creit'Oter 

.e: r t C or 

:osr 

) 

' 

To 

To 

a : 

al 

Sind 

---- -------------- ---- ---- ---- - - - - - - - - - - - - - - - - - - - - -- - - - - r - ---- - - - - - - - -

NWFP 

Pakistan C.:5 _ 0.01 0.03 0.22 2 4 ] 

Punjab 1.16 ]0 --.-­ G.0 1.34 87 7 - - 100 

Katcha 

Arhati Sind 
---- --- -- --- -- -- --- -- - - - - -100 

NWFP 1.! 0.19 - - 0.09 0.18 I.65 72 12 

--------------------------------------------------------------------------------------­

- 5. 11 1 

Iacca 
rhati 

Pakistan 

Punjab 

Sind 

1.--7 

0.32 

. 77 

---.13 

3.02 

6 .03 

-

0.03 

0 .02 

-

0.04 

0 .0 6 

0.05 

0.04 

C.14. 1.40 

J.OL 0.-9 

. 0 . 

7Q 

66 

8-

4 6 

2 

-

8 

7 

3 

8 
-

10 

8 

100 

100 
10010 

--- -- ----------- --- ----- ------ ----- ----- --- ------- --- --- --- ----- -- ---- -- -------------- - --------------- --------------- -
NWFP _ 
- -- -----------------------------------------------------------

Pakistan C.34 -. 02 0.03 0.04 0.03 .O, 0.0 6 4 6 -- 6 - ---F 10 . 

6L 



processing 
costs of the sample units are included in Table
 
3.17 on 
 the next page. It appears that the average

processing costs 
per 40 kg varied between Rs. 4.02 for
 
sample units of NWFP to 
Rs. 5.05 for Sindh. On the whole
 
ixed costs constituted about 
15% of the total cost while
 
he rest was direct cost. 
 In the group of direct costs,
 
lectricity was 
the major component for the Punjab and NWFP
 
nits.
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TABLE -.17 
AVERAGE PRXESSING C. ST FOR SANPLE UNITS WHEAT 

Rr.IZo Kc. 
DP--If T____CnrcCOST r:XEC ECST Trnpr Oth 

lialary 
ikiges 

&contract 
Labour 

Eec 
tricity lelephone 

Reoair & 
M.inte 

Ot'er 
Mist. 

Tctal Sa'aries 
an 

Ao,-:nis 
tra:ive 

Rent & 
Tax 

Misc. 
Cost 

Total 

Financial Depre 

Cost ciationI 
lransport 

Cost 

Sto-ae 

Co;-. 
Other 

Cost 
-

e nance i.'!'ances _ 

Pu!: 0.34 0.08 25 0.17 0.26 0.10 3.20 C.14 C.33 0.09 0.15 0.74 0.01 0.2- 0.73 -. 

fslnl1.27 I -

Pu~i 

.66 C.29 C..10 1.28 3.60 - C.7.70.02 0 . 7 j - .0.7 0.36 0 
w.v.P. 0.60 0.41 .S1 .S .31 0.69 3.12 C.37 0.12 0.31 0.801., 0,, -

Fak t;a-an 0.46 0.] 1.89 0.15 0.26 0.31 3.21 0.10 0.37 0.09 0.19 0.75 0.21 0.55 C.O 1 



3.15 WHOLESALERS.AND RETAILERS 

The cost structure of wholesale and retail dealers s
 

analysed in Table 3.18. Operating and transport costs are
 

the major components. Transport costs are however mote
 

significant. The operating costs include labour, shop
 

rent, electricity, telephone taxes and other miscellaneous 

costs. Detailed breakdown of the operating costs for the 

2ample wholenalerz3 and retailets is included in Table TTT-17 

of the Statistical Appendix. 

-1 1L)­



----------------------------------- ------------------------------------------------ ----------------------

-------------------------------------------- ---------------------------------------------------------------------

------------------------------------------------------ ---- ---- ---- ---- ---- ----

TABLE 3.18
 

AVERAGE COSTS OF SAMPLE WHOLESALERS AND RETAILERS
 

-_--•­. . --.. - Pb./40 N... 

I WHOLESALERS RETAI LERS 

PROVINCE Operating Transport Total Transport Operating Transport Total Ttansport 
Cost Cost Cost as % Cost Cost Cost as % 

Total Total 

Punjab 0.70 1.67 2.37 70 0.50 1.80 2.30 78 

I
 

Sind 0.48 2.03 2.51 81 1.33 1.33
 

r ----------------------------------------------------------------------------------

NWFP 0.50 3.63 4.13 88 1.60 1.60
 

n ---------------------------- ----------I 


Pakistan 0.53 2.39 2.92 82 0.97 0.90 1.87 48 



3.16 MARKETING CHANNELS AND THEIR COST 

Eight major marketing channels, identified 

the present survey, ate shown below: 

on the basis of 

Punjab 

I. Farmer --- Village Beopari --- Food 

Processor --- Wholesaler --- Retailer. 

Department 

II. Farmer --- Katcha Arhati ---

--- Wholesaler --- Retailer 

Food Department --- Processor 

III. Farmer --- Pacca Arhati ---

--- Wholesaler --- Retailet 

Food Department --- Processor 

IV. Farmer ---

Retailer. 

Pacca Arhati --- Processor --- Wholesaler ---

V. Farmer ---

Retailer. 

Food Department --- Processor --- Wholesaler ---

Sind 

VI. Farmer ---

Retailer. 

Pacca Arhati --- Processor --- Wholesaler ---

VII. Farmer --- Food 

--- Retailer. 

Department Processor --- Wholesaler 

NWFP 

VIII. Farmer ---

Retailer. 

Katcha Arhati --- Processor --- Wholesaler --­
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Percentage shares of farmgate prices, and of marketing
 

margins in the retail prices for each of the above
 

marketing channels are given in Table 3.19. The actual
 

amounts are shown 
 in Table 111-18 of the Statistical
 

Appendix.
 

The marketing margin is defined as the retail value of the
 

finished product and by product less the equivalent farm
 

gate value. All the prices used for calculating margins
 

are based on survey results.
 

It appears that the farmer's share in the final retail
 

price han ranqed between 62.46 percent for channel iTT to
 

67.24 percent for marketing channel V in the Punjab. For
 

Sindh the ratios were 64.77 and 67.69 -percents for the two 

marketing channels as compared to 67.74 for the one channel 

of NWFP. 

The percentage price spread between the grower and the
 

consumer has been analysed in terms of the following
 

elements of marketing performance.
 

- Average farmers share in consumer rupee 

Distribution of gross margin among various
 

intermediaries/stages
 

- Share of net margin in the gross margin in each stage. 

The above data are included in Table 3.20 for each of the
 

Provincial samples as well asi for the total sample.
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TAM.E 3.19
 

PERCENTAGE SHARES OF FARATE PRIC.T AND OF VARKETING MARGINS IN THE CUNSUV R
 
I'1 [C ES 1 R 0 1I,'l-I'ENT .ARK!.T ' !ANN1'LS 

_ _ _eof Coibumer Priceb - Whedt 

MARKET 

Puziab 
('HANNFL -_ 

SI Id t VFP 

A. Farm Gate 65.23 

_ _ 

64.39 

_,_ III 

62.4.6 

IV 

62.46 

V 

1_67.z 
vi 

64..77 

V I I 

67.69 

VIII 

67.74 

Farmer Cobt 

B. Beoparl 

- Grobb Margin, 

-

4.63 

3.20 3.14 

-

3.14 2.62 

-

4.29 

-

1.78 

-

5.94 

-

- Net Marn 4.45 - .... 

C. Katcha Arhatl 

- Gross Margini 

- CObt 

- Net MAr irn 

-

-

-

2.27 

1.14 
1.13 

..... 

..... 

..... 

5.80 

2.26 

3.54 

D. Pacca Arhati 

- Gross Margirn 

- CObt 

- Net Margiin 

F. Food Depcirtmett 

-

-

-

-

-

-

4.26 

0.42 

3.84 

5.97 

0.42 

5.55 

-

-

-

2.95 

0.78 

2.17 

-

-

-

-

-

I 

- Gross Margin - -.... 

-

-

Cost 

Net Margin 

-

-

-... 

-.... 

F. Processors 

- Grobb Margin 

- Cost 

- Net Marqm, 

9.24 

1.73 

7.51 

9.24 

1.73 

7.91 

9.24 

1.73 

7.91 

7.53 

1.73 

5.80 

9.24 

1.73 

7.91 

12.97 

0.45 

12.52 

15.51 

0.45 

19.06 

4.18 

2.54 

1.64 

G. Wholesaler 

- Grotb arcj 

- Cost 

- Net Mdrw,, 

9.62 

2.02 

7.60 

9.62 

2.02 

7.60 

9.62 

2.02 

7.60 

9.62 

2.02 

7.60 

9.62 

2.02 

7.60 

7.17 

2.13 

5.0/. 

7.17 

2.13 

5.04 

.,-96 

3.53 

6.o,3 

H. Retailer 

- Gr,,, , M~,ruir: 

- Cost 

- Net Marqii 

11 ./q 

1.96 

9.32 

11./Rl 

1.96 

9.32 

11 .j 

1.96 

9.32 

11 .28 

1.96 

9.32 

11.28 

1.9.6 

9.32 

7.89 

1.13 

6.72 

7. 

1.13 

6.7z 

C,.l18 

1.37 

5.41 

TOTAL: 1100.00 00.00 100.00 100.00 100.00 100.00 100.00 100.00 
01 _10 



TABLE 3.20 
AVERAGE PEREN'TA3E SHARES OF FAR, 3ATE PRICES AND KARKETI.. MARG1N-, SHAE- S OF VAF.IOIJE ACTORS IN

GRC-'SS !'BRGINS AN"T RATIO OF KT MARC. TO GR.."'SS MAR.; 

Pun'ab Si nd NW T 

Marz4 n 

Sue7Price 

Gross 'r in Net 

To A~oun :.nI 

R . ~j 

,ofN n of 

Ratioto zi 
T Ton 

G o s S x e
Ma-in Price 

Cross 

A.r'AItI 
% 

N rzin 

Ratio 
moun t to 

(Rs . ) G r o ss 
Marzin 

of 

: -io 
:. L.Cn1-

-rner 

A-ount 

(Rs 

"7oSS 

0 
c 

Marz[n 

o~ o 

' R . y - o s 
Mar zrin 

zf Gr o.sarlin 

nRao 
tc -on'- M nt% 
£ z ( Rs . j(I 

'.' 

Aunt 
- . 

- -.. 

Tc 
r s 

Nrclaz 
Far-. Gate 62.53 66.07 . . . . 67.7Z - - 6£.9 - - -
Fa.er cos: 29 9 - - 2.03 . . . . 5.9z- 2.81 . -

Dealers L. /-.7412.00 .'.32 9'-.14 2.13 2.52 6.69 1.60 63.49 5.80 6.79 22.56 -.1. 75.70 3.61 4.24 11.60 3.21 75.71 
Proze 5ors 8.69 10.,20 23.84 5.17 8c.09 14.75 i7.41 46.23 16.88 96.96 4.16 ".89 1575 :.92 39.26 9.55 11.58 31.67 9.57 F-.6" 
Wholesalers 9.62 11.29 25.61 8-.92 79.00 7.17 6.46 22.46 5.95 70.33 9.56 11.18 3F.25 7.05 63.06 E.70 10.23 27.95 7.31 71.'5 
Retailers 11.2E 13.24 :3.55 10.94 83.00 7.85 9.27 24.62 7.94 85.54 6.78 7.93 25.5-9 6.33 79.82 E.94 10.51 25.7: E.64" '.z1 

Total: 100.00 39.47 103.00 32.35 81.96 100.00 37.66 100.00 32.37 85.95 1I0.00 3.7910. 2C.L 66.39 100.00 36.56 I.O 2.73 7E.-5 



It appears thdt on the whole, the farmgate ptices have 

constituted 66.09 percent of the consumer rupee, the 

remaining 33.91 percent being gross margin of the 

intermediaries who provide services for time, place and 

form utilities. Among the various intermediaries, the 

processor gets the maximum share of the gross margin
 

followed by retailers and wholesalers.
 

The net margins form a very high proportion of gross
 

margins, varying between 71.45 percent for wholesaler to
 

82.64 percent for processors. The high ratios of net
 

margins to gross margins indicate the scope for reducing
 

the gross margins in the overall price structure. These
 

high rates do not necessarily mean high profitability of
 

these ventures. On the basis of the accounting principles,
 

profitably rates depend on total sales revenue which in
 

turn also depends on capital turnover during a year.
 

Attempts were made to obtain data about the value of the
 

total annual turnover for the sample intermediaries. In
 

view of the highly sensitive nature of the data, the
 

response was highly suspect and representative overall
 

profitability ratios could not be estimated.
 

The Planning and Development Division Study (19) estimated
 

the share of grower farmgate price in the consumer rupee at
 

74.71 percent. The ratios of gross margins of wholesalers
 

and retailers and the share of net margins in the gross
 

margins were estimated as follows:
 

Gross Margin Ratio of Net Ma~qin 
% ' to GLoss 

Wholesaler 8.29 54
 

Retailer 11.60 76
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3.17 SCHEMATIC DIAGRAMS OF MARKET FLOWS
 

a) 	 Schematic diagams for maLket flows showing maLket
 
channels for each province and for the sample as 
a
 
whole aLe given on pages 127 to 130.
 

b) 	 Diagrams showing geographical flow foL one major
 
producing district for each province are given on
 

pages 131 to 133.
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Figure- 3.3 
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Figate-3.4
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DIAGRAM SHOWING GEOGRAPHICAL FLOW 
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DIAGRAM SliOWING GEOGRAPH] CAI, FLOW 
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3.18 SHARES OF MARKETING SERVICES IN GROSS MARGINS
 

PeLcentage shaLes of costs of various marketing seivices in
 
the qtoss maLqins foL vatious malketinq channels and theiL
 
average 
abe shown in Table 3.21. The actual amounts abe
 
shown in Table iII. 20of the Statistical Appendix.
 

It appeaLs that five 
 of the eight channels include
 
PLovincial Food DepaLtment and theiL gLoss maLgins tange
 
between Rs. 61.15 to Rs. 67.07 peL 
40 kg. The goveLnment
 
allows a subsidy of Rs. 23.01 per 40 kg reducing the gLoss
 
matgins to Rs. 38.45 to Rs. 44.06 per kg. The gross
 
maLgins of 
 the otheL thLee channels, not involving any
 
subsidy Lanqe beteen Rs. 37.74 
to Rs. 44.06 peL 40 kg.
 

Relative shaLes 
of vaLlous maLketing services show that
 
56.49 peLcent of the gLoss maLgin is accounted foL by net
 
maLqins oL pLofIts. TLanspoLt and packaqing absoLb 12.00%
 
and 7.00% of the total. The aveLage shaLe of 9.22% foL
 
cLedit cost is mainly due to the 
financing of pLocuLemenc
 
opeLations by the Food Department through the bankinq
 
sectoL.
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--------------------- - -- -- ----- ----- - -------------------------

- --------------------------- - - ----------- ---- -----

---------------------------------------------------------------- -------------------

-- ------------------------------- -- - --- - --- ----- --- ----- ----- -- - -

-ABLE 3.21 

PERCENTAGE SHARES OF MAKETING SERVICES IN GROSS MARGIN -- WHEAT
 

(PERCENTAGE)
 

MARKETING CHANNELS
 
VII VIII
V VIII III - IV 

LabouL 2.52 3.06 2.34 1.91 2.26 3.95 1 2.76 3.55 2.81 

StoLage 1.24 1.37 1.20 0.04 1.29 0.07 1.29 0.50 0.88 
L --------- -

ITLanspoLtr 11.22 11.03 12.79 11.14 12.67 9.76 11.17 16.24 12.00 
----------------------- 11.17- 16 2 ---- 12.00 ­

packLng 10.55 10.39 11.08 1.59 10.9r 0.22 11.94 7.08
 

Rent 0.60 1.53 0.67 1.02 0.59 1.01 0.68 3.50 1.20 

Taxes 0.60 0.59 0.57 0.14 0.62 1.39 0.27 0.70 

CLed t Cost 14.62 14.40 13.97 0.09 15.18 - 15.26 0.24 9.22 

-

PLocessin Cos. 3.18 3.13 3.03 4.61 3.30 1.27 0.57 7.87 3.40 

Net MaLcgn 53.10 46.30 49.47 75.31 46.65 75.11 51.79 54.16 56.49 
------------------------------------------- ---- - --------------------------------------- -------

Miscellaneous 2.37 8.23 4.88 4.15 6.39 7.19 2.65 13.67 6.22 
S-I 

Total io.00 100.00 100.00 100.00 100.00 100.00 100.00 100.00 100.00 
- - - --- - - - --- - - - - - -------------- -- -- - --- ---- ---------- - - -

Subsidy 36.05 35.51 34.31 - 37.44 - 37.63 22.62 

Net Total 63.95 64.49 65.69 100.00 62.56 100.00 62.37 100.00 77.38 



--------------------------------------------------

----------------------------------------------------

3.19 BY-PRODUCTS
 

The other products obtained with wheat flour at the
 
processing stage, are 'Maida' and 'Suji' while the
 
by-products are bran and refractions.
 

The marketing channels for 'maida' and 'suji' foL 
 the
 
sample processing units the as those for
were same wheat
 
flour. It was reported that the wholesalers who obtained
 
flour from the units also purchased maida and suji from the
 

mills.
 

The average unit sale prices of maida and suji for 
the
 
sample processing units aie given 3n the followinq.
 

TABLE 3.22
 

AVERAGE UNIT SALE PRICES OF MAIDA AND SUJI
 

FOR THE SAMPLE PROCESSING UNITS.
 

RS./KS ....
 

Maida Suji
 

Punjab 3.15 2.90
 

Sind 3.07 
 2.89
 

The NWFP sample unit did not extract any maida or suji
 
during processing.
 

Bran obtained as a by-product is used mainly by the animal
 
feed industry. Refractions are partly used in the feed
 
industry and partly are disposed of as a waste product.
 
The feed producing units located in the vicinity of the
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-------- ---------------------------------

--------------------------------

sample units had regular arrangements for their purchase
 

since long distance transport is not economical because of
 

low price and light weight. The average unit sale prices
 

for the sample units are given in the following table.
 

TABLE 3.23
 
AVErPACE UNITT SALE PRICES 01" BRAN AND REFRACTIONS 
FOR THE SAMPLE PROCESSING UNITS Rs./Kg. 

Bran Refractions
 

Punjab 43.90 20.00 

Sind 47.74 -

NWFP 44.80 
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4.1 

CHAPTER IV
 

MARKETING SYSTEM OF RICE
 

DISTRICT AND VILLAGE SAMPLE CHARACTERISTICS
 

The village sample for the 
survey of the marketing system
 
of rice consisted 
of 12 villages spread over 4 districts 
of which 2 were located in the Purijab and 2 in Sind. The
 
Punjab districts, Gujranwala arid Sialkot represented the 
major basmati producing area, though irri rice was also 
important in the former district. In Sirid, Larkana arid 
Jacobabad were selected as the major irri rice producing 
areas. 

The average population, average cultivated area, 
 the
 
average distance from the nearest town, railway station 
and the regulated market and the percentage share of rice 
in the total cultivated area for the sample villages of 
each district are shown in Table 4.1
 

The average population per village 1379.
was The average
 
for the Punjab sample villages was almost twice 
that of
 
the Sind sample villages. The average cultivated area per
 
head of population was 0.43 
acres for the entire sample.
 
The ratios were 0.46 acre arid 0.37 acre 
for the Punjab and
 
Sind sample villages respectively.
 

Rice was the predominant crop grown in the sample villages
 
accounting 
 for more than three-fourth 
 of the total
 
cultivated area.
 

The local market actors, shopkeepers and beoparis were
 
ronporttd only from 
thu Punjab Hample villages where their 
average number per village was 4 each. 
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District 
District 

_____ 

G __ _ 

SUB-TOTAL 

_ 

_ 

_LA 

No. of .A .verage 
Village Vilage 

!Fcpulatian 
_ (No.) 

3j 2017 

3 1633 

SI6 i 1825 

TABLE 4.1 
AVERAGE POPULATION, CULTIVA1-D AREA DIS-A.NZ-ES AN: SHAREQ RICE ACREAGE FOR SALPLE V1LLAGES 

Average I Averaze Distdr.e in iC'o Meter_, From 
Cultivated Nearest Railway Procureme.:.Procur-,ent I 
ArealVillage Tne R Centre Focent 

(A:res) Town SaCo ?assco 

633 1 

1063 h 12 _ 

8487II2598 

eglatd 

t 
Market 

01 

7 

CRO3: RICE 

-.a,7e Share T Averace Nzr.ber of 
of Rice in Village 

Total it age 
Shopeaers Beoparis 

79 5 

77 - 3 3j ______ 

I 3f3 2 

__ 

j ACON3ABAD 31233 442 1 _ __6-

-

SUB-TJTAL 6 933 346 7 9 - -

TOTAL 121 1379 571 937 6 



4.2 
 GROWERS SAMPLE CHARACTERISTICS
 

Sample Size arid Distribution by Farm Size:
 

The growers sample consisted of 
301 households distributed
 
almost equally 
among the four sample districts. The
 
classification of holdings by farm sizes ard the average
composition of the household 
for the sample districts of
 
each province and for the sample as a whole are shown in 
Table 4.2.
 

The shares of the small, medium arid size inlarge farms 
the total sample were 77, 
 15 arid 8 per cents 
respectively. The average size of 
the sample household
 
was 8.58 persons of whom 3.48 were children, of upto 10 
years of age.
 

The corresponding data for each sample district is 
included in Table IV-1 of the Statistical Appendix.
 

The classification of the 
sample growers by the variety of
 
rice grown is shown in Table 4.3. It appears that in the 
Punjab 121 of the sample growers cultivated only basmati 
rice whereas 27 grew basmati as irriwell rice. Only 2
 
holdings recorded exclusive irri production. All the 151
 
sample farms Sindof the province grew irri rice. 

Area Under Rice arid Average Yield:
 

Rice occupies an important place in the cropping scheme of 
the sample growers. A review of 
Table 4.4, showing
 
percentage share of area under rice by different size 
holdings, indicates that more than two thirds of the 
sample area theiri Punjab was under basmati rice, the 

I in 



TABLE L.2 

CLASSIFICATION )F SAMPLE HOLDIN0S BY FARM SIZES AND AVERAGE 
CiF1PCSIT1ON FOR SAPLE DISTRICTS OF EACH PROVINZE 

HOUSEH)LD 
CR27?: RICE 

Province Farm Size I______Sa-nle Size - A e1 er Household Ccrf-_osition____h i~--re-n ___a 

NuTber % to 
Total Male 

AbLveI Fe. 
---

le 
a_ 

Total l -ele 7C.lleToa Mal I 
- iua 

] Total 

Shal 93 31 3.05 2.54 5.59 1.51 1.62 3.13 4.56 4.I 8.72 

Medimn 35 12 2.94 2.94 5.89 1.86 1.63 3.49 4.80 4.57 9.37 
Pun ab 

Large 22 7 3.45 2.91 6.36 1.68 1.32 3.00 5.13 4.2j 9.36 

Sub-Total 150 50 3.09 2.69 5.78 1.61 I.5E 3.19 4.70 4.27 8.97 

Small tO 47 1.88 2.44 4.32 1.66 2.05 3.71 3.54 4.L 8.03 

Mediu-n 10 3 2.20 3.50 5.70 1.70 2.70 L.40 3.90 6.2: 10.10 

Sind. 
Large 1 --- 3.00 2.00 5.00 4.00 2.00 6.00 7.00 4.0D 11.00 

Sub-Total 151 50 1.91 2.51 4.42 1.68 2.09 3.77 3.59 4.62 8.19 

Small 232 77 2.35 2.48 4.83 1.60 1.88 3.48 3.95 4.3- 8.31 

Pakistan Mediun 45 15 2.78 3.07 5.85 1.82 1.87 3.69 4.60 4.9-" 9.54 

Large 23 8 3.43 2.87 6.30 1.78 1.35 3.13 5.21 4.22 9.43 

Total 301 100 2.50 2.60 5.10 1.64 1.84 3.48 4.14 4.LL 8.58 



TABLE 4.3 

CLASSIFICATION OF SAMPLE BY THE VARIETY OF RICE GR-IN 

CROP: RICE 
Number of Sample Farmers Growers 

District m-
Basmati Z Irri( Irri + Basmati l Total 

Sialkot 75 -

Gujranwala 46 2 27 75 
ub-Tutal 121 2 27 150 

Larkana 
75 - 75 

.acobabad 
76 76 

Sub-Total - 150 - 150 
Total 121 153 27 301 

- - - - -- - - - - -­ -



TABLE L.4 

PERCENTAGE SHARE OF AREA UNDER RICE, CLASSIFIED BY VARIETIES IN THE 
TOTAL AREA OF DIFFERENT SIZE SAMPLE HOLDINGS OF EACH PROVINCE 

CROP: J 

Province Farm Size 

1 
Percentaqeof 
Basmati 

Total Cultivated Area Under 
Irri [ Total Rice 

AveraeYield (40 KE/Acre) 
_ Basmati _ Irri 

Smal1 66.08 1.77 67.85 18.06 27.82 

Punjab Medium 

Large 

68.24 

67.99 

7.41 

20.46 

75.65 

88.45 

15.62 

14.45 

24.81 

30.5L 

Total 67.59 11.64 79.23 15.74 29.30 

Sind 

Small 

Medium 
Mdu 

Large 

98.31 

93.87 

100.00 

98.31 

93.87 

100.00 

32.95 

26.08 

35.00 

Total 97.58 97.58 31.82 

Pakistan 

Small 

Med iurn 

30.34 

54.97 

54.07 

24.21 

84.41 

79.18 

18.06 

15.62 

32.82 

25.76 

Large 66.11 22.72 88.83 14.45 31.10 

Total 47.51 35.73 83.24 15.74 31.27 



different size holdings recording only marginal 
differences in this respect. In the case of the Sind 
sample, however, almost the entire holdings of all sizes 
were devoted to the cultivation of irri rice.
 

The shares of rice acreage 
to the total for the sample
 
growers of each district are shown in Table IV-2 of the 
Statistical Appendix.
 

The yields of irri rice were higher for the Sind sample 
growers for all holding groups as compared to the Punjab. 
The average yield of the total sample was 
31.27 maunds for
 
irri rice as compared to 15.74 maunds 
for basmati. For
 
basmati growers, the average yields 
 were inversely
 
correlated with the size of the farms indicating that 
smaller farms were cultivated more intensively. 

Uses of Output:
 

The percentage shares of different uses of the total 
output of rice, classified by varieties, for different 
size sample growers of each province are shown irt Table 
4.5. It appears that domestic consumption and payment in 
kind are the two major elements which influence the share 
of the total output which is sold in the market. 
Traditionally, the village artisans i.e. carpenters, black 
smith and others are paid in kind at the harvest time. It 
was rioted during the field survey that for threshing also, 
payments are made partly in cash arid partly in kind. 
These payments in kind have also been added to the 
traditional payment to arrive at the total payments in 
kind. 
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- - - - - - -- - - -
-- 

-- - - - - -

TABLE Z.5
 

PERCENTAGE SHI.RES OF DIFFERENT USES OF THE TOTAL L17PUT
 
OF RICE BY VARIETIES OF SAMPLE GROWERS OF DIFFERENT SIZES OF ECH PROVINCE
 

-
 CROP: RICE (PERCENTAGE)
 
Basmat i 
 Irr i
Province Fr ieIDmsi ann
 

Domestic
Pze Payment Kept for Marketed Total Domestic 'Payment Kepi for Marketed Total
Size__Consumption inkid jeed 
 Consumption[in kind 
Seed _ 

Small 17 16 2 65 100 11 7 3 79 100 

Medium 11Punjab 1L 1 74 100 3 2 ­ 92 10010
 
Large 7 11 1 81 
 100 1 
 3 2 
 94 100
 

Total 11 13 2 
 74 100 2 3 
 2 93 100
 
-


Small 
-- - - - - - ­

23 23 2 
 52 100
 

Sind Medium 

- 28 22 3 47 100 

Large 

9 25 1 
 65 100
 

Total 
 - - - 23 23 2 52 I00
 

Small 17 16 
 2 65 100 23 23 
 2 52 100
 

Pakistan Medium 11 14 1 74 
 100 22 17 
 3 58 100
 
Large 7 11 1 
 81 100 2 6 
 2 90 100
 

Total 11 
 13 2 74 
 100 18 19 
 2 61 100
 



------------------------------------------------

The 	share of the above two uses 
of the total output varies
 
inversely with the size of the holding. Thus for tho 

holdings upto acres,
small sample 	 of 12.5 domestic
 
consumption arid payments in kind accounted for 33 percent
 
of the total output of basmati rice as against only 24
 
percent for the large sample holdings of above 25 acres.
 

Similar trends were observed for the irri producing sample 
holdings of Sind, though the share of the above two uses 
was higher at 50 percent for the small holdings, declining 
to 34 percent for the large sample holdings. Taking the 
Sind sample as a whole 25 percent of the produce was 
retained for domestic conisumption and seed purposes. 

The corresponding ratios for the sample holdings of each 
sample district are given in Table IV-3 arid IV-4 of the 
Statistical Appendix for basmati arid irri rice growers. 

The 	per 
capita quantity kept for domestic consumption for
 
the 	growers sample as a whole is calculated at 6.62 maunds
 
for the year for both the varieties of rice (paddy). On
 
the basis of the average conversion factors the above
 
average is equivalent to about 4.37 maunds of rice.
 

The paddy retained for domestic consumption does not
 
represent the entire consumption of rice by the households,
 
Paddy converted into rice at the modern mills is preferred
 

by a large section of the people and is purchased fiom the
 
market. Paddy retained at home is usually husked the
at 

local village 'chakkis'. Accordingly it is supplemented by
 
rice obtained from the market. According to the Household
 
Income and Expenditure Survey Ithe average per capita
 
consumption of rice and rice flour rural is
for areas 


1. 	Federal Bureau of Statistics, Household Income and 
Expenditure Survey, 1985-86, P. 
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estimated 
at 1.35 kg. per month. The Consumer Survey,
 
conducted as a part 
of the present assignment,, gives 
an
 
aveLage pet capit-i consumptLon of 1.5 kg. per month. 
These
 
estimates give ausiual consumption estimates of 16.flkq. and
 
18.00 kg. respectively.
 

In an earlier study, Rajib Ali, 
(1979) (21) reports that
 
for six districts of Sind, the quantity retained was 
14.96
 
percent 
of the quantity produced. The number 
of farmers 
iii that study were 85 rice growers, producing local
 
varieties of rice while the farmers were not classified by
 
the size of holdings.
 

In a study on "Farm Products Storage and Storage Losses"
 
conducted 
 by the Punjab Economic Research Institute in 
1978, the shares of total produce kept for 
 domestic
 
consumption for different size farms in the Purijab were 
reported as follows:
 

Upto 12.5 acres 14.97%
 

12.5 to 25 acres 10.3p"
 

Above 25 acres 
 7.06
 
All Farms 
 12.60
 

The results of the present survey 
for Punjab appear to be
 
quite consistent with the above findings.
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4.3 MARKETED SURPLUS
 

The shares of the total 
produce marketed by the sample
 
growers are also shown, in Table 4.5.
 

It appears that for the sample as a whole, 74 percent of 
the hdLmciti dnd 93 percent of the irri rice grown by the 
sample growers in the Punjab was marketed. The ratio of 
tho marketed surplus varied directly with the size of the 
farms, increasing from 65 percent in the case of small 
farms to 81 percent for large farms for basmati. InI the 
case of irri rice, the corresponding ratios were 79 and 93 
percents respectively. Similar trends were noticed in the 
case of irri growers of Sind, the marketed share being 52 
percent for the sample growers as against 65 percent of 
the large growers.
 

It would be of interest of compare the above ratios with 
the findings of some of the earlier studies.
 

Rajab Ali (1979) concluded that quantity marketed iri Sind, 
during the seasons 1977-78, as an average of all the six 
districts, was 85.04 percent of the quantity produced.
 

In another study, Planning & Development Division 
Government of Pakistan (1984) , (19) marketable surplus

rdtius for different categories of farniers 
were as follows:
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---- --------- ---------------------------

Farm Size (Acres) Marketable surplus as % of
 
Total 
 Production
 

0 - 12.5 50
 
12.5 - 25 
 88
 

Above 25 
 98
 

In this study, Gujranwala arid Sialkot districts were 
covered in the Punjab arid data was collected from 30 rice 
growers in each district. In Sind, Jacobabad and Badiri 
districts were surveyed arid 
 data was collected from 15
 
rice growers in each district.
 

Rashid et. at (4) has reported the result of a study for 
which investigation for rice was limited to Chunian tehsil 
of Lahore district. It reported the marketables surplus
 
of rice at 83.2% of the total production.
 

4.4 
 SEASONAL SPREAD OF MARKETING OPERATIONS
 

The harvesting of paddy starts in October arid continues 
till mid-December, depending upon the variety of rice 
grown. A major share of the marketed surplus is sold
 
immediately after harvest and almost the entire quantities 
are disposed of within a period of 3 to 4 months.
 

The percentage classification of totalthe quantities sold 
by the months 
of sz . arid the average prices realized 
during these months for basmati arid irri sample growers of 
each province are given in Table 4.6 arid 4.7 on the next 
pages. The corresponding fordata each sample district 
are given in Table IV-5 arid IV-6 of the Statistical 
Appendix. 



__ 

TABLE 4.6 

PERCENTAGE CLASSIF1CTI4ON OF TC_'TTAL BASMATI RICE SOLD BY MJNTHS BY 
SAMPLE GROWERS OF DIFFERENT FARM SIZES AND AVERAGE MNTHILY PRICES REALISED FOR EAC-I PROVIDCE 

'--ctPercentage --] -- -CROPof Total Quantit in Sold : R ICEC rOP e eRIC
Province Farm Size 


______Avera e Sale Prices
___October NovemberI7~ecernber January Total Cctoer Noenbe DeTbnuy Toa
 

Small 5 
 93 ­ 2 100 113.80 141.28 
 - 135.0 139.74 

Punjab Mediun 
 80 7 6 
 100 136.62 131.96 135.00 135.30 132.68
 

Large 
 - 66 - 34 100 ­ 127.33 ­ 149.L5 13L.73
 

Total 4 77 2 17 100 127.73 133.16 135.00 147.53 135.48
 



TABLE 4.7 

PERENTAGE CLASSIFICATION OF TUTAL IRRI SJLD BY ?,JNTHS BY SAMPLE G,3IERS OF DIFFERENT FAi&! SIZES AND 
AVERAGE NTH.LY PRICES REALIZED FOR EACH PRDVINCE 

CR-.): RICE
 

Pr n F SiPercentage of Total Quantitv Sold in 
 T lf DAverace Sale Pr.zes
 
o e F i Ot. Nov. Dec. Jan. Feb. March VAprilay Tta t. I I Jan. I Feb. IMarchhv.April I , _Total 

ra11 8 92 . . . . . . 100 70.03 57.32 - - - - - 55.32 

Mediun 5 95 . . . . . . 100 53.18 64.32 - - - - - 63.75 
Large 2 98 . . . . . . 100 65.0- 63.66 ­ - - - - 63.71 

Total 3 97 -	 100 61.95 63.58 - - - - - 635 

S-a - - 34 64 - 1 - 1 100 - - 68.28 61.45 - 65.0W0 - 45.00 63.62 

(1 Sind 	 Medium - 5 95 - - - 100 - - 65.00 62.29 - - - - 62.42 

Large - - - 100 ­ - - 100 - - - 66.00- - - - 66.00 

Total - - 29 70 - - - 1 100 - - 68.21 61.90 - - - 45.00 63.59 

Small - 2 3h 63 - - - 1 100 70.00 57.32 68.28 61.45 - 65.00 - 45.00 63.52' 

Pakistan Medium 2 36 3 59 - - - 100 53.18 64.32 65.00 62.29 - - - - 62.93. 

Large 2 88 - 10 - ­ 100 65.00 63.68 - 66.00- - - - 63.9i 

Total 1 32 19 7 ­ - - 1 100 61.95 63.58 68.21 61.90 - - - 45.00 63.5 

Reasons for lower prices in January, March. April and May.
 



Iii the case of bauniati rice, 77 percent of the marketed 
quantity was sold in October by the sample growers in the 
Punjab. In this respect, the marketing behaviour of the 
three sized growers shows distinct trends. The small 
group with upto 12.5 acres sold as much as 98 percent of
 
the total by the month of November. The large farmers, 
however, sold only 66 percent of the total during November 
while selling the remaining 34 percent after two months in 
January when they were able to realize on the average, 17 
percent higher price as compared to their previous sales.
 

Taking the sample as a whole, the average sale price 
obtained by the farmers for basmati paddy was Rs. 135.48 
per maund as against the official support price of Rs. 130 
per maund fixed by the Government. 

In the case of irri sample growers in the Punjab, almost 

the entire quantity was sold during the month of November, 
while in Sind, the sale operations were spread over
 
November to January. In this three month period, the 
greatest quantity was sold during January which month
 
showslower prices, while the average prices were the highest
 

duLinq December.
 

Taking the sample as a whole, the average sale price
 

obtained by the sample growers for irri rice was Rs. 63.54
 
per maund for the Punjab and Rs. 63.59 per maund for Sind 
as against the official support price of Rs. 55 for the
 

year.
 

4.5 STORAGE FACILITIES
 

The following types of storages were used for paddy.
 

i) Pacca rooms
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ii) Pacca bharolas 

iii) Drums/boxes
 

iv) Kachia rois 

v) Kacha bharolas
 

Classifying the first three types as of standard quality 
arid the remaining two as 'sub-standard', the storage 
facilities of the sample growers of the Purijab arid Sirnd 
provinces sLow distinct trends. Ini the case of the Punjab 
sample growers, 56 to 61 percent of the storage facilities 
were of standard types, the share being as high as 85 to 
91 percent for the large sized farmers. In the case of 
Sind, however, the share of standard facilities was found 
to be orily 5 percent of the total storage facilities for 

the sample growers.
 

The average storage capacity was 66 maunids arid 44 maunids 
for the sample growers of basmati arid irri varieties 
respectively. These were adequate for the of
storage 

paddy, as the quantities retained for domestic consumption 
anid seed formed 32 percent arid 79 percent of the capacity 
for the total sample of basmati arid irri grow,', :i 
resject ive ly . Paddy is; genlerally stored in bags L, ,th Lii 
rooms and bharolas. The use of drums and metal boxes was 
also getting popular specially in the Punjab, arid their 
share ii the total capacity was 3, 5 arid 1 , Io 'ctnt- for 

the small, medium arid large sample growers respectively. 

The average storage capacity, its adequacy status for the
 
retained quantities arid the share of standard types it, 
total storage facilities for the sample growers of each 
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province are shown ini Table 4.8. The corresponditig data 
lor each sample district are included in Table IV-7 and 

IV-8 of the Stoitistica] Appundix for sample growers of 

IJ.J ,JI(,ti dJI( ir r vC,,it.ti-t i l Wusectively. 

4.6 STORAGE LOSSES AT GROWERS LEVEL
 

Storage losses at the growers level have been estimated or
 

the basis of quantities stored by them for domestic
 

consumption arid seed and are shown in Table 4.9. It 

appears that for the sample as a whole, 1.47 percent of
 

the quantity stored was lost during storage for basmati
 

growers. The range of storage losses was between 0.38 

percent for the small sample growers of Gujranwala
 

district to 2.62 percent for the small sample growers of
 

Sialkot district.
 

In the case of the irri rice, losses were reported only 
from the Puiijah sample. The average ratio was however 

significant at 1.09 percent of the quantity stored. The 

Sirnd sample growers keep paddy in husk in the fields where 
it reportedly remains free from the attack of insect 

pests.
 

A study undertaken by the Punjab Economic Research 

Institute in 1978 for the Punjab reports that 0.65 percent 

of paddy was lost during storage at the farm level.
 

Chaudhri (1980) carried out detailed studies on losses at
 

different stages. He estimated paddy losses at the farm
 

level at 1.3 percent.
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TABLE 4.8 

AVERAGE STORAGE CAPACITY CLASSIFIED BY TYPE FOR 
SAMPLE GROWERS OF EACH PROVINCE 

CROP: RICE (40 kg) 

Province Farm Size1a-sma-ti 
!Average Storage % of Storage 

Capacity Capacity Used 

for Rice 

Small 64 25 

% Share of Average Storage 
Standard Storage Capacity 

to Total Storage_ 

50 10 

Irri 
% of Storage 
Capacity Used, 

for Rice 

108 

% Share of 
Standard Storage 

to Total Storage_ 

Punjab 
Medimn 
Large 

58 

86 

43 

45 

45 

85 

51 

75 

10 

20 

22 

91 

Total 66 32 56 56 18 61 

Small - - - 49 88 6 

Sind 
dium--

Large -

121 

00 

102 

105 

Total - - 55 88 5 

Small 64 25 50 48 88 6 

Pakistan Mediumn 

Large 

58 

86 

43 

45 

45 

85 

82 

77 

69 

28 

9 

82 

Total 66 32 56 54 79 13 



-------------- ------------------

TABLE 4.9
 

STORAGE LOSSES FOR QUANTITIES RETAINED FOR DCIMESTIC
 
.ONSUMP'rION AND SEED BY SAMPLE GROWERS 

-- - -------------------- CROP: RICE 

District Farm Size ----- Los----

Basmati L Irri 

Small 2.62 

Sialkot Medium 1.43 -
Large 0.73 5.56 

Total \ 1.92 3.41 
Small 0.38 -

Gujranwala Medium _ _ 

Large 1.85 -

Total 0.77 -

Small 1.84 -

Sub-Total Medium 0.57 -

Large 1.50 3.29 

Total 1.47 1.09 

Small - -

Larkana Medium - -

Large - -

Total - -

Small _ _ 

Jacobabad Medium -

Large -

-Total 
Small -

Sub-Total Medium _ 

Large _ 

Tota1--------­ _ 
S,na1. - -

Total Medium - -

Large - 1.28 

Total - 0.14 
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4.7 MARKETING CHANNELS FOR GROWERS
 

The market 
actors to whom the sample growers sold their
 
produce included the following:
 

- Village shopkeepers
 

- Village sales to other
 

- Village beopari
 

- Katcha arhati
 

- Pacca arhati
 

- Rice mills 

The relative shares of these 
market actors the
in total 
sales of the sample growers, classified by the size of 
farms, for basmati and irri varieties are shown in Table 
4.10. The corresponding ratios for each sample district 
are included in Table IV-9 of the Statistical Appendix. 

It appears that village beopari was the most important 
market 
 actor for the sample basmati rice growers, 
accounting for almost one-third of the total sales. The 
relative importaiice of this actor however varied with the 
size of holdings. In the case of small sized growers, it 
accounted for as much as 41 
percent of the total sales.
 
For the other two groups, however, sales to village
 
beoparis was the second most important outlet, the most
 
important market actors for the medium and large size 
growers being katcha arhati arid rice mills respectively. 
After village beopari, katcha arhati and rice mills 
were
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TABLE 4.l0 
MARKETING CJ-\.NELS FOR SAMPLE GROWERS FOR EACH PROVINCE 

CROP: RICE (Percentage) 
PrvicFar Gae B asmati 

Punjab 

PrvicFamGt 

Sall 

Mediun 

5 

-

VlaeOther Village 
r Beo Sals 

41 -

20 

Pacca 

10 

11 

Kath 

19 

51 

lRice 

25 

18 

ToaIVillage 
Tota 

100 -

100 -

IVilla-e 

_ 

--

r I r r I 
Other Village Pacca 

Sales 

50 

20 

Kaicha Rc 

53 -

E -1 

Totali 

100 

100 
Large 
Total 

-
1 

35 

32 
-

-

13 

12 
17 

28 
35 

27 
100 
100 

-
-

14 

12 
-

-

7 
11 

65 
66 

14 
11 

100 
100 

S a1l _ - - - - 1 3 12 10 74 100 
Sind 

- 35 - 65 100 
Large 
Total 

- - 100 100 
_ _ _ . 2 14 9 75 100 

Smail 5 41 - 10 19 25 100 - 1 3 18 14 64 100 
Pakistan Medii 

Large 

Total 

_ 

-

1 

20 

34 

32 

-

-

11 

13 

12 

51 

17 

28 

18 

36 

27 

100 

100 

100 

-

-

-

13 

5 

-

-

2 

30 

7 

16 

30 

55 

30 

40 

22 

47 

100 

100 

100 



the most important channels accounting for 28 arid 27 
percents of the total sales respectively.
 

The marketing operations of the sample irri rice growers 
of Sind presented an entirely different picture. In this 
case, direct sales to rice mills by
was far the most
 
important channel for the sample growers, accouILting for 
75 percent of the total sales. In the case of the large 
sized holdings the entire marketing surplus was sold 
directly to the rice mills, the ratios for the medium and 
small growers being 65 and 74 percents respectively. The 
next important channels for Sind sample growers were pacca 
and katcha arhatis to whom 14 and 9 percents of the total 
sales of sample growers were made.
 

Local village sales to shopkeepers or other were riot
 
significant for rice growers, their shares in the 
total
 
sales being only 1 and 2 percents for basmati arid irri 
sample growers.
 

The results of the study of the Planning and Development 
Division (1984) (19) , show that out of the total quantity 
sold by sample growers, 75 percent was sold to rice mills 
arid 8 percent to pacca arhatis; 14 percent through 
purchase centres, 2 percent to village beoparis arid 1 
percent to any other person in the village. 

According to another study, carried out 
much earlier 
(1968-69 to 1969-70) by Rashid, et at. (3) the selected 
growers sold paddy to various market intermediaries in the 
following proportions: 

Village beoparis 65.6 percent
 
Katcha arhatis 32.4 percent
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Rice shellers 2.0 percent
 

4.8 MARKETING COSTS OF GROWERS 

The major components of the marketing costs borne by the 

growers include the following: 

- Preparation, transportation arid octroi charges. 

- Commission payable to katcha arid pacca arhatis.
 

- Other market charges. 

These include payments to palladar (who load and
 

unload the produce), weighmen arid changar (who clean 

the plot where the produce is heaped).
 

- Cost of deduction
 

These deductions are made by the arhatis on various 

pretexts. In the case of paddy, excessive moisture 

content is one of the maini reasons put forward for 

such deductions.
 

The grower's marketing costs also vary with the type of 

market actor to whom he sells his paddy. In the case of 

sales to village shopkeepers, village beoparis or to other 

j erons in the village, he does not incur aLy of the above 

costs, though the price obtained by him depends ori general 

market conditions arid their relative bargaining positions.
 

The average marketing costs of the growers for sales to
 

differenit market agents for different size sample holdings 

of each province for basmati arid irri varieties are shown 



in Table 4.11 and 4.12. L= tu~zubpuriairig data for each 
sample district are given in Tables IV-10 arid IV-11 of the 
Statistical Appendix.
 

It appears that in the case 
of basmati rice, the average
 
marketing costs of the growers for sales to katcha and 
pacca arhatis do riot show much variations, being Rs. 10.52 
per maurid for sales to pacca 
arhati arid Rs. 10.24 per
 
mauid for 
sales to katcha arhati. The average costs were
 
however significantly 
lower for direct sales to rice
 
mills, being almost one-fourth of those of other market 
actors. The relative shares of different cost components 
show that 'other market charges' for the pacca arhatis arid
 
'cost of deductions' for katcha
the arhatis were the most
 
important for the sample as 
a whole. In the case of sales
 
to mills, preparation, transport arid octroi payments were 
the only cost items. 

In the case of irri rice, the average costs for sales to 
pacca arhatis varied between Rs. 2.47 per maund for the 
Sind sample to Rs. 6.49 for the Punjab sample the overall 
average being Rs. 5.44 per maund. The average costs were 
about 40 percent higher for 
sales through katcha arhatis
 
while these the
were least for direct sales to the rice 
mills. Preparation for the market, transportation arid 
octroi was the most important cost component in case of 
all the market actors. The average marketing costs for 
sales to pacca/katcha arhatis 
formed about 8 to 9 percent
 
of the average farm gate prices for both basmati arid irri 
sample growers.
 

Attempt was made to compare 
the results of the present
 
study with previous studies/surveys. Although the
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TABLE 4.11
CLASSIFICATIc OF MARK--TING COSTS OF GRCWERE FOR SALES~RICE 	 TO DIFFERENT FUNZTIONAR7-z AND T.E FAR1V Z.TE PRICES 

BAS.NLAT ] 
PACC-A ARHATI 

KATJL-1 AFATIPr ov ince Farm 	 Ave r a g e Mar e tingP 
mareting Cost et T IASize 	 Gate Marketing' Cost I _AGPrice 	 COST32 	 GteKETING3 4 5 	 Gate

6 7 P r ice Pr ice jr eti nr 
c 

m 1 35.00 5.6L - 35 - 16 36 11 100 1129.361 13L.81 12.10: 10 	 -Pu be L I L 21 I 19 	
25 j 10 2; I 100,a u33 .26 I 10 . 9 12 30 100 1 2 2 . 3 2 1 30 . 64 9.62 -	 I 28 12 2? 100 21 . . ' _zLarge p30-00 	10.68 - 9 2L ' 2 30 100 119.3 13.5I.6! -(6 	 9 1 T13~i 

T ai 32.65 10.52 6 18 3 19 3l 4 0 5 28 011 2.I 6I.; 

1. Piepatatlon Charges 2. Transportaz:on Charges 3. Ocrroi 4. Comrission 5. Paladarl, W--:ghmen Change: f. Cost of Deduc--:on 7. Tozal 



TABLE 4.11 (Contd.) 

CLASSIF1CATIO'N OF MARKETING COST.COF GRVIERS FOR SALES TO DIFFERENT FUNCTIONARIES AND THE FARMIGATE PRI.--z 
RICE IB. 	IATI1 

RICE MILL 

Province Farm 
Size 

I-u 

Average IKa-Keting 
MarketingiCost 
Price 1 
132.721 3.15 -

% 

_ AGE 
2 

i00 

O M 

___AKEIN 

3 
-

4 
-

6 
-

7 
0-H0 

Farm 
Gate 
Price 
129.52 

- I 	 - - 100 132.29Punjab 	 Med iLuJ 13L.29: 2.00 - - 100 -

Larie 1L.67i 2.56I - 100 - I - - 100 146.11 

T't al 	 11.-20! 2.47 100 100000- - - I 1.73 

CA 



TABLE 4.12
 

CLASSIFICATIOC OF MARKETING COSTE OF GROWERS FOR SALES TO DIF1ERENT F.,'NCTIt'NARIES AND THE FAIR% GATE PRICES 
FOR EAC-H PROVINCES 

FIC.E IRRI 

PACCA ARHATI KA.TCHA ARHATI 
Province, Fa--i, 

Size 
Aver .:e Ma'Keting 
Marke:ng ICost % E OF MARKETING PRICE 

Farm 
ate 

i.veraoe JLMrKeing 
,Maretinc:Cost % E OF MARKETING COST 

Fan 
ram 

Price 1 2 3 2 3 6 7 Price lPrice 22 I 3 1 4 66 i 77ic -- ice 

. 6. 6.01 22 15 8 29 - 26 ]00I55.5- 1 55.00 6.631 20 30 1 8 21 -1 21 100 

uljib 
Nijub 
.ze 

_____ -

62..? 8.21 16 
5.G5 5.5F !-

5_-_-__6.L9 1164 
4.00 

_____._ 6.:£002 

25 
18 

( 2C 
_2E 

j 

7 20 
9 .26 

8 2L
I-736I7 /-2 

12 
15 

110 

11 

20 
'32 

27 

12 

100 
100 

100 

100 

54.26i 64.72 
49.3- 648.i 

52.4C 63.80 

57.27> 56.3F 

8.87 
7.06 

7.25 

7.48 

15 

-f 

3 

-

32 

31 

31 

28 

1 6 

8 

88 
1 6 

J 18 
23 

22 

36 

1 

7 

16 

s18 

31 

28 

1 

I 100 

100 

100 

. 100 

55.851 

-=7.L2 

56.55 

.5.90 

Sinjd
__-_ 

_-_ux e 6=. l 4.50--_1 / i- ' - l 3 - I 66 43 -
-

1 
-

06.2I-
- -- ---

I- -i-I--­ 28-_'_-___-
- I- i-
-_-___-_,_-

: _0.4_ 
___­

-.a. 64.E": 4.52 - ~~332 _____~~46 3 11 1818 100 j60.09 56.3 .800 6.95.38} 7.48 
________ 
- i28 6 

__ 
36 

__ 
16 

_________ 
14a 100 148.90 

Pakis-
1l::rLe:r 6I -

6L.73i 
5.23 
5.88 j 

9 
3 

[ 2L 
26 

7 
6 

f 371 7 
15 

I 16 
16 

100 
100 

56.16: 55.91 
58.85! 6L.72 

7.21 6 
8.871 15 

f 29 
J 32 I 

7 
6 

31 
16 

H 

11 
J 16 
I 18 

100 
i 100 

;'S.70 
55.851 

tali La:ze 5.9:5 5.58i - 1s 9 26 15 32 100 i49.37'64.48 7.061 - 31 1 8 23 7 J31 100 :57.42 i 
- a- 61.15 5.4 3 25 7 34 4i 17 100 56.01!63.59 1 7.29T3 30 1 8 1 23 8 28 11 00 1.3630I 

1. Preparatioin Charges 2. Transportation Charges 3. OCtroi 4. Conmission 5. Paladari, Weighme, & Chanager 6. Cost of Deductio-x 7. Tr-'a 



--- 

Province 

Puiijab 

Pakis-
tall 

un0I 

Farm 


Size 


5"ra1 l 

,ednm 

l i
T 


Knal 1 

eddiun 


Ttai 


Sr,a1 1 


ed iu 
Large 

T-ta1 


I 


Average 

Marketing 

Price 


5ZI 

-

e5500
55.00 


63.16 
59.23 

66.00 


64.69 


63.16 


59.23 
66.00 

64.69 


ar'.eting 

Cz-st 

I
 

-

_-
.... 


r 2.47 
2.71 


3.60 


3.35 


2.47 


z.71 

3.60 

3.35 

-

-

-

-
-

-

-

-
-

-

TABLE 4.12 (Contd.) 

RICE MILL 

%AGE OF MARKETING PRICE 


_Gate 

2 

I ... 

I -

T 58 

I 69 


83 


I 	80 


58 


69 


83 


80 


3 4 


-

-

-

13 ­

12 ­
9 ­

9 ­

13 ­

12 ­

9 ­

9 ­

5 


15 


15 

8 


10 


15 


15 


8 


10 


6 7 


1/- 100 


4 100 

- 100
1are61.341.0
 

1 100
 

14 100 


4 100 


- 100 


1 100 


Farm 

Price
 

55.00 
55.00 I
 

60.69 

56.52 
62.40 

60.69
 

56.52 

62.40
 

61.34 



-----------------------------------------------------

research design in each case was different, the marketing 

costs reported therein are of some interest. 

;tilig 

Planning and Development Division (19) (1984) reported Lized 

that the cost of marketing of paddy was Rs. 2.50 per maund 

or 5.7 percent of the farm gate price of Rs. 45.83 per 

maund. The cost of marketing for each type of !rage 

iiteezmdiaiy waiket actur was not mentioned. irri 

!rent 

Rashid et. al. (3) in a study carried out in 1968-70, mple
 

reported the cost of marketing as under: )f the
 

Intermediary 	 Farm Gate Marketing Marketing gate 

Price/Maund Cost/Maund Cost as % of lls, 

Village Beopari 


Pacca Arhati 


Katcha Arhati 


Rice Mill 


(Rs.) (Rs.) 


16.32 0.42 


16.75 1.17 


16.82 1.17 


16.95 0.36 


Farm gate Price 	 3 in 

ting 

2.57
 

sale 

7.00 	 Atis
 

Lned 

6.93 	 ices
 

:ilng 

2.12 	 for
 
"ted
 

ice
 

The results of this study also show that cost of selling per 

paddy directly to the mil]] was the least and formed 2.12 ple 

percent of the farm gate price, the 

ect 

for 

und 

- 1(16( ­

.13 



TABLE I.13 

AVERAGE FATR4 GATE PRICEc FOR SALES THROUL-4 DIFFERET CHANNELS 
- BASVATI RICE (RS.PER zO KG) 

I Province 
f 
Farm Size 

Vi1"aze Sho-<eeDer 
aehrketai'FarmGa 

Farm 
?rice Cost 

I Villave BeoDari 
..5ae FanGate 

t Sle FI 
Price Cost Price 

Pacca Arhati 
Sale 

Price Cost 

Gate 

I Price 

Sale 

Price 

Katcha Arhati I 
i gSale 

MartinglFan Gate Sarl 
:ost Price I Price 

Rice Mill 
RcFaMill 

er 
I CosT PriZe 

Smll 137.19 - 137.19 133.38 - 133.58 135.00 5.6h 129.36 134.81 12.40 122.41 132.72 3.15 1 .57 

Punjab 

Nedium 

Large - - -

133.h8 

136.30 

-

-

133.46 

136.30 

133.26 

130.00 

10.94 

10.68 

122.32 

119.32 

130.64 

131.75 

9.62 

1C.64 

121.02 

:21.11 

134.29 

148.6-

2.00 

2.56 

132.29 

146.11 
Total 137.19 - 137.19 13_.34 - 135.34 132.65 10.52 122.13 132.40 1C.2h 122.16 ZL.2K 2.47 1ZI.7 



TALE . 14 
AVERAGE FARM GATE PRICES FOR SALES THRPXVH DIFTERENT &-FANNELS - IPFI RICE 

?ro,-znce Fkarmn 

Villace Beopari 

Size--___ 
-ice Cost Price 

J Other Villace Sales I Pacca Arhati 

Sale :M3rktng 'Fa-. atealaMe etingFazi 
Price Cost Price Price -Dst Price 

a Sae 

Price 

CPDP: 

Katcha Arha:i 

Ma-etinz ar.ate 

Cost Price 

RICE 

Sale 

I 

Rice Mill 

.arkeiing Farm te: 

PriPie 
aI .. ..... 61.55 6.01 55.5L 55.00 6.63 LE.37 -

Pur. sab-_ 
MediPn .. ....- - 62.17 S.21 54.26 61.72 E.87 55.85 -

Large 6".00 - 61.00 -.. . 5.95 5.58 L9.37 6.LF 7.06 57.42 55.0t H 55.00 
Total C".00 - 6/.00 - - - 58.59 6.9 52.0 63.53 7.25 56.55 55.02 - 55.00 
S6. 

mala1 60.00DO.5 
- 60.00 51.60 - 51.60 61.27 1.00 57.27 

zI 
56.35 7.48 4E.90 63.16 2.4- 60.69 

Sin d Medium - - - .- 65.,3 L.58 60.L2 -
--­

- 59.23
5 -9 2.71 

-e 56.=2 
Large - - - - - - - - - - 66.0. 3.60 62./0 
Total 60.00 - 60.00 51.60 - 51.60 64.61 Z.52 60.09 6.35 7.48 4E.90 64.6z 3.25 61.34 

Snal 60.00 - 60.00 51.60 - 51.60 61.39 -r .23 56.16 55.91 7.21 4E.70 63.16 2.47 60.69 

PdkiE:an Medium - - - - - 66.73 5.88 53.55 64.72 8.87 55-85 59.23 2.71 56.52 
Large 6L.00 - 64.00 - - - 54.95 5.58 L9.37 64.48 7.06 57.42 66.00 3.60 62.10 

L Total 63.29 - 63.29 51.60 - 51.60 61.15 5.44 56.01 63.59 7.29 56.30 64.69 3.35 6.34 



for local sales iri village to other to Rs. 
63.29 per maurid
 
for sales to village beoparis. The support price for irri
 
paddy during the year was Rs. 55 per maund.
 

4.10 RELATION OF FARM GATE PRICES TO SUPPORT PRICES
 

Table 4.1 5 showing the variatioris between the average farm 
gate prices realized by the sample growers arid 
the support
 
prices is given on the next page. The comparison, is only 
indicative in so far as the grades arid various quality 
characteristics are riot taken, into account. 

Tt appears that the sample growers ablewere to obtain 
prices higher than the support prices for their sales to
 
village shopkeepers, village beoparis 
arid rice mills for
 
basmati paddy. In the case of irri the
rice, farm gate
 
prices were higher all
generally for 
 sales. It may
 
however be pointed out that relative demand and supply 
positionis influence sigzificanitly the local prices at any 
point of time. 

4.11 TRANSPORTATION MODES AND COSTS
 

The modes of trarsport used by the sample growers were 
tractor trolleys, horse drawn carts arid pack animals 
the Punijab. In the case of the Sind sample growers, 
bullock carts were in to
also used addition the tractor
 
trolleys arid the horse drawri carts.
 

Percentaqe classifications of quantities 
transpotted by
 
different modes for 
sample growers of different farm sizes
 
for basmati and irri varieties are given in Tables 4.16
 
and 4.17. it appeas that for basmati rice,
 
tractor/trolleys were the most 
important mode accounting
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PERCENTAGE VARIATIONS -ABLE 4.15OF AVERAGE FAI71 GATE -RICES FROM SUPPORT PRICES FOR SALE TO DIFFERENT MARKET AZ'TORS BY SAMPLE GRC3'ERS 

Province Farm Size 

Sma 11 

Medium 

Large 

ViVilla 
1Shopkeeper 

-5.38 

-

-

lae 
,Beopari 

+2.75 

+2.66 

+4.85 

Rice Basmati 

Pacca 
Arhati 

-0.49 

-5.91 

-8.22 

Katcha 
Arhati 

-5.84 

-6.91 

-6.84 

I 
Rice Mills VilIlage

Shopkeeper 

-­0.33 

+1.76 

412.39 +16.36 

Village
Beopari 

-

-

-

CROP: 

Rice Irri 

Pacca 
Arhati 

+0.98 

.35 

-10.24 

RICE 

Katcha 
Arhati 

-i2.05 

+1.-55 

+!.40 

JRice 
I 

-

NM*Ils 

Total +5.38 +4.11 -6.05 -6.03 +9.02 +16.36 - -4.73 +2.82 --
Sma I 

Sind 
+9.09 -6.18 +4.13 -11.09 -110.35 

- - +9.85 - -2.76 
Large
To t al--

Pakistan 

small 

Meditzr 

+5.38 

-

+2.75 

+2.66 

-0.49 

-5.91 

-5.84 

-6.91 

-0.33 

+1.76 

+9.09 

+9.09 

-

-6.18 

-6.18 

-

+9.25 

+2.11 

+7-00 

-

-11.09 

-11.45 

+1.55 

13.46 . 6 

+11.53 

+10.35 

+2-76 

[ 

Large 

Total 

-

+5.38 

+4.85 

+," I 

-8.2. 

-6.05 

-6.84 

-6.03 

+12.39 

+9.02 

+16.36 

+15.07 

-

-6.18 

-10.24 

+1.84 

+4.40 

+2.36 

+13.45 

+11.34 



TABLE 4.16 
P:.RCENTAGE CLASSIFICATION OF QUANTITIES TRANSPOKTED BY DIFFEPENT NtFE FOR SAIPLE GRHLA,.1IS OF 

DIFFERENT FARM SIZE FUR EAH PROVINCE RICE BASMATI 

Fa:. 

-IrCL r/TroII ey 

5ize, IIrcr 

Truck 
e . a 

H-rs 

s 
D.a..-i PzBui:,ks/Ip-k A:i:-ai Tc r:I 

i-7e 0f 

%";38Pun~jab F,ujbw.5.6 

%oe Cf /1?,e ofQt.a-ersQdy. Farer, 

58 ... __I_34 

dte of
Qty. 

f 
Far-e,-s 

__ 

., .f e of $'a¢ ,-f % e cf 
1t:.f [:ee . Fi -cr.C 

62 4,2--I(0
1241 2,:1 3 

e­
kL . 

_45) 
_| 

,oo 
I{ 

Lar ~ 94 61 -- ] -­ 6 39 ... oo!93_ 

5..3 _5o 46 ,o L,,1g_ 



TABLE 4.17
 
PERCENTAGE CLASSIFICATION OF QUANTITIES TRANSPORTED BY DIFFERENT MJDE FOR SAMPLE GROWERS OFDIFFERENT FARM SIZE FOR EACH PROVINCE 

Rice Irri
 
Tator/ . Truc.. Bul lcecks/ De.eEra~cm 

TrSiTrole 
 Truck tat 
 Pack A..iil Te taI 
' o %age o---e of-%"ge ofage orge of ige c ', e of'%ae of iage of e c Pc/Fa rT, r QT-,rFame, Cv., jFan..r Qt .- Fac.-e.Qty. Farmer. Oty. e c± 

S-,.--1 %ae Q -f. 
- - 100 l 100 100
 

Punjab iu• .. 31 _ _I-

- 1o 100 1
Lar[e 91 86 


-- oT- 0Total 1 50 64 i .5 I 36 ­--. - - -Z -- 60 - t- - i looi-5-"-------­'s.94J 60! - - 1-'_ _5 

jj.1 3 41 11 00Med lurn 100 100 ­1010
 - -

T-- . .', - __ _94 94 - - - - o --og ­
! 22 5 4e al9 i - [ 1 100 00] 5- - ''-

Small 
 91Pakistan i 9 8 32 loo
3-_00
Medium 1-59__-__-__9161 66 I - - .- - 39Large Ii 92! - i 34 - 100 100 
Total 73 8 27 zoo 10oo7 - I69___-__-__ " 

_ i i 1- 27°-­-89 
-3 ­ .. 13 1 30 10 10o0
 

i 



for the transportation of one half of the produce of the
 
sample growers. The other modes were horse drawn carts 32%
 

and pack animal 18%.
 

In the case of irri rice, too, tractro/trolley were the
 

most important and their share in the total 
was higher at
 

69%. Horse drawn carts accounted for 30% of the total.
 

The relative positions were almost similar for sample
 

growers of Punjab and Sindh.
 

Different size farms showed distinct trends. For small
 

size farms, relative shares of horse drawn carts were
 

higher as compared to the large sized farms.
 

The percentage classification of quantities transported by
 
different modes for each sample district for basmati and
 

irri rice are given in Table IV-12 and IV-13 of the
 

Statistical Appendix.
 

The average cost of transport per maund per kilometer by
 
these modes are given in Table 4.18.
 

It appears that tractor trolleys were the cheapest mode in
 
the Punjab with an average cost of Rs. 0.20 per maund per
 

km. In the case of the Sindh sample, however, the bullock
 

carts were the cheapest mode, with an average cost of
 

Rs. 0.13 per maund per km.
 

The average transport cost for the each sample district for
 
the basmati and irri varieties are shown in Table IV-14 of
 

the Statistical Appendix.
 



TABLE 4. 18 

AVERAGE TRANSPORT 0)ST OF DIFFERENT M"DES FOR SAMPLE GROWERS 
OF DIFFERENT FANI SIZES FOR EACH PROVINCE 

CROP: RICE Rs.per ZO Kg. per kIn. 
__Bas:at I Irri 

Province Farm Size Tractor ]orse Drawn Pack Animal Tractor Bullock/ Horse Drawn 
Trolley __J Cart Trolley Camel Cart. Cart 

Small 0.21 0.28 -- 0.15 

Punjab Medium 0.21 0.49 0.40 0.18 - 0.61 
Large 0.20 0.33 - 0.20 - 0.33 

Total 0.20 0.38 0.40 0.19 0.41 

Small 0.24 0.13 0.20 

Sind Medium 0.30 - -
Large 0.60 -

Total 0.30 0.13 0.20 

Small 0.21 0.28 _ 0.24 0.13 0.19 
Pakistan Medium 0.21 0.49 0.40 0.24 0.61 

Large 0.20 0.33 - 0.28 - 0.33 

Total 0.20 0.38 0.40 0.25 0.13 0.33 



4.12 SECOND STAGE MARKET ACTORS
 

Summary characteristics of the second stage actors ; village 
beoparis, katcha arhatis arid pacca arhatis, are included 

in Table 4.19 for basmati rice and in Table 4.20 for irri 

rice.
 

These actors trade among themselves, though the largest
 

share of their sales had been to rice mills. The scale of 

operations as indicated by the sizes of purchase arid sale 
lots, has been the least for the village beopari. 

The shares of sales to different agencies by these actors 

are shown in Table 4.21 . It appears that in the case of 
basmati rice, 16 percent of the sales take place within 

the second stage actors whereas for irri rice, sales to 
mills account for almost the entire quantity. 
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Quantit 

Pacca Arha i 

urcnases/ Sales Purchase 

-

TABLE 4.19 
SUNWARY CHARACTERISTICS OF SECOND STAGE MARKET ACTORS BY SAMPLEk atchaArnaib-ioir 

S-ale Purc-ss Sale Quantity Pu-cna Jales cut- Purc-nase- Sale Purt~nase Sale 
-- - flow 

DISTRICTS 

P.'tturcrna-
inflow 

Sales P-urcr. 

i 

sale I..tce Sale 

5 alkot 14703 1:armer , 

.eopari 

Rice 

Mill 

ti 

272 2451 132.65 

to 

146.11 73750 Farmer Fice Ioill 

Pacca Arhat 

-cL~a]4l4.12 
410 1993 132.40 142.1 

to 

M 

to4.12141.6 

]4.6 

1900 Farmer Rice V-'l 

Pacca 

Arhati 

4E 317 "35.34 141. 

7ran3]-armer. 
-eopari & 
,ommriss ion:,.aent 

:on~issi. FriRice 17 
Mill 

Fwr-
Arir i iIOO9 

2337 14.?r132.65 

to 
144.12 

46.11 298 Farme Fac 

Arhat ito 

385 2121 141.6132.4 

141.69 

142.1 8400 F arar61 P i 

Arhati 

6 600 

, .; ja t 2 1? 34 :a r m e r , ic e 

-' oprt&iloi mssIon Fd,c 

'.ent 
i : i 

7 9 2 3 3 7 3 2 .6 5 

44.2 

4 6 . 1 1 1 0 9 F a r m e r IFice i l l 

I
Pacc e 

rna -
Arhati 

38 5 11212 1 3 2 .40 
to 

4.6 

! 6 
142 . 2 8 0 F a m r Ri c eBoiPacca 

rht 

fi'" 6 0 1 60 0 "35 .3 4 4 1 6 



TABEL 4.zO 

SLM~.APY' Ck-.RA.TERISTIC.S OF SECOND STAGE hMARKET AZTORS BY SAM'LE DISTRIZTE 

:--E IRR: 
Pacca Arhat Kai ha Arhati e 1-r 

Quantity Purcrases/ Sales Pur-hase Sale urcna5, Sale Qhar.tity Pur:na ISales out- Purcnase Sale Purcnase Sale Qua-:-:.]:urcnE- Sales &:;4'-Saie 1:.r:rase S!7ee 
Traded inflow outflo. Lot Lot Price Price Traded ses in-flo. flow Lot Lot Price Price Tra-ez. sesinf low( outflo- Lc: Lo" Drice Frice 

~jranala650 
jranwala 3650 

Frmer 
Farmer 

Pacc a 
Arhati 3E: 1217 58.85 75.00 19546 Farmer Pacca 109 825 63.80 69.18 163 Farme- Pacce 26- 163 64.00 7:.00 
Rice to Arha'i Arhat' 
Mill E8.18 

arkana 197000 Farme- Rice 1602' 6850 61.45 67.76 - - + - -" 

Mill 

acobabad 88333 Farme- Rice 168' 3533 E1.4- 67.76 40000 Farmer Rice Mill 1212 2353 63.59 66.00 - + -
Mill 

ind 

akistan 

285333 

288983 

Farmer 

Farmer 

Rice 
Mill 

Rice 
Mill 

1622 

1554 

530E 

5091 

£.4: 

58.55 
to 

67.76 

67.76 
to 

40000 

59546 

Farmer 

Farmer 

Rice Pill 1212 

Pacce 280 
Arha:i I 

2353 

1463 

63.59 

63.59 
tc 

66.00 

66.00 
to 

163 

-

Farme, 

+ 

Pacca 
Arhati 

i 
-

.2-

I -
I 

163 64.00 

-

7..00I 
69.1E 75.00 Rice Mill 63.80 69.18 

+ VillaRe Beoparis of SmEle Growers of Larkzaiib a,,d lacobabad, ACcou tii&2 for ohe perceixa of SawTmple Growers Sales were ismi Tr--cealie 



TABLE 4.21 
PERCENTAGE OF RICE SOLL TO DIFFERENT ACTORS BY SECOND STAGE SELLERS 

To Whom Sold 
Province Seller 

Katcha 
Arhati 

Rice 
Pacca 
Arhati 

Basmati 
Rice Mills Total 

t Pacca 
Arhati 

Rice Irri 
'Rice Mills 

. 
Total 

Punjab 
Beopari 
Katcha Arhati 

-

_ 
75 
17 

25 
83 

100 
100 

100 
100 

-

-
10 
10 

Pacca Arhati _ 16 8/L 100 30 70 100 
Sind Katcha Arhati _ 

.... 
- 10,0 

100 00 

Pacca Arhati 
Beopari -

... 
75 25 100 100 

100 
-

100 
100 

Katcha Arhati - 17 83 100 32 68 100 
Pacca Arhati _ 16 84 100 1 99 100 



4.13 OPERATION AND MARKETTNG COSTS OF SECOND STAGE MARKET ACTORS
 

The classification of the average costs 
 of village
 
beoparis, katcha arhatis and pacca arhatis by major
 
components for hanmati and itti samples ate 
gqiven in Table
 
4.22 and 4.23 respectively. Operating cost constitute the
 
major element of cost. 
 Among the marketing costs,
 
transport costs are more important for the village
 
beoparis while losses account 
for 3 to 6 percent of the 
costs for diffeLant intermediaries. 

Detailed breakdown of operating costs, basis of calculation
 
of storage costs, transportation costs and 
costs of losses
 
are included "in Table IV-15 for
to VI-18 basmati rice and
 
IV-19 to IV-22 for itri 
rice in the Statistical Appendix.
 

4.14 RICE MILLS
 

A total of 20 rice mills were surveyed of which 8 were 
modern units and 12 were sellers. All the 8 modern mills 
were in the public sector, operating as subsidiaries of the
 

Rice Export Corporation of Pakistan.
 

Estimates of the average 
fixed assets and recovery ratios
 
of the two types of units are shown in Table IV-23 of the
 
Statistical Appendix. The cost
average stLuctuLe of the
 
sample units is analysed in Table 4.24. The cost has been
 
shown sepaLately for basmati and iLLI 
vaLieties.
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TABLE L.z2 

COST COMPONEN-S OF SECOND STAGE MARKET INTERMEDIRI-c 

RICE BASMATI 

Type of Province Operat-
Rs./40 Kg. 

:Storage: Losses :Trans_,CredicLt:her Total :Operat- :Storage:1.sses 
(Percentages 
:Trans-'Credci: Ocher:Total 

Actors ing cost'Cost 

I 

:port 
'Cos-
I 

:post 

g 

: 
tI 

ing CostCost ;,port 
:Cost 
t 

Cost 
! 

Beopari Punjab 2.30 - 0.0 0.25 - 0.01 2.65 87 3 10 - - 100 

Katcha 
Arhati Punjab 1.97 0.26 0.15 0.16 2.54 78 10 - 6 6 100 
Pacca Punjab 1.62 0.03 0.07 0.10 0.05 0.05 1.92 84 2 45 

4 3 2 100 
Arha ti 



TABL: 4.23 

COST COMPO"ENZ OF S:C:OND S-AGE MA KET I\- ER,MED:':ES 

RICE IRRI 

1,)pe-
i:ng 

t-os' 

t 

: 

n ' 

-o - osses : Trans-'CreditrOera:-

ptcO;CsCost, s , :iz: C.. : 

-::rage; 

--

Lcsses 

,, , 

(Percentages )
:Trans-:Credit, 

p o rt 'Co s :"C 
Oh --- -

Pun ab 1.36 - 0.50 - - .86 3 _27 
-c 

Peopari Sinc -

Pak isran 1.36 _ .50 1.86 73 27 101 

-

a c h7 
0.32 

0.37 
3.32 3 _ 1] 2 1 0 

Arhati Sine 0.65 0.02 - - - 0.12 0.79 82 3 _- 15 1o 
Pakistan 

Punjab 

0.75
1 

2.18 

0.03 

0.10 

-

0.23 

-

0.41 

0.0. 

0.01 

0.14 

-

0.94 

2.93 

80 

7-4 

33 

3 

-2 

5 15 

15 1 O 

_ 
Arhati Sind 0.40 0.01 0.01 0.07 0.49 82 2 2 14 

100 
Pakistan 0.49 0.02 0.02 0.U9 - - 0.62 75 3 3 15 -100 



TABLE Z.z 

AVERAGE PROCESSI!NG COST FOR SAF.T-E NITS 
R,./10 K.-. RICE BASMAT1 & IRRI 

',TECTCOST ____- ___ - IFIXED C07 Financial~Depre Transport! Storage Other Total 

I 

Puiijab 

Rie 

1 

2 

Salary I.IContrazt Elec 
wages Labour t-lcity 

0.65 2.01- 3.2-

1.30 1i ar 
$,.06 1.7" 1.5: 

Tele-
phone 

0.0: 

-

0.5 

Repair L Other 
Mainte Misc. 
nance 

0.26 1.1-2 

0.7 0.26i 
2.1. 0.16 

ITotal 

7.61 

4.72i 
7.77 

Salaries 
and 
AiIwances 

3.20 

1.39 

0.55 

Adminis 
trative 

2.35 

0.3B 

1. 

:'ent L 
'ax 

O.L 

0-5J_._9 

Misc. 
Cost 

0.7L 

C.2L 

C.18 

Total 

6.30 

2.53 

2.63 

Cot 

1.66 

-

1.09 

cain 

1.32 

0.15 

0.2-1 

os 

2.66 

1.2" 

0.65 

Csto 

1.09 

C.20 

0.27 

t 

0.35 

0.23 

0.18 

1.9 

9.15 

12.83 

lPaki stai, 0.82 1.92 2.5 L 0.23 I.IL 1.03 7.68 2.11 1.98 0.48 0.51 5.08 1.43 0.85 1.8L 0.75 0.28 17.9 

1 = Processiimg Cost Rice Basti 

2 = Processing Cost Rice Irri 



-------- --------------------------------------------

---- --------------------------------------------

------------ -----------------------------------------

------ --------------------------------------------

--------------------------------------------------

Ttl L.C, ': n I )"1t 1~ It, -". : I riL~ III. 1(iI it, 1 I lit' L 1 i I i, ', ot ot 

and to wholesale dealeLs in vaLIous maLkets. The telative 

shares of the sample public and ptivace sectoL units of 

Punjab and Sindh aun shown hplnw: 

TART.,E 4. 25 

PERCENTAE SHARES OF C41ANTTTTr!! SlD TO PFXTP
 

AND ,HOt ,EsAr,RPcRY ,AMPr,F, [INTTS
 

Province Sector RECP Wholesaler Total
 

Private 60 40 100
 

Punjab Public 87 13 100
 
Totn 1:a 1 84 1 ( 100 

II I %''1I / 'I I I (if) 
Sindh Puihl I R4 16 100 

ToI-l 6 31 100 

Ptivate 57 43 100
 
Pakistan Public 86 14 100
 

Total 75 25 100
 



4.15 WHOLESALERS AND RETAILERS
 

The aveLage costs of wholesale dealers and retailers are
 
shown in Table 4.26. 
Operating and transport costs are the
 
major components. Transport costs however
are more
 

significant especially the
for wholesalers, accounting
 

for about 90% of the total costs.
 

Detailed breakdown of the operating costs for the sample
 
wholesalep and retailers are included in Table 
IV-24 and
 

IV-25 on the Statistical Appendix.
 

4.16 MARKETING CHANNELS AND THEIR COSTS
 

On the basis of 
the present survey, six major channels for
 
basmati rice and 
seven major channels for irri rice have
 
been 	identified as shown below:
 

Basmati Rice
 

Punjab:
 

I. 	 Farmer --- Beopari --.. Processor --- Wholesaler ---


Retailer.
 

II. 	 Farmer --- Beopari --- Pacca Arhati --- Processor ---


Wholesaler --- Retailer.
 

III. 	Farmer --- Katcha Arhati --- Pacca Arhati
 

processor --- Wholesaler --- Retailer
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Prc 

I____ 

-vie 

TABLE 4.26 

AVERAGE COSTS OF SAMLE WHOLESALERS AND RETAILERS 

. . .. ._ -W-- ESA , ERS 

OCperatiu:g Transpert Tc-al Trsport Cost Operating 
__ Cost .as % of Total Cost 

Ri. /40 

RETA I L E R S 

Transport Tctai 
Cst 

Kg. 

Transport Cost 
s f Total 

Pmzj ab C.35 3.2) 3.55 90 2.59 1.07 3.66 29 

SI 
IF-kt _ta,, I 

0.22 

. 
C.28 

I 
1 

3.1) 

3.:: 

3.32 

3.:3 

93 

92 

0.81 

1.87 
1I 
I 

1.81 

1 
1.37 

I 
I 

2.602 

3.X 
j 

69 

42 

L-.. 



IV. 	Farmer --- Katcha Arhati 
--- Processor --- Wholesaler 

--- Retailer 

V. 	Farmer 
--- Pacca Arhati --- Processor --- Wholesaler
 

--- Retailer.
 

VI. Farmer --- Processor --- Wholesaler Retailer.
 

Irri Rice
 

Punjab:
 

I. 	Farmer --- Beopari --- Pacca Arhati Processor ---


Wholesaler --- Retailer.
 

II. 	Farmer --- Katcha Arhati 
 --- Pacca Arhati ---

Processor --- Wholesaler --- Retailer.
 

III. Farmer 
--- Pacca Arhati --- Processor --- Wholesaler
 

--- Retailer.
 

IV. Farmer --- Processor --- Wholesaler --- Retailer
 

Sind:
 

V. 	Farmer ---
 Katcha Arhati --- Processor --- Wholesaler---

Retailer.
 

VI. 	Farmer --- Pacca.Arhati --- Processor ---
Wholesale;
 

--- Retailer.
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VII. Farmer --- Processor --- Wholesaler --- Retailer.
 

Percentage shares of farmgate prices arid of marketing 
margins in the retail prices for each of the above
 
marketing charnnels are given in Table 4..7 for basmati 
rice and in Table 4. 28 for irri rice. The actual amounts 
are shown in Tables IV-26 and IV-27 of the Statistical 

Appendix. 

It appears that the farmer's shares in, the fixial retail 
prices have ranged between 49.27 to 57.16 percents for 
basmati rice arid from 42.16 to 51.50 percents for irri
 
rice sample growers respectively. The results show that,
 
generally, the shares of farm gate prices are inversely 
related to the length of the intermediaries, chain till 
the consumers. Thus where sales by growers processor
to 
have taken place without the intervention of aiy 
intermediary, the farmers were able to get a higher share 
of the consumer price. It thus shows that integration of 
the various marketing stages could help in reducing gross 
marketing margins. 

The percentage price spread between the grower and the 
consumer has analysed terms thebeen in of following 
elements of marketing performance. 

- average farmers share in consumer rupee.
 

- distribution of gross margin among various
 

intermediaries/stages.
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TABLE 4.27
 

PERCENTAGE SHARES OF FARM GATE PRICES AND OF MARKETING MARGINS IN THE CONSUMER PRILES 
FOR DIFFERENT MARKET CHANNELS 
: .. ....... . . .. .. ........ .... . .JI_ls -E..LA 1I 

N. I r I I ] Ik 1h itill 

I I1 Ill IV V VI
 

A. Fam gate 54.59 54.59 49.27 49.27 49.26 57.16
 
lijrmer -- 4Just 4.13 1.004.13 4.24 

B. Beupari 

- Grubs Margin 2.56 2.56 -
 -

- Cost (1.07) (1.07) .... 

- Net Margin 1.49 1.49 .-

C. Katcha Arhati 

- Grobs Margin - - 3.92 3.92 - -

- Cost - - (1.02) (1.02) - ­

- N~et Margin - -- 2.90 2.90 - -

D. Pacca Arhati 

- Grobs Margin - 1.78 1.61 - 5.43 ­

- Cost - (0.77) (0.77) - (0.77) ­
- Net MirgIn - 1.01 0.83 - 4.66 _ 

E. Procesbors 

Cruss Marqin 15.5q 14.21 14.21 15.82 14.21 14.98 
- Cost (7.58) (7.58) (7.58) (7.58) (7.58) (7.58) 
- Net Marging F.41 6.63 6.63 F.24 6.63 7.40
 

F. Wholesaler
 

- Gross Margin 12.45 12.45 12.45 
 12.45 12.45 12.45 

- Cost (1.43) (1.43) (1.43) (1.43) (1.43) (1.43) 

- Net Mrgin 11.02 11.02 11.02 11.02 11.02 11.02
 

G. Retailer
 

- Gross Margin 14.41 14.41 14.41 
 14.41 14.41 14.41
 

- Cost (1.48) (1.48) (1.48) (1.48) (1.48) (1.48) 

- Net Margin 12.93 12.93 12.93 12.93 12.93 12.(3 

ThYrA.: 100.00 100.00 100.00 100.00 100.00 100.0o 
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TABLEL. 28PE.RCENTAG SNARE; OF FARM GATE PR!''$ AND OF MA"KINC; MARGIN,S IN TF CONSUMER 
PRICES 

,- -

FOR DIFFERENT 

- .. . .R 
MARKET CPANNELS 

ICE 1!I, , 

PUNTAB SIND 

A. Farm Gate 

Famner Um t 

51.50 

-

45.50 

5.84 

42.16 

5.23 

44.25 

-

39.68 

6.07 

48.76 

3.67 

4q.78 

2.72 

P. Beopari 
- Gross Margin 
- Cot 
- Net Margin 

4.83 
(1.50) 

3.33 

-

-

-

-

-

-

-

-

-

-

-

-

-

-

-

C. Katcha Arhati 

- Gross Marg, 

- Cost 

- Net Marpi, 

-

-

-

4.33 

2.43 

1.90 

-

-

-

-

-

-

7.81 

0.64 

7.17 

-

-

-

-

-

-

D. Pacca Arhati 

- Gross Margi~,~4.02 

- Cost 

- Net Margin 
(2.36) 

1.66 

4.68 

(2.36) 

2,32 

12.96 

(2.36) 

10.60 

-

-

-

-

-

-

2.56 

(0.40) 

2.16 

-

-

-

E. Procesbor 
- Gross Margin. 

- Cost 

- Net Margin 

8.68 

(7.11) 

5.59 

8.68 

(7.11) 

1.57 

8.68 

(7.11) 

1.57 

24.78 

(7.11) 

17.67 

12.65 

(7.17) 

5.48 

11.22 13.71 

7.1 (7.17) 

4.05 6.54 

F. Wholesaler 

- Gross Margin 

- Cost 

- Net Margizi 

13.38 

..86 

10.52 

13.38 

2.86 

10.52 

13.38 

2.86 

10.52 

13.38 

2.86 

10.52 

14.01 

(2.r9) 

11.32 

14.01 14..0l 

(2.60) (2.60) 

1.32 11.32 

G. Petailer 

- Gross Margin 

- Cost 

- Net Margin 

17.59 

(2.94) 

14.64 

17.59 

(2.94) 

14.64 

17.59 

(2.94) 

14.64 

17.59 

(2.94) 

14.64 

19.78 

(2.13) 

17.65 

19.78 19.78 

(2.13) (2.131 

17.65 17.65 

M.,TAL: 100.00 100.00 100.00 100.00 100.00 100.00 !00.00 
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- Share of net margin to gross margin at each stage. 

The above data are included in Table 4. 29 for each of the 
provincial samples for basmati and irri rice growers.
 

The table shows that processor gets the maximum share of 

the gross margin in the case of basmati rice followed by 
retailers and wholesalers in that order. In the case of 
irri rice, however retailers absorbs the maximum share, 

estimated at 38.75 percent of the total margin, for the 
sample as a whole. In this case, wholesalers and 
retailers come next with 28.13 arid 24.63 percents of the 

total gross margin. 

The net margins form a very high proportion of gross 
margins varying for basmati rice from 47.81 percent for 
processors to 89.73 percent for retailers. 
 In the case of
 
irri rice, these ratios range between 35.21 for processors
 
to 88.42 percents for retailers. The trend thus appears 
to be consistent for both varieties of rice.
 

The high ratios of net margins to gross margin indicate 
elements of inefficiency in the marketiniq system anid also 
the scope for reducing the gross margiis in the overall 

price structure.
 

The Planning and Development Division Study (19) estimated 
the share of grower's farm gate prices ini the consurner's 
rupee at 45.83 percent. The ratios of gross margins of 
dealers, millers, wholesaler anid retailers and the shares 
of their net margins in the gross margins were estimated 
as follows: 
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------------------------------------------------

-------------------------------------

Gross Margin Ratio of net margin to 
% gross margin % 

Dealer 1.11 87
 

Miller 19.79 
 31
 

Wholesaler 14.65 
 57
 

Retailer 16.12 
 58
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TABLE 4.29 
AVERAGE PERCE2rAGE SHARES OF FARM GATE PRICES AMD MARKETING MARClNS, SiH-i..S OF VARIOUS ACTORS IN 

GROSS MARGINS ANT) RATIO OF NET MARGINS TO GP-SS MA-RGNS 

Rice Ba 73ti 

Rice irri
 

Pun- ab 
 Pun iab 
 -ind 
o -rr-in Net ]_ _TotalGrosi %of Gross Net -os
karcin-of
arzin 
 arir. ""in
Gross Marcin Net
Gross 
 Gross 
 Gross~ 
 Gross-_____
Mcrr ,Ratio
j srn r I(I Rss. ] ros 

%jargin Am aRat io klrain Raticto ko- Ajtun: % Amount i sum - I I._ I- Rdtioto ToCn- % I ... I ... I I °UUtl o toS(Rs.). Arrount to oCn--A-oun t n- [A'tountl % ]k.junt to~ut
Gross s er (R5.) uross saner (Fs.) 
= t o kon ~ tT 

i (Rs.) Gros ste RPrice 
 -ricePrice 
 .%a:;in Pric
ar, 


Fcr. Gate 50.49 - 45.72 - . . . £7.21 - - 47.07 -

Fa.7..er Cozi 2.22 - .. ..43 - -. .I - -
fDeaerb 3.9: 9.69 8.63 7.74 7c.88 7.95 9.88 15.95 7-00 70.S5 2.99 5.68 E6 2.67 70.c- 5-16 5.14 8.49 3.03 58.95 
Fruzestor £.52 36.00 32.06 17.21 47.81 10.93 13.58 21.95 6.18 60.23 11.70 "./2 2Z.74 5.56 38.7: 12.06 13.91 24.63 4-25 30.55 
W?,e ~aers 12.45 30.86 27.49 27.32 85.50 13.38 16.63 26.84 13.08 78.65 11.01 17.26 2E.90 13.94 80.7 13.78 17.03 28.13 13.60 79.86 
eia~lers 1.1 35.72 31.82 32.06 89.73 17.59 21.86 35.29 18.20 83.26 19.78 24.37 C.80 21.75 89.25 18.96 23.46 38.75 20.22 86.19 

Tot&' 103.00 112.27 100.00 84.43 75.19 100.00 61.95 100.00 46.46 75.00 100.00 
59.73 10C.90 43.88 73.46 100.OC 59-54 100.00 £1.10 69.03! 



4.17 	 SCHEMATIC DIAGRAMS OF MARKET FLOWS
 

a) Schematic diagrams for market 
flows showing market
 
channels for each province and for the sample as whole
 
are given on page 195 to 198.
 

b) Diagrams 
 showing geographical flow 
 for one major
 
producing district for 
each province are given on
 
page 199 to 200.
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- r1iqiL' 4.1 

SCHFMATIC DIAGRAM SHOWING MARKETING CHANNELS
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SCHEMATIC DIAGRAM SHOWING MARKETING CHANNELS
 

RICE IRRI (PUNJAB)
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SCHEMATIC DIAGRAM :!VOWINC MA2'Y.ETINC 
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F,qute 4.4
 

SCHEMATIC DIAGRAM SHOWING MARKETING CHANNELS
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DIAGRAM SHOWING GEOGRAPHICAL FLOW
 

RICE BASMATI (GUJRANWALA)
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DIAGRAM SHOWING GEOGRAPHICAL FLOW
 

RICE IRRI (LARKANA)
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4.18 SHARES OF MARKETING SERVICES IN GROSS MARGINS
 

Percentage shares of 
costs of various marketing services in
 
the qLoss marqns of rice basmati and rice irri 
for various
 
marketing channels 
and their averages are shown 
in Table
 
4.30 and 4.31. 
 The actual amounts ate included in Table
 
IV.28 and IV.29 of the Statistical Appendix.
 

Net marqins or profits absorb about 70 percent of the gLoss
 
maLgqns. PLocessing cost is next 
important item accountinq
 
for 15.98% of the total margin 
for basmatl rice and 10.34%
 
for ILI variety. Transport is the 
third most Important
 

cost for both the varieties.
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-- -- -- -- -- -- -- -- ---- ----

------------------------------------------------------- ------- ------------

--------------------------------------------- ------------ ----------- ----------------------------------------

---------------------------------------------------------- --------------------------------------------------- --

----------------------------------------------------------------------------------------------------------------

------------ 

---------------- - - - - - - - - - - - ------------ --- - ---------

TABLE 4.30
 

PERCENTAGE SHARES OF MARKETING SERVICES IN GROSS MARGINS
 

(RICE BASMATI)
 

-- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - --- (PE RC I!]TA-CE ) 
PUNJAB 

I II III IV V VI 
- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

LabOUL 2.55 3.57 2.76 1.84 1.76 1.00 2.25 

Stotage 0.89 0.91 1.03 0.52 0.82 | 0.64 0.EO 
- -- -- -- - -- -- ---- ---- 1--------

T1 ZnrpoLt 
--

4.01 4.10 5.10 5.02 4.98 6.35 4.93 

S-------------------------------------------------------------­

packing 0.20 0.26 0.37 0.32 0.56 I - 0.28 

RenE 1.22 1.58 1.77 1.45 1.20 1.05 1.33 

------------------------------------------------------------------- ---------- ------------- 0.27----Taxes 0.10 0.10 0.49 0.49 0.34 0.1c 0.27 

CLedlt Cost 0.04 0.16 0.12 0.04 - 0.06 

PLocessing Cost 16.69 16.69 14.94 14.94 14.94 17.69 15.98
 

Net Maig:n 73.67 71.97 66.84 68.86 68.64 72.55 70.42
 

Miscellaneous 0.67 0.78 6.54 6.44 6.72 0.62 3.63------ -------------- - 1 ------------- -
Total 100.00 100.00 100.00 100.00 100.00 100.00 F100.00
 



--------- ------------------------------- 

----------------

------------------ ----- ------ --------------- ----- ---------

----------------
---------------------------- ------ -------

---------------------------- ------------------------------------

-- --------------------------------------------- 
-------------------------------- 

--------------------

----------------------- ---------------- ---------- ------------------------- --- -------------------

------------------------------------------------ ----------- ----------------------- ----------- ----------- -----------

---- ---------- --- - --------------- ------------------- 
-----------

--- ------- --------- ----------

------- ------

- - - ------ ------------

TABLE 4.31 

PERCENTAGE SHARES OF MARKETING 

RICE IRRI 

PUNIJAB 
I LI !II 

------------------

LabouL 6.06 5.75 3.19 

- - - - ---------------- ---------------------------... 

Storage 1.00 0.89 0.83 

~~~------------------------------
TLanspot 8.59 10.23 8.32 


~~--------------------------------
packng 

-- -

0.90 1.12 1.74 

Rent 2.52 3.17 2.11 

-

Taxes 0.18 1.02 0.88 

CtecLUt Cost 0.02 0.49 0.01 

PLocessing Cost 8.96 7.97 7.51 

Net MaLgin 70.30 61.30 68.66 

Miscellaneous 1.47 8.06 6.75 

S-----------------------.----------------

Total 100.00 100.00 100.00 


SERVICES IN GROSS MARGINS 

(PERCENTAGE) 

------------------------------------

SIND---------
IV V S INDVI VII Ae g 

1.53 1.46 1.44 0.96 2.91 

I --------------------------------------

- (-q0.59 0.81 - 0.59 

6.16 9.42 10.18 12.26 9.31
 

-0.01 0 

1.60 0.48 0.43 0.33 1.52
 

0.16 0.61 0.43 0.48 0.54
 

- 0 
- - 0.07 

7.80 11.89 14.00 14.28 10.34
 

i------------ 1----------- ----------81.80 68.42 67.87 70.70 69.87 

0.95 7.13 4.83 0.99 4.3]
 

100.00 100.00 100.00 100.00 100.00
 



4.19 BY-PRODUCTS
 

The main by-products of rice mIlling'are:
 

- Husk 

- ra n 

a) Husk:
 

About 20 to 22 percent husk ate generated relative
 
to the weight of paddy depending on its variety.
 

Presently the major 
use of husk is in brick making
 
industry where is as fuel. The
it used other
 
traditional uses, which 
 are rather uneconomical,
 

include its uses in wall insulation, fuel cakes (mixed
 
in dung), animal feed in mixture with bran and
 
seed beds for rice forminq.
 

Bulk of the husk produced by the sample units was
 
consumed as fuel by small brick kilns located 
in
 
the vicinity. These kilns purchased husk directly
 

from the rice mills.
 

The average unit prices of husk for the sample units
 
were Rs. 4.00 -ner 40 kg. for Punjab and Rs. 1.02 per
 

40 kg. for Sindh.
 

b) Rice Bran:
 

The production of '.-ce barn is estimated 
at 8 to 9
 
percent of rice output. Major uses of bran are in
 

poultry feed and oil making. Rice mills sell bLan :o
 
feed mills and oil makers diLectly.
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The average unit prices of bran 
for the sample units
 
were Rs. 32.63 per 40 kg. 
for Punjab and Rs. 41.52 per
 
40 Kg. for Sindh.
 

-205­



CHAPTER V
 

5. MARKETING SYSTEM OF PULSES
 

5.1 	 INTRODUCTION
 

The 	 marketing system of pulses was studied in respect of 
the 	following crops.
 

-	 Gram 

-	 Mung 

-	 Mash 

-	 Masoor
 

The 	districts selected, the 
number of villages arid the
 
number of sample growers for each selected district, for
 
each of the above crops are shown in Table 5.1
 

The 	 marketing system 
 of each of the pulse crop is
 
described separately in the following sub-sections.
 

5.2 MARKETING SYSTEM OF GRAM
 

i) 	 Village Sample Characteristics
 

The average population per village was 
3318. The average
 
cultivated 
area per head of population 
was 	1.07 acres for
 
the 	entire sample. The ratios were 
1.35 	and 0.72 arid 0.78
 
acres 
for 	the Punjab, NWFP and Sind samples respectively.
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----------- -------------- 

- - --- ----- ---------------

- ------- ----- -- ---- - ---------- ---------------

TABLE 5.1
 

SAMPLE DISTRICTS, NUMBER VILLAGESOF AND THE NUMBER OF SAMPLE GRO'ERS 
SURVEYED FOR PULSE CROPS 

Crops Province 	 District tNo. of Villages No. of Sample
I 	 I Grow~ers 

Gram Punjab 	 Bhakkar 3 30
 
Khushab 
 5 	 37 

Sind 
 Jacobabad 
 3 30
 
NWFP 
 Bannu 
 2 	 20
 

- -Sub-Total 	 ­

13 
 117
 
Mung Punjab 	 D.G. Khan/Leiah 2 24
 

Sind 	 Sanghar/Khairpur 3 
 24
 
NWFP 
 Swat 
 2 16 
Sub-TIotal1 ------- ____u--------------	 --------- ------- --

7 64,--	 6 

Mash 
 Punjab 	 Sialkot 
 3 36
 
Rawalpindi 
 3 	 42 

Sub-Total 
 6 ­ 78 

Masoor 
-

Punjab 
 Rawalpindi 	 3 
 38
 
Sialkot 
 3 	 38
 

Sub-Total 
 6 	 76
 

Total 32 	 335 



-----------------------------------------------------

Gram accounted for 20 percent of the cultivated area in 
the sample villages. (Table 5.2)+
 

.i) Growers Sample Characteristics
 

The growers sample consisted of 117 growers. The shares
 
of the small, medium arid large size farms in the total 
sample were 42, 21 
 and 37 percents respectively. The
 
average size of the 
sample household 
was 8.80 persons of
 
whom 3.18 were children 
of upto 10 years of age. (Table
 
5.3).
 

Gram occupied an importart place in the cropping scheme of 
the sample growers. A review of Table 
5.4, showing

percentage share of area under gram by different size
holdings, indicates that about two thirds of the sample 
area in the Punjab and Sind were under gram. In the case 
of the NWFP sample 48 percent of the total area was 
devoted to the cultivation of gram.
 

The relative shares of 
area 
under gram were negatively
 
correlated 
with the size of the 
sample holdings for the

PunIjab and total samples. In the case of NWFP and Sind 
samples, however, no clear trend was noticed.
 

The average yields 
of gram showed considerable variation
 
among various provinces. Being a rain-fed area crop, the
yields are influenced significantly by the local physical 
and seasonal climatic 
factors. 
 Thus the NWFP 
 sample
 

+ Detailed district wise tables are included in 
Statistical Appendix.
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TABLE 5.2 

AREA AND SHARE OF PULSE CROPS FOR SA.NLE Zp.wERS
AVERAGE POPU.ATICN, CULTIVATED 

CROP: GRAM 

' I %ape Area
Average Distance in Kilc Meters 


No. of Average Average 

Regulated of GrAatoNearest
District Villares Vill;aT Cultivated N Railway ProcurernIProurem--

Total Area
r I
Popilation Area/Village I Town Station *ICenre I(. (Acres) Cetr Foodienire T-_ Zcol Mlarket(Acreston 

- 8 20 
3 1933 5233 17 10
Bhakkar 


72 
] 

- __________1 
227-5 35X 310 17 15 27

Khushab 


293 3925 17 13 17 5 

Punjab 8 3 21 

I1 2 z-13: 2965 11 1 - - 1 

3 '3E-,, 3007 14 14Sind 
-17
 

12 9 12 

Pakistan 13 331S 3559 15 12 20
 

_ _ _ ­t I____I ____ ____- _ 



TABLE 5.3 

CLASSIFICATI at' OF SAMPLE HOLDING BY FARM SIZES 
O3mPOSITION FOR SAMPLE pROVINCES 

AND AVERAGE HOUSEHOLD 

CROP: GRAM 

Province 
n 

I 

a 
Farm Size 

I 

Sample Size 
Number % age I 

ale 

Above 10 Nears 

I Female Total 

Household Cz=22sition 
Children 

Male I Female I Total 

I 

MMale 

Total 

I Female Tcil [ 

Small 21 18 2.24 2.10 4.34 0.95 0.67 1.62 3.19 2.77 5. 

Punjab Medimxn 
Large 

18 

28 

15 

24 

2.11 

2.89 

2.72 

2.39 

4.83 

5.28 

1.11 

1.54 

1.33 

1.64 

2.44 

3.18 

3.22 

4.43 

4.06 

4.03 

7.25 

8.af 

Total 67 57 2.48 2.39 4.87 1.24 1.25 2.49 3.72 3.64 7.3-. 

I 

Small

K%P Medimrn 

Large 

Total 

7 

5 
8 

20 

6 

4 

7 

17 

4.86 

4.80 

4.75 

4.80 

3.86 

2.60 

4.00 

3.60 

8.72 

7.90 

8.75 

8.40 

2.71 

2.60 

2.50 

2.60 

2.57 

2.00 

1.88 

2.15 

5.28 

4.60 

4.38 

4.75 

7.57 

7.40 

7.2-1 

7.40 

6.43 

4.60 

5.88 

5.75 

14.0:I 

12.0, 

13.:3 

13. _-E 

Sind 

Small 

Medium 

21 

2 

18 

2 

3.14 

2.50 

2.24 

3.00 

5.38 

5.50 

2.29 

3.00 

1.24 

1.00 

3.53 

4.00 

5.43 

5.50 

3.48 

4.00 

8.9" 

9.5 

Large 7- 6 3.00 2.57 5.57 2.00 1.86 3.86 5.00 4.43 9.4--: 

Total 

Small 

30 

49 

26 

42 

3.07 

3.00 

2.37 

2.41 

5.44 

5.41 

2.27 

1.78 

1.37 

1.18 

3.64 

2.96 

5.34 

4.78 

3.74 

3.59 

9.0­

8.3: 

Pakistan 
Medium 

Large 

25 

43 

21 

37 

2.68 

3.26 

2.72 

2.72 

5.40 

5.98 

1.56 

1.79 

1.44 

1.72 

3.00 

3.51 

4.24 

5.05 

4.16 

4.44 

8.4C 

9.4 

Total 117 100 3.03 2.57 5.62 1.74 1.44 3.18 4.77 4.03 8.8 



-------------------------------------------

-- - - - - - - - - - - - -- - - - - - - - - - -

TABLE 5.4
 

%AGE SHlAR- OP AR-A UNPI.Gi' I'AN I IN 'Ii' TyTAr. AREA OF DIFFERENT SIZE.S 
OF SAMPLE HOLDINGS OF EACH PROVINCE 

CROP: GRAM 

%ae of Cultivated Area_ Averaoe Yield 
Pruvince Farm Size -----------------KruArea 	 Je per acre (40 K .) 

Sna I1 7.19 79 2.90 

Punjab Medium 13.19 78 2.12 

Large 49.25 63 2.08 

Total 26.38 65 2.16 

Small 	 8.50 79 
 6.43
 

NWFP 	 Medium 4.65 22 2.34 

Large 18.69 49 7.14
 

Total 11.61 48 7.19
 

Small 	 3.67 78 4.01 
- -

Sind 	 Medium 12.00 
 86 	 7.21
 

Large 23.36 61 7.96
 

Total 8.82 67 
 6.74
 

*-------------------------------------------------------

SmaIl 	 5.87 72 3.93
 

Pakistan 	 Medium 11.39 62 3,15 

Large 39.35 61 3.10 

Total 	 19.35 62 3.21
 

------------ ~~~-/-----------------­



----------------------------------------------------------

growers showed the highest average yield 
of 7.19 maunds
 
per acre as against 7.74 maunds for Sind and only 2.16 
maunds for the Punjab samples. The level of yields were 
inversely related with the size of holdings for the Purijab
arid total samples arid directly correlated inl thie case of 
Sind sample. No clear trend was found for the NWFP sample. 

The percentage 
shares of different uses of the total 
output of 
gram for different 
size sample growers of each 
province are shown ini Table 5.5. Domestic consumption, 
payments in1 kind ard seed requirements taker together
accounted for 31 percent of the total output for the 
sample as a whole. 
 This ratio was the highest at 45
 
percent for the NWFP sample and the least at 7 percent for 
the Sind sample.
 

The average per capita 
 quantity kept 
 for domestic
 
consumption comes to 0.26 
kg. for the year. The average

monthly consumption of gram 
reported by Household Income
 
and Expenditure Survey1 (l-9.5-_6) 
was 0.03 kg for the rural
 
areas. The Consumer Survey, carried out
 
as a part of the present assignment, has yielded an
 
average per 
capita consumption two
of 0.10 kg. These 

estimates 
give yearly average consumption of 0.36 maunds
 
and 1.20 maunds respectively.
 

i) Marketed Surplus
 

The shares of the total 
produce marketed by the sample
 
growers are also shown in Table 5.5. For the sample as a
 
whole, 69 percent of the total produce was marketed. The 
corresponding ratios for the small, medium and large farms 
were 71, 59 arid 70 percents respectively. The ratio did 
not show any distinct trend as among different sized 
holdinigs. 

1. FedeLal BuLeau of Statistics, Household Income and
 
.':Xl):rlc LtUL(! d;Ul. V( -y, 1" ,2 , 
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TABLE 5.5
 

PERCENTAGE SEARE OF DIFFERENT USES OF THE TOTAL OUTPUT OF GRAM SAMPLE GRKERS
 
OF DIFFERENT SIZES OF EACH PROVINCE
 

----------- - - ------------------------- ------------- - --

CRY: GRAM 

Frovince Farm Size Domestic 

Consumption 

Payment in 

Kind 

Kept for Seed Marketed Total 

Small 5 15 16 64 100 

Punjab Medium 2 18 27 53 100 

Large 2 12 19 67 100 

Total 2 13 20 65 100 

r --------- ---------------------------------------------

5hall 9 11 14 
---------______--­

66 
------­

100 

WFP Medi _xn. 
Large 

Total 

25 
5 

9 

24 
32 

26 

7 
9 

10 

1-
54 

55 

100 
100 

100 

Small -~ 4 _ ------------- 9 - - - 87 100-------------------­100 

Sind Medium 

Large 

Total 

1 

1 

2 

1 

-

2 

5 

5 

97 

93 

93 

100 

1c 

100 
------ -------------

Small 6 10 

------

13 

--------

71 

___ 

100 

Pakistan Medium 8 16 17 59 100 

Large 

Total 

3 

4 

13 

13 

14 

14 

70 

69 

100 

100 



The Planning anid Development Study (19) estimated the 

nia rket d 1.1. t a ( Iu jw rc ii t Fur the o ii ti r v i i 1 ,1.0 

though it also rotIced direct corrolation of the marketed 
surplus ratios with t-he size of holdings.
 

iv) Seasonal Spread of Marketing Operations
 

Grant is a rabi (winter) crop, sown in September/October 

arid harvested in April/May. The greater part of the total
 

produce is sold during the harvest season exterding from 
April to June. For the sample as a whole, as much as 82 
percent was sold during the period. The corresponding 

ratios for Sind and Punjab samples were 99 and 84 percents 

respectively. In the case of NWFP sample however, sales 

were more evenly distributed. In this case only 47 

percent of the output was sold during the harvest season, 

while 30 percent was sold during the quarter
 

July-September anid 23 percent in the following three
 

months of October to December.
 

The average mon'thly prices showed considerable variations 

for each provincial sample. The gram prices were
 

determined ny the local conditions of demand and supply 

arid the crop prospects. Taking the sample as a whole, the
 

monthly average prices ranged between Rs. 186.10 to Rs. 
344.00 showing a variation of 85 percent during the year. 
The corresponding ratios for the Punjab, Sind arid NWFP 

sample were 38, 92 and 67 percents respectively.
 

Taking the sample as a whole, the average price realized 

by the growers was Rs. 232.82 per maund. The average was 

the highest at Rs. 256.29 per maunid for the NWFP sample 

arid the least at Rs. 223.68 per maund for the Punjab 

sample. The higher prices for the NWFP sampel were 

primarily due to more even distribution of sales 

throughout the year, the off-season sales accounting for a 
significant part of the total sales. (Table 5.6)
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TABLE 5.6
 
CLASSIFICATIC OF TCTAL OUANTITY SOLD BY K.NT2: FY SAMPLE GRXJERS OF 
DIFFERENT FARM SIZES AND AVERAGZ 
SALE PRICES :: EACH PFOVINCE
---- ----- ------------------------------------------------------------------ CROP: GRAMPercentage of Quantity Sold in 
 Averace Sale Price Fer (Z0 Kc.
Province Fa ------ r -- -r------ p.- Oct.Jl) |Au. 
 - --" .....---......--..Nov D Jan Ty-


qie--Api .. I
-
 M y LJueISiej [r 
1 

---A---- 1--- -------------------- TA u. 1.......... ..... 4 " a e. 
N.. une July J. Sep.,| Oct.- Aug. Se . t. De.eMayTeJ. . Tote
- 3. D . oa ly N%2621932f 


- - 100 - 20,.94 210.98 165.49 166.05 ­ -
Med irr 11 56 29 

­

- -Large 32 - 100 186.X: 189.73 159.06 - 150.O055 7 6 - ­- I­100 - 225.34 242.59 270.64 174.34 - - -
Total 1 34 49 9 

- . 
7 -- - 100 ISE.D 217.07 234.89 235.47 271.0S ­ -

Small 
 - - 18 6 13 55 6 ­------------- ------ ------ - - 100*---- ------ ------ ------------- ------ ------- 240.00 300.00------- 270.37
------ ------ 255.11 -------
33 .0C - ------ ------ -----­_ 264.4MEw- - 3 19 - ­ - 78 - ­ - 100 275.00 20C.00 
 - - 27L.9 ­ -Larct 21 5 - 1538 - 1 9 11 - 100 212.0: 200.00 213.76 - - 360.OC 336.0C ­3 a.OO 264.00 - 25.L
Totae' 13 
 3 31 2 4 24 11 
 5 7 - 100 21Z.:,: 206.00 217.10 300.00 270.37 297.64 2 P - 4.00 24.00. -...... 

3 , S * 1 E 161 

5 - 100 - 206.71 123.06 103.00 ­ind Me-dn- - 95 -- 192. z ,

- 5 100 - 240.00 ­ 0 232.!
Lar-E 100 - - 100 - 242.00 ­ -
Total. 97 
 2 - - ­ - - - 1 100 - 236.74 123.06 103.00 ­ - - 10..0. 23Z.7' 

Pakistan 
SmalI 
Medium 

-
5 

36 
59 

22 
18 

11 
-

11 
2 

17 
-

3 
15 

-
-

-
-

-
1 

100 
100 

-
186.0: 

205.83 
216.10 

196.48 190.90 
167.01 -

205.36 
150.00 

258.11 
-

330.00 
272.92 

-
-

_ - 214.37, 
_ . 

Large 

Total 

3 

3 

50 

48 

35 

31 

4 

5 

3 

4 

2 

5 

-

2 

1 

1 

2 

1 

-

-

100 

100 

212 

207.12 

235.74 

229.61 

237.56 270.64 

228.35 239.33 

174.34 

186.10 

360.00 

297.64 

336.00 

267.61 

314.00 

344.00 

264.00 

264.00 

-

-

240.0'1 

232.621 



V) Storage Facilities
 

The average storage capacity for the sample 
as a whole was
 
estimated at 274 maunds. The available facilities were 
considered adequate for storing quantities of gram kept 
for domestic consumption and for use as 
seed.
 

The storage facilities for Punjabthe sample consisted 
mostly of pacca 
rooms 
and pacca bharolas while the other
 
two provincial samples 
used katcha rooms and 
 katcha
 
bharolas for storage purpose.
 

Storage losses at farm
the level were estimated at 1
 
percent of the quantities stored (Table 5.7).
 

vi) Marketing Channels for Growers 

The provincial samples showed distinct trends in respect 
of the marketing channels used by the growers for sale of 
their gram output. In the case of the Punjab, village
beopari was the most predominant market actor to whom 92 
percent of the marketed surplus was sold by the sample 
growers. The remaining 8 percent was also sold by them 
within the villages to the 
local shopkeepers. In the 
case
 
of Sind arid NWFP sample growers, however, pacca and katcha 
arhatis were the maizn marketing channels. For the sample 
as 
a whole the shares of village beopari, pacca and katcha
 
arhatis were 3146, and 16 percents respectively (Table 
5.8).
 

vii) Marketing Costs of Growers
 

No marketing costs were incurred for tosales village 
beoparis and local shopkeepers. The average marketing 
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TABLE 5.7 
AVERAGE STORAGE CAPACITY CLASSIFIED BY -"PE FOR SAMPLE GROWERS OF EACH K OVINCE 

_____CROP: CIRAM (- R 

e e Quantity Total Storage %of Storage %age of StandardProvince Fann Size . f /aa 5~pct 


Kept for
Storage Capacity Of Capacity -'ti- Siorage Capacity Losses
all Types lization zof to Total M
 

lto tal Cap__. _ity_
 

Sa 11 4.33 111 
 4 19
 
Punjab Mediurn 
 8.11 233 
 3 57 

Large 21.57 
 714 
 3 91 1
Total 12.55 
 396 3 
 79 1
 

Small 12.43 119 
 10
 
dMed 14.05 58 24
iur 


- Large 18.91 
 339 5
 
Total 15.43 192 8 
 -


Sind 
 Small 
 1.91 
 11 
 17
 
Mediun 2.00 8 
 25 _
 

Large 12.15 183 7 _
 
Total 4.39 51 
 8 _
 

Pakl11 4.45 
 70 
 *6 
 13
 
Pakisan Medi ur 
 8.81 180 5 53
 

Lare 19.75 557 4 
 76 1
 
Total 11.01 274 
 4 66 1
 



--------------------------- ------ ------- --- ------------------------------------

-----------------------------------------------------------

--------- -- ------------ ---------- -------- - --------------------- ------

-- ---------------------------- ----- -------- ------ ---- -------------- ---------

TABLE 5.8 

MARKETING CHANNK ES FOR SAMPLE GRCWERS OF EACH PROVINCE 

CROP: GRAM (%AGE) 

Tie of Actor 

Province Farm Size Local Sales Vilak-e Village Pacca Arhati Katcha Arhati Total 
-Sopkeeper Beopari
 

Small - 16 84 - - 100
 

Funjab Medium - 6 94 - - 100
 

Large - 7 93 - - 100
 

Total - 8 92 - - 100
 

Small - - 6 - 94 100
 

NWFP Medium - - 19 - 81 100
 

Large 29 - 5 - 66 100
 

Total 18 - 7 - 75 100
 

Small - - 71 29 100
 

Sind Medium - - 95 5 100
 

Large - - 99 1 100
 

Total - 94 6 100
 

Small - 6 31 24 39 100
 

Pakistan Medium - 3 51 30 16 100
 

Large 5 4 49 32 10 
 100 

Total 3 4 46 31 16 100 



costs for sales to pacca 
and katcha arhatis were estimated
 
at Rs. 19.17 arid 
 9.16ps. per maund respectively. These 
costs formed 8.6 percen.t arid 3.92 percents of the farm gate 
prices realized 

these agencies 

by 

ard 

the 

8.0 

sample 

arid 3.8 

growers for sales 

percents of the 

through 

average 
sale prices. 

Commission charges was the major component of the 
marketing costs (Table 5.9) 

viii) Farm Gate Prices
 

The farm gate prices realized by the sample growers varied 
from Rs. 206.00 per maund in the case of local sales to 
Rs. 233.71 per maund for katcha arhatis. (Table 5.10) It 
may however be mentioned that quality characteristics, 
time of sale
sale, lots, distance to nearest 
markets,
 
obligations to sell through certain intermediary are some 
of the major factors which iifluence sale prices,
marketing costs and hence the farm gate prices obtained 
through different channels. As the available data base 
does not permit necessary adjustments for the various 
determining factors, the comparative analysis is only 
indicative. 

It appears that the maximum average prices were reported 
for the large sample ho]dings of Punjab for their sales to 
village shopkeepers arid hence the average farm gate prices 
in their case was the maximum.
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TABLF 5.9
 

CLASSIFICATION OF MARKETING COSTS OF GROWERS FOR SALES TO DIFFERENT FUNCTIONARIES ANT -HF FARM GATE PRICES FOR EACH PROVINCEs 

GRAM 

PACCA ARHATI 	 KATCHA A'HATI 

Frovir.e: 	Far Average Marketing %;GE OF PRCE "ARKETING %AGE OF K,=rTI3 c;,
 
, ze larKeting Cost Cos:- S!
i i 1 2~'°3 4'i 5 6 ° e 	 1 2~ 3 4' 5 6 7 " 

____ Price _____t 	 4 i 1 I Price 2[3 4 ________1________ __ __ -_______-f 2 3 	 - i - [ _- { - _ _- s E I 7­. . .. .1-.S_. I_I 	 ____1 
L run - I - l 	 ­jab f-l 	 ,--

T__ __ __-__ i- I-I -{ -i-i- -I-{ _,_ _ -__ ­

_ _ _ii _- _ - I - i -!_ _ t -_ { - I ;.25 - -1 1:- -1100 25s{- _ - - - LU;3 ". 1 	 oo .2O. 

IFP Meda, n- i - i - - l - T 262.571 - - 62 8 100 

Large i- - - I - - - _ i - I - - 1275.15l10. . 1 - 1 7 j - 53 24 I 6j 100 267.29. 

ITeal - " 20 - 22 6 100 i260.62i 

I -	 - - 6.69j 30 -1 !253.8_. 

1270.4579"65! - 1 52 1 j 
-22
sm 69.59 1.3__ ____ 	 _ 37 10 0 1 2 5 . 3 6 1 2 6 . 6 1 9 .': - 20 5 J3 1~0 172 

i~ij Mdum; 	 6 2_ 47~ _ 100 ___201FOO 67 19_ 1_ K_ _6 _ _5_00____,68-017-80 8_ 37 	 1_ + 30 

fLarge !293.15119.46 8 1,4.4 - 100 1273.69i108.00 I 6.5C 20 I 16 6 31 15 12 100 "]01.50" 
!SlI~~~~~~~~d~ Mein 8.01 0 3 - - !1I.6 

___f 2267 9 I 100 

IToal 1280.5119.17 5 8 2 3 - 2 100 1261.371114.24 7.57 11 1 21 6 27 22 1 5 0 1106.671 

a P1I 1269r591 8.23 5 8por 3 4 37 1 100 1251.36 235.12 7.a5 &5 1 - oalfadr22 5 27 100 227.67. 

IPakis- Aeclm 280.00117.80 6 8 27 37 100 1.7C1 4 2 58 5 100 1205.90f 

1 10 1273.691 	 1O 52 241age4 

1280.541191 5 2 43 42 1100 	 1 9.16 2 20__ 5261_3712452.87 10 i23.03Ie4. ____________ 	 6._CostofDeduction_7._Total1.__________ Charge ______ioi2.__ Trasprtaio Charges 3. __ ______i __ 5.__ 	 _____ri &_ __________ _ 

http:5261_3712452.87
http:280.00117.80
http:1261.371114.24
http:1280.5119.17
http:1273.69i108.00
http:293.15119.46


TABLE 5.10
 

A--E FA.: 1-7 zz.:ZES FOR SALES THROUGH DIFFERE!. CHANNELS 

CRDP: GRA' 

Local Sales IVN' e - ee- Viflage Be .p j. Paca Arhat Katcha Arhaii 

Province {Fr~Szele IMarket inr.Fam.CGa I Sale .Lk:; Fa--nC-5 SaI MarketirFarm ae Sale 'Mark--- ig Fazn Ga-te ISal e Hbarketinz FarGdie 

I Price Price Cost Price Price J Ccs Price Price I Cost Price 
_ Price 	 Cost Price l Price Cost 

----- - - 224.0' - 224.00 191.94 - 191.94 ­

-

Small 


-----	 - 174.0 - 174.00 280.22 - 280.22MediL-.r -


Punjab Large - - - 288.7C - 2S5.77 226.83 - 226.83 - - - - ­

-----Th-al - - - 260.6: - 260.64 268.60 - 268.60 

S-all .... .. 300.00 - 300.00 - - - 262.25 7.05 255.70 

Nr0FP Med:trn .... .. 300.00 - 300.00 - - - 262.57 S.69 253.88 

Large 206.00 - 206.00 - - - 333.00 - 333.00 - - - 278.15 10.86 267.29 

Total 206.00 - 206.00 - - - 323.90 - 323.90 - - - 270.45 9.63 260.S2 

Small - - - - .-	 - 269.59 I.23 231.36 126.61 9.33 117.28 

rind 	 Medin -..- - - - 280.00 17.60 262.20 108.00 6.74 101.26 

Large - - - - - 293.15 19.46 273.69 108.00 6.50 101.50 

Total - - - - - - 280.54 19.17 261.37 114.24 7.57 106.67 

Srmll - - - 224.00 - 22L.00 249.83 - 249.83 269.59 18.23 251.36 235.12 7.45 227.67 

Pakistan Meditrr - - - 174.00 - 174.00 291.27 - 291.27 280.00 17.50 262.20 214.60 8.70 205.90 

Larze 206.00 - 206.00 288.7K - 286.70 29c.10 - 299.00 293.15 19.L6 273.69 254.84 10.81 224.03 

Tutal 206.00 - 206.00 260.6L - 260.64 29- - 298.84 28D.54 IF.17 261.37 242.S7 9.lb 223.71 



ix) Transportation Modes and Costs
 

The usual modes of transport of tractor/trolley, trucks,
 
bullock/camel carts, horse drawn 
carts were used by sample
 
growers. Petcentage shares of different modes foL 
sample
 
growers of diffeLent farm sizes 
are qiven in Table 5.11.
 
The corresponding ratios for each sample distrLict are
 

included in Table V-8 of the Statistical Appendix.
 

It appears that tractor/trolley was the only mode used by
 
the sample growers of Punjab. It was also the most
 
important mode 
 for Sindh sample, accounting for
 

transporting 87% of their produce. For NWFP sample, horse
 

drawn carts was the most important mode in terms of share
 

of produce transported and truck was the most important
 
mode on the basis of the proportion of sample growers using
 

this mode of ttanspott.
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TABLE 5.11
 

PEK.ENTAGE CLASSIFICATION OF QUANTITIES TRANSPORTED BY DIFFERENT MOJDE FOR SAMPLE GKPERS OF
 
DIFFERENT FARM SIZE FOR EACH PROVI.\kE
 

GRAM 
STracter/ eullo~cks/ H -rve Drav., i 

Trctr!'~Truck ~ re rai Pack Animal! Faun Size Trolley Trck I amel C:arts CartsI P kAtiraToa Total 
Sie %ae -,- e.cef age ofIC. ,dgeofof le Cf %age of, %age %aqe oJf Cf 

Fa er i v.~Fa _e a -- " Fa Far"er Y-e CR . 
F oro r __ rejQty. F c Fa e v r 

'100' ~1001010 

Me u- - _ I - - - 100 0 

Lar e100 100 - _ _ ' ' _, 00 100 . 
'a I t i i o 

T__ i _00 100 __ - I _ _ ___ _ _ - -l oo 1 100 , 

ihtal -- 10014 817 83 
-..,-- - _ _ 83-i - I~ 100 l i 

.IdC . , 5 I 9 I [ r... .. ... . 

ed - , 1 , 25 q 14;[5 ! - - "1--dii.....I i"o....100 .. 
Large I - _- 83 , 57 i -

_ 

1 43 

K - __- I - 82 41 6 1 1- 12 583 - 100 

&rdll 90 35 5 41 5 24 loo 100 

____9 __ _1,-z ­ 50 54 100 1001SMed,5 95 - - - - , -- 5-5 - - _ 

__ _ _ ___ _ __ _ _ _ __ _ _ __ _I 5 5T 100 10 

Larze 186 i 95 I - - i - - I 14"i 5 i ­
Tc.tl 187 I _ 3 1 , i - I o - loo 100o41-6 


i 23 4 63 100 ie1S,,all 80 14 16 

..d,,, - 59 52 2 33 8 3 8 12 -oI 2- - ' I "-.... .-. ..... 

Totl 7 . 6 19 t 1 25 io 100 
.,
 



0.19 

The average cost per 
maund per kilometer did not 
show much
 
variation 
as among various modes, varying between Rs. 

per maund per kilometer for tractor/trolleys 
as well as for
 
horse drawn carts to Rs. 0.21 for 
trucks (Table 5.12).
 

Xi 
 Marketing Channels for the Second Stage Marketinq Actors
 

Summary characteristics of the second stage actors, village

beoparis, katcha arhatis and pacca arhatis, 
are included in

Table 5.13. 
 The shares 
of their sales to different
 
agencies is given in Table 5.14.
 

These actors trade 
among themselves, 
though the largest

share of the 
sales has been with the processor except for
 
village beoparis who sold 
 the major share to pacca
 
arhaties.
 

On the basis of the present survey, four major maketing 
channels have been identified as shown below:
 

Punjab:
 

I. Farmer --- Beopari ---
Pacca Arhati ---
Processor ---

Wholesaler ----
Retailer.
 

Sind:
 

II. Farmer ---
 Pacca Arhati --- Processor 
--- Wholesaler
 

--- Retailer.
 

N.W.F.P
 

II. Farmer 
--- Beopari --- Processor --- Wholesaler ---

Retailer.
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TABLE 5.12 
AVERAGE TRANSPORTATION COST BY DIFFERENT Mv)DES OF TRANSPORTATION
CROP: GRAM 
 (Rs. LO Kp. Per k-.
 

Province 
 Farm Size Trac
tor/T rolley Truck Buock/a T orserran Cart 
Small Fil04- - - - - 0.40_-- - - --- --- --------

Punjab 	 Medium 0.11
 

Large 0.23
 
Total 0.26
 

Small 	 ­ 0.22 	 _ 
 C.16

NWFP 	 Medium - 0.31 0.20 

Lacge -	 0.18 
 _ 	 C.24
 
Total 	 ­ 0.21 
 0.20 
 C.17
 

Small 0.17 
 0.10 
 C.20 
Sind 	 Medium 0.15 _c. 20 

Large 0.15 -
Total 0.15 0.10 	 _ 
 0.16
 

Small 0.26 
 0.20 
 _ 	 0.18
 
Pakistan 	 Medium 0.15 
 0.31 
 0.20 
 0.20
 

Large 	 0.18 
 0.18 
 _ 	 0.18 
Total 	 0.19 
 0.21 
 0.20
 

-



-- 

------------- 
- - - - ------ ------- ------- 

-- - -- - -- - - -- --- - - --- 
- -- ---- ---- - ----- -- - -- - - -- - - - - ------- -

TABLE 5.13 

SUMMARY OF (;HARACI*.RISTICS OF DIFFERENT TYPE OF MARKET ACTOR BY DISR]CI CROP: GRAM
 

acZa Arhai 
 Katcria Arhati
nt tyi PurLr. f7,--ha Sl 
 p e Sae1. aantity Purcnase Sale Purcha Sales/out- ;urcnasefSale Purcr.ase Sale
rade LOt an:1ty'Pucra-
ifli. Jutf Io. Price in- I Salos/ Pu-crse -Lot 1-rice Traded Les f low Lot Lot lrc Tes Sale Furcn-.Price Taed oufoot Lt-. 
flow 

infIcow 
321 Eeot,-"e 

I 

ssoPro- 900 a13260i " ---I';0C, 29.79 31.35 36320 Farmer Pacca 95f 7264 4.: Z .7
 
cesso 


Arhati.
 

rrat 10715 Eeora-" Pro- 425 
 130 295.79 331.35
 
cessor 


8175 Farmer Pacca 
 22 90C
 
... .. . Arhati
 

-


----- - - - 3975 
--

-----------
rJ --- --------
Ee - jPro- -I-
E90 29579 r - - - - - ------------
-135- - - - - ­- 44495 
 Pacca .
 s 
 r Arhat
 

,-50t e -- ro 36 
 1 55 280.54 :364.54 
 .........
 IIr................ 

B oE 'Pro-


Fac cessor T ---1 --- ­ca 


znn 1-ll KatcI-- Pro-
3Ara-a e 530 75 30.1
300.15 330.00 1250 Beopari Pacca 125 
 1250 270.45 30U.15' 7500 Farmer Processor 37 3750 3?.51 3E.0Z
 
500 -30.0-120­

cessor IArhati
 

skitar 144975 ---------
tBeuca- Pro- 995 

- - -

11 

-

50 

- --

280.54 -1"351 1250 'eopari 

- --

Pacca 

- -

I -------­
125 1250 270.45 
 300.1 51995 Farmer Pacca
t tcah 
 t 3001t5a gg es oFa meaca 300.15 4 54Arhati 48 ,_ 3-250 26E.f' i 2
 

. . .a . . .. . .
t.. .e.. ...i.. ......
 1250. 
 Processor 32 .- :- .0
I 


KJicv,. Arkivi of Srzr-c Growers of ]dCOf'bdd aCCOUhTiIg fcr 6 perceit of S-,mnie Growerb were not traceable. 



---- 

--------------------------------------------------------------------

---------- -------

TABLE 5.14
 

PERCENTAGE OF GRAM SOLD TO DIFFERENT ACTORS BY SECOND
 

STAGE SELLERS
 

~TO WHOM SOLD
 

PEovnce Type of ActoL -- --------------WHMSL 
--------

TO
Katcha Pacca ProcessoL TotalArhac.L A~hata. 

------ ----------------------------------------------------100Vlaqe Beopatl 100 

Punjab Kacha ALhai - - -

Pacca Athai 100 100 

----- T---------T------------------------------------------------------
Vlllaqe BeopaLu.
 

Sindh IKatcha AthatL 

Pacca ALhati 100 100 

V:llaqe Beopat[. 100 100
 

WFP Katcha ALhar-. 100 - 100
 

Pacca Athati 
 - 100 100 

Vllaqe Beoparj 67 33 100 

Pak.san Katcha Arhat 100 - 100 

Pacca ALhati 100 i00 
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IV. Farmer --- Katcha Arhati 
 --- Pacca Arhati
 

Processor --- Wholesaler --- Retailer.
 

Percentage shares of farmgate prices arid of marketing 
marginis iin the retail prices for each of the above
 
marketing channels are ginve in Table 5.15 The actual 
amounts are shown, ini Table V-10of the Statistical Appendix. 

The farmers shares in1 the final retail prices have varied 
between 60.02 to 74.54 percezt for the sample growers. 

The percentage price spread between the andgrowers the 
consumer has been analysed in terms of the following 
elements of marketing performance. 

- average farmer's share in consumer rupee. 

- distribution of gross margin among various
 

intermediaries/stages.
 

- share of net margin to gross margin at each stage. 

The above data are included in Table 5.16 'for each of the 
provincial samples. It appears that the on the whole 
processors gets the maximum share of the gross margin
 
followed by retailers and market dealers. Similar trends 
were noticed in the case of provincial samples except that 
the second highest share was accounted for by dealers for 
the Punjab arid NWFP samples. 

The net margins form a very high proportion of gross 
margins varying from 94.90 percent for pLocessoL co 84.25 
percent for the retailers for the sample as a whole. 
These high ratios indicate elements of inefficiency in the 
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____ 

'ABLE 5.15 
PERCENTAGE OF GROSS MARGIN COST NET MARGIN AND
 

FARM GATE PRICE TO CONSUMER PRICE
 

CROP: GRAM
 
GRAM
 

_ 

A. Farm gate price 


Faner cost 


B. Beopari
 
- Grobb Margin 


- Cost 

- Net Margin 


C. Katcha Arhdti 
- Grob Margin 

- Cost 

- Net Margin 


D. Pacca Arhati
 
- Grobb MargIn 


- Cubt 

- Net Margin 

E. Procebbur
 
- Grubb Margin 


- Cost 


- Net Mrgin 


F. Wholesaler 
- Grobs Margin 

- Cost 

- Net Margin 

G. Retailer
 

- Gross Margin 


- Cost 

- Ne Ma rgin 

T, 1 

PUNJAh 


61.81 


6.26 


0.06 


6.20 


-0.35
 

8.18 


6.49 


7.69 


q.2q 


0.65 


8.60 


0.57 


6.10n 


7.83 


1.23 


6.60 


100.00 


S1NI)
LI 

I N 
I 

W F 
I I 

1P 
Iv 

60.15 

4.41 

74.54 

-

60.02 

2.22 

-

-

3.24 

0.42 

2.82 

-

6.83 

6.48 

5.52 

0.11 

5.41 

-6.87 

- 0.32 

6.55 

15.42 

0.65 

14.77 

7.72 

f.65 

7.07 

9.56 

0.65 

p.01 

6.67 

0.57 

6.30' 

6.-67 

0.57 

6.10 

6.97 

0.57' 

6.10 

7.83 

1.23 

6.60 

100.00 

7.83 

1.23 

6.60 

0-= "0 

7.83 

1.23 

6.60 
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TABLE 5. 16 

RATIO OF GROSS MARGIN Z , M_?GIN 
3.?: :RAM 

r 
cf[ oss%.erin 

srzei!. l 

Pun iab 
Gros zargin 

R.nszeAXTnAmount% 

Net Narin 
Rat io 

Amunt to 

% of 
Gross 

10 Con-

Sind __..__ 

3ross Marein 
Ia

o.argiRRatio 
n~~:ItAo mu- to 

__Total 

ne- % of Gro- arzn
io Gross 

nrrosa 
Marainto-Amur.-AITU-I A 

Me.rn Gross-
Gross 

R ~to toITo o, 

ToaoflMrzinNe- ".:rZ1­

1o1~ut: ~ a c, 

(Rs.
ice 

(Rs.) Gross
Margin 

stmGrPrice 
3rossMarin 

(RE. !S-ross 
.­I'arin 

strnerPrice 
(Rs. . GrossMargin suraerPrice 

(p a-

I r,ngate z".51 . .. . 60.15 .. .. 60.89 . . .. 61.32 -

Fa mei List - - - - 4.41 2 .09 -... 3 .09 .... 

.ea ier -.44 62.75 37.82 60.36 96.19 5.52 24.00 15.58 23-54 98.08- 13.07 56.- 35.3C 46..5-7 82..O0 7.74 53.6 21.752.8.56 84.98 

IProcessor 9.25 40.18 24.22 37.35 92.96 15.42 6(99 43.51 64.16 95.78 9.45 t1.C 25.5338.23 93.11 13.35 6..0 37.51 56. .. 

Ele.67 28.97 17.46 26.4h 91.40 6.67 28.97 18.82 26.48 91.40 6.67 28.97 18.02 26.L8 91.40 6.67 2-:.9E 1E.74 26.J, 91'._-7 

etailer 7.83 34.0o4 20.50 28.68 84:25 7.83 34.04 22.09 28.6E 84.25 7.83 34.Ck 21.15 28.65 84.25 7. 3 3" 04 22.00 2.6; 5L.25 

Kal I_ 165.94 100 152.87 92.12 100 15".00 100 142.86 92.77 100 160.86 in,139.96 87.01 100 56 100 1,!0.69 89.81[ 



------------------------------------------------

------------------------------------------------

------------------------------------------------

marketing system ad the scope for reducing the gross 
margins in the overall price structure. 

The Planning ad Development Division Study (19) estimated 
the share of grower's farmgate prices in the consumers 
rupee at 69.50 percent for gram whole. The ratios of
 
gross margins of wholesalers and retailers in the total 
anid the shares of net margin in gross margiris were 
estimated as follows:
 

Gross Margin Ratio of net margin to 
V, gross margin % 

Wholesaler 
 10.94 55
 

Petal]lers 17.18 
 66
 

Aslam Choudhry (6) estimates the gross margin of
 
processors at 7.4 percent of his purchase price. His net 
margin was estimateC at 39.28 percent of the gross 
margin. The retailers gross margin was estimated by him 
at 22 percent of his purchase price, the iet margin being 
90 percent of the gross margin,. 

Nazir Ahmad, (15) estimates the share of farm gate price
 
at 73.14 percent of the consumer price on the basis of his 
case study of Faisalabad market. His estimates of gross 
margins as percentages of consumer's price arid share of 
ret margins in gross marginis are given below: 
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-----------------------------------------------------

MxI M citj. I CI u
(,j (JS Jili N t cIL LJIUSS 

% margin 

Village Dealers 
 13.00 
 32.61
 

Comlni n,;I ('Ti Atletit r. 13 55.30. 

Processors 
 18.62 
 71.53
 

Petailer 
 33.75 
 91.55
 

xi) Marketing arid Operatiori Cost of Second Stage Actors
 

The average marketing arid operation ofcosts second stage 
actors have varied between Re. 0.49 for beopari to Re. 
1.53 per maund for katcha arhati. Operating costs 
constitute the major component, accounting 59for to 80 
percert of the total for different actors. The value of 
losses in the total cost has varied between 6 to 13 
percent for the sample intermediaries (Table 5.17). 

Detailed breakdown of operatnq costs, storaqe costc, cnst
 
of losses and of ELanspoLt costs aLe given 
in Tables V.11
 
to V.14 of the Statistical Appendix.
 

xii) Pulses Processinig Units 

A total of 12 pulses processing units were surveyed. 
These units undertake pulse splitting operations for all 
types of pulses crops. 

Estimates of the average fixed assets arid 
 the pulses
 
recovery ratios the
for sample units are in
given Table
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TABLE 5.. 1? 

COST COMPOrE!IZ O - STAGE FPkRKET INTERMEDIRIES 
CROP: G?AM 

Operat-
Rs./40 Kg. 

'Storage: Losses :Trans- redir'O--'Total :Operat- 'Storage:Losses 
(Percntag-s ) 
:Trarn-:Cr±;ir 5-her'-:taI 

ing cost'Cost port :;ost ' ing Cost, Cost port Czs: 

,cost ,Cost ,, 

Punjab 0.22 - 0.01 0.02 0.02 0.27 82 - 4 7 - 7 100 

Sind 

Beopari 

NWFP 1.39 - 0.14 0.24 0.05 1.82 76 - 8 13 - 3 -00 

Pak-scan 0.38 - 0,03 0.04 - 0.03 0.49 80 - 6 8 - 6 -00 

Punjab 

Sind 
Katch 
Arhati NWFP 1.31 0.10 - - 0.12 1.53 85 7 - - - 8 00 

Pakistan 1.31 0.10 - - 0 .12 1.53 85 7 - - 8 -00 

Punjab 1.60 C.15 E. 1 0.1f. - O.0P 2.15 75 7 7 7 - 4 190 

Pacca 
Arhati Sind 0.27 0.06 0.03 0.05 - 0.05 0.46 59 12 7 11 - 11 100 

NWFP 1.04 C.09 G.!lI .16 - 1.40) 75 6 8 11 - - 100 

Pakistan 0.68 0.08 0.06 o.o 0.05 o.Q6 71 9 6 9 - 100 



TABLE 5.18 

AVERAGE PROCESSING 

HEAD 

COST OF THE SAMPLE UNIIS -- GRAM 

AMOUNT 

Rs./40 Kg. 

DIRECT COST 

-

-

-

-

-

-

Salary and Wages 

Conitract Labour 

Electricity 

Telephone 

Repair and Maintenance 

Uther Mlcel ardeoub 

0.61 

0.52 

0.10 

0.13 

0.06 

Sub-Total: 1.42 

FIXED COST: 

- Salaries and Allowances 

- Administrative 

- Rent and Tax 

- Miscellaneous Cost 

0.16 

0.12 

0.15 

Sub-Total: 0.43 

FINANCIAL CUST 

DEPRECIATION 

TRANSPORTATION COST 

STORAGE COST 

OTHER COST 

0.03 

0.51 

-

0.44 

TOTAL: 2.83 
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V-15 of the Statistical Appendix while their aveiage cost
 

structure is given in Table 5.18.
 

xiii) Wholesalers and Retailers
 

The major components of average costs of wholesalers and
 

retailers are in 5.19. It
given Table appears that
 

transportation cost is the major component accounting 
for
 

about half of the total average costs.
 

xiv) Shaves of MaLketing Services in Gross MaLgins
 

Percentage shares of costs of various marketing services
 

in the gross margins of gram for various marketing channels
 
and their averages are shown in Table 5.20. The actual
 
amounts aLe included in Table V.16 of the Statistical
 

Appendix.
 

Net maLgins or pLofits absorb 87 peLcent of the gross 
maLgins. ' anspoLt cost is the next important item 

accounting 34% of the total. 

xv) Schematic Diaqrams of market flows 

a 	 Schema-tic diagrams for market flows showing market channels
 
for each province and for the sample as whole are given
 

on page 238 to 241.
 

b 	 Diagrams showing geographical flow for one major producing
 
district for each province are given page 242 bo 244.
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TABLE 5.19 

AVERAGE COSTS OF SAMPLE WHOLESALERS AND RETAILERS 

Rs.40/Kg. 

Wholesalers Retailers
 

OPERATING COSTS:
 

- Labour 0.84 0.63 

- Rent 0.86 0.29 

- Electricity 0.17 0.04 

- Phone 0.08 0.23 

- Taxes 0.12 0.12 

- Others 0.40 0.13 

Sub-Total: 2.47 1.44
 

TRANSPORTATION 2.89 1.05
 

TOTAL: 5.36 2.49
 

TRANSPORTATION COST 

AS % OF TOTAL: 54 42 
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Table- 5.20
 

CLASSIFICATION OF GROSS MARKETING MARGTM BY MAJOR
 

MARKETING SERVICES BY MARKETING CHANNELS
 

GRAM
 

(Percentage)
 

----.--.-------------------------------------------------
GRAM
 
AveLage
 

I II III IV
 

LabouL 1.42 0.97 1.91 1.52 1.45
 

tSoLage 0.39 0.32 0.45 0.39 0.38
 

rTanspott 2.48 3.19 3.78 3.47 3.22
 

Packing 0.13 0.55 - 0.22 

Rent 1.13 0.70 1.72 1.34 1.21 

Taxes 0.14 0.36 0.21 0.14 0.21 

CLedit Cost 

PEocesslnq Cost 1.71 1.64 2.56 1.63 1.88 

Net MaLqins 91.81 82.21 88.25 86.34 87.14 
------ ---------- --------------- -------------------------

Miscellaneous 0.79 10.06 1.12 5.17 4.29 
-----------------------------------

Total 100.00 100.00 100.00 100.00 100.00 
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5.2 Figure- 5.1 

SCHEMETIC DIAGRAM SHOWING CHANNELS
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Figure-5.3 

SCHEMETIC DIAGRAM SHOWING CHANNELS 

Gram (NWFP) 
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Figure- 5.4 

SCHEMETIC DIAGRAM SHOWING MARKETING CHANNELS
 

Gram. (Pakistan)
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DIAGRAM SHOWING GEOGRAPHICAL FLOW 

GRAM (KHUSHAB) 
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DIAGRAM SHOWING GEOGRAPHICAL FLOW 
JACOBABAD (GRAM) 
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DIAGRAM SHOWING GEOGRAPHICAL FLOW
 

GRAM (BANNU)
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5.3 MARKETING SYSTEM OF MUNG 

i) Village Sample Characteristics 

The averim(e PoPu1,:itioll per sample village was 4100. The 
average cultivated area per head of population was 0.46 
for the sample as a whole. The corresponding ratios for 
the Purijab, Sirnd arid NWFP samples were 0.47, 0.58 and 0.26 
acres respectively. 

Mung was the predominarit crop grown in the sample villages 
of the Punjab accounting for 40 percent of the total 
cultivated area. For Siund arid NWFP the ratios were 7 arid 
21 percents respectively (Table 5-21)* 

ii) Growers Sample Characteristics 

The growers sample consisted of 64 growers. The share of 

the small, medium arid large size farms in the total sample 
were 36, 16 arid 48 percents respectively. The average 
size of the sample household was 11.61 persons of whom 
4.53 were children of upto 10 years of age. (5-22) 

The area under murng formed 13.61 percent of the total 

cultivated area for the sample as a whole. The relative 
shares for small, medium arid large farmers were 39, 23 and 
12 percents respectively. The shares in respect of 
Punjab, Sind arid NWFP samples were 10, 15 arid 24 percents 
respectively. 

--------------------------------------------------------­

* As there is only ore sample district in each provirce 

detailed district wise tables for Mung are riot included 

in the Statistical Appendix. 
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TABLE 5.21 
AVEPAGE POPULATION, CULTIVATED AREA, DIS-AN4CE AND SHARE OF MUN ACREAGE FOR SAMPLE VILLAGF; 

7T.i c I.'. ofVilIlage eAverageVilIlage Cultivatedveuag n CuatiaeI~o o Area/Villae 

(ao Are gI (No.) (Acres) 

I Nearest 

Town 

Aver~ze Disance in Kilo Metes Frctn.1?-tl-ay iProcur.ent Proc-rement 

St-ation !Centre FrndlCeni.e Passco 

=Regulated 

Market 

CROP: 
Tuial Culti-valed Are-
T- Cire-

(Acre)
(A e 

M'JNG 

i-ic I-rArea
'In~Crep 

(Acre 

° 
Area 
eao 

Total 

o 
-

P- iab 2 2100 3288 3 13 5 6576 65:w 10 

3 4500 2833 
11 12 8500 5'5 7 

2 5500 1455 8 -­7 31 - 2909 !00 21 

Tc-l7 4 100 2569- 5 1 9 5 6 179F5 1825 10 



CLASSIFICATION OF SAMPLE HRLDIW,3 BY FARM SIZES 
TAF-E 5. 22AK, AVE?.A3E HJUSEHOLD CUI.P,ITION FO EACH PROVINCE 

Province 

Pun 

S ind 
n 

Far Size 

Sfall 

Med i i.-"eaLarge 

Sub-Total 

&ra I1 

Large 

SLb-Total 

I 

S--le Size 
Number j tcII 

10 15 

9 IL 

2" 37 

1 2 

1 2 
22 34 

2L 38 

----. e 

90 

.80. 

-.17 

".00 

:oo 
".82 

4.67 

zCeICI e 

2.20 

3.20i.78 

. 

".00 

2.00 
4.32 

L.21 

THoa: 

5.10 

. 

8.00 

Z.00 
9.14 

E.86 

Household Zxrositin 
Ie3.t.flice-,MeI Fema 1e I 

1.70 1.20 

C. 2.601.22 1.00 

1.67 1.z2 

2.00 2.00 

5.00 3.00 
3.50 2.23 

3.50 2.25 

_____ 

Tctal 

-. 90 

5.. )2.22 

3.09 

L.00 

6.00 
5.73 

5.57 

I 

:.RV': MG~ 

Ma e Fe-ra'e 

3. 

6.2: S-
. 75.: 

L.. 3.6-

6.0: 6.02 

7.0: 5.0, 
c.32 6.55 

E.17 6.LE 

, 

I .3D 
7.:1 

E.51 

12.00 

12.0: 
IL.87 

1L 61 

%T'P 

STa 
Medium 
Large 

12 
L 
-

19 
6 
_ 

-. 75 
L.75 

2.83 
3.00 

6.58 

7.75 
2.50 

3.753 . 53 
1.58 

3.505 
4.08 

7.25. 58 
6.25 

S.565 "6 
Z.4] 

5 0 
10.66 
15 00 

Pakistan 

Total 

Small 

Medium 

Large 

Total 

16 

23 

10 

31 

64 

25 

36 

16 

48 

100 

-.00 

3.39 

4.00 

L.32 

3.9Z 

2.88 

2.61 

3.00 

3.58 

3.14 

6.88 

6.00 

7.00 

7.90 

7.08 

2.81 

2.13 

3.20 

2.84 

2.64 

2.06 

1.43 

3.00 

1.87 

1.89 

Z.87 

3.56 

6.20 

4.71 

4.53 

6.8i 

5.52 

7.20 

7.16 

6.58 

Z.9L 

4.04 

6.00 

5.45 

5.03 

1.715 

9.5f 

13.20 

12.61 

11.61 



------------------------------------------------------

The 	 yields of muncg were higher for the Sirid sample growers 
for all holding groups as compared to the other two
 
provinces. The average yield of the total sample was 5.03
 
maunds per acre. (Table 5-23) 

The 	 percentage share of different uses of the total output 
of murig for different size sample growers of each province 
are shown ini Table 5.24. It appears that payment in kind 
is the major element which influences the share of the 
total output which is sold in the market. For the sample 
as a whole, its share in the totaloutput was 20 percent. 
Quantities kept for seed formed 5 percent of the total 
output while only 
 1 percent was kept for domestic 

consumption. 

The averaqe per capita quantity retained for domestic
 
consumption for mung whole 
comes to 0.028 kg. per annum. 
Tt m;y b,. mntLoned that munq in (generally conuumod in 
split form which is generally purchased from the market.
 
The average monthly consumption of mung split reported by
 
Household Income and Expenditure Survey' (1985-86) was 0.09
 
kg. for the rural areas. The Consumer Survey, carried out
 
as a 
paiL of the ptesent assignment,
 
has yielded 
an average per capita consumption of 0.05 kg.
 
These two estimates give yearly average consuraption of 1.08
 
maunds and 0.60 maunds respectively.
 

ii) Marketed Surplus
 

The shares of the total produce marketed by the sample 
grower : ;iro also shown ini Table 5-.24. 

Muii ir mirly grown as a cash crop ard 73 to 99 percent 
of the output was sold by different sized sample growers. 
The 	ratio of the marketed surplus varied directly with the
 
size of the farm ini the Punijab, though no distinct trend 
was noticeable for the sample of the other provinces. For 

1. 	 FedeLal Rureau of Statistics, Household Income and
 
ExpendituLe SULvey, 19R5-86
 



TABLE 5. 23 
PERCENIrAGE SHARE OF AREA LNDER M1NG IN THE TC-AL AREA OF D:FFERENT 

FAR 1 SIZES OF SAMPLE H3LDING O -,'_____ CRP: MUNG 
PrTince Farm Size No. ofFarmers Average CultivatedArea per Farmer Area reference CrcD{ PercentageI Percentage I Average Yield PerAcre7/A 40K 

Punjab 
smal 

Med ium 

10 

5 
7.00 

19.,'" 
3.15 

6. 05.79 
-5.00 3.90 

4.60 
Large 9 172.L4 12.72 7.38 2.67 
Total 2/ 7 1.5 5.50 :).L8 2.33 

Sind 

Small 

Medium 

1 

1 
11.00 

20.00 
2.00 

1.50 
:3.18 

7.50 
7.50 

8.00 
Large 22 125.32 18.77 1".98 6.04 
Total 24 116.17 17.35 1L.94 6.06 

K-fP 

11mall 

Medium 

12 

4 

6.50 

19.50 

2.42 

2.25 

-7.18 

11.54 

1.87 

3.28 
Large 
Total 16 9.75 2.38 2L. 36 2.20 

Pakistan 
Small 
Medium 

23 
10 

6.91 
19.30 

2.72 
4.45 

3.36 
23.06 

3.07 
4.45 

Large 31 139.00 17.01 12.24 5.31 
Total 64 72.83 2-91 13.61 5.03 



%AGE SHARE OF DIFFERENT 
TABLE 5. 24 

USES OF TOTAL 0L'TPUT OF MUNG BY SAMPLE GRDWdERS OF 
DIFFERE -T SIZES FOR EACH PROVINCE 

Province 

Punjab 

Sind 

Farm Size 

SCall 

Medu.rn 
Larce 

I 
Total 

Sall 

Mediun 
Large 

Total 

,L .of 

Faner 

10 

5 
9 

2"' 

1 

22 

24 

Gross 

Production 

12.28 

31.30 
34.00 

2L.39 

25.00 

12.00 

113.45 

105.13 

r 
ID~ st c~ n wnton .Pa"-ent in K n­

];av-jen n 
Qn y %age nat 4 %ace 
0.55 5 I.Z8 12 
0.55 2 1.20 L 
- _ 

0.34 1 0.86 4 

1.00 7 - -

- _ 
0.10 - 27.45 2Z 
0.13 - 25.17 24 

Kept for Seed 

0.30 2 

0.95 3 
0.06 -.0 

0.34 1 

1.00 7 

1.00 8 
7.41 7 
6.88 7 

CROP: MLThJG (ICI Kc*.
Total -ses I arketed 

entity 
1 zace * 3Ur. 

2.33 19 9.5 S: 
2.70 2F. " 
0.06­.0 33.-z4 O 
1.55 6 22.E3 

2.00 1h 13. 

1.00 8 11.00 . 
34.95 31 76.52 
32.17 31 72.0 6: 

n
Carg 

FhT'P 

Small 

Med it,r4 

12 L.52 

7.38 

0.55 

0.85 

12 

12 

0.25 

0.24 

6 

3 

0.3h 

0.29 

7 

4 

1.15 

1.38
1... 

25 

19 

3.3S 

6.D,3 8" 
Total 16 5.23 0.63 12 0.25 5 0.33 6 1.20 23 h.O - 77 

Pakistan 
Small 

Medi u.r 

Large 

Total 

23 

10 

31 

64 

E-35 

19.80 

90.39 

49.88 

0.57 

0.62 

0.07 

0.33 

7 

3 

-

1 

0.77 

0.70 

19.h8 

9.82 

9 

4 

21 

20 

0.35 

0.69 

5.27 

2.79 

4 

3 

6 

5 

1.70 

2.00 

24.82 

12.95 

20 

10 

27 

26 

6.6r 

17.8C 

65.5E 

36.93 

82 

9C 

75 
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the total output was 74 percent classification by the size 
of sample holding shows ratios of 80, 90 arid 73 percents 
for the small, medium arid large growers. 

Aslam (6) estimated marketable surplus on the bases of
 
total estimated production arid estimated quantity marketed 
in the selected area. For munig, the selected area 
comprised of the tehsils of Leiha, 
 Bahawalpur and
 
Faisalabad. 
 He estimated marketable surplus at 85.3
 

percent.
 

Nazir (15) has also adopted the same bases as Aslam arid 
arrived at 85.5 percent 
as marketable surplus, which is
 
more or 
less the same as reported by Aslam.
 

The ratios of marketed surplus estimated in the Planning 
and Dr-vJ-r,,rn-rit Division Study (19) are given below: 

Farm Size 
 Marketable Surplus
 

0 - 12. 5 Acre 
 79%
 
12.5 - 25 Acre 93%
 

Above 25 Acre 
 94%
 

Average: 
 91%
 

The above estimates are quite close to the findings of the 
present survey except for the sample growers in the large 
farm size category. 

iv) Seasonal Spread of Marketing Operations 

The sale of mung is spread over the entire the year but it 
cale ho (Ivi le.dl into two distilrct 11cirlods. 

Perticr;d flarve+sti nq S.asotn 

Spring Crop May arid June 
Normal Summer September, October,November 

Crop 



The sale of mung crop in other that, the above five months 
car, be regarded as off-season sale. It has beer observed 
that a flew munig variety has beer, introduced by the 
Agriculturp Department, which is inIsown March and 
harvested in, May arid June, while the normal crop sowi in, 
ay/June is harvested in September/October arid November. 

The major quantity of munig was sold during May-June, arid 
Octob(r-November soon after the harvests of the two crops 
arid only about 6 percent was sold in off-season. As 
regards the different areas, in D.C. Khar:/Leiha about half 
of the quantity was sold soot after harvest arid the 
remaining during the off-season. 

The average prices per maund for the spring crop for the 
Punjab sample grower was lower at Rs. 120 as compared to 
the average 
price of Rs. 254.91 for the summer crop. II
 
the case ol Sizid, the price progressively increased from 
an average Rs. 227.42 per maunid in the harvest season to 
Rs. 325 per mauxid in September/October but later declined 
to Ps. 235.00 ini the off-season. (Table 5-25)
 

v) Storage Facilities
 

Storage facilities available with the 
sample mung growers
 

were adequate for storinq quantities kept for domestic
 
(cnisumption arid for use as seed. Ori the whole, these 
storage facilities were of standard type (Table 5-26).
 

Storage losses were estimated at 0.63 percernt of the 
luaitif ty : tored at the fiirnmers level. 
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TABLE 5.25
 
PER ENTA3E CLASSIFICATION 
 OF TOTrAL

FA1nt SIZES NMUNG SOLD BY NiMY-TH BY S.'YPLE G?.MwERS OFAND AVERAGE MYNTHLY DIFFRPSALE PRICES FOE EACH PR .iNCE 

. 2 2 5 _
Province Farm 5
Percenta e of Ouantitv Sold in 
 Avera e ale P r--e 
 Toia"
 .. 


Ju Au. ep. .e. :.1 .
 
D . A.::lU.-


an .aie A priI 1p, 53 .. 
Nov.
Sa I I - Jg .. . O 

FPunPjab - - 262.15Ndw ge_
$edar 
 - -ur ­
-1 - 2=z.42 252.-

Tota l 
 -c - 12 .20 120.0 J .... 2 C.91 1c .: 
_ T_al__ 0 .... : J02 ­ - - - 25 .91 17 .:: 

---0 21E z
20 0 3 0 


Sind - 222.12
Meditn - _ 100 ..- -1 - 233. 15 -3 


5-,.7 - _1 - - 200.00 .
To a45 52 - . . .. 
_ 6 20C.X9
Large 


Total 5 C.50 2 £ I53 21 0 - 200.0 ­

-221. ­.
 . . - 325.00
J1 . - 235.00 22E.2S.a 73 
- 27 
.. . 30 70 ­

.trn . .. - .200.0 .20E.:­2
"'edi 211.50 
NWFP Large 
 - -

- - 2200.0 21 . 35 2 S. 7Total ..... 29 71 - - - 2 - 0 

aI 1 9 -­ 8 18 6 

Medium- - 200.X 211.50 261.18 241.-Pakistan a tan N 
 - 6 ­ 4 100 : - 2 2 200. x,210.85 253.L2 2 3.-c
 

oa52 
 - - 21. 206.50 -Total 3 4 - 325.0C - 238.57 214.1_- 2 2 12 ­ 218.E:206.20 ­ - 271.8 211.30 25 4.10217.7 1 
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TABLE 5.26 
AVERAGE STORAGE CAPACITY CLASSIFIED BY TYPE FOR SAMPLE GRWERS OF EACH PROVINCE 

Far -------- ------------------------
Av.Qy. ToalStorage j%age of......-R-:MUG
 CROP: MUNG-
Farm Avg.Qty. Total Standard-Storaqe Capacit-y -Sub-Standard StLorag!e Caaci ty ....Province Size Kept forP Storage Capacity of rStorage 'Capacity %age share(1) (2) Capacity %age Share toall Type Capacity I to Total 
 Total Storage (%age)
UtilizationJ 
 Storage 
 Ca ac t
 
..... .. /Ito~~C~apacTotaliryI_ _!C p cit
 Capacity
 

a 


Smal 0.85 229.00 0.37 44.00 
--

19 185.00 81 0.49
Punjab Medi um 1.50 232.00 0.64 
 40.00 17 
 0.70
Large 0.06 13347.00 - 13333.00 100 14.00 ­ 0Total 0.68 5148.00 - 5026.54 98 82.33 2 0.61
 

-
 ~~~~~~------------------
Sall 2.00 15.00 13.33 15.00 

-

100 - ­

0.20
 
Sind Mediin 1.00 300.00 0.33 300.00 100
 

Large 7.51 508.00 1.47 455.00 
 90 53.00 10
 
Total 7.01 479.00 1.46 430.20 
 90 48.58 
 10 0.67
 

I------ - ­ma 1 0.89 72.00 1.23 63.00 87NITP Med iur 1.41 120.00 0.95 120.00 100 9.00 13 0.3 
- 0.30 

Lare ­ _ - - _Total 0.96 84.00 1. 1 - -­77.25 
 92 6.75 
 0.71
 

Sma 11 - ----------------------------------------0.92 137.00 - ---
0.67 53.00 
--- ­

39 -84.00 - 61- - - - 0.71Medixm 1.31 194,00 0,68 144,00 74 50,00 
­

26 0.33Pakistan Large 5.34 4235,00 0,13 4194,00 
 99 41,00 1 .Total 3.12 2131.00 0.15 208.00 
 98 50.00 2
 
-
 -- -I-- - - ­ - - - . . . .
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2 = Kaicha r=-. katchahbhar,'a and utherz.. 
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vi) Marketing Channels 

Village beopari was the only market actor for the sale of 
murig by the sample growers of Sind arid NWFP province . In 
the Punijab also, sales to him formed 82 percent of the 
total sales by the sample growers, the remaining quantity 
being sold to pacca arhatis.
 

The great concentration of sales through these actors 
shows their specialization in dealing with the mung crop. 

(Table 5-27). 

The Planning arid Development Division Study (19) estimated 
local village sales for mung at 69 percent. 

vii) Marketing Costs
 

The growers did riot incur any markqting costs for sales to 
village beoparis arid the sale prices were settled on the 
basis of local market conditions arid their relative 
bargining power. For sales to pacca arhatis, the average 

marketing charges ranged between Rs. 17.94 per maurid for 
the small sample growers to Rs. 14.00 per maurid for the 
medium sample growers in the Purijab. These costs formed 
7.27 arid 5.70 percents of the farm gate prices obtained 
through sales to these agencies. The classification of 
marketing costs by major components show that commission 

accounts for almost one half of the total cost. (Table 
5.28). 

Aslam (6) estimated that the cost incurred by the grower 
in sale of mung to village dealer (beopari) was Rs. 1.08 
per maund, this was composed of storage cost (Rs. 0.42) 
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TABLE 5.2 7 

MARKET:NG Ci{&'CNELS FUR SAMPLE GKRVERS OF EACH PROVI>E 

CROP: MUNG 	 (%AGE OF QUANTITY SOLD ------------ - --I- -	 ----

Province 	 Fann Local Sold Shcpkeeper Village Pacca Katcha Kaiclia/ Total 

Size Beopdri Arhalti Arhatti Pacca Arhatti 

Small 	 - ­ 28 72 - 100
 

Punjab Medium - - 81 19 
 - 100
 

Large - - 100 - - 100
 

Total - - 82 
 18 	 - 100
 

Small 	 - - 100 - - - IO 

Mediun 	 - ­ 100 - - - 100 
Sind Large - - 100 - - - 100 

Total 	 100 - 100 

Small - - 400--- - - - 100 
NWFP Medium - - 100 - - - 100 

Large - - - -

Total 	 - - 100 100
 

Small - - 54 46 - - 100 

Pakistan Mediun - - 85 15 - ­ 100 

Large - - 100 - - - 100 

Total - - 96 4 - - 100 
---------------------------.-------------.-------------------------------­



TABLE 5.28 

C'.ASSIFICATION OF MARKETING COSTS OF GRO'ERS FOR SALES TO DIFFERE: FUNCTI '%,RIES A.%D THE FARM GATE PRICES FOR EACH PROVINZES 
MUNG 

VILLAGE BEOPARI PACCA ARHiATI 
Pr.ince 7--. -,,e-zze arketing %AGE OF MARKETING PRICE .aetincOF K.:RKETING :- ST 

SPri..- Cost %AGEOFRate [.aretinc -ost 24;e3e 

Price 1 2 3 5 6 7 Price _ _ 3rce___ 4I 5 6 7_ r 

P u j b Me_ _ 

- -5 . - I -- ....-M+:: L-:.-
-"1... - -

, ---
-
---

o.o222:z.12. -
!.i:;. .9L-L60.0DC :4.00, - , - i­

7 _0 _5L
7 

- i 
F56 i 

s 
_ 

26 
26 

I L0.- . 

c :_ o 

__TC e 

_-_h_:, ....__- __-

F__'-J~o.-- -__-- - - - -- -- -- II -- --

1_ __._, _ __-_ 

_oo _o _ .P22061. ..: 
_ _. .. 

._ J--.2S.6. .. 
.51 I_81

152 6 I 27 _ 

- i -_ 
-t'_ -0 46 I 

i--Kj1'--.-.... - -- 20...._QO- I .I ! - ... - _ _I _ 

_ _ __I - [ - i - - 23 . LI- i - I - I .... I -­--. -
fp.+-
.o .5 - - ,o. - I - I .... ___ [- - !__ -i__ 

e . -1.. 7- - I - I .. - ­

-- ____' - I - - - 23.-,'- -__ -!-._ __.. . . .i ­
_-. ___2_.: .. . . _ .___ i i - 220.57 6/.75 _7.94 7 5 - 46 ] - 246.81 

P kis- Me:nrnj233 -5 ..... - - 1233.7 -160.00 T 9 7 - 6 26 100 2.6.00t ,lal-l - --- 11££'
98.6 -' - - I - - I 

Tcal ..- 1216.0E 6 . 6 15.2 8I 9 6 I 1 
52 6 27 100 12-6., 

1. Preparation Charges 2. Transportation Charges 3. Octroi 4. Comnissionl 5. Paladari, Weigbne, & Chiger 6. Cost of Deduction 7. Tctal 

_.n
 
--I
 



and wastage (Ps. 0.66) .H le has riot mentioned the cost of 

marketing when selling through other market actors. 

Nazir (15) estimates growers cost of marketing to village 

dlealor at Ps. 2.45 per maunid, composed of storage cost 

(Rs. 0.20) and wastage (Rs. 2.25). He has not mentioned 

the cost of marketing through other dealers.
 

viil.) Farm Cate Prices 

The average farm gate prices for the sample growers are
 

also shown in Table '.28. It appears that for sale to 

pacca arhati, the sale prices were higher, but due to
 

market charges borne by the growers, the farm gate prices
 

were lower than in the case of village beoapris. The
 

difference was however only marginal.
 

It is significant to note that the average marketing costs 

formed 7.26 percent of the farm gate price for the small
 

growers and 5.69 percent for the medium growers.
 

ix) Transportation Modes and Costs 

The modes of transport used by the sample growers of the 

Punijab were horse drawn carts and the pack animals. The 

sample growers of Sinid, however used tractor/trolley arid 

bullock and camel carts for transporting their crop. The 

shares of these modes in quantity transported by sample
 

qroweis ate shown in Table 5.29 . The avetage 

transportation costs varied between Rs. 0.14 to Rs. 0.20 

per maund per kilometer. 
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TABLE 5.29 

.=PCE"TAGF CLASSIFICATION OF OUATIMTIES TRANSPORTED 
DIFFERENT FARM SIZE FOR 

FY DIFFEE'ENT NUDE 
EACH PROVINCE 

FOR SNA"PLE GPKWERS OF 

MUNG 

Fatm, Size 
Fa-_iz 

Tractcr/Trolley 
-

a>ge ,g of 

Farmers Qty. 

Truck 

-Z f ge of 

Farmer_- Qty. 

Ilocks/ 
7a-rel Carts"..I~-

c-dge "f : g of 

Farert Qty. 

Hz r.e 
Carts .. 
ipe -f 

Far,,ter 

'_rd'.l% 

ce cf 

Qty. 

Pick Anianl 

t 
c>ze - f -e c., 

Far er:- Qty. 

Total 

de~t:zeo 

F meer-

-

Q-Y. 

Punii a b---

Puiljaa 

% ed 

-- J . 

-... -" 

______ 

1 

-

______oo____ 

-

_ 

-

__ _ 

_ 
_ _­

83 

0 

86 

00 
41 

70 L 

17 

-

14 

59 

-

30 

100 

100 

100 

103 

1 0 

MidNediu 

Larze 

Tc tdl 

-

40 

40 

63 

63 

-

_ 

--­

-
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60 

60 

37 

37 l00-

-

-10 

- - 0100 100 

10 

Smail ......-.-. - ..... 

NWFP Medium 
_ ~~~Large.._iT-

-I 
- i -- --
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TotalSmall 
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_24Total 
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.. 

40 

""425 _ 
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x) Marketing Channels for Secondary Stage Market Actors
 

Summary characteristics of secondary stage actors; village
 

beopatis, katcha aLhatis and pacca arhatis, are included in
 

Table 5.30. The percentage shares of different agencies in
 

sales of second stage actors are shown in Table 5.31.
 

These actors trade among themselves, though the largest
 

share of the sales has been with the processor expect for
 

village beoparis arid katcha arhati who sold the entire
 

quantities to pacca arhati.
 

Oun liht. i,:iLiuu! Lilt: JieHO-iu t Hurvoy, threet major iarketlily 

channels have beeni identified as showi below: 

Punjab: 

I. 	 Farmer --- Beopari --- Pacca Arhati --- Processor---

Wholesaler --- Retailer
 

II. 	Farmer --- Pacca Arhati --- PLocessor --- WholesaleL---

Retailer.
 

Sirid:
 

III 	Farmer --- Beopari --- Processor --- Wholesaler ---


Retailer.
 

N.W.F.P
 

IV. 	Farmer --- Beopari --- Processor --- Wholesaler --­
ReLai~ler. 

Perceztage Blicres of farityate prices and of itcirketiiiy 

margins in the retail prices for each of the above 
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TAKLE 5. 30 
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TABT.Y 5.31 

I'"IN 'I':N'CI* O1 ,OUNU 1.'I) T uI) 1I"ERI-'NT A lIUk6 ltY S1"'NIJ l'A( . , T 1,,I',!:' 

'O WIIMM SOLD 

Prnvitice Type if Actor N NG 

Katcha I Pacca Proce'sorl Thtal
Arhat i Arha t i . 

Vi IiL('hnpa ri 100 	 - 100 

- --Putjab Katcha Arhati 

5 75 100l'icca Arhiti ­

100 100VI lilIiP Renpari 


Si nd Katcha Arhati 


I'acci Ar'hi II 

Village Beopari - 100 	 - 100 

-WqFP Kitcha Arhati 

-
Pacca Arhati 


Village Beopari 72 28 100
 

Pak i s- I, chi Arha t i - , ­
tail
 

25 75 100Pacca Arhati 
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marketing channels are ginve in Table 5..32. The actual 
amounts are shown in Table V-10of the Statistical Appendix.
 

The farmers shares in the final retail price, have varied
 

between 59.19 to 66.20 percents for the sample growers.
 

The percentage price spread betwepn the grower and the 

consumer has been, analysed in terms of the following 

elements of marketing performance. 

- average farmer's share in consumer rupee. 

- distribution of gross margin among various 

intermediaries/stages. 

- share of net margin to gross margin at each stage.
 

The above data are incldued in Table 5.33 for each of the 

provincial samples. It appears that the on the whole 

processors got the maximum share of the gross margin 

followed by dealers arid retailers. Similar trends were 
noticed in the case of provincial samples except for the 

NWFP sample where dealers got the highest share followed
 

by retailers and wholesalers.
 

The net margins form a very high proportion of gross 
margins varying from 93.74 percent for processors to 78.87 
percent for the Letail]es for the smaple as a whole. 

The Planning and Development Division Study (19) estimated 

the share of grower's farmgate prices in the consumer's 
rupee at 64.22 percent for mung whole. The ratios of 
gross maryins of wholesalers and retailers and the shares 
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TArLF . 32 
.t.&I.NIAuI. Ul1"G MAR;IN CUST NT MARGN AND 
FARM GATE PRICE TO CONSUMER,PRICE
 

A. 	 Fdrml gae Price 

Farmer cubt .	 .. --


13. 	 IBetpar 

- Groub Kirgin 

- Cout 
-	 Net Margin 


C. 	Kdtchd Arhati 

- Grob Margin 
- Cou t 

- Net Mardgi 

D. 	Pacca Arhti
 

-	 Grubb Margin 

-	 Cub 

-	 Net Margin 

E. Prucebbur
 

- Grubb Margin 


- Cobt 


- Net Margin 


F. Whiebuler
 

- Grobs Margin 


- Cust 


-	 Net MKirqir 

G. 	 Ret,,ller 

- Grob Mutgili 

- Cubt 

- Ne t ,1-gin 

lutal 

PUNJAB 

59.24 

4.43 

0.57 

3.86 


4.58 


0.44 


4.14 

19.39 


1.66 


17.73 


5.45 


0.62 


4.83 


6.91 


1.46 


5.45 


100.00 
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-
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1.66 
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5.45 


0.62 


4.83 
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100.00 


CROP: 
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-
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4.83 
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MUNG 
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64.00 
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0. 	 2 
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16.91
 

1.66
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TABLE 5. 33 
RATIO OF GI.0SS MARGIN AND NET MARGIN 

-PU n?I 	 "b KFWFnP 
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to Con-- no kn.uni to to Con- toI Aunt to Iifl-Arru.-t. Iwunt 10 

4Frcer 
 Ma.roin s _ J.... s -er sIRs.) GrossFrice ,Margin Price Mari. Mar;in :?r:ceSI 	 -rir 

Far= Gate bu.49 59.1 ­ 64.00 ­................ .-: ::I... . .:--i-	 T ----.....,......

Farmer _ 	 _74
 

Cos t2.ouj 80 - -L -------------	 I
Dealer 7.97 9.64 -9-71--826.75 86 5E 8.03 29 .-91 	 0 
-2u-.-5--

.. .8.2 
 96.3 6.72 25.00 .0 23.80 95.20 
Processor 16.44 E.57 47.5 ....... 75.65619.9c-	 ­

6 9 6 8 1 8- 4 1 .92
 
6L. 7 .9~9 2 .4 7 .8 1. 9. : 9. 
 8 1. 4 2.87 1 1 86 56.68 90 15
---- --	 I_ 

Whol - 5 45 u .-2 14 
06117 .96 8.Seller 	 6 U 5.45 20.28 13. 36 17 96 88.60 5 .45 20 . 815 .14 
17 .9 88. 60
[I
i6.92 	 9 3
20.2778.87 6.91 25.71 !6. 20.27 78.87 6.9125.71 9.21 20 27 78.8778.87 


.100 61 -- -- .
.14..2. 8 03 

Total 00 4 .20. I00 127.36 88. 32 
 00 5 1 7 10 36.73 90.09 
 00 13 .86, 100 118.71. 88 6 


CROP: MIt 

Tc~a ] 

' .et
fross 

o n
 

,tener 	 .rozS
 
Price 
 " r'.rzini
 

61.37 '­

--------.----.­

7.58 28.921 20. 24-06i 83.20 

0. 
18 .6 66.5 47 .0i 9 .7
1- 2.2937 
5. 45 20.27 1 4 .33.j7,ok- 88.66
 

_ 

6 1.2 125.70 18.16 ;2027. 78.87 
.......
 

10 1 4 .8 C -12 71 8 .5 ­

http:20.2778.87
http:75.65619.9c


------------------------------------------------

------------------------------------------------

------------------------------------------------

-----------------------------------------------

-----------------------------------------------

-------------------------------------

of net margins in the gorss margins were estimated as 

follows:
 

Gross Margin Ratio of net margins 

% to gross margin 

Wholesaler 13.85 58
 

Retailers 18.46 68
 

Aslam Choudhry (6) estimates the margin of processors at
 

7.05 percent of his purchase price, the net margin being 

30 percent of the gross margin. The retailer's gross 

maring was estimated by him at 14 percent of his purchase 

price, the net marging being 88 pecent of the gross margin.
 

Nazir Ahmad (15), on the basis of his case study of 

Faisalabad market, gives the following estimates of gross 

margins as percentage of consumers price and ratio of net 

margins to gross margins.
 

Gross Margin Net margins % of gross
 

% margin 

Commission Agent 4.83 54.2 

Processor 14.67 55.7 

Retailer 35.00 89.4 



xi) Marketing Costs of Second Stage Actors
 

The averaqe marketing costs of 
 second stage marketing
 

actors have varied beteen 
Rs. 1.36 per maund for village
 

beoparis to Rs. 1.63 for pacca arhati. Apart from the
 

operating costs which formed 77 
percent of the total costs,
 

the othet cost elements were tLanspoLtation taking 9 to 10
 

percent 
 of the total costs and value of losses reported at
 

10 to 11 percent of the total for 
the sample units. (Table
 

5.34).
 

The breakup of the operating costs, storage and
 
transportation costs and cost of losses are given in
 
Table 18 to 21of the Statistical Appendix.
 

xii) Processin costs
 

The average processing costs for Mung are given in Table
 

5.35.
 

xiii) Wholesalers and.Retailers
 

The major components of average costs of wholesalers and
 

retailers 
are given in Table 5.36. It appears that
 

transportation cost 
is the major component especially for 

wholesalers. 

Niv) 'Schematic Diagram of Market Clannesl 

A Schematic diagram for market flow showing market 

Chinn' 11[ for each province and for thoe sample as 
whoLe irq- given on page 271 to Z14. 

b. Diagram showing geographical flow for one major 
produ-i nq district for each province are given on page 

275 to 276. 
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TABLE 5.34 

OT COMP OF SECND SGE MARKET INTrERMDIARIES-

CROP: MUNG 

I ' 
Rs ./40 Kg. (Percentages ) 

1O:,rat- ::crage;Losses :Traus-'CreditOtherTotal I:.narat- 'Storage: Losses 
i-z cost' C :ss' :port :Post :i=3 Cos: Cost 

Trans-'Credit: 
-,port :Cost 

Orh.-.z: 

,::Cost , ''ost C 

Punjab 1.68 0.20 0.20 - 0.03 2.11 80 - 9 9 - 2 -00 

Sind 0.75 - 0.20 0.14 - - 1.09 69 - 18 13 - - i00 

NWFP 0.96 - 0.07 0.13 - 0.04 1.20 80 - 6 11 - 3 00 

Pakistan 1.04 - 0.14 0.14 - 0.04 1.36 77 - 10 10 - 3 100 

Punjab .... .... _ _ 

Sind 
K a z c h a . - -.-. . ... ... .. ... . .. .. . .. ... ... .. ... ... . . ... ... ... .. . . . . 
Arhata 

NWFP 

Pakistan .. .. . - -

Punjab 1.26 0.05 0.18 0.14 - 1.63 77 3 11 9 - - 100 

Pacca Sand 

Arharl 
NWFP 

Pakistan 1.26 0.05 0.18 0.14 - - 1.63 77 3 11 9 - - i0 
- - - - - - - - -



TABLE 5.35
 

AVERAGE PROCESSING COST OF SAMPLE UNITS 

I TOM 

- MUNG 

Rs./40 Kq 

AMUNT 

I)!I 4X-(T (A')S'l 

-

-

-

-

-

-

Salary md Wacr,e 

Contract Labour 

Electricity 

Telephon~e 

Repair and Maixtenance 

Other Miscellaneous 

1.78 

0.14 
2.17 

0.46 

0.76 

0.19 

Total: 5.50 

FIXED COST: 

- Salaries and Allowances 

- Admniiistrative 

1.26 

0.45 

-

-

Rent and Tax 

Miscellaneous Cost 

0.34 

Total: 2.05 

Financial Cost 

Depreciation 

Transport Cost 

Storage Cost 

Other Cost 

0.02 

1.95 

0.02 

0.02 

1.98 

CRAND TOTAL: 11.54 
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TABLE 5.36
 

AVERAGE COSTS OF SAMPLE WHOLESALERS AND RETAILERS
 

OPERATING COSTS:
 

- Labour 

- Rent 

- Electricity 

- Photne 

- Taxes 


- Others 


Sub-Total 


Traisportat i oi 

Total: 


Transportation Cost as % of Total 


Rs. /40 Kg. 

Wholesalers Retailers 

0.19 0.84 

0.09 0.84 

0.01 0.17 

0.07 0.10 

0.04 0.12 

0.04 0.40 

0.44 2.47 

1.88 2.97 

2.32 5.44 

81 55 
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Figure- 5.8 

SCHEMETIC DIAGRAM SHOWING MARKETING CHANNELS
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5.10 
Figure- 5.9 

SCHEMETIC DIAGRAM SHOWING MARKETING CHANNELS
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Figure- 5.11
 

SCHEMETIC DIAGRAM SHOWING MARKETING CHANNELS
 

Mung (Pakistan)
 

Farmer
 

V'llage
 
BeopaL
 

4 

69,Pacca Aht 1Pacca ALhtCcl 

Processor
 



DIAGRAM .SHOWING GEOGRAPHICAL FLOW 
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x)' Shares of Marketing SeLvices in Gross Marqins
 

Pecentaqe shaLes of costs of various marketing services in
 
the gLoss maLqins of munq foL vaLIous maLketing channels
 

and thel aveLages are shown in Table 5.37. The actual
 

amounts ae included in Table V. 22 of the statistical
 

Appendix.
 

Net margins or pLofits absorb 85 percent of the gLoss
 

maLqlns. Processing cost is the next impoLtant item
 
accountng for 4-3 percent followed by transport at 3.74
 

peLcent of the total.
 

TABLE - 5.37
 

PERCENTAGE SHARES OF AGRICULTURAL SERVICES IN
 
GROSS MARGINS
 

(PERCENTAGE)
 
MUNG
 

AveLage

I II III IV
 

Labour 1.68 1.34 1.01 1.10 1.29
 

StoLage 0.49 0.60 0.46 0.54 0.52 
TLanspoLt 3.4? 4.70 3.29 3.72 3.78 

Packing 0.25 1.26 0.07 0.15 0.43 

Rent 1.31 1.06 0.70 0.93 1.00 

Taxes 0.11 0.13 0.11 0.12 + 0.12 
-------------- I--------------------------------------
Credit Cost ....-
 -

PLocessinq Cost 4.08 4.93 4.08 4.63 4.4.3 

Net Margins 87.87 74.88 89.63 88.14 85.13 
---------------------- --- 4---.--
Miscellaneous 0.79 11.10 0.65 0.67 __3.30 

Total 100.00 100.00 100.00 100.00 100.00 
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-----------------------------------------------------

5.4 MARKETING SYSTEM OF MASH
 

i) Village Samnie Characteristics
 

The Fivrage population per sample village was 2991 while 
the average cultivated area per head of population 
was
 
0.31 acres for the entire sample.
 

Wish was qrnwri or 14 percent of the total cultivated area 
in the sample villages. (Table 5-38) 

ii) Growers Sample Characteristics
 

The growers sample consisted of 78 households of which 64 
percent belonged to the group of small farmers, 21 percent 
were medium farmers and 15 percent were large farmers. 
The average size of the sample household was 8.94 persons 
of whom 2.68 were children of upto 10 years of age. 

(Table 5-39).
 

Area under mash constituted 22 percert of the total
 
cultivated area for the total sample. 
 The ratio appeared
 
to be inversely correlated with the size of the holdings. 
The average yields varied between 2.72 maurids to 2.57 
maunds per acre. These average were also negatively 
correlated with the size of the holding, indicating, other 
things being equal, more intensive cultivation of the 

smaller units (Table 5-40). 

+ Detailed district wise tables 
are included in the
 

Statistical Appendix.
 

-278­



CICP PROVINLE 


MASH PNJAB 


PRO _,V:
&kEFarm 

Siz e 


Small 


Meditgn 


Large 


Total 


-~~~~~.n 

o. of 


ViIlages 


6 

V -, 
ample Size 

No %to 
totaltoa-ae 


50 64 


16 21 


12 15 


78 100 


TABLE 5.38
 

AVERAGE POFLrLATICN, CULTIVATED AREA, DISTANCES AND
 
SHARE OF MASH AkREAGE FOR SAMPLE PROVINCEL
 

ND__________UO:MASH 
Avg. Culti- AI
 

Avg. Viflage vated Area Ne 
 AVERAGE DISTANCE IN KItLO
Popuatis. Village Town 	 FRtl % tolETERS
Rly.Stn. Procure- Procure- Area
(No) (Acres) 
 ent Centr 	 Regu­
lated
Centre Food PASCO 
 Market
I 

2991 950 
 7 5 ..6 5 11 14
 

TABLE 5. 39
 

CLASSIFICATIcN OF SAMPLE HOLDINGS BY FARM SIZES AND AVERAGE

HOJSEHOLD CI.IPOSITION FOR SAMPLE OF PU\JAB 

J_CROP. 
 MASH 
kDUSEHCLD CL0 POSITION 	 ...... . . ..
 

..
Above 10 Years 
 Children 
 T 0 T A Lle FenmalIe 
eae 	 -ema ITotal Male Female Total MaleTFemale • o
 
Total
 

3.48 2.48 
 5.96 1.34 
 1.10 2.44 4.82 3.58 
 8.40
 
3.81 2.88 6.69 
 2.00 1.31 
 3.31 5.81 4.19 10.00 
4.00 2.92 6.92 1.5 1.33 2.83 
 5.50 4.25 9.75
 
3.63 2.63 6.26 
 1.50 1.18 2.68 5.13 
 3.81 8.94
 



TABLE 5.40 
%AGE SHARE OF AREA UNDER IASH IN THE TOTAL AREA OF" 

DIFFERENT SIZE OF SAMPLE HOLDINGS OF PUNJAB 

PROVINCE Farm Size %age 

CROP: MASH 

of cultivated Average Yield 
Area (40 Kg/Acre) 

PUNJAB 

Small 

Medium, 

Large 
Total 

25.12 

25.00 

17.85 
22.08 

2.72 

2.72 

2.57 

2.67 

TABrE 5.41 

PROVINCE 

%AGE SHARES OF DIFFERENT USES OF THE TOTAL OUTPUT OF MASHSMIPLE GROWERS OF DIFFERET SIZES OF PUNJAB 

-. 

Farm Size Domestic Payment Kept for Marketed T o t a 1 
Constumpticn in kind Seed 

(%age) 

Punjab 
Small 
-ledium 

Large 

Total 

13 
7 

i0 

10 

8 
5 

17 

10 

9 
4 

5 

6 

70 
83 

67 

73 

100 
100 

100 

100 



--------------------------------------------------------

The percentage shares of different uses of the total 
output for different size sample growers of Punjab are 
shown in Table 5-41) . It appears that domestic 
consumption arid payments in kird are the two major

elemen'ts which influence the share of the total output 
which is sold in the market. Each of the above two uses
accounted for 10 percent of the total output while another 
6 percent was kept for seed. 

The averaqe per 
 capita quantity retained for 
 domestic
 
consumption for mash whole comes to 
0.10 kg. for the year.

T- may be mentkoned that mash is qeneEaly consumed in split

form which is obtained from 
the market. The average
 
monthly consumption of 
mash reported by Household Income
 
and Expenditure 
Survey1 (1985-86) was 0.8 kg. for the
 
rural areas. The Consumer Survey, carried out 
as a part of 
 the present assignment, has
 
yielded an average 
per capita consumption of 0.05 kg.

These two estimates give yearly average consumption of 0.96
 
maunds and 0.60 maunds respectively.
 

ii) Marketed Surplus 

The shares of 
the total produce marketed by the sample
 
growers are also shown it Table 5-41.
 

It appears 
that for the sample 
as a whole, 73 percent of 
the produce was marketed. The 
ratio of the marketed
 
surplus was 
70 percent for the small farms, 83 percent for
 
the medium farms and 67 percent for the large farms.
 

The Planning and Development Division Study (19) also 
estimated marketed surplus of mash at 75 percent. The 
shares of small, medium arid large farms were however 72, 
79 ard 75 percents respectively. 

1. 
Feoi.a[ BuLeau of fatstics, Household Income and

Expenditute SULVPy, 
'985-P6
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iv) Seasonal Spread of Marketing Operations
 

The harvesting of mash starts in September. A major share
 
of the marketed surplus is sold immediately after harvest
 
during September to November. The quantities sold during 
these three months were 72 percent of the total sales for 
the sample as a whole while the corresponding ratio for 
the small, medium arid large sample holdings were 73, 86 
and 57 percents respectively. The average sale prices 
during the three months were Rs. 226.30 per maurid as 

againist Ps. 290.00 per maund for August, immediately 
before the harvesting season. (Table 5-4-2).
 

v) Storage Facilities
 

The average storage capacity for the sample growers 
was 
reported to be 144 naunds. The capacity was directly
 
correlated with the size of the holdings. More than two 
thirds of the storage capacity was of standard type. III 
view of the small quantity of mash retained for domestic 
consumption arid for use as seed, the available capacity 
was adequate for these, storage requirements. (Table 5-43) 

Storage losses were estimated at 0.92% of the quantity 
stored at the growers level.
 

vi) Marketing Channels 

It appears that village beopari was the most important 
market actor for the sample growers, accounting for more 
thart t wo thirds of the total sales. The relative 
importance of this actor however varied directly with the
 
size of holdings. Ir the case of small sized growers, it 
accounted for 43 percent of the sales.total For the 
other two groups, however, sales to village beopari were 
76 arid 88 percents of the total sales. Pacca wasarhatis 
the second most important market actor with a share of 26 
percent of the total sales. (Table 5.44). 



Province 

PUNJAB 

Size 

SalII 

Meditn 
Large 

Total 

April 

I 

-
-

1 

%ge 

May 

-

-

-

TABLE 5.42 
%AGE CLASSIFIZATICN OF TOTAL MASH SOLD BY NONThS BY S\APLE GRCERS 

OF DIFF-LrNT FARI SIZES AND AVERAGE N NTH PRICES 
FOR PUNJAB CRO.: LASH 

of total q-uantity sold in Average Sale-Price (Rs. '40 kq& 

June July Aug. Se.. t o Dec. April May I~ne July Sept. - t 

- - - 2 7 64 26 200.00 . . . . 220.00 253.06 245.54 236.91 
- - 4 5 48 33 10 - - - 292.00 220.00 2L.20 259.70 2-35.5728 - - - 10" 47 15 - - 200.00 ­ - - 2E.O00 218.00 23-'0.32 
8 - 2 2 21 0 1.7 200.00 - 200.00 0322C.00 21,A 20-79.-.50 

TABLE 5.43 

AVERAGE cTORAGE CAPACITY CLASSIFIED BY TYPE FOR SAMPLE GRWERS OF PUNJAE 

Farm 

Size 

small 
Mediun 
Large 
Total 

Average 
SFerage 

Capacity 

121.00 
144.00 
234.00 
141.00 

{ of-storage 
o~pastyruse 

Capaityusegfohaash u f 

0.94 
• ;.97 ­
1.18 
1.00 

( 40 Kg) 

% Store of Standard 

storage to total storage 

69 
61 
76 
69 

osses 

(%age) 

-'.73 
C.96 
-.I0 
"-) 

00 



TABLE 5.44 

MARKETING CHANNELS FOR SAMPLE GRUWERS OF PUNJAB 

CROP: MASH (%age) 

Province 
Farm 
Size 

Local 
Sold 

Village 
Shopkeeper 

Village Beopari Pacca Arhati Katcha Arhati Katcha/Pacca T o t a 1 
Arhati 

PUNJAB 

Sma 

Medium 
Large 
Total 

-
-
-
-

1 

4 
-
2 

43 
76 
88 
68 

50 
14 
10 
26 

6 
6 
2 
4 

-
-
-
-

100 
100 
100 
100 



vii) Marketing Costs
 

The average marketing costs for pacca arhati were Rs.
 

18.40 per maund as against Rs. 21.70 per maund for katcha 
arhati. These cost formed 8.69 percent to 9.40 percent of
 
the farm gate prices and 8.00 and 8.60 percents of the 
average sale prices. (Table 5.45). 

viii) Farm Gate Prices
 

Farm gate prices have been estimated by deducting 
marketing costs of growers from the sale prices realized
 

by them.
 

Table 5-46 on the next page show the average farm gate 
prices for sample growers classified by farm sizes for 
sales made to different market actors. It appears that 
the average farm gate prices were the highest at Rs. 
252.00 per maund for sales made to village shopkeepers,
 
arid the least at Rs. 211.72 per maurid for sale to pacca 
arhatis or about 16.0 percent lower as compared to the 
former. 

It is significant to note that while in most cases, sale 
prices realized for sales in the markets to pacca arhatis 
or through katcha arhatis were higher than those obtained 
through village beoparis, the average farm gate prices
 
were lower in the former cases because of the marketing 
costs borne by the growers.
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Province FAa, 

Size 

CTASSIFICATION 

I 
I jHAT]ir 

Marketing Cost 

TABLE 5.45
OF MARKETING COSTS OF GPCI4ERS FOR SALES TI DIFFERENT 

GATE PRICES FOR EACI-H PROVINCES 

PACCA ARHATI 

%AG: C MARKETING PRICE 'a 

FULNI(YARIES 

ot 

AND THE FAIN! 

KATCHI 
.AG 

ARHATIARg 
M RKE ; COSTmarkeri 

NIASH p . 

I 57.-'7-

Mei rn 5C.76 
1drpe l21000 

22.63[
12.3-L 

a 

206-

21 j 
- 6 

3.1 8.C1] 

8 
-

3 

35 

3£ 
54 

£ 

23 

13 

1 

22 

32L 
17 

4 -

!DO 

30 
13D 

X 

P26.3 

k. 
t97.66 

1.72 

1225.5i 19.821 -

. 5 
1200.001 25-.00 1-

1252.491 21.70 1 -

16 

I8 

] 7 

2 

L 

I 

4=: 
40 

£2 

T 

3 

40 

33 

j 13: 

li 

1150 

co 



TABLE 5.46 

AVERAGE FARM GATE PRICES FkR SALES THROU,3H DIFFERENT tLHiNNELS -
(Rs. 40 Kg) 

PROVI0E FARM VILLAGE SHOPKEEPER 
Sale Price Market Farm 

VILLAGE BEOPARI 
Frm Gate rice 

PA . A 
Sale Price 

- AI.IPATI 
cke- Farm 

KATJ.IA 
Sale Price "-kei'~. 

AR FA.TI 
- Farm Gdte 

,_.___ 
-in- Gate 

Price 
ting 
Cost 

Gate 
Price 

.­ng Price 

Smdll 240.00 - 240.00 229.70 257.47 28.69 228.78 225.45 :9.82 207.23 
PUNJAB Medium 

Large 
260.00 
-

-
-

260.00 
-

232.37 
208.63 

250.76 
210.00 

22.67 
12.34 

228.13 
197.66 

28L.30 
200.00 

22.75 
25.00 

261.55 
175.00 

Total 252.00 - 252.00 222.01 230.12 18.40 211.72 252.49 21.70 230.79 

TABLE 5.48 

AVERAGE TRANSPORT COST OF DIFFERENT .UDES FOR SAMPLE GROWERS 
OF DIFFERENT FARMI, SIZES FUR SAMPLE PROVINCF 

(Rs./40 Kg/Km) 

PROVINCE FARM SIZE Tractor/ T r u c k Horse drawn Pack Animal 
Trolley Cart 

Small 0.18 0.28 0.13 0.13 

PUNJAB Medium - 0.26 -

L.a rge 0.29 - 0.12 -
Total 0.19 0.27 0.13 0.13 



ix) Transportation Modes and Costs
 

The usual modes of transport of tractor/trolley, trucks,
 
horse drawn carts and pack animal were 
used by the sample
 
growers. Percentage 
shares of different modes 
for sample
 
growers of different farm sizes are given in Table 5.47.
 
The corresponding ratios for 
 each sample district are
 
included in V.28(a) of the Statistical Appendix.
 

It appears that tractor/trolley 
was the most important

mode accounting 
 for 44 percent of the 
 total pLoduce

transported by sample 
growers followed by truck 
for 27
 
percent.
 

The average cost was the least at Re. 0.13 per 
maund per

kilometer 
for horse drawn carts and the highest at Re. 0.27
 
per maund per kilometer for trucks. (Table 5.48).
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x) Marketing Channels for the Second Stage Market Actors
 

Summaty chaiacte[istics of the second stage actoLs; village
 
beopa is katcha athatis and pacca arhatis; aLe included
 

in Table 5.49
 

The petcentaqe shares of diffetent aqencies is sales of
 

second staqe actors are shown in Table 5.50.
 

These actors trade among themselves, though the largest
 

share of the sales has been with the processors except for
 
vilalge beoparis who bold the entire quantity to pacca 

arhatis. 

On the basis of the present survey, three major marketing 
channzels have beer identified as shown below: 

I. 	 Farmer --- Beopari --- Pacca Arhati --- Processor ---

Wholesaler --- Retailer. 

II. 	Farmer --- Katcha Arhati --- Processor --- Wholesaler
 

--- Retailer.
 

III 	Farmer ---
 Pacca Arhati --- Processor --- Wholesaler
 

--- Retailer.
 

Percentage shares of farmgate prices and of marketing 
margins in the retail prices for each of the above 
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_ _ _ _ _ _ _ 

TA.LE 5.49 

SUM4AWRY CHARAZTERISTIh5 OF DIFFEENI TYPE DF MARET ACTOP BY DISTRIZ7-

CRT: MASH 

'.t3: \':±eze 5 .
Pa-: Arhati Katcha 


u-a~/ Purc.7--se 0 ur-s.ase I'r.1t .,rcnae P-.7-j'sse -.:-cnas= ae .v.. ~ s Frde So.~C. -. It'y es Sale 1 Sale Jsaiesioit- Sale t&:: Sale 
Traef In~ Lot Price Price 7-aeL flow 'ot Lot I rice Price -,ra-el,-~o ot!rre rco.ow Lot 

RNU~lnd: 517 Pepi F-_-cL- 86 259 21.00 255.00 967 .arers Prce:or 36 121 252.49 [7450 235 am!s Fad:-177 19 2.01 .9 
_o Ic [xri - z a:i
 

K _ 

Siako 197 mr dzm L ;0 62.01 L., 
ako - I -<'7FmmF- 12 0 V r)2.01 L'5.95 

,:Funlab .517---,i.ce:- 86 25.) 21-.00 25-D.O2 .67 Fe-ers Prccescr_ 36 121 '22Z .03S47 jare--oI T: I'.1 t.951 07 


1 '2. RMa i 

1 _ ___ 



TAIVB, 5.50 

PERCENTAGE OF MASH SOLD TO DIFFERFNT ACTORS BY SECOND STAGE SELLERS
 

Percen~tage
 

Province TO WHCN SOLD
 

Katcha Pacca Procebbor Total
 
Arhati Arhati
 

Village Beopari 100 -

Puajab Katcha Arhati 100 100
 

Pacca Arhati 100 100
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marketing channels are given in Table 5-51. The actual 
amounts are shown in Table V-30of the Statistical Appendix. 

The fariners shares in the finial retail prices have varied 
between 55.00 to 59.95 percents for the sample growers. 

The percentage price spread between the growers arid the 
consumers has been analysed in terms of the following 
elements of marketing performance. 

- average farmers' share in consumers rupee. 

- distribution of gross margin among various 

intermediaries/stage.
 

- share of net margin to gross margin at each stage. 

The above data are included in Table 5-52 for each of the 

provinicial samples. It appears that 
the on the whole
 
processors get the maximum share 
of the gross margin
 
followed by wholesalers arid retailers.
 

The net margins form a very high proportion of gross 
margirts varying from 92.89 percent for wholesaleLs to 78.00 
percent for the retailers for the sample as a whole. 

The Planning arid Development Division Study (19) estimated 
the share of grower's farmgate pries in the consumers 
rupee at 64.05 percent for mash whole. The ratios of 
gross margins of wholesalers arid retailers in the total 

and the shares of net margins in the gross margins were 
estimated as follows: 
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PERCENTAGE OF GROSS MAr?(I 
1'I'. 'I 

TAULF, 5. 51 

C(OST 'IET MARGIN 
1:IRpJL) , 

AND FARM GATE PRICE 

I UNA S B 

MASII 

A. Fdrm gate Price 57.67 59.95 55.00 

B. Beupri 

- Gros Margin 

- Cobt 

- Net MKtrgin 

6.48 

0.62 

.9.86 

C. Katcha Arhati 

- Gro Margin 

- Cos t 

- Net Margin 

5.72 

0.71 

5.01 

D. Pacca Arhati 

- Grob Margin 

- Cub 

- Net Margin 

2.09 

0.94 

1.16 -

6.46 

0.94 

5.52 

E. Procebbor 

- Grub Margin 

- Cost 

- Net Margin 

15.19 

1.61 

13.58R 

10.13 

1.61 

8.52 

15.19 

1.61 

1".58 

F. Wholesaler 

Grubb Margin 

Cost 

Net Mdrgin 

10.59 

0.75 

9.84 

10.59 

0.75 

9.84 

10.59 

0.75 

9.84 

G. Retiler 

- Grubb Margin 

- Cubt 

- Net NtIrgin 

l'Utl 

7.98 

1.36 

6.62 

100.00 

7.98 

1.36 

6.62 

100.00 

7.96 

1.36 

6.62 

100.00 
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T.'3E 5. 52 

RATIO CIF GROS.Z MARGIN AND NET MARGIN 

vPOP: ',-ASH 
1%age of Gross 
I Margin to 
I Consuwmer A---unt 

- Groe-b 

(Rs.) 

Margin 

%age of Gross A-kour.t 

Net 

Ps.) 

Margin 

*/-aze of Net '.rgin 
hbrgin Ic Gross Margin 

Farm gate 58.17 

Faner cost 2.15 

Dealer 9.35 36.00 23.57 28.08 78.00 

Processor 11.76 45.26. 29.63 39.07 86.32 

Wholesaler 10.59 40.76 26.68 37.86 92.89 

Retailer 7.98 30.73 20.12 25.50 82.98 

Total 100.00 152.75 100.00 130.51 85.44 



-------------------------------------------------

-------------------------------------------------

-------------------------------------------------

-------------------------------------------------

-------------------------------------

Gross MargirL Ratio of net margins to 

% gross margin
 

Wholesaler 
 12.52 
 60
 

Retailers 20.30 70
 

Aslam Choudhry (r) E.ti r;i ,*, ],- margin, of processor at 
5.1 percent of his purchase price. His net margin was 
estiuiated at 29.64 percent of the total margin. The 

retailers gross margin was estimated at 13 percent of his 
purchase price, the net margin being 90 percent of the 

gross margin. 

Nazir Ahmad (15) , on the basis of his case study of 
Faisalabad market, gives the following estimates of gross
 
margin as percentage of consumer price and ratio of net 
margins to gross margins. 

Gross Margin Net Margin as % of
 

% Grcss Margin
 

Commission 
 5.30 
 58.1
 

Processor 15.20 
 56.9
 

Retdiler 40.00 
 90.8
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xi) Marketing Costs of Second Stage Actors
 

The average marketing costs of second stage actors have 
varied between Rs. 2.37 for beopari to Rs. 3.60 for pacca
 
arhati. The ratio of operational costs of total have
 
varied between 64 to 83 percent of the total for different 
intermediaries. The value of losses have ranged between 9 
to 10 percent and transport costs 11 to 21 percent of the 

total. (Table 5.53 . 

The breakdown of the operating costs, storage and 
transportation costs and cost of losses are given in Tables 
v.34 to V. 37 of the Statistical Appendix. 

xil) Processing Costs
 

The average processing costs for mash are given in Table
 

5,5 4. 

xiii) Wholesalers and Retailers
 

The major 
 components of average costs of wholesalers 
and retailers are given in Table 5.55. The transportation 

costs were the most important component forminq 85% of the
 
total cost for the sample wholesalers and 53 percent for 
retailers.
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CSTCO S 
TABLE 
SEODN-

53 
STAGE P-.RKE IVR)EZDIRTES 

CROP: MASH 

ing cos "S to r a ge :L 
'C s 

s e -S= 
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-a 
i 1 E; P ostr 

, , 
aS :

:ing 
r t 

Cost:, 
S or a ge~ 

Cost 

' 0 5 5os s e 
( P e r c e n t a g e s 
IT ra Credit ir ,oo
:Port cost 

Cos 

O h rt r Tpt 

IBeopari 

Katcha 

Punjabr-- ---.. 

Punjab
\ ;-0 

1.52. 

2.28 

. 0.02 
.2 .­ 2I5 

C.3 0.11 

- 19 

2.37 

2 . 7 4 

64 

83 

i9 

10 

21 '.22 

I 
50.27 

4i cca Punjab 2... 0.1 .. . .1. . 
_ 

00 

!ArhaP 

N30 
n 2.48 0.12 0.33 0.40 0.06 0.19 3.60 9 3 

1 2 5 



TABLE 5.5.
 

A\.RAGE PRXFSSING 0.,T FOR 
 SAMPLE UNITS
___MASH 

DIREZ, LOST I 
FIXED COST
~ T le- ~ epirey L o trct ..nclljCtnerLaour tricity phone ei-
Painte Misc. Total Salaries Adsni-i"s Re t L iotaland trative Misc. TotalTax Cost ost ciatior, Cost Ccst Cost
 - Ios
 nance 
 Al co ,race s 

ih 1.10 0.21 1.73 0.71 0.74 0.11 4.60 1.74 0.29 0.33 2.36 0.02 2.05 0.OL 0.02 2.49 11.5S 



TABLE 5.55 

AVERAGE COSTS OF SAMPLE WHOLESALERS AND RETAILERS 

Rs./40 Kg. 

Wholesalers Retailers 

UPEIRATI NG COSTS: 

- Labour 0.19 0.84 

- Rent 0.09 0.84 

- Electricity 0.01 0.17 

- Phohe 0.07 0.10 

- Taxes 0.04 0.12 

- Others 0.04 0.40 

Sub-Total 2.46 2.47 

Trahisportat ion 2.46 2.76 

Total 2.90 5.23 

Tri,,bportat io,Cobt at.% of Total 85 53 
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xiv) Schematic DalrmL of Market: Channell. 

a Schematic diagrams for market flows showing market channells 

for eac', province and for the sample as whole are given 

on page 302. 

b Diagrams showing geographical flow for one major producing 

district for each province are given on page 303. 
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Figure- 5.1SCHEMETIC DIAGRAM OF SHOWING MARKETING CHANNEL 
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DIAGRAM SHOWING GEOGRAPHICAL FLOW 
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xv) Shares of Marketing Services in Gross Margins
 

Percentaqe shares of costs of vaLioUS marketing services in 
the gLOSS maLgins of mash fCL vaLious maLketing channels 
and theiL avetaqe are shown in Table 5.56. The actual 

nltuate in themdo ntj incIuded abe V.38 of Statistical 

Appendix. 

Net maLgqns or profits absorb about 80 percent of the gross 
matgq'ns. Transport is the next important item accounting
 
for 4.93% followed by processng cost at 3.79% of the
 

total.
 

TABLE - 5.56 

PERCENTAGE SHARES OF MARKETING SERVICES
 
IN GROSS MARGINS
 

(PERCENTAGE)
 

F MASH
I 
 ----- Average 

Labou. 1.89 1.50 1.36 1.59
 

StOLage 0.09 0.18 0.07 0.12 

TLansport 3.76 4.96 ---------­6.14 4.96 

Packing 0.39 0.17 0.05 0.16 
-- ~~~---------------------------

Rent 1.37 1.35 ----------­0.86 1.20 

Taxes ----------------------­0.10 0.67 0.41 0 39 

Credit Cost 0.03 - 0.03 0.03 

PLocessing ----------------------Cost 3.80 4.01 3.57 3.80 
Net Margins 87.55 74.86 79.04 80.49 
Miscellaneous 1.02 11.61 9.16 7.26 
T'o t a I 100.00 100.00 100.00 100.Gou 

t----------- - --- -----------------­

-304­

I 



5.5 MARKETING SYSTEM OF MASOOR 

i) Village Sample Characteristics 

The average population per sample village was 3583 while 

the average cultivated area per head of population was 
0.81 acres for the entire sample. 

Masoor was grown on 10 percent of the total cultivated 
+ 

areas in the sample villages. (Table 5.57) 

ii) Growers Sample Characteristics 

The growers sample consisted of 76' households of which 71 
percent belonged to the group of small farmers, 25 percent 
were medium farmers arid 4 percent were large farmers. The 
average size of the sample household was 9.04 persons of 
whom 3.04 were children of upto 10 years of age. (Table 

5.58). 

Area under masoor constituted 21.53 percent of the total 
cultivated area for the total sample. The ratio appeared 
to be inversely correlated with the size of the holdings. 
The average yields varied between 2.64 maunds for the 

large sample growers to 3.97 maunds per acre for the 
medium sample growers as shown in Table 5-59. 

-------------------------------------------------------­

+ Detailed district wise tables are included in the 

Statistical Appendix. 
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TABLE 5.57 

AVERAGE POPULATICN CULTIVATED AREA, DISTANCES AND SHARE OF 

MASOOR FOR SAMPLE VILLAGES 
CROP : MA9, 

District 'No.ofiVillage Avera3gevi a eat o 

S"o.) 

A'verage IAverage Distance in Kilo Mleters FranCu ''vc[Io, eaVillage I -
,Cultvated Nearest Railway [ProcurL-rent .hocurenent 

1(Acres) Tow Station jCentre FoodiCentre Passco 
Regulated 
Marker 

% gto A e 
TtlAe 

Rawalpindi 3 4900 5200 7 8 10 10 36 7 

Sialkot 3 2267 667 10 12 2 13 9 13 

Punjab 6 3553 2934 8 10 6 11 23 10 



TABLE 5. 58 

CL-5SIFICATION OF SAMPLE H3.DIN3S BY FAM.! SIZES AN: AVEPAGE HUUSEH3LD CCI.IPOSITION 
FOP THE PUNJAB S.PLE 

Province Farm Size Sa,.,;e Size 
KNmrber iage to 

Total Ma le 
AboeIC Years 

Female I Tota 1: 

Household ComDositiin 

- 1, I T al 

CRJe: !.tASWCR 

10hdre 
le To -

Small 5 71 3.04 2.72 5.76 1.72 1.26 2.98 4.76 3.98 S.7-1 
Punjab

PMediam 19 25 3.05 3.37 6.42 1.68 1.00 2.68 4.73 4.37 9.1c 
Large 

ToTal 

3 

749 

4 4.00 

3.08 

3.67 

2.92 

7.67 

6.00 

4.00 

1.80 

2.33 

1.24 

6.33 

3.04 

8.00 

4.88 

6.00 

4.16 

1L.00 

9.04 



- --------

TABLE 5.59 

PERCENTAGE SHARE OF AREA UNDER MASOOR IN THE TOTAL
AREA OF DIFFERENT SIZE OF SAMPLE HOLDINGS OF PUNJAB 

CROP: MASWR 

Farm Size Percentage of Average Yield 
....Cultivated Area (40 Ks/Acre 

suW t 1 23.29 
 3.83
 

Medium 
 20.41 
 3.97
 

.Large 
 18.64 
 2.64
 

Total 
 21.53 
 3.74
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The percentage shares 
of different 
uses of 
the total
 
output 
for different 
size sample growers are 
given in
 
Table 5.60.
 

It appears 
that domestic consumption payments in 
kind and
 
seed 
uses account for 
almost equal shares, the total being

20 pecent for the sample as 
a whole.
 

The average 
per capita retained 
for domestic consumption

for masoor whole comes 
to 0.08 kg. The 
average monthly

consumption 
of masoor reported by 
Household 
Income and
 
Expenditure Survey 
 (19-85=96) 
was 6.06 kg. 
for the rural
areas. 
 The Consumer Survey, carried 
out as a part of

the pLesent assignments, has yielded an average per capita
 
consumption of 0.10 kg.
 

iii) Marketed Surplus
 

The shares 
of the total 
produce marketed 
by the sample
 
growers are also shown in Table 5-,60
 

It appears that for the 
sample as 
a 
whole, 80 percent of
 
the produce was marketed. 
 The ratio 
of the marketed
 
surplus varied directly with the size of the holdings.
 

The marketed surplus estimated in the Planning arid
Development Study (19) wan 64 percent foz the entire
sample. The ratios for the small, medium arid large
farmers were reported as 62, 63 and 67 percents
respectively. The present survey shows higher ratios of 
marketed surplus 
though the trend by 
size of holdings
 
remains consistent.
 

1. 
FedeLal Bureau of Statistics, Household Income and
Expenditure SuLvey, 1985-86
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TABLE .5.60 

PERCENTAGE SHARES OF DIFFERENT USES OF THE TOTAL OUTPUTMASCOR SAMPLE GROArFRS OF DIFFERENT SIZES OF PUNJAB 
CR3P : MA SW~.R 

- ~~~~~------------- --- --------------
UFann Size Ixnebtic Payrnent in Kept for Marketed I Total.Conburnpt ion Kind Seed 

(%AGE) 

0 A3 

S-d11 

Medium 

Large 

TL aI 

--­

7 

9 

5 

8 

8 

4 

5 

6 

7 

6 

1 

6 

78 

81 

89 

80 

I 

100 

100 

100 

100 



iv) Seasornal Spread of Marketing Operations
 

The harvesting of masoor starts in April. A major 
share
 
of the marketed surplus is sold immediately after harvest
 
during April to June. The quantities sold during these 
three months were 69 percent of the total sales for the 
sample as 
a whole while the corresponding ratio for the
 
small, medium arid 
large sample holdings were 72, 59 and 68 
percents respectively. The average sale prices during the 

three months were Rs. 244.33 per maund which declined to 
Rs. 228.30 per maunid during July for the sample farmers. 
The average prices however 
rose significantly to Rs.
 
271.05 per maund in November of the same year. (Table 
5-61
 

It is generally 
held that the prices of agricultural
 
produce are at the lowest levels during the harvesting 
season when almost the entire marketable surplus is sold 
by the farmers. The prices then show an upward trend ini 
the subsequent period, reaching the highest levels just 
before the begirning of the next harvest period. A recent 
phenomene observed for some crops has been the slight 
reduction in the price levels for limited
a period
 
immediately after the busy 
sales period. It is reported
 
that during the harvest period, a large number of beoparis 
arid others enter the market arid compete among themselves 
for purchasing the new crop, thus :11',IJ' maintaining 
prices at reasonable levels inspite of the large 
quantities being off loaded on the market during the short 
period. Similarity, giving of loans by market actors to 
the growers through the year is a device to sales
ensure 

through them. Immediately after the harvest season when
 
the bulk of the crop has been disposed of, the exist of
 
most of beoparis reduces competition among buyers thus 
resulting in decline in prices. 
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TAR%- 5.61 

PERCEN"TAGE CLASSIFIC.TION OF TOTAL MASCOR SOLD EY NI)NTHS BY SAIMPLE GPJrERS OF 
DIFFERENT FARIM SIZES AND AVEAGE MJNTH PRICES FOI PUNJAB 

CROP: MASaJ-P 
Av . PERCENTA." OF TTAL QUAKrrTY SOLD IN AVERAGE SALES PRICErS RS.PER 40 KG C 
5e d Ap:' ]May June
Sold I - -- July IAug. Sept. ikct.1 Nov. Dec. April May 'June A. .o Dec. -mal1 Joy-. sp ocl. Nov.. e. 

Snall 51 11 10 19 
 - - - 9 - 254.20 208.10 236.64 215.80 - - - 281.38 - -'2.77 

Punjab Me din 50 5 4 23 - - 5 8 5 243,5L 275,00 320.00 241.82 ­ 235.00 255.55 230.O['i-'7.50

Large 66 2 . . .
 . 3 -- - 220.OC 2L0.0O0 . . . . 220.L0- - 26.05 
Total 52 11 6 19 - - 2 8 2 26.1-3 230.63 256.24 
228.30 - - 233.10 271.05 230.O[23.l0 

22 

http:230.O[23.l0
http:230.O['i-'7.50


V) Storage Facilities
 

The average storage capacity for the sample growers was 
reported to be 126 maunds. The capacity varied directly 
with the size of the holdings except for the large farms. 
About one half of the storage capacity was of standard 
type. In view of the small quantity of masoor retained 

for domestic consumption arid for use as seed, the
 
available capacity was adequate for these 
 storage
 
requirements. (Table 5-62)
 

Storage losses were estimated at 0.91 percent of the 
quantity stored at the growers level.
 

vi) Marketing Channels 

It appears village was most
that beopari the important
 
market actor for the sample growers, accounting for about
 
two thirds of the total sales. The relative importance of 
this actor however varied inversely with the size of 
holdings. In the case of small sized growers, it 
accounted for 72 percent of the total sales. For the 
other two groups, however, the shares declined to 62 and 
31 percents respectively. Pacca arhatis was the second 
most important market actor with a share of 25 percent of 
the total sales. /Table 5-63)
 

vii) Marketing Costs
 

The average marketing costs 
for sales to pacca arhati were
 
Rs. 22.72 per maund as against Rs. 15.22 per maurid for 
katcha arhati. These costs formed 9.05 and 6.92 percents 
of the sale prices and 9.95 arid 7.44 percents of the farm 
gate prices.
 

The major cost comporert was reported to be cost of 
deductions which accounted for almost one of thehalf 
total marketing costs. These deductions are made by the 
arhatis on different pretexts anid generally amount to the 
price of 1.5 to 2.0 kg. per maunid of 40 kg. (Table 5-64)
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TABLE 5.62
 

AVERAGE STORAGE CAPACITY CLASSIFIED BY TYPE FOR SAMPLE
 
GROWERS OF PUNJAB
 

Fanu
 

Si ze 


Small 


Medium 

Large 


Total 


Farm 

Size 


SmlI 


Mediun 


Large 


Total 


-oP: -MASUR .. 40k 

Adnverage Storage. %age of Storage %agqe Share of Los5e s
Capacity Capacity Used Standard (age) 

for Storage to 
Total Storage 

124.00 0.74 
 48 o.13
 

134.00 1.37 67 
 1.49
 
102.00 
 1.06 
 49 
 1 .20
 

126.00 1.77 52 
 0.91
 

~-


TABLE 5.63
 

MARKETING CHANNELS FOR SAMPLE GROWERS OF PUNJAB
 

CROP: MASWR (Mage) 

Village Village Pacca Katch 
Shopkeeper Beopari Arhatti Arhatti. Total 

172 
 27 100
 

9 
 62 29 - 100 

31 4 65 300 

4 65 25 6 100
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CLASSIFICATION OF MARKErING COSTS OF GRO)EERS FOR SALE-
TABLE 5.6L 

TO DIFFERE.T FUNCTILWARIES AND THE FAR. GATE PRICES FR EACH PRYINCES 

ize rf Ave ir Cos 

Pie1 

S-& 24121 21.58 
P~lm.'ab Medi=1263.7 1 2/L.60 

Largae P20.00 18.4.4 

Tc-ta, 151.03 22.72 

MrtqCs 

-

-

-

PACCA ARHATI 

%AGE OF MARKETING PRICE 

2 3 4 5 

26 4 28 -
25 3 27 -

9 - 30 -

24 1 4 28 -

6 

2 
45 

51 

44 

7 

100 
10 

1G, 

100 

Farm Avera~cIre tnAEOMRKTNCSTFr 
Gate M~arketing Cost 
Price ri '345 

121).60 

294 - - - -

1201.56 220.00W 15.2 - 1E 
226.33 220.00 15.22 - 1E 

-

-

4 

4 

KATCH-A 

Price 

-

--

36 

36 

MASJ 

ARHATI 

CS 

-

1 67 

1.2 

412 

-­

100 

100 

GateFMArETN 

Gt 

204.78 

204.7 

.1* 

I. Preeparatioi, Charges 2. Trazisportatioz, Charges 3. Octroi 4. Comissic, 5. Paladari, Weighme, & Chager 6. Cost of Deductioi 7. Total 



viii) Farm Gate Prices
 

Farm gate prices have been estimated by deducting 
marketing costs of growers from the sale prices realized 
by them. 

Table 565 shows the 
average farmgate prices for sample
 
growers classified by farm sizes for sales 
 made to
 
different market actors. It appears that the average farm
 
gate prices were the highest 
at Rs. 245.43 per maurnd for
 
sales made to village shopkeepers, and the least at Rs. 
204.78 per maund for sales to katcha arhatis or about 16.6 
percent lower as compared to the former. Sales in the 
village however are limited by the 
 local marketing 
facilities available to the growers.
 

It is significant to note that while in most cases, sale 
prices realized for sales in 
the markets to pacca arhatis
 
or through katcha arhatis 
were higher than those obtained 
through village shopkeeper the average farm gate ,,riecs 
were lower in the former cases because of the marketing 
costs borne by the growers. 
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AVERAGE FAR! GATE PRICE FOR SALE 
TABUE 

THRk.;H 
5.65 

DIFFERENT C-KiNNJ-LS OF MASOR FOR PUNJAB 

I 

Province 

Punjab 

Farm Size 

Mediuzn 

Large 

-----Village Shopkeeper Viag BeRCa:eiag*eprper~hMarketed Marketing Farm -ate -­rkete-dl.akei-t 
ea ee 

L 

Prick , . ! ac~-M r e i ~ a -
Price 

icete -

Price 
Cost• 

Ccost Price 
... . 250.00 237.38 

237.38 2 4-2 1245.00 
245. O 208.16 

205.16 263.74 
-

CRP WW 
--------

Arhatihata F 
Ko-1

7 - ­ --- -fK lha Arhat i*"rkeearketing Farm tel Ma t-ei ed• 
"tr 

Cost Price Price e o-tePrice 
21.58 2 9.6 3 -

24.60 239.14 -

- 202.16 2 

240-00 

S 
2 27-

20.00 

251.0 
18.44 20156 220.00215.02 
22.72 

2282-2C. 
i 

- 2O37 



ix) Transpoztation Modes and.Costs
 

The major modes of transport used by the sample growers
 

were tractor/trolley and trucks. Percentage shares of
 

different modes for sample qowers of diffetent farm sizes
 

are given in Table 5.66. The corresponding Latios fot each
 

sample district are included in Table V.48 of the
 

Statistical Appendix.
 

The average cost was estimated at Re. 0.16 per maund per
 

kilometer (Table 5.67).
 

x) Marketin9 Channels.for the Second Stage Market Actors
 

Summary cahracteristics of the second stage actors; village
 

beoparis, katcha arhatis and pacca arhatis, are included in
 

Table 5.68.
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TABLE 5.66
 

PERCENTAGE CLASSIFICATION OF QUANTITIES TRANSPO-ED BY DIFFERE\T MODE FOR SAMPLE GkMERS OF
 

DIFFERENT FARM SIZE FOR EACH PROVIDCE
 

-rse Prci,., Pack Arniral Tctal
IBuIccks/
Tractcr/Trolley Truck 

._
Ca-el Carts CjrtsFar S ize 

%age cf %age of Sd:-
=ae cf %aqe of %age2 f %aqe of ,aize of %aqe of cf 

%aqe of %age of %aqe of 

Fadners Qty. Farnert :y.

Farmers Qty. Farmerb Qty. Farers Qty. Farmers QtY. 

Sa 1 20'" 63 80 37 ...... 100 30 

100 30 
Med ium - - 100 100 .....Puiijab 


100 -00

100 100 ......
Large - ­

- - - 100 100-63 86170 -Tcial 14 




TABLE 5.67
 

AVERPAGE TRANSPORT COST OF DIFFERENT MODES FOR SAMPLE 
GRUWERS OF DIFFERENT FARM SIZES FOR PUNJAB
 

(Rs./40 Kg./Km.) 

Farm Size 	 Tractor/ Bullocks/ iHorse Pack Truck 
Trolley Camel Cart Drawan Animal 

Cartl 

Sai1 0.16 - 0.15 

Medium - 0.17 

Large -	 .-
.11 

Total 0.16 .16.-
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TABL!E 5.6 8S~T~tAY CHARACTERIST~s, OF DIFFTERENT C O7')7= OF NjAZ::c AIR Y D F.I-Y ItRC 

Pa~CC __ ______ ____L rM ___a t i ___CRF:~Salez 
____ 

fL.rchase 
___ 

WMAO J'Fra c:_ n. 3. Sale Purchap 75ale _ &_ - _ _3utf ~ Lo t tr u c ie ~Sales/ , t-L ot Price ~A 1:urcna1:ri c r :e ~ se in- f~ j .L hCset e Purz-_.- Sale 'uot nt ty P.nar r Pr e icVrcr d d s sOlewL 
Sa ejs/ Purc r,

t 5 
L : 

-c~!sr Sale
R~.an r ~ r : , .39 iIIa2E JN1if 273Z L.% 231.05 ;2rI9 53D Fa m~rsPcscpr~ !14h~s Prozi,-to 3: 22.1)25665-


-V'
 I 
Fir. ~n 

Iria /22 
ab I 4a.' S7 ~'279 L6155 
 airFo--910 P9
toI M. 0_ Z68397 UFamers'hzm262r--3 2 37,:!/63TL3 

. 3 62
 



The pelcentaqe hates of diffeLent agencies sales
n o[
 
second staqe actors are shown in Table 5.69.
 

These actors trade among themselves, though the largest
 
share of the sales has been with the processor except for
 
village beoparis who sold the entire quartity to pacca 
arhatis.
 

On the basis of the present survey, three major marketing 
channels have been identified as shown below: 

I. 	Farmer --- Beopari --- Pacca Arhati --- Wholesaler ---
Retiailer. 

II. 	 Farmer --- Katcha Arhati --- Processor --- Wholesalc, 

:II Farmer --- Pacca Arhati --- Processor --- Wholesaler
 

--- Retailer.
 

Percentage shares of farmgate prices and of marketing 
margin in the retail prices for each of the above 
marketing channels given Table 5-70. Theare in actual 
amounts are shown in Table V-33of the Statistical Appendix. 

The farmers shares in the final retail prices have varied 
between 54.22 to 60.46 percents for the sample growers. 

The percentage price spread between the grower arid the 
consumers has been arnalysed in terms of the followinIg 
elements of marketing performance. 

-	 average farmer's share in consumer rupee. 

- (I iutribut i.jo of q rous maryigii 11MOl( I V.1 V L 118 

intermediaries/stage. 
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PERCENTAGE 

TABLE 5.69 

OF MASWOR SOLD TO DIFFERENT 

-'rrF SELLERS 
ACTORS BY SECOND 

Katcha 
Arhati 

TO WHCM SOLD 

Pacca Processnr 
Arhati 

Total 

Village. IBeopari 100 - 100 

PIifjit1 Katcha Ariat - - 100 100 

lhiccni Arhin I i - )o 100 
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TAI.Y 5.70
 

PERCENTAGE OF GROSS 4ARGIN COST NFT MARGIN AND FARM GATE 
PRICES TO CONSUMER PRICE 

MASOOR 

PUNJ Al 
_ _ _ _ _ _ _ _ _ _ _ _ _ __ _ __ _ _ _ _ _ _ i 1 I 111 

A. Fdrn ,1t e 60.z3 54(22 6O.46 

aFn,,er .Lo,1 4.03 

B. Beupari 

- Gto i Margin q.25 _ 
- cubt 1.40 

- Net Margin 7.85 _ 

C. KaLcha AriatLi 
- Gro Margin - 9.76 
- Lub 0.48 -

- Net Margin 9.28 _ 

D. Pacca Arthti 

- Grubb Mrgin 6.30 _. 
- Cobt 0.59 __ 0.59 
- Net Margin 5.71 - 8.71 

E. Procebbor 

-

-

Gro 

Coubt 

Margin 6.99 

1.64 

14.76 

1.64 

6.)() 

1.64 
- Net Margin 5.35 13.12 5.35 

F.Wholeba Ler 

- Grub Margin 8.01 8.01 8.01 
- Cost 0.59 0.59 0.59 

- Not ir.,in 7. /.) 7.4,! , 2.4/ 

G. Retailer 
•-(z J, Ma rglii )..,. t) A ) , 

- Cost 1.44 1.44 1.44 
- Nvi K ir7 778.7, 1. 

T t :a1 100.00 100.00 100.00 
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--------------------------------------

-------------------------------------------------

--------------------------------------

- share of net margin to gross margin at each stage. 

The above data are included in, Table 5-71 for the sample 

as a whole. It appears that the on the whole dealer gets 
the maximum share of the gross margin followed by 

retailers and wholesaler. 

The net margins form a very high proportion of gross 
margins varying from 92.66 percent for wholebalers to 
(/.69 percent for the processor for the sample as a 

whole. 

The Planning and Development Division Study (19) estimated 
the share of growers farm gate prices in the consumers 

rupees for masoor whole at 62.36 percent. The ratios of 

gross margin of wholesalers and retailers and the shares 
of net margins in the gross margins were estimated as 

follows:
 

Gross Margin Ratio of Net Margin to 

% Gross Margin %
 

Wholesaler 13.23 55
 

Retailers 21-70 73
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-------------------------------------------

- - - - - - - - - ------------------------------------------

-----------------------------------------

TABLE 5.71 

RATIO OF GROSS MARGIN AND NET MARGIN
 

%ofageG.M 

to Con-
sumer 


Price
 

Farm 60.29 


Gate
 

Farmer
 
Cost 2.01 


Dealers 13.45 


Proce sor 7.03 

Wlicjlu -----
Whulu­
seller 8 00 

Retailer 9.22 

Total IOU 

MAS OOR 

Distribution 
Net Margin 

Rs. %age R. %age to 
of G.M G.M. 

-

-

50.81 35.68 42.83 84.29 

26.56 18.65 20.37 70.o9 

30.24 21.23 28.0.2 92.66 

34.8 24.44 29.37 84.37 

142.42 1O 120.59 84.67 
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-----------------------------------------------------

-----------------------------------------------------

Nazir Ahmad (15) orn the basis of his case 
study of
 
Faisalabad market gives the following estimLites of gross 
margins as percentage of consumers price and ratios of net 
margins to gross margin. 

I-----------------------------------------------------

Gross Margin Net Margin as % of 

% Gross Margin 

Commission Agent 4.73 52.9
 

Processor 14.27 
 65.3
 

Retailer 35.00 
 89.4
 

xi Marketing Costs of Second Stage Actors
 

The average marketing costs of second stage actors have 
ranged between Rs. 1.80 per maund for pacca arhati to Rs. 
5.29 per maund for beopari. The higher cost for beopari
 
was mainly due to incidence of transport costs which 
formed 29 percent of the total costs for the sample 
beoparis. The value of losses ranged between 9 to 12 
percent of the total cost. (Table 5.72) 

The bLeakdown of the opeLatinq costs, stoLaqe and
 

tLanspottation costs and cost of losses aLe qiven in Tables
 
V. 50 to V.53 of the Statistical Appendix.
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TABLE 5.72 

COST COMPONENWS OF-O SECJDf STAGE MARKETING INTERMEDIRIES CROP : MASO lR 

I 
Rs./ 

Operat- Storage'_:ss-=
igcost'CostS sCost 

Trans_,Credit: Oter,Tta 1port p~ost 
o;Cost 

I SI• 

:Operat- ;Storage:Losses
in Cs:Cs 

g 

:port :Cost 
; 

-Trans-'Credit,Orher'T 

5eooar 1 

Facha 

Punjab 

Punjab 

2.52 
1.60 

0.400 .08 0.66 1.54 0.17 5.29 48 8 12 29 3 100 

Pa zca Punjab 
P 

n 

.1.60 0.27 0.19 0.11 0.03 0.03 2.23 72 129 1110 

t 
A00 0 0 

A. 
. . . . . . . . . 



xii) Processing.cRsts
 

The average processing costs for masoor are given in Table
 
5.73.
 

xiii) Wbolesalers and.Retailets
 

The major 
components of average costs of wholesalers and
 
retailers are in
given Table 5.74. The transportation
 
costs were 
the most important component accounting for 80%
 
of the total costs of wholesalers and 55% of retailers.
 

xiv) Shares of Marketing Services in Gross Margins
 

Percentage shares of costs of various marketing services in
 
the gross margins of 
masoor for various marketing channels
 
and their average are shown in Tabe 5.75. The 
actual
 
amounts are included 
in Table V.54 of the Statistical
 
Appendix.
 

Net margins or profits absorb about 80 percent of the gross
 
margins. Transport 
 cost is the next important item
 
accounting for 5.12% followed 
by processing cost at 3.93
 
percent of the total.
 

xv) By-Product
 

Seed cover is the ony by product of pulses during
 
processing. Its production is estimated at 6 to 10 percent
 
of the output. Its ony use is in poultry and animal feed.
 
The feed mills located in the vicinity of the pulse
 
gLinding units 
obtain seed cover directly from them. The
 
unit price of seed cover was reported at Rs. 45 to Rs. 55
 
pet 40 kg.
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AVERAGE PRL)FSP'G 

TABLE 5.73 

C. ST FOR SAUPLE UK'-75 

NIASOR 

Fuiiiab 

Salary L Cc,-ract 
wages L az,:u r 

1.56 C.83 

DIRECT COST I FIXED COST 

Elec Telephone Repair & Other Total -alaresj'dminis Rent L 
tricity ance Misc. and -rative Tax 

nante ?iisc. _-

1.95 1.28 1.58 0.85 8.05 1.83 !0.72 0.35 
_______ ________ ________ ________________________ I_______ ________ _______ 

Misc. TCtal 
Cost 

Iiatio 

________ 

t 
Fina--ia!'Oepre
COS 

fc 

I 
Transport Storaoe 

Csots 

07 0.05 
_______ 

I 4 
Other Tota* 

3.10 16.93 
___6.___ 



TABLE 5.74 

AVERAGE COSTS OF SAMPLE WHOLESALERS AND RETAILERS 

Rs./40 kg. 

Whnlebalerb Retailers 

OPERATING COSTS: 

- Labour 0.19 0.84 
- Peit 0.09 0.84 
- Electricity 0.01 0.17 
- Phon~e 0.07 0.10 
- Taxes 0.04 0.12 
- Others 0.04 0.40 

Sub-Total: 0.44 2.47 

Transportat ion 1.78 2.97 

Total: 2.22 2.97 

Transportdtion Cost as 
% of Total 80 55 
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----------- ------------- -------------------------------

------------------ --------- --------- ------------------

------------------------------- --------

- - - - - - - - - - - ---------
------------------------- -----

--------------- 

- - - - - - --- --- - -

TABLE- 5.75 

PERCENTAGE SHARES OF MARKETING SERVICES IN
 
CROSS MARGINS
 

.Maoor 

(PERCENTAGES) 

MASOOR AveLag 

I II III TAvag
 
LabouL 2.20 1.03 1.31 1.49 1 

StoLaqe 0.45 0.05 0.18 0.22 

TLansPo~t 4.26 4.56 6.64 5.12 

Packing 0.47 - 0.18 0.21 

Rent 1.38 0.80 1.16 1.09 

Taxes 0.11 0.45 0.71 0.43
 

CLedlt Cost 
 0.02 ­ 0.02 0.01
 
! ----------


-- 1--- --------
PLocessing Cost 4.12 3.58 4393
 

-- - - - - - - -- - - 1---------
Net MaLqins
Miscellaneous 185.77 82.14 74.02 80.73
1.22 7.39 11.63 6.77
 

Total 
 100.00 100.00 100.00 100.00
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xvi) Sche--matic Diagramn; or ma-rket channe-1t1. 

a Schematic Diagram for market flows showing market Channelli 

for each province ind for the sample as whole are given 

on page 334 

b 
 Diagrams showing geographical flow for one major
 

producing district for each province are given on poige 

335.
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SCHEMETIC 'DIAGRAM OF SHOWING MARKETING CHANNELS 
MASOOR PUNJAB)
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CIIA I11R VI 

CON!.;JM,'IR SUIRVE Y 

6.1 INTRODUCTION
 

Satisfaction of consumer's needs is one of the principal
 

goals of marketing activity. A consumer's survey was thus
 
organized as a part of the present study to assess their 
desires for and willingness to pay for marketing 
services. The survey was based on stratified random 
sampling. The main features of the sample design are 

described in Chanter-I. 

6.2 BASIC CHARACTERISTICS OF THE SAMPLE
 

Income Groups
 

The sample households have been analysed in terms of the
 

following monthly income groups:
 

I. Upto Rs. 1000
 

II. Rs. 1001 - 2000
 

III. Rs. 2001 - 3500
 

IV. Rs. 3501 - and above
 

The percentage classification of the sample by the above
 
income groups arid by urban and rural areas is given in
 

Table- 6.1 . The main findings are as follows: 

- The highest percentage share of the total sample fell 
in the income group of Rs. 1001-2000. This was true for 
all the provincial samples except Baluchistan wheLe the 

+ All tables are included at the end of the Chapter.
 

-336­



and above had c: 

Relative dist -' ", - n o' he r _'e 

showed similar trends as in the case of the total 
samole. In this case, however, the relatIve .,,-: of 
the four income groups were more evenly balanced. 

The rural households showed creater concetration in 
the i:,come group 10 2,".09 which acco,':,ted for 41.02 
perce!it of the total sample househoCs. Similar 

tendency was observed in respect of all the provincial 

samples.
 

Average Size of the Household
 

The average size of the sample hc,.seholdc, bby arid 
rural areas and by dif'..-rent income groups are iv.i, :'t 
Table 6.2. The table shows that: 

- The average size the for the -)"."'nof household as 
whole was 8.23. The urban and rural samt'l'S had 
averages of 7.76 ar!rd 9..59 persons resrective1,. 

- The size of the household was d"rectly ccrrelat-e .. 
the income gro , te averace number of perso , .! 

the highest income croup being 53 percent hi': ,,
 
that of the Lowest income aroup. 

- All the provincial sa-,Dles as well as the tots 1r'-,-, 
arid rural sam-.).ies 3hcwed similar tr.,", in -r-o 



the average size of the household, though the extent of
 

variation was diffetent in each case.
 

The averace size of the household for the rural sample
 

was hlqhet than that of uiban sample for the total
 

sample as well as for each provincial sample except for
 

Punjab whete the opnosite was true.
 

Education Groups
 

The sample households have been analysed in terms of the
 

following educational level groups for the heads:
 

I. Illiterates
 

II. Upto MatrLic
 

III. Above MatrLic
 

The percentage classification of the urban, rural and total
 

sample by the above education level grourpis given in Table
 

6.3. The table showsthat:
 

- The group of upto matric level for the heads of the 

sample households had the highest share for the urban 

sample. This was tLue for all the provinces except
 

Sindh where above matric group had the highest
 

share.
 

mhe group of illiterate had the hlghestshare fao the 

rural sample as well as for sample as a whole. All the 
pLovinces showed similar trends except aqain for 

Sindh where the group of u)':o mattic was the most 

important for the Iural as well as for the sample as a 

whole. 



6.3 CONSUMPTION OF SELECTED ITEMS
 

Wheat and rice were the two main staple products consumed 

by all the households. The avetage per capita consumption 

of wheat flour foL the sample as a whole was estlimated 

at 9.41 kg. per month. The averaqe for. the Lural sample 

was hlqhe at 11.22 kc. as aqalnst 7.24 kg. forot he urban 

sample. In the case of rLice, the average pet cao-ta 

consumption was 1.58 kg. per month distributed over 
different quality products. The corresponding average for 

the urban and rural sampler were 1.38 kg. and 1.72 kg. 

respectively. Taking all the pulses, the average 

consumption for urban, rU Lal and the total sample were 

0.72 kg., 0.70 kg. and 0.71 kg. (Table 6.4).
 

A comparison of the average consumption estimated on the
 
basis of the present survey and those given In the
 

Household Income and Expenditure Survey is given in Table 6
 

on the next paqe.
 

Co-efflcients of correlation between income Croups and 

average consumption of selected commodities are .ncluded 

it) Table 6.6. IL lI[UVLItJ that conUumption o all Lood 

items ate directly correlated with income levels, though 

the degree of correlation varies among various items. The 

maximum positive correlation for the urban sample is shown 

by baked bread (double toti) followed by rice, bason 

and 'nan. For the rural sample, items showing highest 

correlation coefficients are rice, wheat flout and gram
 

pulse.
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Data Lelatinq to frequency of puLchases has been analysed 

for various income 9Loups on the basis of the maximum 

frequency shown foL a peLiod foL any item. (Table 5. 7). 

It appeaLs that with the Increase in income levels the 

tendency to puLchase most of the food items ,n ateatet 

quantrtles at less frequent levels exists fot both uLban 
and LULal sainplUs. ThusL the nuruboL Of -teIIS 0 W n1)l 
maximum Latios foL monthly putchases increased with income 
1evel. T1'his h0wvet does not ipply to iteitis COSLIniod !!) a 

ttesh tOLHI like 'chapaLi', 'tandOLi Ltoi' and 'nan', 

which were puLchased almost on daily basis.
 

The average plices estimated duLing the consumer's suLvey
 

and their comparison with pLices estimated on the basis of
 

LetaileLs survey and those issued by aLe included in Table
 

6. 8 . CompaLative ptices LepoLted by FedeLal BuLeau of
 

Statistics fOL December, 1988 for maLkecs located nea.
 

samp]e distiicts ate also included.
 

The table shows that, price estimates dLived fLom 

consumetl'S survey and Letailet's suLvey aLe quite close to 

each other foL wheat and Lice. In tespect of pulses, 

howeveL, consumers, suLvey estimates about 20-25 reLcent 
hiqher than those of tetaile survey. It may be added that 

consumeL survey was undertaken 2-3 months afteL the dealets 
UULVey. The apptLCcLd.ic)n ot L.tiCUS could be aIt.tt LLbUtL'd I: 
advarcemilent o. uebason. 
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Percentage for Purchase of Wheat 	and Rice in
 

GLain form (''able 6.9)
 

the
 
A significant part of' the consumers prefeL to obtain 


main staple food item, wheat, in grain fOLm instead of
 

These
in consumable pLocessed form.

purchasing it 


then arrange for grinding of wheat into flour
 
consumers 


the traditional 'chakkis'

under their own supeLvision at 


places. Households with agLicultural
located at seveLal 


also retain a part of

holdings and producing this crop, 


to arrange
their output foL domestic consumption and prefer 


of buying flour from
 
for its gLindinq as required instead 


of the sample households
the market. About one-third 


wheat thq gLain form. The LatLo

puLchased OL obtained in 

higheL at 55.87 percent for the rural 
was significantly 


for the urban sample
against percent
households as 	 11.98 


households.
 

ratios of consumers obtaining

In the case of Lice, the 


the entire sdimple and
 were loweL at 9.57 peLcent for
paddy 


rural uLban
and percents for the and 

at 16.55 2.45 


centres.
 

grain
wheat and rice in 

Out of those purchasing/obtaining 


from their own

share of respondents obtaining
form, the 


75 percent for rice.
 
farm was 68 percent for what 	and 


in respect of pLovinclal
were observed
Similar trends 


samples.
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FACTORS INFLUENCING PURCHASES
 

Rel.a t I ve s II. of con",LI10L S Lankint1 V1L0U S 
factoLs/featuLes as number one at 
the time of purchasing
 
diffeient food items classified by income groups 
foL uLban,
 

tut il ind (-t'oLL a:, 
 l c at.c shown ,n '[able-6 6.10, 6.11 and 
6.12.
 

It appears that pL;ce 
 of the commodity was the most
 
important single factor 
 foL all the items for all the
 
income 
 groups. The relative importance of the price
 
factor, howeveL, declined with higher 
 income groups.
 
Thus otheL factors like caste, colour 
 and textuLe also
 

I f2Cruilit . 'I'll I u Wc l L It i II! II I ll 111, clIl I L LCl Ii J0 11 Itt , 

This featuLe received the second highest ratio of top
 
preference. 'Taste' was another 
feature which was 
ci.ven
 
fIrst preference for more than 10 
percent of the sample
 
h tLW) olcU.J' roQ ;oiIe of t. IL' It eHiS ! ko suj.., LiCe 1ild 
bread. 

Place of Buying (Table 6.13 & 6.14)
 

'Mohalla 
Shop' or store located in the near vic.nity was
 
the most important place 
for buying food items 
for the
 
total sample. For items 
consumed in relatively fLesh
 

baked foLm obtained 
lroii the market, 'mohalla shop' was
 
patronized by more than 80 
percent of the sample. 
 The
 

ratio declined to between 60-70 percent 
for items not used
 
regularly like 
pulses bason, dalya etc. In the case of
 
more 
regular items of consumption 
like wheat flouL, rice,
 
etc. the coLLespondinq ratio 
was geneLally between 
50-60
 
prjLcencs. 
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Wholesale marker was 
the second most 
impottant place of
 
buying toL all 
the i'tems except baked products.
 

The urban 
and rural samples showed discinct tends. 
 The
 
relatve shaLes 
of households buying fLom 
'Mohal!a Shop'

wele signif cant!y highet 
fior almost 
all the items -n the
 
case of the 
urban sample. 
 In the case of ruLal aLeas, 
wholesale markets were almost equally 
mportant as 'Mohalla
 
Shops' for several items.
 

'Location' 
was the 
most imoortant 
reason for selecting

places of buy-nq for 
a majority of 
the sample for almost
 
all food items. Ratios of sample 
 household giving

pLefetence 
to qual-ty 
and ptrice consdeLations weLe 
also
 
significant for 
several items.
 

PuLchases in 
Packetted Form
 

The form of packaqj.nq used for 
the commoditj.es under 
study
 
ate:
 

- Gunny baqs 
- Cloth bags 

- Card boxes and 

- Polythene baqs 

Gunny and Cloth bags aLe used 
for wheat flour while i7.ce and
 
pulses are packed in 
transparent polythene bags.
 

The present position 
in respect of purchases of selected
 
food items in packetted form has 
been analysed on the
 
followinq basis.
 

a) Percentage 
 shares 
 of sample households purchasinq 
d "ffet enr food r !u: I 1ick'lk,',( ,.i 'or cl f[ :111 by 
:ncome gloups for uiban, rutal and total samples.
 
(Table 6.15)
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b) 	Percentage classification of households putchasing
 

packetted food by types of package by income CLoups,
 
sepaLately fOL uLban, LULal and total samples.
 

(Table 6.16, 6.17 and 6.18).
 

c) 	PeLcentaqe classificac:on of households putchasin
 

packected food by size of package by income groups,
 

sepaLacely for uLban, Lural and total samples.
 

(Tables 6.19, 6.20 and 6.21).
 

Purchases in packetced foLm wete Lepotted by only a small
 
fractlon of Lespondents, the maximum ratios being 4.21% for
 

the gram pulse, 4.14% foL wheat flour, 3.79% for masooL
 

pulse and 3.57% for basmati rice. The ratios wete almost
 

double the above levels foL uLban ateas and insignificant
 

for the ruLal areas. These ratios were also directly
 

correlated with income groups.
 

The classification of purchases of packetted food by types
 

of package shows that in the case of wheat flouL, the
 

ptedominant type of package was 'cloth bags' for the urban
 
sample and gunny bags for the LuLal sample. Rice and
 
pulses, when puLchased in packetted foLm, were almost
 

everywhere in polythene bags.
 

The consumers geneLally purchased wheat flOUL in 20 kq.
 

packets. In the case of rice, 5 kg. and 1 kg. packets were
 

most popular.
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Desire to Purchase Food Items in Packetted Form
 

The sample households desiring to buy various food items in
 
a packetted form have been analysed in terms of their 
income and educational characteristics on the following 

basis. 

a) 	Percentage shares of sample households desiring 
to
 
purchase different food items 
 in packetted form;
 

classified by.:
 

Income gLoups 
for 	urban, rural and total samples.
 
(Table 6.22)
 

Educational level qroups for urban, rural and total
 
samples. (Table 6.23).
 

b) 	Percentage shares of households desring to purchase
 
packetted food by types of packageclassified by:
 

Income qLoups, separately for urban, ruLal and
 
total samples. (Tables 6.24, 6.25 and 6.26)
 

Education level groups separately for urban,
 
rural and total samples. (Tables 6.27, 6.28 and
 

6.29).
 

c) 	Percentage shares of sample households desiring to
 
purchase different items of food in packetted form by
 
size of package;classified by:
 

Income groups, separately for urban, rural and
 
total samples. (Table 6.30, 6.3l and 6.32).
 

Education level groups, separately for urban,
 
rural and total samples (Tables 6.33, 6.3 4 and 

6.35).
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of Lespondents desiLing to purchase 
packetted food items weLe for gram pulse (7.29%) wheat 
flour (7.21%), masooL pulse (7.07%) and rice basmati 
(6.50%). The ratios for urban samples were significantly 

The highest Latios 


higher as compared to ruLal areas. 
 These ratios were also
 
directly correlated with income groups.
 

The position in Lespect 
of type of package preferred by
 
those desiiing to buy packetted food was geneLally
 
consistent with the pLesent patteLn. Cloth and gunny bags,
 
in that ordeL, were prefeLed for wheat flour and polythene
 
bags for 
rice and pulses. The general preference tendency
 
was similar 
 for all the groups though the extent of
 
preference showed some variations as among various income
 
and education level groups, between urban and rural areas.
 

The size 
of package desiLed by the potential users of
 
packetted food varied with 
the type of the item. For items
 
of daily or more frequent 
use, like wheat flour, packages
 
of 10 to 20 kgs. were pLeferred as against 
1 to 5 kg. foL
 
otheL items.
 

Demand for Packetted Food
 

The desire for any service has to be accompanied by
 
willingness to pay for it to 
become effective demand. The
 
classifications of the households desiring to buy packetted
 
food by their willingness to pay additional 
prices for
 
urban and rural samples in terms 
of income and educational
 
level groups are given in Tables 6.36 and 6.37.
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It appeaLs that none 
"of the respondents 
were ptepared to
pay more 
than 5 pULc(ent 
01' Lh± pLIce for packocged iuenw.In fact for the 
Lural sample, 
no one was willing 
to pay any
aditional price 
on this account. 
 For urban sample too, 
a
significant 
proportion 
varying 
from 25 percent 
for mash
pulse (unwashed) 
to 100 percent foL 
rice ordinary were not
inclined to 
pay any higher price foL 
the packaginq seLv:ce.
The 
urban sample respondents willing 
to pay a highe. pLace
of upto 5 percent ranged 
between 
25 percent 
 foL Lice
basmat.L 
bLoken 
to 100 percent 
for maida 
. The analysis interms 
of income groups and 
education 
level groups did not

show any significant distinctive trends.
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6.4 AWARENESS STATUS AND PREFERENCES FOR EXTENDED
 
MARKETING SERVICES
 

Respondents 
were asked 
about their awareness 
of a number
 
of semn-pLocessed 
 and pre-cooked The
food items. 

awareness status vared w:th 
the type of pLOdUCt. It 
was
 
found 
 to be high for items 
 which have already been
 
intLoduced in 
the maLket. The Lank-ng of 
these products on
 
the basis of 
relacve awareness 
is shown below:
 

- 1H own [louL
 
- Kheer 
mx
 

- Pakora mix
 

- PaparL
 

- Canned rice
 

- Gonda hawa atca
 

- Enriched flour
 

'hI'c af. 
Ii c:i c n oi :; Li te households show iny j WOILL'Il I).
of improved products by urban and rural 
areas 
and by income
 
and education 
level groups ate shown 
in Tables 
6.38 -ini
 
6.J9. It appeaL.:; t haL the La ios showinq awaLt enes': 
weLe
 
highery for 
urban sample for all the 
items as compaLej to
 
the rural sample. 
 The racos also appeal to be d:.ect2\
 
correlated w:th 
income groups. Classification by educta:on
 
level groups, however, did 
not bLrnq out 
any mR1Lk(d tLend.
 

The classif:cations 
of the 
 sample households 
by their
 
des:re to purchase improved products 
 by income and
 
education 
level groups ate given in 
Table 
6.40 and 6.41.
 
It appear that about one half of 
the total Lespondents
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expressed theiL desiLe to 
putchase enLiched flouL and bLown
 
flout and about one-thiLd for pakoLa mx and kheeL mix. 
The Latios weLe higheL fot uLban ateas and weLe dLectly 
CCLtelated with income gLOUPS though classification by 
education 
level gLoups, again, showed no distinct ttend.
 

A ,;irlnificant shale of rhose dOL;1 :nq LmpLn OVV(1e }', LLIICt 

weLe not pLepaLed to pay any extra pLice fOL the additional 
seLvice. Their share ranged between 26% for enLrched flouL 
to 63% foL 'samosa'. Willinqness to pay hIlhe )LlCce 
appeared to be diLectly coLrelated with income as well as 
educational levels. These Latios were also higheL foL the
 
urban aLeas. (Tables 6.42 and 6.43)
 

Regression Analysis for Demand for Additional
 

Marketing Services
 

The demand is defined as desite fot obtaining addiconal
 

seLv~ces coupled with willingness to pay extra pL:ce fOL
 
the additional services. The additional seLvices analysed
 

include the following:
 

PuLchase of existinq food items in 
a packetced form
 

PuLchase of impLoved food items.
 

The analysis is based on the 
 follolwng mathemat:cal
 

equation for a stLaight line:
 

Y ~ -.b x 
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-------------- ----------------

-----------------------------------

Where:
 

X is the independent vaLiable (income and education)
 

Y is the dependent variable (demand)
 

a and b are fixed constants.
 

a) Demand for Existing Packetted Commodities:
 
- EejkessionCoeff.cient
 

The coefficient of Legression foL demand foL existing
 

packetced commodities for income and education
 

vaLiables aLe given below:
 

EDUCATION TNCOMF 
_ReLession Coefficient ReqLession Coeti-c.cnt 14 

a b a b 

Wheat 1.00 3..50 - 8.90 2.40 

Rice Basmati 1.00 2.50 - 1.50 2.40 

Rice Irri . 

Pulses 11.00 9.50 - 8.00 12.50 

The coefficient show positive tLends for income and 

.educat-ion v.ar'ialeF. The values of b foL pulses show 

signi icantly high demand for packaging with higher 

income and education levels.
 

-350­



------ ------ ------ ------ -------------------------

----------------------------------------- ------------------

-----------------------------------------------

The above coefficients relate to 
urban areas only as none
 
of the rural sample respondents expressed any 
demand for
 
packetted food items.
 

The values of standard error 
and T-test for demand for
 
existing packetted commodities for 
income and education
 
variables 
are given below.
 

Standard Error And t-Value Of 
 Households 
Who Demanded
For Existing Packetted Commodities For Different Income
 
And Education Groups
 

Education 
 Income
 

Std.Err t-Value 
 Std.Err t-Value
 
Wheat 0.87 3.46 1.82 1.73Rice Basmati 
 0.87 3.00 
 0.91 2.42
 
1Rice Irri _-
 - -

Pulses 
 5.20 3.10 
 5.49 
 2.34
 

The above values show that the differences are
 
statistically significant except in the 
case of wheat
 
for income variable at 5 percent level of 
significance.
 

b) For Improved Food Items:
 
RegressioD Co-efficient.
 

The coefficients of regression for improved 
 food
 
items on the basis of 
income and education level
 
groups ate given in Tables 6.44 and 6.45.
 

The coefficients show positive and
tLends foL income 

education variables 
for urban areas. In the case of
 
rural areas, however, coefficients show adverse trend
 
for the variable of education and positive trend foL
 
income. The overall coefficient show positive trends
 
for income for 
all items while adverse trends are
 
shown for enLiched flout, samosa and paparr 
 foL
 
education vairable.
 

f-) 



Standard Error and T-test
 

The values of standard error and T-test for imoroved
 

food items on the basis of income and education levels
 

are qiven in Tables 6.46 and 6.47.
 

The values of standard error and T-test show that tre
 

differences are not statistically siqnificant in the
 

case of brown flour, pakora mix, and qonda howa atta,
 

samosa and paparr for urban areas for income and
 

educat3on variables at 5 percent level of significance.
 

In case of rural areas the differences are statistically
 

sqnifjcant except 2n the case of pakora mix, and gonda
 

howa atta for income vari.able. For the education
 

vaLable the differences are statistically significant
 

except in the case of gonda howa ata at 5 percent level
 

of s.gnificance.
 

The overall values show that the diffeLence are
 

statistically significant except in the case of bLown
 

flouL, gonda howa atta and paparL foi income vdo,.lble. 

For the education variable, the differences are 
stati stically signi ficant except for gonda howa atta, 

samosa and paparr at 5 percent level of significance.
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TABLE - 6:1 
PERCENTAGE CLASSIFICATION OF SAIPLE HUUSEHOLBSBY URBAN 

AND RUA.L AREAS AND BY DiFFERET ILV E GIUPS 

Province /0Urban In o e G o p -6 :

Rural
 

1 23 Toal 
 I ncome Gop

/ a cTotal
Pu ja 
 I Ir 1u

2111 	 4rn o-e G o pTotal 1 3 n o e , r 

. - --j - - 64 33 2 5 1 27.97 17.14 100 00 135 .4 7 6 .8 , 	 4 Total/....... 	
u
 

- ...... ......
Sindcm.G.o 	
- 2 2 .5------,o.o ,,-------------------	 100 1.6 28. 635.51 25.-- .----------------------. 

,... ..
' i ...3 6 . 43.5 92.- 100.1 24103 12.8 	 24. 72 8 0 0 

-
 _
...--	 1 8
----.00
--

9 -218522 -_0 i;	 
-

9416 8 10. 11- - - - ..
- - 0 1 66 ------o----o30L 25.0 25,0 27-... 
" 


akit 	 -/ .l---F...
n . . . . -. --. . ---	 - -- ,oo
. 0 2 O .0 0 0 1..
0 7 .2 -3 .	 6.67 21.67 35.0po ' .6 	 0. 0 
-

2. 1001 - 2000 

3. X01 ­ 3500
4. 35')O and above
 



TABLE 6.2 

AVERAGE HOUSEHOLD SIZE BY URBAN AND RURAL -AREAS BY DIFFERENT 
INCOME GROUPS 

Urban RurI 
(Numbers) 

- -
Province Urban 

I__[ncone G-rcuo -- - , , 
Rural 

Inco.-e GrOUo 
j Total 

Punjb 

-----------­

. 

6.23 

2 

7.13 

3 

9.15 

4 

10-23 

Total 

8.05 

1 

6.60 

2 3 

7.74: 9.47 

4 

11.37 

Total 

7 89 

1 

6. 47 

2 

7.47 

3 

9. 2 10.96 

ot 

7.96 

-, 

9 
S 1 -5.00 6.96 .03 8-25 7.03 6.73 9.66 12 .74 13.60 10.21 5.47 8.38 9.6-3 8.90 8.0 8 

-_ 

5.00 8.94 9.06 8.6- 8.84 6.47 8.29'3.20 10.90 8.94 6.4? 8. 43 l.3o 10.13 8.92 

1 

3aLtChistan - 7.75 9.53 10,20 9.35 3.75 9.22 11.00 14.36 9.71 3.75 8.77 10.24 13.06 9.59 

Pakistan 5.67 7 .25 .1 9-24 7.76 6.46 8.3110.74 12.38 8.59 6.34 7.87 9.6 110.04 8.23 



TABLE 6.3
 

PERCENTAGE CLASSIFICATION OF SAMPLE IOUSEHOLDS BY URBAN AND RURAL
 
AREAS AND BY DIFFERENT EDUCATION GROUPS OF THE HEAD OF THE
 

HOUSEHOLD 
 (%age)
 

URBAN RURAL 0
TOTAL
 

1 2 3 
 TOTAL 1 2 3 TOTAL 1 2 3 TOTAL
 

Punjab 30 43 
 27 100 60 24 16 100 
 46 33 21 100
 

Sind 26 28 46 
 100 39 .53 8 100 1 30 37 33 100 

NWr'P 21 58 
 21 100 56 35 9 100 
 48 40 12 100
 

ciluchistan 30 60 10 100 83 17 - 100 65 32 3 100 

Pakistan 28 39 33 100 57 31 12 100 43 35 22 
 100
 

1: Illiterate 2: Upto Matric 3: Above Matric
 



____ 

TABLE 6.4
 

V.\'NTHLY AVERAGE QUANTITY CONSUMED PER CAPITA 
 SY FURAL AND URBAN
 
SAMPLE HOUSEHOLD IN DIFFERENT INCCME GROUP (in K.) (Pkislan) 

URBAN-
 RURAL. TOTAL 
Tncn e Gr.,: ncx e.. eIncomen r'muo1_2_3 2 GrOUDI T 1 2 3 4 T 2 3 4 T 

A) Atta (V,-eatF!oir) 7.14 7.79 7.16 16.95 7.24 11.83 12.08 11.04 9.99 11.22 11.06 10.46 9.03 8.34 9.-41
 
Ida (Faked Prcucts) - 0.01 J:-
 - -____
-. 


_ ______0.03 0.02 0.02 0.01 10.030.03 0 0.04 0.01 0.020.07 
 0.04 0.03 0.03
 
Rice Bas. ti 
"4-ole 0.48 0.61 0.84 1.6 1.02 0.59 0.77 0.89 11.08 0.87 0.58 0.71 0.87 1.29 01__Rice Bas-ati Er.ken 0.28 0.22 10.08 0.12 0.14 0.08 080.07 0.08 10.10 0.08 0.11 0.13 !0. 0.11 0.11 
Rice Ordinary ,,hoe 0.4'9 0.30 10.17 0.15 0.20 0.66 0.87 0.45 I0.53 0.63 10.63 0-63 10.31 0.32 0.L/" 

KieOdn rJ 0.11 0.01 0.02 100 g~0.23 0.19 0.01 jO0.16 10.14 10. 21 0.13I - 0.1,9 0...
*rim :,hole '0.'0 0.07 '0.06 0.08 10.07 10.07 0.09 0.07 0.07 .-S0.3 0.07 T u
 

Gr-ar1 ..a" -0.20 0 16 ;0.17 0.16 
 '0.16.89 0.1i9 0.17 10.17 0.18 0.19 .7 01 0.7-
K-boa.,c, .-' Ioo 01 'oo , oo0 .05Io.1r-m .o8 08 o-q1.085,68 3,
nn__ 0.02 .0.01 100110-07 0.090.01 i00.0210.u-._oi-- - '2a;;
 
0.103 ';0 

0.0.0 0.00.07 0 10.09 00.010.0o1-01'':nq Dal 0.01 0.02 V0.03 0.02_.. nn_Da l U L'. hed 1.O04 0.03 -___03 = 0.02l 0.01 .0o. o.o i .01 j.i0.01 0.022]0 03 3 0.02 10.02
to.0 3  __ _ 10.01 0.02 0.02 LO02 -0.0 0. 52 .0 0.0 0.0200
 
D,-al','ashed 10.08 0.0.9 0.10 0.0 0.09 0.11 0.11 10.09 0.10 0.09 J0.10 .11 0.09 0.10 

Wh ole 0- .0 0.01 001 0 10.0200.01 .0 0.01. 100 0.1 1 0.03 0 2
 

'.-aIh Dal _hed 1-)9 0.09 _!0.10 0.10 !0.09 
 10.08 0.08 0.08 1 0.05 0.07 10.08 [0.08 10.09 0.o0 o I0.3o 
.. sh Dal -.- '-ed 0.01 0.02 10.02 0.02 0.02 0.01 

"O.c 'Sho 
0.01 0.02 - 10.01 10.01 [0.01 0.02 0.01.Olj 0.01.,-_. 
 -- .. ..
 

10O01 0.02 !0.02 0.02 0.12 0.01 0.01 0.02 10 0.1)] 10.01 0.02 0.02 
'Washed__ Dal__ ____________ ____1 ________ ____r02___10s03 0.10 i0.11 0.10 10.10 0.10snoez 0..05 -0O07 0.12 0.21 0.12 10.14 0'.09 0.11 0.16 0.11 0.12 I0.07 10.06 0.03 0.02 0.03 0.02 10.02 0.08 0.03 10.05 0.05 0.0, 

1m ______ n 0.0.01o
1O.0l 110.01 0.1001 .010.01__ 
 0 0.01 0.01 0.01 
ChaDati (Nos.) - - 10.01 . .. . .
. .. . 0.01 - -

Tanduri Roi (Nos.) 2.7 0.74 
 !0.83 0o.49 10.73-
 0.75 10.09 0.03 O.t1 0.25 0.44 0.31 0.35
 
Nan (Nos.)I- 0.18 !0.67 1.96 1.04 - ­ - O.O1 - - 0.07 '0.35 1.07 0.47C-.uble Roti (Ns.) ,O.83 -T0.03 1.3 1.11 10.81 0.06 
 O.O" f0.030.01 .0.02 0.03 0.20 0.43 0.61 0.38 

http:10.0200.01


------------- --------------------------- ------------ ------------------------

- - -- - - - - - -

--------------- ----- 
--------------------

------------------------ -------------------------------------------- -------------- ----------------------------

---- --

TABLE 6.5
 

CONSUMPTION OF SELECTED ITEMS
 

Kg./Month
 

7---------------------
ITEMS URBAN 
 RUPAT,
IT M ------ - -- ---- - +...--. . .. .--. -- - - -- - - - - - - - TOTAL
 

Present HI&ES Survey+ Present HI&ES Survey+ Present HI&ES Survey+
 ... vey-------- 1985-86 Survey 1985-86 j S Lvey 1985-86
 

Wheat and Flour 7.24 8.78 11.22 11.88 9.41 10.96
 

----- i ----------------------------------------------

Rice (All varieties) 1.38 1.12 1.72 1.35 1.58 1.28
 

Pulses (Total) 0.72 
 0.53 0.70 0.50 0.71 
 0.52
 

B------- ---- -- ---- - ------ -------- 86--------­
+ Federal Bureau of Statistics, Household Income and Expenditure Survey, 1985-86, Tables,23 P.384 



--

TABLE 6. 6
COEFFICIENT OF CORRELATION BETWEEN INCOME GROUPS AND AVERAGE CONSUMPTION OF SELECTED
 

COMMODITI ES 


Atta (Wheat Flour) 


Maida (Baked Products) 

_Suji _ _-_0.67 

Rice Basmati Whole 

Rice Basmati Broken 


Rice OrdinaryWhole 

Ric-e Ordinarv Broken 

Gram Whole _______ 


Gram dal 


Kabali Gram Whole 


'unq Whole 


VunR Dal Unwashed
 
unZ\ Dal Washed 

-ash Whole
 
"lash Dal shed 


-Mash Dal Unwashed 

Masoor Whole 
Masoor Dal Washed 

Bason 
Da lya 

Chapati (Nos.) _ 

Tanduri Ruti (Nos.) 

an (Nos.) 

Double Roti (Nos.) 

COMMODITIES 
 FOR 


URBAN 


0.65 


-

0.94 
0.88 


0.95 
0.77 
0.053 

0.75 

-

-_­

"'0._89 

0.95 

0.84 


0.93 


0.99 

URBAN, RURAL AND TOTAL SAMPLE
 

RURAL 


0.90 

0.99 
0.72 

0.57 
0.52 
0.26 

0.89 

0.77 

-0 

0.77 

0.82 
0.39 

0.36 

_ 

0.44 

TOTAL
 

0.98
 

0.96 
0.32
 

0.89 
0.80 
0.14 

1.00 

0_O.77 

14 

0.26 

0.71 
8 

0
 

0.24
 

0.9
 

1.00 



THE M.ST IMPORTANT FREJENCY LEVEL 

TABLE 6.7 

OF PURCW.SES OF SELECTED 1TEMS BY IW.afE GRXJ 

URBAN RURAL TOTAL­

_NICXME 

II 

GROUPS 

1 IV I 

INCQME GROUPS 

II III IV III 

INCCaE GROUPS 

III IV 

Atta (Wheat FIcur) 

Maida (Baked Products) 

Suji 

Rice Basmati M-.ole 

Rice Basmati Broken 
Rice Ordinary :oIe 

M 

-

mI 

W 

W 
M 

M 

M 

m 
M 

W 
W 

M 

M 

m 
M 

W 
W 

M 

j 

M 

M 
v 

M 

-

mI 

M 

m 
M 

M 

M 

fw 
m 

M 

M 

I 

M 

1W 
M 

M 

I M 

m 

{M 

iM 

M 

M 

-

mA 

M 

W 

M 

M 

M 

W 

M 

M 

M 

M 

M 

W 

M 

M 

M 

M 

M 

MI 

I 

, 

Gram 1hole W F M M M I M M M F F M M 

-­ra-n dal 

Kabali Gran Whole 

.nS Whole 

Mun.z Dal Unwashed 

.fhni Dal Washed 

1 Who l 

Mash Dal washed 

Mash Dal Unwashed 

asoor Whole 

%soor Dal Washed 

Bason 

Da-

ChaDatl (NDS.) 

Thndurl Roti (Nos.) 

an_-

Dou~ble Roli 

W 

W 

MF 

F 

M 

W 

M 

W 

M 

_ 

D 

Di 

W 

F 

F 

M _M 

W 

FM 

F 

F 

W 

M 

D 

D 

D 

M 

M 

M 

M 

M 

M 

M 

M " 

D-D-

M 

M 

M 

M 

-N 

_ 
M 

M 

M 

M 

113 
D 

_ 

F M 

F M 

F M 

F m 

F W 

F W 

F F 

F 

F W 

W M 

NmM 

.....-

M 

W 

m 

W 

W _ 

W 

M 

M 

W 

W 

D 

M 

M 

i M 
iF 

M 

{ 

M 

M 

F 

M 

M 

M 

ID 

F 

F 

F 

M 

F 

F 

M 

M 

F 

M 

M 

D 

W 

F 

F 

W 

F . 

w 

F 

M 

W 

M 

MI 

D 

0 

M 

M_ 

M 

m 

W 

M 

M 

M 

M 

DD 
D 

M 

M 

M 

IM 

IM 

M 

M 

M 

M 

M 

M 

F--

D 

DO. 



TABLE 6.8
 
AVERAGE PRICES OF SELECTED COMMODITIES ESTIMATED ON THE

BASIS OF PRESENT CONSUMER AND RETAILER SURVEY AND THOSE
 

OF FBS. Rs./40 K.
 

Consumer Survey (I) 
 Rt_,=.ier Svey(1) F.B.S.Wrj
• T<talPl ic -,Tol-a l 
U-ban Rurz-l Tt.z-"l (2) 

- - 2.72 2.55 
 2.57 2.95 2.40
 

Iz..eB
sT -,_t 8.35 8.59 8.55 
 9.89 
 7.00
 

-ice Pi 3.91 4.66 4.56 4.57 
 3.50
 

, l"mDa. 12.74 12.64 12.65 
 12.63 
 12.50
 

.isorDal 14.67 14.70 14.70 
 11.65 
 12.79 

LhWc.:,hzd
I't 14.06 14.71 14.58 
 11.45 
 16.00
 

Ming W,-hed 14.43 14.84 14.77 
 11.45 
 15.41
 

UC2GL 
2. Average Pilces of Maikets located neai 
Sample Districts foL the


peLiod of DecembeL, 1988.
 



TABLE 6.9 

PERCENTAGE SHARES OF CONSUMERS .WHO PUJRCHASE/0&T,±!N FADY AND WS-'.t"fIN GRAIN FORM AND OF THCSE OBTAINING FRO.M- THEIR C. .NFAPS 

URBAN 
RURAL 

i'~~ z . .:c _ , . . . ..%h r , Pa dd 
I.e-r :, W-- Pd _ 

F_.. . '"­ "- .. .P.. .. -"-T.. . . .: 'cP ddy_ t he-at 
PZ.~. .. . of . |-Percent- Icl-,re of Pe ce-:T:-

d o.- -- -- : - : - ,-- - . . 
fco-ii ning aget- i nj , nhare 

-:;a re in . 

I- II- - ... rS = ,
in f.vij own Share in frcn own shre fr,r A0r. in I - frcrn 

Itjt-[[; 2 T tl |F"v/t oa lr , -,. i r w.,,t..l .[-I 
-,f.irt (T (2n Tma'Iea total fcw. Sar.ale _-,~K) - a ~ ~ ~ IrFt~ ( -T)p~(IF4KT2 T[6- 177 

J ,L.:.'33 19 3.96 33 69. 38 80 1 .42 7144.12 6) 

3_,.: 3d 46. 15 70 20 77 931 .89 6-

TO 

. 
:. . 

sat.! 
in , 

~ 1 5 

.... 

TAL 

---- -r 

_ o 
rreF..:it 

/i,­

. 

N.: 25. b4 70 5.13 100 10.08 58 2.5? 100 13.92 6 4 3.14 

-
B auozhLs:. -

Pikstan 

5.00 

11.9 - 27 2 .45 41 

82.50 

55.87 

58 

76 

25.00 

16.55 

100 

79 

56.67 

34.14 

56 

68 

16.67 

9.57 

1c0 

7j 



- - - -

- - ----

PERCEKTAGE OF C0CV1SkMRS RiN NGG VARCLk'S FACTORSFEATURES Wo NUMBER ONE AT THE TIME OF 
Ptb$ASING DIFFERENI C..,01X1TIES FOP :AFFEREN-[ ]NC.ME GRCPS
 

(U RB A ik) 
(Percentage) Pakistan
 

1NC~( : INCOME G&C U 2 JNCE GROUP 3I 
~$J~ 

I .......- : NCU0ME GS-CP 4 :ALL ]?N(*t GR0(A
a . ..:cUcsmcdities 
- ­

:1 2 3 4 S 6 7 8 :1 2 3 4 5 6 7 8 "1 2 3 4 5 6 7 8 :1 2 3 4 S E. 7 8 ;1 2 3 4 5 6 7 8 
S--------- ____:Att. (Wheat Flour) :9, 8 0 0 0 0 0 100:87 S S 0 0 0 3 (, 77 10 s C) 0 6 100:62 26 2 2 1 0 c 100;76 13 4 1 0 0 5 100Maida 0 0 0 0 0 0o :0 00 0 000 :.s0 so 0 0 0 0 0 100:100 0 0 0 00 
 0 I00:89 II 0 000 00 W,FE.04, 
 00100:76210 C) 0 0 3V-1 , 10 0 0 0 S 100 8. 0 0: 0 0i:Rce Basmati Whole :70 20 0 IS100;79 1 000 6 :'!0 0 0 0 0 100:86 7 1 1 0 1 3 1V. 79 12 0 2 1 0 6 100:622;::e Easati E:rcoken 0 1 1 2 6 10(! 74 17 1 1 1 1 51 00:100 0 0 0 0 0 0 1C)-, 0 0 8 0 0 0 1 '.(0 () 6 0 0 8 100: 64 18 0 S 0 S q IiK.c . . E. 0 2'Ice Ordinary WholE :100 0 C:,,0 0 0 0 0 10:10Q 0 0 0 0 0 0 1".'94 6 0 0 0 0 0 100:85 13 0 0 0 0 0 1('C:;97 3 0 0 0 0 0 100,SrOrdnary Errcen,100 0) 0 0 0 0 0 1(t;oo 0 0 0 0 0 0 ,
*'a,;Whole 

0 C 0 0 0 0 100: 0 C) 0 C) 0 0 0 0 8ICK)0( 0 0 0 0 0 0(.!:79 21 0 0 0 0 0 3,9 2 0 0 2 0 1l IC,..s--i 1 0 7 2 0 3 100:64 25 0 1 2 0 8 IC':-0 14 0 1 2 0 4 1.X,E zr 1 105 12 A 0 0 C : 0)s 1 0 ?CI,LIE! I:2 2 01C 2:Kabli Grarf, Wh1le 2 100:68 23 0 1 20 7 1I:,,9713 0 0 0 0 0 100:91 4 0 0 2 0 2 IC,. 79 13 0 3 3 0 1 100 61 29 0 1 
121 1 2 0 4 1.: 

2 0 7 1f;0076 17 0 1 2 0 4 I'V0::100 0000 C) 0 1{0:9", 00 00 0 7 1(p':S S 0 S 0 0 0 100;62 34 0 C 2 0 21(K,77 C) 1 1 C 310(,Mn,-- Dal Unwashed :100 0 0 0 0 0 0 100 186 5 2 0 5 0 2 10091 6 0 0 0 0 3 100:78 19 0 0 0 0 31I0C;,E
:,Dal Washed 9 1 0 2 0 3 100:189 6 6 0 0 0 0 100:97 1 1 1 0 0 0 10( 8&111 0 3 2 0 2 1(:63 28
:Mam,Whole :80 20 
0 1 2 0 6 1('79 14 1 1 1 0 3 10CZ.;0 0 0 0 0 100 % 4 0 0 0 0 0 iC,: 93 7 0 0
_h Dal 0 3 0 0 I10:79E W/ashed 1"] 0 0 0 0 0 100};0 6. 1 1 0 0 

0 0 0 100:63 34 0 20 0 0 1 0 0 100:4 10,'7 13 1 2 S 0 1 100: 65 26 0 1 2 0 7 100; 77 j5 I 1 20 4 11,'X
Unwashed :Mas,:100 0 0 0 0 0 0 W91093 0 0 0 7 0 0 1OC & 8 0 0 0 0 4 100,'80 15 0 0 0 0:lsC.r WhoIe !000 0 5 1C(8, 7 , 0 3 0 3 10:0 0 00100: 1 0 0 0 00 0 1Cj 7 0 ) 3 0 0 100:[3 37:Masoor Dal Washed :95 5 0 0 0 0 0 10092 4 1 0 2 0 1 100 E& 7 

0 000 10 IC:" 150 C) 00i{;0 1 3 0 0 10065 27 0 1 1 0 6 100182 13 0 1 2 0 2 1CAD 
l,son W:814 0 0 0 0 0 100:87 S 2 0 2 0 4 1i:91 3 2 0 2 0 2 100:67 26 0 2 0 0 r,1 r111:Capvati (N 0 

:10 C) 31000 0 0 0 0 0 0:0 0 0 0 0 0 00 0 00 14100:100 0 0 0 0 0 0100:92 0 0 0 0 0 8-pati(Ns)0 !00:
0i, 0 0 0 0 0 0 0C11000 0 0 0 0 0 ,I;,I())O 0 2 0 0 0 1(X):!Tanduri Roti (Nos) :100 0 0 
0 0 0 0 100:33 II 11 
 0 22 0 22 10C'60 20 


:Nar, (Nos) 
0 0 10 0 10 100:67 0 0 0 0 0 33 100:52 13 4 0 13 0 17 DO,':0 0 0 0 0 0 0 :0 
S( 0 17 17 0 0 17 10. &8 000 

:Dnuble Roti (Nos) 
00 42 1 :S 0 0 0 0 0 44 I1w;56- 0-4 4 0 0 371,::100 0 0 0 0 0 0 100:83 3 0 0 0 0 14 1C0 -- 0
C 17 0 0 0 15 100:48 36 0 0 1 0 16 1O',:S9 25 0 0 1 0 IS 10 ,: 

1=Frice 2=-Taste 3Colour 4exture CWor-ing 6=Odour 7=N Value 6=Tc.tal 



--------------------------- - - - - -- - - - -- - - - - - - -

-- -- - -- -
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7--LE 6 1! 
KRCENTA OF CI'kIKERS R4N;1NG Vj0 FACTWF;!FEATURE- W: NJ!1fiER ONE AT THE ThERiEZ4 ,S1NG [N.EREN CCVICDITIES F.X DIFFERE'., JNCCtE GRCOOFS 

(R U R AL 
.... ...._==(Percentage) 

Pa i tan 
]NC"WE FA I INC:OIE GRUVP 2 INPI"E GqCF' 3:Cc(ir.mdi tiies , 2 3 

: 1w-E G,'J.P 4 : ALL INCOPE 6--,&L"A 5 6 7 8 1! 2 3 4 5 6. 7 E [1 2 3 4 5 . 7 8 1] 2 3 4 .£ 6 7 E. 81 2 4 5 6 7 8 

:A-t.(Whet F11-fl : 2 0 3 0 0 3 1(1:&q 7 4 19 1 0 1 1:,-:67 7 2 14Maida 2 0 9 100:54 - S 14 C:10000 0 S 100:6900 0 0 00:000 7 3 16 1 0 3 100:,:00 0 0 0 00 0" 000 0 0 0 0:io00 0 0Cuj i , 0 0 I00::64 0 s :S 0 0 9 100:4011'Rice ESMtl ".-O.le :91 2 
4 42 0 04 4-":':71 4 13 0 0 13 POO:57 13 170 E 0 0 2 10(:72 11 0 0 4iC52 E"2800 --.,Fice E~rimaj r :10' 0 0 C 0 0 0 1(K); 1 

11 1 0 4 LY;:77 11 0 7 1 0 4 1(h):74 12 4 7 0 2 I0';77 10 1 6 1 00 0 0 0 0 0 1YJ,100 0 3 I00:0 0 0 0 0 10O1 O. 00 0 0 0R1ce Ordinary 'kp-1e 2 2 V90 0 0 0 100;7. 0 1 0t: 0,,<,0 0 C, 0 0 10o:3 3 17 0 0 0 .,:74crrdir-. rcr. E : C 0' 0 0 
0 0 21 C 50.:8E 0 26 0 0 s . $ 20 5 11( 0 100:91 0 0 5 0 0 14 0 0 1 100!0 ':75 0 C'25 (1 0aoIe .. 0 100('67 - (- 097 2 0 2 0 0 I100:67 7 0 t 0 1'K:,E 4 0 8 0 0 0 10k:0 3 1 0 2 1X184 10 0 2 0 0;G&r, Dz I 2EE 4 1iY66 14 0 0 0 0 0icX:'.6 7 0 21 0 2 100:75 0 0 2100:5 4 14 0 0 2 1:,)!78 8 0 9,Kabli Gram h:le 1 0 410,,73X' 212 10:91 5 1 , 0 C. 0 100:76 8 3 9 i 2O1(v,78 .3 10 1021.:

,,;ur,.j Lh.e 0 3 1-X-879 10 0 6 2 0 3 100(73 20I&' 5 0 E 0 0 10 100!75 14 0 4 4 0 
S 0 0 0 3 100:80 9 2 6 1 0 2 10):4 1::::75 13 ). 6. 0Mung Dal LT 0 100:, 2,.. 10 10 0 0a .ed 1O0 0 0 10:!74 120 0 0 0 0 100:79 10 0 1 5 3 0 2 100:17 0 0 3 1:1':82: D .,-: :92 0 41 0 

0 0 0 9 0 9 !0(,71 14 0 14 0 0 0 100: 840 F6:)0 4 1 0 0 1 ::88 9 0 0 1 0 2 
6 0 S 2 0 3 100:

Mash Whole B-C 7 0 7 0 
10,,89 5 0 0 : 0 2 )(:90 6 0 2 1 0 1000 0100:73 17 0 0 3 0 0 16,';G7 22. Das CI 0 11 0 0 100:80 20 00.ah . :8 4 . 0 0 1 100:73 7 2 16 0 0 0 0.IC<:,79 16 0 2 4 0 0 I00:1 0 1 ::'::73 10 0 11Mash Unwas1-~d :1,0 0 r 0 

1 0 5 1(0:60 160. 612 2 0 4 10(874 . 312 1 00 0 100:84 11 0 5 0 0 2 100;0 i:*:SO 0 0 0 10 0 10 100:1000 0 0 0 0!Msoor .hle :5 6 0 E 0 ( 100 :77 10 
0 100:3 5 0 2 2 0 2 100:0 o7X 0 3 3 0 E . : 7 320 0 0 7 0',Masoor Dal Was--pd 4 0 ! 0 1( k 0 X. 0 0 0 0 0 100;77 14 0 3 0 100!'9?..., 1 0 0 !O0',fj 6 32 10 1 0 1 1C.!,86B 7 0 4 1 0 2 I1r:76 11 31 7 0 0 3 100,:64 7 1 7 1 0 1 1C''.a sort I: 5:Daly& 0 0 11 0 0 4 100 E- 8 0 16 00 0 0 0 8 1C:78 40 0 0 0 0 0 0 0 0 0 9 0 0 9 10:82 9 0 90 0 0 C ;100 0 0 0 0 0 0 0 1007? 5 0 12 0 00 0 100: 100 0 . 100.'0 0 C, 0 0 I.O0:l100 0 0 0 0 0 0 100:

:C,apati (Nos) 0 00000 0 0 0 0 0 0 0 0 0 0 0 C 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 :Tanduri Roti (Nos) 0 0 0 0 0 0 0 0 0 0 0 0 0 0 ( : 0 0 0 100 0 0 0 I00: 0 0 0 G 0 IfillOri00 0 0 0,0 O00:Nar, (No ) 0 0 0 C:Double Roti (N-,s) I000 0 C 
0 0 0 0 C,0 0 0 0 0 0 0 0 0 0 0 :0 0 0 100:78 11 11 0 

0 0 0 C 0 , 6 
0 0 0 -.- I00 0 0 0 0 0 0 100:1000 6 0 0 0 0 100: 

-
-
]=Price - ­- --2=TastE, 3-Crlr.r -

----­- - - 4=TExjre-- -5--Cojking - 60-fdcur- -7=N Value- - Z-Tota1- - ­
-

-



---- 

-- - ----------------- 

1I4;LE 6.12 

PERCENiT45 OF CONSUMERS RANKINZ , KOUs FPC-*T0RSi'i-AiURES AS NBER ONE AT THE TME OF
IKN ING Di I!IENT C EFFERENT IE Grf. 

(TOTAL) 
(PercenL. ge )Pakltrn 

S4,'I'E &s[MP I : INr,;-E GROUP 2 INCOMtE W-P , I CtAE: :--s 4 ALL TkZZ~E GROUP-
 - - "-- - - - ­es --Cc'z.--,, - -- I1 2 2 A 5 6 7 8 ;1 2 3 4 5 6 7 8 :1 2 3 4 5 6 7 8 1 2 3 4 5 E. 7 8 :1 2 3 4 5 6 7 8
 
-
:Attasf -- --
t Fkcr) :u 3 ,C 9 0 0 2 ----- ­100,77 6 F 40 ;0 0 2 100:74 ,--,---------9 4 5 1 0 
7 10-0:60 25 
3 11 0 7 100;7"S 11 4
lma~i . 0 0 4 00:
:100 0 0 0 0 0 0 1OO:1O0 0 C 0 0 0 0 100175 25 0

2,:: t. 3 
0 0 0 0 100:1000 0 0 0 0 0 100:93 7 0 013 0 0 6 100:52 L 2 27 0....4 ... 0 0 0 100:4 ,,078 7 0 7 1,'10:Ezsati Whole : ."13 0-08 1Chi: 61 ?.17ERi:- :87 C 0 0 0 6213 8 1,-C' I 12 C.:0 E. i,,6 0 0 2 100:73 9 o 6 0 0 3 100;78 12:F ic 0 4 1 0 5 10066 2.3 1 3e 5,at F.rc4;er. I1xC..0 0 1 2 5 100-75 14 0 S 1 10 0 0 0 1(:C;c S 0,,& 4 ";;"10,:$i 0 0 S 0 0 S I OC,.6S 17 0 L ­:Ric E 7dmnarv WhoE :9E 2 2 4 9 10K: 4 0 4 C 1 (0 0 0 0 100:84 2 212 0 0 0 100:83 3 0 11 0: 0 3 1ro:67 


:',;cE 0rcinary 88roe :lC. C C 0 j 0 0100 0 E 0 0 0 00:8 . 0 0 1 4 
11 0 1 0 0 4 1,)18 53 10 0 0 1 .C.)
:Grar, Ie S9.C 1 0 0 0 0 1 -.17 33 0 C0 0 (K.91l 0 . 0 0 0 i0 0 100:90 5 C 2 2 2 2 100 '84
6ra al 10 0 2 1 0 4 1'6:70 2-2 0 1 2 0 6 10,ur;
-- 87 4I3 1 0 1 1010: rK 5 29 

84 11 0 1 1 0 015ff~1 0 2 1(C 80 9 0 C. 2 0 3 J0W: 70 18 1 S. I () 5 100.:79 9 2
, ;.rat WrI e :9( 7 7 1 C, S CC1 2 0 0 0 100832 6 2 5 
1 0 3 100: 79 12 
0 5 2 0 2 10,: 64 27 1 1 
1 0 6 100:78 13 I 3 1 0
hjas-e.-., 3 10CCIe 
 AI C: A 0 0 9 100: 4Minr-,a] Urnwashed M10,0 0 0 7 - 22 0 S 9 0 6303I00K,0 0 0 100183 7 10C62 32 2
1 3 3 0 3 100:89 5 0 0 2 0 2 1:761i 1320 22 0 5 M10'77 18 0 3 0 0 3 1001:85 8 ! 2 2) 0 
320
3 1'0' ,s'-- ] Wast d 92 3 C: 4 1 0 0 100:Sri 4 C: 3 0 0 0 100: 85 I0 0 2 2 0 2 10':'71 22S SMa e (; I 1 0 5 10!P-5 10 04 11 G 5 0 0 0 100:87 11 2 1 0 2 100:0 0 2 0 0 100:83 13 0 
0 4 0 0 V,:65 :3 0 0-2:Mst ;,I Washed 18 S 3 0 0 100179 18 0 1 2 0 0 1CI2 0 0 1 100:79 
 C. 2 10 A 2 2 100:76 11 1 7 3 0 3 1<:.3 23 21Mas.hw .0ashed :1000 0 0 0 0 0 100,90 4 C' 2 

A 2 0 10076 11 2 7 1 0 3 1X)'4 0 0 100:85 6 0 0 3 
0 6 100:82 14
,,.s t oreC 0 0 0 0 5 10088 6 0 1
6 - 6 0 0 0 100:90 4 0 3 0 3 100:1 1 0 3 100'84 11 0 0 5 
0 0 1C,: 1.53
5,- Dal Washed :94 s 0 0 0 0 0 0 100:; 15 0 1 100:1 1 0 0 101'!85 S 1 
6 1 0 1 100:87 7 0 3 
2 0 1 100:69
',Baste, :-
2 1 3 1 0 5 100:83 9 1 4 1 0 2 100!
:, 0 00U02
9 0 0 3 100:800t 60 6 1 0 ' 

lOalya :00000 0 S 0100i0.0 0 100;7022 0 4C C0 410:8 1 S51 C) 4000 1oc::Ctiapat (Nocs) 0 000 10088 0 0 0 0 0 13 100:1000 C10;00 0 VI 0 0 0 0 0 110 0, 0 0 0 0 0 0 0 100:33 0 0 ;0 0 0 0 : 0 0 0 0 0 0 0 0 ;l00 0 0 0 0 0 0 0 7 1000 0 100;110(:,0
:Tan.., Roti (Nos) 0 0 0 0 ) 100l:M100 0 0 0 0 0 100:33 11 11 0 22 
0 22 10:ss 18 0 9 9 0 
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0 0 0 50 I00;4. 12
Nar, ,.,s) :5 
A 4 12 0 20 100:0 0 G 0 0 0 0 0


:Dckk:a Roti (Nos) :100 0 
0 1 17 170 0 171 00:54 C 8 0 0 0 33 100:5 066 ojjG-0 100;0 ¢ 0 0 0 100:82 5 077 044050 :3 0 0 0 11 100:69 16 0 0 
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TABLE 6.13 

CLASSIFICATION OF HOLSEH LD 1-Y PLACE dF BUYING SELECTFD,(%ACE)ITENS (PIK ISTAN) 

Commodities Urban Rural -_T_-!oa 

1 2 3 4 Total 1 2 3 4 Total 1 2 3 Total 

A) Atta (Wheat Flour) 

Maida -

27 

13 

62 

50 

3 

25 

8 

12 

100 

100 

40 

60 

48 

40 I 
1 

-

II 

-

100 

100 

3I 

31 

57 

46 _ 

2 

_15 

10 

8 

100 

100 

Suii 

Rice Basrrati Whole 

Rice Basmati Broken 

Rice Ordinarv Whole 

Rice Ordinary Broken 
Gram Whole 

40 

27 

23I 

12 

-

s18 

55 

162 

72 

83 

11U 

69 

5 

6 

2 

4 

-

7 

-

5 

3 

1 

-

6 

100 

100 

100 

100 
00 

100 

50 

44 

26 

37 
38 

31 

42 

46 

74 

54 
62 

54 

I 
I 

I 
i 

2 

2 

-

I 
-

6 

8 

-

8 
-

14 

100 

lOG 

100 

100100 
100 

46 

34 

24 

29 
28 

24 

48 

56 

73 

64 
72 

62 

I 

. 

3 

4 

1 

2 
-

4 

3 

6 

2 

5 
-

iO 

100 

100 

100 

100100 

O0 

-Gram dal 

Kdbali Gram Whole 

Mung Whole 
Mung Dal Urwashed 

21 

j.19 
22 
13 

67 

66 

63 
76 

5 

5 

2 
3 

7 

10 

13 
8 

100 

100 

I00 
100 

I33 
30 

30 
21 

57 

58 

65 
63 

1 

-

-

9 

12 

5-
16 

100 

100 

100 
-10O 

27 

24 

25 
16 

62 

63 

64 
72 

3 

3 

2 
2 

I 8 

-0 

:1 
I0 

100 

100 

100 
100 

Munq Dal Washed 

iMash Whole 

Mash Dal washed 

Mash Dal Urrwashed 

20 

35 

18 

8 

68 

59 

6b 

82 

6 

-

7 

5 

6 

6 

7 

5 

100 

100 

100 

100 

34 

35 

31 

24 

57 

63 

55 

65 

I _ 

1 
I 
I 

2 

1 

8 

-

13 

11 

-'I0 

100 

100 

1100 

26 

35 

25 

13 

_ 2___ 

60 

62 

76 

4 

1 

4 

3 

1 

_ 

6 

4 

r 

8 

100 

100 

100 

100 

Masocc Whole 

Masoor Dal W:;ashed 

21 

21 

72 

b7 

2 

6 

5 

6 

100 

100 

32 

35 

61 

54 

3 

1 

4 

10 

100 

100 

24 

28 

68 

60 

i 2 

44 

6 

8 

100 

100 

Eason lb 71 8 3 100 26 55 1 18 100 20 66 6 8 100 

Dalya 

Chapatl(Nos.) 

Tanduri Roti (Nos.) 

Nan (Nos.) 

Double Rot_ (Nos.) 

15 

-

3 

6 

12 

65 

94 

94 

84 

15 5 

-

2 

100 

10000 

100 

100 

100 

50 

-

-

-

46 

30 

-

100 

-

54 

-

-

___

f100 

20 

-

0 

100 

00 

1100 

27 

-

3 

6 

115 

"53 

100 

94 

92 

81 

I 
10 

-

-

2 I 

:0 

-

3 

2 

2 

100 

100 

100 

100 

100 
l'.hole Sale Marke 2. MMohala Shop 3. Utility Store 4. Anyother.
 



TABLE 6.14 

CoC=z d t ies 

PERCE,-iAGE CLASSIFICATION 

irban 
____ _________ 

bF HOUSEHOLDS BY REASON FOR SFLECTIN 

Rural 

PLACE OF' P VJJ4( 

______J -

PAKISTAN)(-.7-

T I 
lota 

Al Atta (W,.!h-eat Flour) 

2 

2 

3 4 51"6 
1 100 

1 
37 

12 
" 45 

3 
9 

4 
3 

5 
6 

6 
100 32 

2 
54 ] 1 

44 
I 3 i00 

.Maia "-,50 25 
42 

25 
10 

!-
5 

-
2 

100 
100 

-
43 38 

L5 
14 4 1 

100 
100 

25 
20 

5100 
_601 2_0 - - O0_ 

Rice a-7-ati Whole 

Rice Fa_--atJ Broken 

Rice Ord'.'narv hole 

Pi,-e ?rdinarv Braken 

Grn e_ 

Crc-' .... 
Kiili GraWole 
:/'j "hale 

36 

; 24 

r -
--30 

30 

29 

30 
31 

24 

51 . 11 

64 10 

172 7 
7__ _ _ __ 

70 

59 9 

58 10 
56 12 

Crarw27l
56 18 

_ 

1 

1 

_ _ 

1 

1 
1 

1
1 

1 

1 

1 
__ 

2 

1 
-

1 

_ 

100 

100 

100 
_ _ 

100 

100 

100 
100 
10
100 

3 4 13 

6 169 9 

20 57 17 
6611 

4 66_ 17 

33 52 12 

26 56 12
34 55-
3-05f2
26 6 9 

-

1 
_ 

9 

4 

3 
1 

1 

_L_ 

1 

16 

5 

4 

-

3 

-

1100 31 

100 18 
100 17 

_ _ 

100 7 

100 26 

10020 

100 29 

_ _ 

1 

I 

47 i 20 

63 12 

60 21 
_ _ _ 

52 i 27 

48 1 24 

55 20 
48923 
481 23
36132 1 

-

-
I _ __ 

7 

1 

2 

2 

7 

1 
_ _ 

1 

I 

2 

-0 

100 

1 00 
oo 

100 

100 
100
:0 
100 

w 
. 

-- nmg Dal Unwashed 
-- Dal Washed 

-,t-h Vno .e
h 

%sh Dal washed 

Mash Da! Unwashed 

Masocr Whole 
Masoor Dal Washed 

25 
26 

26 

31 

25 

25 
9 

66
159 

52 

56 

67 

61. 
58 

' 

6 

18" 

11 

5 

12 
10 

1 
2 

1 

1 

1 

1 
2 

2 
1 

3 

1 

2 

1 
1 

100 
0o 

100 

100 

100 

100 
100 

30 63 
4Iiiz9.7 

...j Q )bO 

31 56 

30 -,60 

32 56 
28 52 

3 

8 

6 

9 
1_ 4 

4 
32 

2 

3 

-

3 

3 
-

2 

4 

2-
2 

100 
100 

100 

100 

100 

100 
100 

24 
21 

30 

26 

23 

26 
2_2_ 

53 
55 

40 

55 

4 

52 
56 

17 
20 

28 

18 

19 

18 
19 

i 
4 
1 

-

-

3 

2 
1 

2__ 

3 

2 

1 

10 

2 
2 

100 
'oo 

.00 

o 

100 

I 100
f 100 

Pason 

Dalva 

Chapati (Nos.) 

Tanduri Poti (Nos.) 

Nan (Nos.) 

Dcuble Poti (?Nos.) 
1. Best Quality. 2. 

33 59 

A 35 

1O 

31 60 

g4 7 6 

22 73 
Location 3. 

6 1 

18 "4 

! -

"6 

1. -
Cheeper 

1 100 42 50 

- 100 16b 35 

- 100 -

10 -I00OO 

00 10 . 

-0 5 5 
4. Correct Weight . 5. 

9 2 

18 9 

- -

--U 

. . 

Any Other 

1 100 

100 

-loo 
/ 

1OO- lO 

1. 00 

] 
6. Total. 

32 

41 

-

12 

31 

14 

. 

57 

35 

100 

88 

69 

80 

10 

18 

-

-

-

6 

-

-

-

-

1 

-

-

-

1 

I 100 

1 00 

I 100 

I 100 

!:00 

' 100 
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TABLE 6.36
CLASSIFICATI0, 0z IIOUSL W,'1WOULD LIKEW'HO TO PURCHASE FOOD ITEMS IN DES-RED PACk TIfI, FORM 8 ExfLNI UFHIGHER PRICE THEY ARE PREPARE 10 PAY FOR DIFFEENT INCe.. G.OUPS 

UR3~ RURAL124 TOTALTotal 1 2 3 4 
__________0 1-5 ~ a0o 11-5 0 1-5 0 h.--5 

otai 
0 11-5 o 1-5 0 15 O - o 115 0 -5 ;5 ~ ~ 0 1 5 ' 15 ­

- O5 -- a0-5 0 
-5Atta (Wheat Flour) - 100 75 25 57 40 6 

10 -,613. 5 0 2 0. 7 n14'6 56 44 - i 100 67133 75 25 57 43, 40 60 56 44

Maida (Baked Pi-oducts) . . . . - . 100 - - - 100 - ­ 0T1UU­

----- 5 -_2-9_3
Rice Basmati Whole :100 67 33 29 71 ­71 29 53 47 42 58 100 33 6751 49 100 - 100 - " .. .. 100 67 33 
 82 18 53 47 5258 5b 4bRice Basrnatt Broken - 100 - 67 33 -I e 75 25 ----. .163. . 
Rice OrdinaL7 hole - 100 -1003 - - /b- 100 -100 ­ -- 100..-----

I00 - - iuu -•Rice Ordiny Broken- 67 33 - 6733 -- in-----100 - 87 13 - ­ - - 87 13Gr&n Whole 100 80 20 71 29 60 
 40 55 45 100 - 100 ---- i00 67 336 14 71 
 29 60 "-U--3TT
._.__Cramdal 
 -100 75 25 53 47 44 56 46 54 
 100 100--
 --- 00-673383 
1753 4/44--W4"-

Kabali Gram Whole 
 - 100 75 25 33 67 50 50 75 25 100- 100-100--- -------­ 67 -33 8 1 3 1 bD/ bU UST-=
 

- . -ho. - e 100 - 50 50 60 40 - 100- . . . . .-1 00 " 7- -"­ung Dal Urrashed ­ 75755 -225-100 5605 56O-4444--­ . . .
 . .
 
ngDal Washed 100 100 - 58 
 42 38 62 57 43 100 00- . . . . . 1 0 3"""-


Mash-
 - In0 - TO- - ..-
- ina - inn - - ­

-

Mash Da washed - 100 75 25 
 58 42 43 57 50 50 
 100 - 100 100 - 67 33 83 17 58 42 43 57 50
Mash Dal Urr--ashed 50
- - 67 33 - i00 25 75------ 61 2
 
Ma socr Who l e -_. 7 .. . 6 7 3 3 - 100 2 5 75 
Masoor Dal Washed 
 100 88 12 53 47 45 55 59 
 41 00 100 100 -67 33 93 7 53 
 47 55 45 59 41
 
Bas-
 - 80 20 55 45 50 50 43. 57 
 80205545 5050 4357


50 55 100 43 57a 50 50 - 100 43 57 
ChapatI (Nos.)-. . . . . . .. . 
Tandurl Roti (Nos.) . .. . . ­ - - I- - ­ - -. . . . . . .
Nan (Nos.) 
 - - - 50 50 .100," 75 125 I 1001- 50 50 100 
 175 25
Double Roti (Nos.) - 50 '50 38 62 50 500 50~~ 44 15000-7 . . 15 -110 - 50 150 38 62 50 50:47 53 
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TABLE 6.38 

PERCENTAGE CLA.W1FIrATInN 

Urban 

Income Group 

OF SA2/P1E SHOW,% AW?-SS OF IMPROVED 

Rural 
!=come Group 

PRODUCTS BY IN JE COPS (PAKISTAN) 

Ino mea oL-

.. . F_-nPakoa Mix 
&~e 

C1nao 

. 

a 

. 

2 

I.-w L
17.22 '882. 6711.9260.89 
11.92 62.87 I 

: 0.50 1 

3 4 Toral 1 2 3 

7 .7 94,58 '= :8 z __962 o.o I -.5080.1668.11. 
65.38 80.97 69.91 6.34 --;.21 50.63 
3.37 1.21 1.60 -­ 1.90 

4 

-_~ j L 

54.70 

0.85 

Total 

L6 _ 7 

39.32 

09 

. J 

10.-_ 

2 

6 8 

47.15 

.1 

3 4 Tt­

0.8 0.7 0.53 
5 1 3 5 8 4-.-o.-- 7 o 

59.02 72.53 54.41 
27 .0 1 14 

-.--. 

S3.97 
-. 

0.-66sa 11.88 16.83 
. . --.--.-.-- Ii 

0.99 I 1.92----- .-----

36.83 
..- .-

4.86 

21.66 1.41 
. i 

2.62 - I-
----------

.45 5.06 
. 

0 
-

. 
14.5] 

. . 

---­

. 
5.66 

. . 
1 

-
6.91 
"-'9 

11.75 
-2 _ "7 

29.12 
_3 2 

13.55 
"-_ " - i 

INCOME GROUPS 

1 
2 
3 
" 

= upt 
= 10 01 
= 2001 
= 3501 

.;o0O' 
= 2fnn 
- 3500 
id above 



TABLE 6.39
 

PERCENTAGE CLASSIFICATION OF SAMPLE SHOWING AWARENESS OF IMPROVED PRODUCTS BY EDUCATION GROUPS
 

PT ov -inee 

rin n F1 -

Uiban 

2 

0.75 

3 

0.89 

Total 

0.59 

1 

Rural 

2 3 

0.50 0.61 

To, a1 

0.4 

1 

-

Total 

2 3 

0.62 0.77 

Tta 

C.:3 

L 

B- A-, FL,,u- 86.39 80.75 --.56 84.58 62.50 66.36 87.64 64.07 76.99 74.27 87.1E -:.42 

Pk--'. Mix 49.74 67.92 ;-.89 68.17 29.00 42.40 70.79 38.3 29.89 46.02 52.70 -.05 

- Mi:ix 50.79 70.94 Qi.78 69.91 30.25 42.86 71.90 39.-2 36.89 58.30 81.87 54.4 

G,!n:. i tw,-. 1.57 1.13 2.22 1.60 0.15 1.00 0.99 0.99 0.68 1.92 1.43 

Sm 7.85 17.74 -'Q.22 21.66 4.25 5.53 12.36 5.66 5.41 12.24 30.6 12.55 

P-.[V -­r 18.32 28.68 J7.33 28.49 7.00 6.91 22.47 8.91 10.66 18.88 33.12 18.57 

C .nn.cd Rice 1.05 2.26 4.44 2.62 - - 3.37 0.71 0.51 1.45 4.14 1.65 

I- Illetrate 
2- Up to Matric 
3- Above Matric 
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TABLE 6.40
 
PEPCI---AGE OF iLVSE-CrDS W.O WOULD LfKE.TO PU'CHASE THE IMP..4jD PRODUC7-S CLASSIFI-E 
 BY INCOt1E GRU'UPS (PERCE-AC-F)
 

I E--rxc36 I 
Fl ur 
32 26i 
 I 
 - l 0 J l 
 o ca l 2 :3 4,. - , ­na r F2. 1ich6 
 65.4.931 66.80 
 164 .
783 
 2.3. 6 5 4 3 .7 . 1 . 3 . 3 . 4 .
Brown Flou ­2.5a.. . 4 - z-.....3.96 53455.47 
-


~n~ at~ow~51.42 
_ _ _ _ _ _.. Mix 
 12.6 

__ 

41.45 
 50.00 
- * 5V3 9. 11 
 4 1. 8 . ...
5 0 3.72 
 35.08 21.3 6 32. 52 
 83.201
', eer 36.523 8 3658ix .1 31 .2346.1 

. --------------------- - - - -_.0_.
------- ,3- 2- 7 __ :324-
-.

1--. 
45 

-.------20. I.10-. . 6 I 8 .C-o ~~ 3~ ~ ~-n a : Onl -~ 200n---- 0. 4 
. - - ---130. 4 -_ 3. -- - 44.3.911
-
921 I 3.90 J-4I C M 3C PS-- - ------------------------------- " 

c~ ­ --- n --­
- - - . . . 67o1. .
 . . .
 . . .
 . 1 7. . 67
 

2 =2001i ­ 300n
 

4 = 3501 and above. 

http:at~ow~51.42


TABLE 6.41 

PERCENTAGE OF HOUSEHOLES WHO WOULD LIKE TO PURCHASE 

THE IMPROVED PRODUCTS BY EDUCATION 3:U)PS 

-
Urban Rural Total 

P-_ o in ce 

1 

____ 

2 3 Total 1 2 3 Total 1 2 3 Tota! 

Fl c iz. 63.35 67.17 64.00 64.83 39.50 56.22 40.45 4 .84 47.21 62.24 57.32 54.­

B-,"n FVru- 48.69 50.19 60.44 53.05 35.00 57.60 48.31 43.71 39.42 53.53 57.01 48.32 

PlkA-ia Mix 19.37 33.96 49.78 35.17 29.50 40.09 47.19 35.08 26.23 36.72 49.04 35.13 

Kn-_i MIX 19.90 35.47 51.56 36.48 29.50 40.55 43.82 34.79 26.40 37.76 49.36 35.E3 

iC,nd. Hrjwl. 5.76 9.06 13.78 9.74 3.50 2.76 4.49 3.39 4.23 6.22 11.15 6. 52 

5.24 10.19 10.22 9.01 4.00 2.76 2.25 3.39 4.40 6.85 7.96 6.16 

p ' 6.S1 13.21 11.11 10.90 6.75 5.99 7.87 6.65 6.77 9.96 10.19 8.77­

c&~nn d 1J c.-- 4.06 4.44 2.16 0.46 2.25 1.2 7 3.19 3.55 1 

I- Il1etrate 
2- U0 to Matric 
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TABLE 6.44 

CO,-EFFICiENT OF REGRESSION OF HOUSEHOLDS WHO WOULD LIKE 
TO PURChASE IMPROVED PRODUCTS BY URBAN AND RURAL WITHIN 

DIFFERENT INCLME GRUOPS 

URBAN RURAL TOTAL 

Regrebbi 1a, Co-efficiei Represtla Co-efficielta Regrebblct &co-effieciejt 

Enrich -18.00 38.90 51.50 1.60 61.00 40.30 
Flour 

BrL'w, -23.00 23.40 24.00 2.40 12.00 26.50 
Flour 

Pakora Mix -10.00 13.30 19.50 4.10 20.00 19.30 

Kheer Mix -10.50 14.30 19.50 3.40 19.00 19.30 

Jjdd Ihywa - 7.00 7.',O 0.50 1.60 -9.00 11.ZO 
At a.j 

Samosa - 2.00 3.10 - 1.50 1.50 - 5.50 6.10 

Paparr - 6.70 3.30 - 4.40 2.70 1.00 7.70 
Caizred Rice - 9.00 7.40 - 1.50 1.50 -12.50 10.50 
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TAlBLK 6.45 

CU-EFFICIENT OF RL"Gl.SSltf OF HOUSEHOLDS WHO WULD LIKE TO 
PURCHASE IMPROVED PKI)LK'TS BY URBAN AND RURAL WITH DIFFERENT
 

EDU&AT ION GRUOPS 

,egreirv,Cr.-efficu. ,t Regre bii Crt-efficiet1 t41 , 1,J1 -
Regressi. Co-efficit 

1) 

Ehrich Flour 54.00 27.00 141.00 -31.5 243.67 -14.50 

Brom, 1 Ilour -1.J3 24.00 ,3.6/ -12.00 83.00 10.00 

akora Mix 2.30 14.00 62.33 -11.50 89.00 0.50 

Khir Mix 0.00 16.50 61.00 12.00 84.67 2.00 

Gohda Howa 
At tit 

-1.67 8.50 13.00 3.90 16.00 4.50 

Samosa 3.33 2.00 6.00 -1.50 13.67 - 0.50 

Paptrr 8.67 1.00 17.00 -4.00 37.67 - 5.50 

Cawied Rice 0.33 6.00 7.00 -2.00 13.00 2.50 

-3'7­
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'I'ABLE 6.46 

Standard Error And t-Value Of 
 Households 
Who Would
 
Like To Purchase Improved Products By Urban And Rural
 

Enrich Flour 

Brown Flour 

Pakora Mix 

Kheer Mix 


Gonda Howa Atta 

Samosa 

Paparr 

Canned Rice 


Within Different Income Groups
 

I Urban Rural 
 Total
 

Std.Err t-Value Std.Err -------------------­t-Value Std.Err t-Value 
 in
 

8.06 3.15 20.79 2.71 28.41 3.25 net
 
3.39 1.66 9.16 
 2.74 5.41 
 1.96 and
 
2.80 2.15 
 8.65 2.05 
 9.32 3.38
 
2.54 2.47 9.34 2.45 
 9.70 3.29
 
0.59 1.71 1.10 
 1.71 0.52 2.18 in
0.52 1.19 0.59 3.48 1.10 
 3.38 of
 
0.17 1.38 0.17 2.45 0.00 
 1.32
 
1.98 2.44 
 0.39 3.02 1.75 2.63 ous
 

tus
 

and
 

TABLE 6.47 
 es
 

Standard Error And t-Value Of 
 Households Who Would 
 Lon
 
Like To Purchase Improved Products By Urban And Rural
 

Within Different Education Groups
 

;al 

Enrich Flour 


Brown Flour 

Pakora Mix 

Kheer Mix 

Gonda Howd Atta 
Samosa 
Paparr : 
Canned Rice 

Urban 
 Rural 
 Total
 

Std.Err t-Value Std.Err -----------------­t-Value Std.Err t-Value_ 

24.25 5.24 18.19 3.38 
 42.44 4.94 
 ind
 
4.62 
 2.72 16.74 2.76 21.36 3.16

7.51 2.61 10.10 3.75 17.61 3.74 al
 
6.06 
 2.69 10.39 
 3.34 16.45 3.96 on

2.02 1.77 2.60 
 1.96 4.62 
 2.52

2.31 2.17 0.87 
 2.93 1.44 2.40 ts
 
6.35 2.50 1.73 
 3.20 4.62 2.42 ic
 
2.31 .2A 1.73 
 3. 7b 0.58 38
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of marketing of wheat, rice and pulses covers 
the following
 
depaitmenLs and agencies:
 

-	 MarketiJ.rnq Depa;rtmo~ts 

o 	 Central Government
 

00 Department 
 of 	 Agriculture 
 and 	 Livestock
 
Products Marketing and Grading. 

o 	 Provincial Governments
 

00 Economics 
 and Marketing Directorate, 
Department of Agriculture, Punjab.

00 Economics ard Marketing Sections, Department 
of Agriculture, NWFP and Baluchistan. 

00 Bureau of Supply and Prices, Sind. 

- Regulated Markets and Regulatory Bodies.
 

-	 Statutory Autonomous Marketing Agencies
 

o 
 Pakistan Agricultural Storage and Services 
Corporation (PASSCO)
 

o 
 Rice Export CoLporation of Pakistan (RECP)
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- Procurement Agencies 

o Food Departmert, Government of Punjab. 

o Food Department, Government of Sind.
 

- Agricultural Prices 
Commission. 

7 1 DEPARTMENT 
OF AGRICULTURE 
& LIVESTOCK 
PRODUCTS MARKETING
 

AND GRADING
 

At the Federa 1 level, agricultural marketing 
 is the
 
responsibility of 
 the Department of Agricultural arid
 

,'I, ,,i
, ( (. . !'r: I,,.I
;.j .11, C 1.-1,,1i':I i t~1 11111l,,1 ( lit) 
P1Ji~ . I '/ (if 1"t,),<0 , /\()I l i '1tlltu! , ,litI ¢t >[klct v. The 

Department provides atvice theto Federal Government on 
a] I matters re lated to ajricul tura 2 marketing ini the 
country. It also has the responsibility of providing 
guidance to the Provices in the marketing field arid of 
coordinating provincial activities at the national level. 

FUNCTIONS
 

The specific functions of the Department are as follows:
 

- Grading of Agricultural Commodities for Export.
 

- Agricultural Commodity Pesearch.
 

- Marketing Intelligence. 

Gradinq of Aqri ]tura] 
Commodities
 

Tit o)rl,.r It I ihnipr,,V( - th1w (11ila i ty 
 e)f aq r tcul t laI 
e~aIt(, tJi I (*!.( cl.; WL'. I w;:i Lt, .sL.tb1isli Liheir export. t'adt oi 
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scientific lines, the Department has introduced compulsory
 

grading schemes. So far grading of 13 commodities has
 

been introduced on compulsory basis. Wheat, rice arid
 

pulses are not included in this group of 13 commodities.
 

Agricultural Commodity Research
 

This involves both maiket arid laboratory research on 

agriculitural commodties aind livestock products to 

ascertain the quality requirements of the buyers arid to 
evaluate the quality of exportable agricultural arid 

livestock commodities produced in the country. On this 
,;,t ejnal .trinrlards of quality are laid down arid 

introduced for export trade. As a result of this 

research, a number of commodity arid situation reports arid 
brouchers have been published by the Department. 

Market Intelligence
 

The Department undertakes the marketing intelligence work 

as one of its main functions. It collects whole-sale 

prices of about 200 items from 40 important markets of the 

country mainly through Market Committees arid staff of the 

agriculture marketing directorates/cells of the provincial 

Agriculture Departments. These prices are compiled on 

monthly basis arid are published in the Departments monthly 
journal entitled 'Market arid Prices'. At the end of the 

year an annual issue of 'Market arid Price' is compiled arid 
issued. This journal is supplied to about 200 agencies 

both within arid outside the country. In the Karachi 
Market, daily pries of 180 items are collected through the 

Department's own staff which are compiled arid supplied to 

the Press, Military authorities, Customs, State Bank,
 
,:I'll ;]: I *(.:I l iv iI;;(111, l11 .1111 l (j,1111 d neve llplelitt n , , it mlei ,tt1)' 
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of Sinid Governn nirt aniId other agercies regularly. Prices 
of about 80 items are supplied daily to Radio Pakistan for 
broadcast. Additionally, daily wholesale and retail 
prices of 20 items of daily consumption from 10 important 
markets of the country are collected through DPpartment'­
own staff. These are compiled ori weekly basis arid are 
supplied to the Secretaries of the Federal Economics 
Ministries. Situation anid outlook reports are also 
prepared and published periodically. 

Orqarizatioti 

Thu Dla-[,rt.nieit ii dirct:ed by the Agricultural and 
Livestock Marketing Adivsor based in Karachi. It 
comprises of the following two groups:
 

- Agricultural Commodity Research Group 

- Agricultural Commodity Grading and Inspection Group. 

Both groups are headed by the Deputy 
 Agricultural
 
Marketing Adivsor. At present the Agricultural Commodity 
Research Group is responsible for market surveys, 
commodity price collection and reporting and laboratory 
research for evolving national quality grades arid 
standards. The Agricultural Commodity Grading arid 
Inspection Group is responsible for the actual grading arid 
quality control of agricultural arid livestock products for 
u1xort. 



CO NSV1A IN S 

A numn)ei 0of Sc:z'a>ve beon not in t:hep 

oF ex'ott inte,-es:* Nc.'e o17 thle frjod - 7e~r>,­

:nit01-11 0r S-Oc P''r n,?tUL'oow :he 7-n~ 

r S Le!7oec!, 1t wc,-,I C be des".Lab)e to extcend -rs 

Aq L -c,-, t,- ia 1 esca tch ma0:e t4nqLow:: and intel 1igence 
ate the other two fcio'swic- need sti-?nq:ben~rn. in 
thlS Lespect, detailled erjtst-adies of fatIn gate pL2.ces 
foL diffeient ciops c!Le necessaty to serve as bas~s LEc 

apCc1i 4a~ Cwt
-ciy Teindtoott
 

Let:utns to the gLowet.,
 

Dt has been obseived ha ntee-decf1 covn.i-1oCO( wZ.2 
su!Jetvison oveL the Pio-':ncja*L Matketinc eg.:~ ai.e 
lack--ng. Furthei coverace ofl mhna : r nCe 
act~v.,t--es reccd to 1-e extended mch ir)u 7!>Qr-
ieptesently d4iffel.ert eco~ocical n 
 '~tc. 
zones.
 

7.2 PROVINCIAL SET ',: O' AC T 1-LTURAL MARY.2TING D7)ART1-N~ 

In tePunjab t-~ ~ ~r~:< i Yt',ctc- ate r)4 A-,-~'i.z' 
I-':rjn :L c' lv. U.'-.2In d ucX' c, rNo c no) . t - s~ c o 



Agriculture h 1me 

Sind, t!!L. fuilct o:, *!t o:' ed the oc 

iI .o- ar.t 1. of AnriCulturp. i 
o by -r,eIu u,,,,2.y 

and Prices. Tn the North W',est Frontier Prov:!!ce and 
Bauchistaii, . arket a sections of th..e D rect-rat of 
Agrr.ul ture arr, rropr-),r:..,i 4 rnav'etiyc~r improvemoct . 

) AqriculttCO1!Oic a-0dre f...... Var:eti'na i ec-... -e :T,ab 

There exiLsts a ful -f'cce Directorate il the Punitab for 
supervis Irig, guidhing and developiina agricultural mar-etIrIa 
in the Province. It undertakes marketing surveys, gathers 
and publishes price statistics ay;d enforces marketing 
laws, rules and regulations. 

Functions 

The functions of t. e D'rectorate can be dividad urder the 
following heads.
 

a) Development of Marke4ets: 

Th ! e artinvjiL 1'. IUS ri dN: . u! !L U ,', U Cot 0 1 #e S" I 
surveys and prenares schemes for the establl!'-.t of 
grain markets, fruits/veget.ble markets, feeder
 
m.arkets and market comimittees. At present. orosects
 
for establishinr n,w markets at Multan, Faisaaa a-:-
Sargodha ai(d . m,,,-rovemnit or crairn market i ao:0re - re 

under considerat_o.
 

b) Admiistration o~ tL e Agricultural 
 Produce a.arket 
Ordinance 1970 anrd 7ules framed thereunder. 

The Department supervises and theregulates marketc:, 
CUmmi. i'.tees i:n wth the provislois , 



Ordinance. It passes their annual budgets and 
supplementary grants, if ar:y. it checks and 
scrutinizes workirig of the cormittees and alvi hem 

in respect oi: 

- Preparation of By-laws 

- Constitution of Arbitration Boards 

- Proceedings of mieetings 

- Construction of warehouses, godowzis coldand 
storage
 

- Planring artd implementation of development 

projects
 

-
 Provision of necessary facilities to the growers 

c) Market Survey arid Studies:
 

The Department undertakes 
studies on the cost 
 of
 
production of crops, marketing margins, use of inputs, 
sale of agricultural commodities by 
 farmers at
 
different levels, marketable surplus 
etc. It assists 
the Federal Government in the adoption of proper 
grades anrid !;t inr r ., for the export of a(ir'ul tu 
ra
 
commodities. 
 it also keeps close contacts with the
 
agricultural processing 
industries and helps to solve
 
their problems, es,pecially relating to marketing.
 

-/0(0­



Cost of production and marketing studies for the 
following crop have been carried out recently for the 

Agricultural Prices Commission: 

o Sugarcane 

o Wheat 

o Cotton 

0 RicU 

d) Collection arid Dissemination of Market Intelligence: 

The Department collects marketing intelligence of all 
agricultural commodities arid arranges for its 
diientinatioi through various publicity media. The 
Department regularly collects price data through the 
Market Committees and issues the following reports. 

- Daily Price Report: 

It containis daily wholesale prices of 68 items 

from 10 important markets. The Report is 
supplied to various government departments arid to 
publicity media for wider dissemination. 

- Monthly Economic & Agrarian Situation Report: 

This report contains brief review of the price 

trends during the month, comparison with the 
situation prevailing in the corresponding month 
of the previous year arid analysis of determining 
factors. The commodities arid the markets covered 
ree tht! sic,,,e i s for the Weekly elpoit . 'Ili.ti 

report is also circulated to the concerned 
Provitidcal and Federal aqe(T1C-es arid departn, 'its. 
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ii) Marketing Sectionls, NWFP arid Baluchistan 

In the NWFP arid Baluchistan, there exist Economic and
 
Marketing Sectioy s attached to the Directorates of
 

Agriculture. The Section is headed by a Deputy Director 
(E&M) who is assisted by Extra Assistant Directors (E&M). 
The Section performs the usual marketing furnctions 

including the following: 

- Study of comparative econiomics'of different crops arid 
cropping patterns. 

- Survey of mark.et conditions, compilation of price 
statistics. 

iii) bureau of Supply arid Prices, Sind
 

The Bureau is an integrated organization, set up to plan, 
guide arid ensure adequate marketing facilities, ensure 
regular supplies anid undertake stabilization of prices of 

essential commodities for the common benefit of growers, 

traders arid consumers.
 

Functions 

The Bureau performs the following functions:
 

- To collect, collate arid disseminate information 
regarding trade, movement and prices of essential 
commodities to include agricultural produce,
 

livestock, fishery, poultry anid selected manufactured 
items.
 



To conduct production arid marketing cost studies of 
essezitial commodities with a view to: 

o 	 Ascertainirng acceptable price level 

o 	 Recommending corrective measures to keep the
 
prices at the level indicated by cost studies.
 

To identify bottlenecks 
 in the system of supply,
 
movement and 	 ofstorage essential commodities arid 
recommend remedial measures to ensure even flow. 

Perform functions of Controller General of Prices Sind 
Government under the Price Control and Prevention of 
Profiteerin9 and Hoarding Act 1977 alongwith the 
operative sections of the West Pakistan Food Supplies 

Act 1958.
 

Exercise technical 
control over the Market Committees 
arid formulate policies for the scientific development 
of Marketing facilities for growers, traders 
 arid 
consumers. These functions are performed under the 
Agricultural Product 
 Act, 1939, as amended by
 
Amendment Ordiiianice of 1982. 

Enforce Sind Standards weights arid Measures 
Enforcement Act arid Rules 1976. 

To establish liaison arid coordination with the Central 
Government arid appropriate Corporations with Z. ,..,w it: 

o 	 Project the problems of inter provincial 
movement, supply price ofand control essential 

commodities. 
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O Implement Po] icies of the Central Government 
within the para meters of the aims and objects of 

the Bureau. 

Discourage monopolistic tendencies and give necessary 
advice arid policy guidance to the concerned 
Departments and Agencies to energize cooperative 
movement, consumer resistance and setting up of 
competing agencies in Private arid Public Sectors. 

The Bureau has been given powers to administer the 

following enactments:
 

- The Agricultural Produce Marketing Ordinance, 1982. 

The Price Control arid Prevention of Profiteering arid 
Hoarding Act 1977, previously administered by
 
Industries Departments.
 

The Sind Standard Weights arid Measures (Enforcement) 
Act. 1975, previously administered by Labour
 
Department.
 

The Bureau is headed by a Director General with the 
status 
arid power of a Secretary to the Governimeat of Sinid. The 
r'CU .1,I, -))IIeting is:,,, Wing under a Deputy Director 
while the other two wings, viz., Costing, Statistics and 
Policy Wling nd thu Plied Operatloiu and Monlturlny Wilng 
are under Additional, Directors. The Deputy Director 
Economic arid Marketing) 
 is assisted by one Assistant 
Director (Agricultural Produce) , one Assistanit Director 
(Livestock) arid Assistantone Director (Poultry ard 
Fisheries). The Additional Director (Costing) has ote 
Assistant Director (Costing) arid one Assistant Director 

-.In­



(policy) and one '?o-.. ._. 
 C=c... . O',-,ntcns
 
Wing has one pot-
 of T!tp'ty D LectoL (MaLkOen.N? one 
Deputy Direc:o. ec on one n ?' oI 
(Industr-al Section). 

Const t aints 

The majoL deficiency obzeived in the workinq of the Punjab
 
and Sindh Agri-culuial MaLke,:ing Depaitments is 
inadeouate 
supetv-1sion oveL the opeations of the Market Committees
 
and absence of coOd.IiQa on Ln L,PeC, of basis adopted and 
covetage of marketinq .ntelliqence with other provincial 
depatments and the FcdeLal Department.
 

7.3 THE REGULATED MARKETS AND T!!E MARKET COMMITTEES
 

Purpose of Establishmen;t
 

To regulate and effectuate marketing of aaQLcultulal 
[L (/U(, (?,r !C2L. Za1 y 10 (v!L nate .Md aL CpL IndaCtICVS to 
prevent excessive marketing costs in transact:ons.
 

Functions of Market Committee
 

The MaLket Committee controls and supervises the ipiketin
 
activities in 
the mzaLkets and fLame by laws, def.-,,,. matke.
 
piactices and handling
fixes charges payable to vatLous 
funct-lonajies (ttade',.,, cowmznsson aeents, etc.) o! tie
 
market. It also 's.ues/Levokes functionauies perm.ts, 
as
 
well as prepares mal-ket-related informatlon (dnI-v, wr e'Iy
 
or monthly basis). Weqhinq methods uced bv '-. 

funct-onartes at* cck hMatr.'t comrv10tte
 

..... e c e-1.- h a k C m 



Source of Funds
 

The Ma Lke t CoImtLLLe Iro;eL a maLket fee on selleLs and a
 
lcense fee on tLadets and market functionaLies. It may
 
raise loans 
to apply to expenses of land, buildinqs and
 
equipments, from the PLovLncial 
GoveLnment.
 

Market ChaLqes
 

Specific chaLqes specified in the laws are commissions,
 
welghment, cleaning, bagging, 
etc. (vatyinq by item of
 
commodities). 
 These ate imposed on qtowets/selleLs. The
 
maLket fee is charged to the wholesaleL/commission agents.
 

Supetvision of MaLket Ooeiatlons
 

Actual supeLvision is caLtied out by the enforcement staff
 
comptising of Inspectot/Sub-insrectoL. Enforcement staff,
 
in practice, issue lcensp, collect maLket 
fees and ensute
 
implementation of pLescLibed market 
 pLactices. The 
strength of enfoLcement staff varies from market to maLket, 
accordinq to the WOLk load and scale of market.
 

Role of the Povincial Government
 

Daily market opeLations are controlled by the Market
 
Committee, while the 
Provincial Government is respons:ble
 
for notification of mjtret ar-a-;, market yaLds, commodite­
to be regulated Ln the matket, constitution of the Market 
Committee, election/no, nation of Committee inembers, 
sanction of the budget of the Committee and others. 



The Idla Jo Lcon:;(. I, Ol;I VIt:o w- ,Wv co I Iu Ju! r, btw::r, Lh 
supervisory staff the Committeesof Maiket 
 and the local 
maLket functionai:ies to the detLiment of 
the inteLests of
 
the qroweLs. MoLe effective supeLvision oveL the
 
functioning of MaLket Committee 
 by the Provincial
 
AgLicultuteal MaLketing Department is needed.
 

7.4 STATUTORY 
AUTONOMOU; MAIKE'IING AGENCIES 

The ptLncipal statutoLy autonomous agencies involved in the
 
maLketing of food cLops ate as 
follows:
 

The Pakistan AgLicultutal Storage and 
 SeLvices
 
Corpotation Limited 
 (PASSCO)
 

- The Rice ExpoLt CoLpoiation of Pakistan (RECP)
 

PASSCO deals mainly with wheat, Lice and gLam among pulses
 
and the Provincial Food Department deal mainly with wheat.
 
RECP plays an active part in the marketing and export
 
operations 
of rice. A brief functional review of these
 
agencies follows:
 

1) Pakistan AgricultuLal Storage and 
Services CorpoLation
 

Limited (PASSCO)
 

Functions
 

The main functions of PASSCO include the following:
 

o 
 PuLchase and sale of agtLicultual commodities
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0 Acquire, construct and operate warehouses for storage
 
of agLIcultutal commodities.
 

o Provide wMachineLy Pool SeLvices" 
at economical rates
 

to the farmers.
 

0 1 ,JnF1 I zalI (-)n! 

PASSCO activities are controlled by its Managing 
Director
 
with his headquaLtets 
at Lahore. It has nine Legtonal
 
offices of which 
six are in the Punjab, two in Sindh and
 
one in Baluchistan. 
 The regional offices supervise
 
pLocutement and ptocessing operations 
thLough managers
 
located 
in mandi towns. The agricultural machinery 
hire
 
services are supeLvised by an Agricultural EngineeL located
 
at Lahore. There ate 
20 machinery centres of which 12 
are
 
in the Punjab, 
7 in Sindh and one in Baluchistan. The
 
Punjab centres 
are located at Kot Mubarak, Manga Mandl,
 
Depalpur, 
 Khanewal, VehaLl, Gojia, Gujranwala Chiniot,
 
Rajana, Muridke, Satrah Shahpur
and Jahania. The Sindh
 
centLes 
are located at shahdadpuL, Hala, Thatta, Tando
 
Allahyar, Tando Mohammad Khan, Jbinda and Sakrand.
 

The storage constructioni programmes 
are organized by an
 
Engineering Advisor assisted by eleven Executive Engineers 
stationed at various sites. 

Operations
 

The two major conodities procured by PASSCO are wheat 
and paddy. The quantities procured during the last four 
years are shown below:
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'lAl ,1,: 7. 1 

PROCUREMENT OPERATIONS OF PASSCO
 

(Tonnes) 

Year Wheat Paddy
 

'11 1- 114 1,"(1,0 ( () '( , 000 

1984-85 b55,050 552,000
 

1985-86 1,395,430 310,221
 

1986-87 1,397,965 13,748
 

1987-88 1,400,000 17,018
 

Among the other commodities gram was procured only during 

1986-87 to the extent of 7000 tonnes to support price 

levels.
 

PASSCO has been progressively increasing its storage 

capacity which presently stands at 558,200 tonnes. This 

includes 443,200 tonnes in godowns, 100,000 tonries irl 

silos and 15000 tonnes of open bulk capacity. 

PASSCO sells wheat to the deficit provinces and agencies 

at the same price oni which it is purchased. The 
Corporation is allowed incidental expenses for these 

operations. 

Operating Costs 

The average operating costs of PASSCO, classified by major 

components, for 1986 and 1987, are shown below. 
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TABLE 7.2
 

OPERATING COSTS OF PASSCC
 

(Rs. per torine) 

Cost Items 1986 1987
 

Transportation of Wheat 21.39 29.67 

Labour Charges 8.48 11.09 

Dhab Mats 0.29 1.11 

Polyth lle 0.60 0.57 

Cn,,utructiour of PltLth 1.52 2.40 

Pesticides 2.12 5.36 

Sutli 0.24 0.17 

Miscellaneous - 0.67 0.72 

Vehicle 1.32 2.03 

36.62 53.12
 

VII-18
 

It is to be noted that there has been 45 percentage
 

increase over the cost level of the previous year, which
 

appears excessive in comparison with the prevailing
 

inflation rates.
 

PASSCO did not occur in any 6f the marketing chains drawn
 

on the basis of the marketing* activities of the sample
 

gLowers. The above costs LepL.esent subsidy on opeLations
 

of PASSCO.
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ii)Rice Export Corporatiorof Pakistan Ltd.
 

The Rice Export Corncr;itioi of Pakirtari (PFCP) was -et u-; 

in 1947 as a private limited company f-o unOdertakc export3 

of rice on monopoly basis in, the public sector. It was 

charged with the responsibility of taking all measures, 
such as publicity campaigns, collection of market 

intelligence anid conistructior of godowns etc. reouired 

for the performarce of its main function. 

PLocuLement OpeLat:.ons
 

Rice was procured till 1095-86 under the Monopoly. 

Procurement Scheme". The policy was revised in 1986-97 

when "voluntary" procurement was introduced. It was felt 

that compulsory procurement at support prices was 

detrimental to the interests of growers and was act-ing as
 

a disincentive for ilcreasing rice production. This was
 

due to the fact that under monopoly procurement, the
 

support price, 0l,1ch was inteide0 to be the minimum
 

guaranteed price, became in practice the maximum price
 

that a farmer could qet for his procduce,
 

A table showing annual procurements of rice by RECP since
 

1983-84 is givezi or, the next page.
 

RECP has been procuring 2.3 to 3.0 million tonnes of rice
 

each year during the last five years, the ratio of
 

procurements to total output ranging between 29 arid 52 per
 

cents during the period.
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TABLE 7.3 

tIRXURI-M:-T OF RICE BY PFCP 

.. -- . - - -(000 Tonrcx.) 

R, -,ai:t Tota O-i:er Varieties Tetal 
Ye a r 

iy T % of Total Quanl ty % of Total 
. . . . .. 

Quantily /0 f T 

. . 

,c[ 

1983-84 926 29 822 46 2833 £O 

19Q4-85 855 31 958 50 2768 U 

L)c:5-6 785 29 985 63 23cO -

1986-87 790 30 1068 47 30.5 L3 

1987-88 903 25 607 31 2869 29 



Handling, Remillinq and Packing
 

RECP cleaning and gLading facilities consist of 14 plants 
with a total capacLty of 817,000 tonnes. All ba'a 

rice is exported after cleaning in the mills. An 
automatic packing plant is also ii, commissioni to meet the 
demand of the buyers for packetted rice. 

Exports 

The Ministry of Commerce of the Federal Government fixes 
annual export targets. The annual targets arid actual 

. for ti . 1iiwI rivi yviir'r air, tihtiowii In Tnhbt' 7.4. 

The exports of other varieties of rice 
has show% better
 
performance whereas basmati exports have generally lagged 
behind targets. 

The sale of basmati 
Lice to Gulf countries is 
on the basis 
of agreement with the Council of Gulf countries. For other 
vaLiecies, sales affectedare through floating of tenders, 
on 
fixed prices without tenders, direct negotiations and on
 
government to government basis. 
Sales through government to
 
government negotiations are most
the Important channel
 
accounting for almost one-half 
of the the total sales
 
followed by 
sales thLough inviting tenders having a share
 
varying from about one-thiLd to two-fifth during different
 
years.
 

The private 
sector has been allowed to 
export basmati rice 
fLoraI 1987-88 in packets ol upto 20 kg. They can obtain Lce 
from RECP OL may use their own rice. All 
expoLrs aLe

howevei subject to RI.:Cp'; inspectilon and qualiLty cont tot 
pLocedULes. 
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TABLE 7.4 

EXPORT TARGETS AND ACTUAL EXPORTS OF RIE BY RECP 
('000' Tonne., 

Basmati Other Varieties Toial 

Year Target Actual Actual as % of Target A:tual Actual as % of Target Actual Actu- as % 

of Target of Target of Target 

1983-84 300 406 135 800 853 107 1100 1259 

1984-85 350 163 47 850 617 73 1200 780 C5 

1985-86 325 277 85 775 1044 135 1100 1321 123 

1986-87 260 136 52 990 1117 113 1250 1253 

1987-88 200 221 ill 1000 988 99 1200 1209 !I 



RFC? has bpen enY.-t r'~.- n 'n7oe.a._,ons each vea; ,LeY ,,! e- ;v", r,,. ,'Y-, r!., 

rh~ee Yeas 13 lven beow: 

Expott f_{ons)
 
U~:; t 2';65 276,QBP.' ,r 1 f 'i' 
Othes 
 758,862 1,043,530 
 1,117,411
 

Total. 93.,350 1,320 
 ,253,662
 

Averacge Export Puce
 

Basmati 
 9,634 
 11,130 
 12,429

Otheis 
 2,027 
 2,567 
 2,733
 

AvfJ. ! "O1} Cost (R!;./-c2n) 

Basmati 
 .. , 246 5,809 6,427
Orhers 
 3,467 
 3,566 
 2,452
 

Ptof.t (Loss) 

Rs ./Ton 

Basmati 33 0, 5,420 

Others 
 4, f9. 7": 

PLofit (Loss)
 
IRS. Mi llion)
 

3asmaz-. 
 71, r 472r,
 

Tota . ) A,30.75 . 



7.5 PROCUREMENT D!PA:(TMYN-S 

The goverinment orgar(yI e'jahorate p rocure.eIIt oOtlrat :.oIIsfor wheat to el,-ure .... prices to the c/rowers. fS E1oneratio:s are underta 1 I ro c, the rr)ovif oDepartmnents in PUIIab and S lid although the fcrnu1atioj
pricing policy 

of 
is vested in the Federal Ministry of Food 

arid Arlculture. 

The Sind Food Department is an internal directorate of the'Agriculturte, Livestock, Fisheries and Food DepartmentIn the Punjab, however, Food Department is an, independentdepartment under a Secretary with a separate en.tity,Food Directorate, providing 
the 

for larger scope for effective 
operations. 
 The field set-up of both the Food Departmentsis 
almost similar. 
Fach district is under a District Food
Controller, admiistratively controlled 
 by a Deputy
Director in each Division. 

Funccions
 

The functions 
of the Lespective 
 FooH 
 DepaL tments aLe
 
somewhat dlffeLent as 
shown below:
 

Puxijab:
 

- Voluntary Procurement of wheat 

- Distributioni of wheat
 

- Procurement of insecticides, fumicarits ard gunny bags 

- Control over flour 1and1 sugar mills 

- Administratio, of food laws 

- Planning and co::structiort of addi'tioraI storace 
a c olmo(7 a t 'or. 



Sind : 

- Food procurnii'ent and distr ibution 

- Storage of foodgrains 

- Administration of the Tea (control of prices, 
distribution and Movement) ordinance, 1960. 

- Service matters except those entrusted to the Services 
arid General Administration Department. 

The Government purchases wheat of the prescribed standards 
fr(Jil tile (i ( I t utl ti IIi tokI-€ UrIt-11ilt' t 

centres at the notified support prices. Full price is 
IIl i (I th 'OtL(J I the i l mn,edIately after del .vory oF 
stocks to the Goverrment representative. Sample are take: 
and subjected to laboratory analysis in all cases. 
Recoveries on account of quality lags are, however, made 
after assessment by the laboratory. The bags are supplied. 
by the government on loan depending on the size of the 

sale proceeds.
 

The Provincial Food Departments participate in wheat
 
procurement operations on behalf of the Government. The 
Pakistan Agricultural Storage and Services Corporatio: 
(PASSCO) also purc~iLi:cs frum within specified areas. The 
Government encourages and provides guidance to the growers 
for direct sales of wheat at the procurement centres. 
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The anrual quaritIties of wheat procured durirn, the last 

five ye'dr dr'c 1lowifl'(loW. 

TABLE 7.5 

ANNUAL WHIIEAT PPOCUNI.NENI'S BY PIROVINCES 

(000 Tores) 

--------- -----------------------------------------

Year Purijab Sinld NWFP Baluchistan Total 

--------- ----------------------------------------­

1983-84 2995 749 25 52 3821 

! ') i, 4 - ! ',71/1.) () 1% 1 S 22 -r) 

1985-86 2018 501 5 9 2533 

1986-87 4102 816 68 49 5035 

1987-88 2936 973 39 27 3975 

---.).-­



A numbor of sainp! r, (1IOW01 f. ;ind In-Ol nied I ILos howevet ,oId
L If!LL I)LOJUC(. I () 1 11( tLIItI(,eL 1L CulriL LL' 01 1 tL - I'LOV ITIC Idl 
Food DepaLtment. 
 The chaLges of 
the DepaLtment 
pet tonne
 
of wheat ale given below:
 

Rs. PeL Tonne
 

Gunny bags 
 168.16
 

Deliveiy expenses 
 10.50
 

Bank commission 
 7.92
 

Taxes and Duties 
 7.89
 

TLanspoutation 
 91.73
 

Handling ChaLges 
 18.27
 

Godown costs 
 12.65
 

Sto.age 

0.98
 

DepaLtmental chaLges 
 25.62
 

InteLest 
 225.36
 

Total: 
 575.08
 

The above costs wozk 
out to Rs. 23.00 
peL 40 kg. This
 
LepLesents subsidy 
 foL undeLtaking 
 wheat pLocuLement
 
opeLations.
 



7.6 TIE AGRICULTURAL, PRIC.S COMMISSION 

In Pakistan, the price support programme for agriculture
 
has been followtd for the past three decacles. Over these 
years, the Governimen~t has evolved an elaborate system of 
,(J r!,'U I 1irA 1 1i 1('11,j. Tt I i ;Ll[)ttp[,crt I ciCC11 for 
important crops to encourage production, arid procures 
significant proportions of their output to cater theto 
needs of industrial workers and urban consumers, to export 
and to maintain price stability. Pricing policy has acted 
as an important instrument for accelerated agricultural 
development. The price support programme, initially 
confined to only a few major crops, 1now effectively covers 
wheat, rice, cotton, sugarcarie arid nontraditional oilseeds 
(sun flower, safflower arid soyabean). 

The price support structure various from crop to crop. 
For wheat arid rice uniform support/procurement prices are 
maintained all over the country. Though procurement takes 
place primarily ill the post-harvest season, the 
procurement prices renaini the same throughout the year.
 

In the case of wheat, one price is fixed for all 
varieties. For rice however, different prices are fixed 
for basmati arid other varieties to account for variations 
in quality. The prices thus fixed are giver! wide 
publicity through radio, television arid the national press 
for the information of the farmers.
 

The entity playing anl important role in formulating 
agricultural pricing policy arid in fixing support prices, 
is the Agricultural Prices Commission (APCOM) which 
has 
been active since 1981, affiliated with the Federal 
Ministry of Food, Agriculture arid Cooperations.
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Accordin:g to Itt; 
 0..., re ertice, APCon advises the 
Co.:rrjmen t Q!II.; . -or I,i.-or a rlcu tural 

commodities 1'-e w! . , rice, cottoi!, suoarcanie, o 'seeds, 
potatoes, and o:Kc,, aid :or acricultural _: puts such as 
fertilizers, )estic:,'_des, anc3 cuaity seeds. In, Coirlg so, 
the Ccmr-- Ssion takes into account production1 costs of 
crors I,, -iffrert ecolo~cica zones, kee-iig ini view the 
rieed to: (a) provide incen-tives to the producers to raise 
productivity aid rrceuction by adopting improved 
techrolocy; (h) avoid waste and ensure rational use of 
inP1uts as well as of arid aid water; (c) develop
 
pi idUc 1i. i .io,I t: Ii, t'i:," ,,t,t i line with iatLorial 

requiremenzts.
 

The Commission, also perfcrmis the following functions:
 

n ruqqest apprpriate Tio ,-pri cc measures to up theback 


the :conomy and oil the cost of living arid wage levels: 

Identify arid suggest correction of the deficiencies
 
-
acid. inlefficier!cies o- the marketing system:
 

- Analyse and assess the adequacy of storage,
 
processing, transportation ard other facilities:
 

-
 Advise o, measures to improve them,arid:
 

- Carry out anc promote studies and surveys relevant to 

price policy ,... , : 



-The commission has 
made special efforts to develop a
 
system aid methodology for the collection of on-farm data, 
determining criteria thefor imputation of costs for 
various inputs at the farm under different farm sizes ard 
tenurial arrangements, and evolving a methodology for 
measuring the impact of price policies on farmer's real 
incomes.
 

Since its inception in March 1981, the Agricultural Prices 
Commission has carried out, initiated, or planned a 
substantial amount of work. 
 This includes:
 

- Formulation and submission to Government of price 
policies for wheat, rice, cottot,, sugarcane, rape arid 
mustard seeds, potatoes, onions, rion-traditional 
oilseeds (suriflower, safflower, and soyabean), arid 
gram: 

- Well over two dozens in-depth studies and field 
surveys relevant to price policy formulation, 
including the methodology for estimating cost of 
production of crops, comparative advantage of growing 
various crops, fertilizer subsidy and fertilizer
 
prices, measures to 
 improve the low agricultural
 
yields in Pakistan arid the quality of produce of the 
various, crops, compilation arid publication of basic 
statistical data relevanit to agricultural pricing:
 

The Commission has established close working relationships 
with the agencies (both domestic arid international) 
concerned with various 
 aspects of agricultural
 
development. Standing Committees on major crops such as 
wheat, rice, cotton, sugarcanie, arid oilseeds have also 
been set up, composed of official arid non-official experts 
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arid selected rrojrssIve farmers from all provinces, for 
consultation oni matters relating to price policy.
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CHAPTER VIII
 

EVALUATION OF THE MARKETING SYSTEM
 

The analysis of the marketing system of the food crops 
under study has been presented in the previous sections. 
The analysis incorporates identification of major 
marketing channels and their participants, and estimation 
of their gross margins, costs arid net margins resulting 

from the marketing activities.
 

The predominant actors 
 in the present food marketing
 
system are large number of individuals arid independent 
private firms operating within the institutional framework 
of assembly, processing and distribution markets. A few 
state marketing agencies also exist concerned primarily 
with the procurement operations for 
 effective
 
implementation of government support policies.
 

The typical food marketing functions inicluding buying from 
the farmer, transport to non-farm consumption centres,
 
storage until 
 sold, processing arid ofsale appropriate 
assortments 
 to consumers, are performed by separate 
individuals or small firms, often dealing in a relatively 
few products. As 
a result, the marketing system is 
made
 
up of a large number of small private food marketing 
firms. Since 
 farmers are 
 also typically very small
 
operators, the number of transactions necessary to amove 
small quantity of product through 
the marketing system is
 

quite large.
 

The basic features of the existing 
food distribution
 
system thus include lengthy 
 poorly coordinated
 
distribution 
 chains 
 arid the small-scale 
 limited line 
retailer. There is absence of integration so farin as 
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o,,ii r ii ,r cI).,',Itczt i r(itIit-rl(I. II 1y I itli Jq 1intk in ,i 

long chain of intermediaries. 

The arialysis of the efficiency status of the marketing 
operations has been attempted through review a of
of set 

"efficiency indicators", which, taken 
 together, could
 
provide a genieral 
"feel" of the present situation.
 

8.1 FARMER'S SHARE IN CONSUMER PRICE
 

aimut lJlaI,,, It i ut,-rThe I.Cl i comUt.d In -r price Hpreadtail 


and expressed as a percentage of retail price, is widely
 
regarded as a measure of fairness of farm prices arid of
 
efficiency of marketing. Thefood following table shows 
the share of farmers in the retail prices for the 
reference crops for the sample as a whole.
 

TA111,-: 11.1 

SHARE OF GROWER AND MARKETING MARGINS IN CONSUMER'S PRICE
 

(Percentages)
 

Crop Farmer Share Marketing Margin Consumer
 

Price
 

Wheat 64.77 35.23 
 100.00
 

Rice:
 

- Basmati 52.49 47.51 
 100.00
 
- Irri 48.57 
 51.43 100.00
 
Gram 61.81 38.19 
 100.00
 
Mung 60.49 39.51 
 100.00
 
Mash 58.17 
 41.83 100.00
 
Masoor 60.29 39.71 
 100.00
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It appears that wheat shows the highest share of farmers 

at 64.77 percent of the consumers price for the sample 

holdings as compared to the minimum of 48.57 percent for 

irri rice sample growers. The ratios appear consistent 

with results arrived at previously. The lower rates for 

rice are due to relatively higher processing costs as well 

as lower conversion ratio in processing as compared to 

other crops. 

Estimates of producers' shaLes in consumers' prices for
 

food crops fo other countries are given in Table 8.2 on
 

the next page.
 

Incetnational comparisons of producers shares and margins
 

could provide some meaningful insights only if they relate
 

to the same crops foL the same periods and having
 

siliiaL Marketinq and agLicultuLal seLvices sttuctutes.
 

This could be betteL illustLated with the help of the
 

following data.
 

TABLE 8.3
 

MARGINS AS PERCENTAGE OF CONSUMERS PRICE
 

RICE (1979)
 

ITEM Philipines USA
 

FaLmers' ShaLe 84 43
 

Milling 9 8
 

Packing - 14
 

Transport ­ 6
 

wholesaling/Retailing 7 
 29
 

100
TOTAL: 100 


Source:
 

Abbot, J.C. MaLketing ImpLovement in the Developing World, Food &
 
Aqicultural OiqanLzation, Economic and Social Development Selies
 
No. 37, 1986.
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PERCENTAGE SHARES OF PRODUCERS IN CONSUMER
 
PRICES FOR FOOD CROPS
 

------ -- - ---- --- --- ---- --- --- ---(PeLconcaoes ) 
CounCLy 
 Peuiod of CLop PLoduceLS SOULce
 

Estimates 
 ShaLe
 

Ghana 1977 


USA 1974 


1975 


1976 

Malawi 1975-80 


NageLla 1975-80 


Tanzania 1975-80 


Banqladesh 1975-80 


India 1975-80 


Indonesia 1975-80 


iL1 1975-80
.pPines 


Tanzania 1975-80 


Malawi 1975-80 


NigeLia 1975-80 


Kenya 1975-80 


Philippine 1975-80 


Tanzania 1975-80 


Higet a 1975-80 


Sudan 1975-80 


India 1975-80 


Philippine 1979 


USA 1979 


India 1975-80 


Rice 


MaLket Basket 


MaLket Basket 


Matkor Basket 

Rice 


Rice 


Rice 


Rice 


Rice 


Rice 


Rice 


Maize 


Maize 


Maize 


MCIIZe 


Maize 


Soigham 


SoLgham 


SoLqham 


SoLgham 


Rice 


Rice 


Wheat 


70.9 1
 

43.0
 

42.0 2
 

40.0 2
 
40.0 2
 

57.0 3
 

57.0 3
 

79.0 3
 

82.0 3
 

84.0 3
 

87.0 3
 

38.0 3
 

48.0 3 

55.0 3
 

57.0 3 

72.0 3
 

38.0 3
 

60.0 3
 

61.0 3
 

80.0 3 
84.0 4
 

43.0 4
 

79.5 5
 

SOULce:
 

1. V. Roy SouthwoLth "Food CLOp MaLketinq in Atelubu DIStLict, Ghana
 
Ph.D. Di'sSeLtaton SranfoLd Un~veLsIty, 1981, Quoted by T:!mnel,

C. Pete.j dnd otheL "hood Polcy Anayses, WoL Ld Bonk", 1985, P.109. 

2. US DepaLtment of AqLiCUltULe in MaLketinq of AgLIcultuLal PLoducts 
by RichaLd L Kohls and Josehp N. Uhl, P.235.
 

3. Food and AaLIcultuLe OLqanization, AqLicultuLal PLIce Policies 
-

Issues and PLoposais . P.101, 1987. 

4. Abbot, J.C. MaLketcng ImpLovement in the Developinq WoLld, Food and
 
AQL!CUltuLal OLqanizatcon, Economic and Social Development SeLves
 
NO. 37, 1986.
 

5. DieteL Elz ed., AgLICUltuLal MaLketing StLateqy and PLLCLnq Pok-cy,

WoL]d Bank, 1987.
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T h o ( 1) IIl - 1 11,11 1 1 ("1 (11 tW o'i n ItI( I) ,I1L[ r)I(.r ' : (' ,LV 0v I()w:; 

a much laLgeL shaLe of the consumeL pLice than do gLoweLs 

in the USA. SupeLficially it may appeat that the US 

farmeL Is WoLse off because in addition to hlqh cost of 

e , , i :;Lqnifrc', n !;hal.o of rho mai.qln 1siIn 


absoLbed by packaging cost.
 

UndeL conditions obr-ain:nq in US, however, the Letailing of
 

Lice without pLe-packinq would both discouLaqe consumption
 

and rIrc(L Uoe t:ho ror;il itliiqfln hcatiSe Of the hiqhei, cost of 

Letall labouL, dettimental to the qrower.
 

8.2 GROSS MARKETING MARGINS
 

The Lelative shaLes of vaLious maLketing costs in the
 

ave~age gross margins foL crops under study aLe included in
 

Table 8.4. It appears that after net maLgins, tLanspott
 

and pLocessing costs aLe the major cost components.
 

The Lelative shaLes Lenotted foL some of the AfLiican and
 

Asian countLies aLe given in Table 8.5.
 

TABLE 8.5
 
SHARE OF CAUSAL FACTORS IN DIFFERENT FOOD GRAIN MARKETING
 

MARGINS BETWEEN AFRICAN AND ASIAN COUNTRIES
 
(1975-80)
 

Absolutes MaLqln(Po-ns) Relative MaLqns %
 

Aftica Asia Aftica Asia
 

Taxes 3.9 6.6 7 3 
TLanspott and
 
A:j:;oc.cjdtd COlt-i. 27. 5 !3.8 50 69 
PLoflt 12.6 4.0 23 20 

TLansaccion Cost 11.0 1.6 20 
(Residuals)
 

--'[QFAL 55.0 20.0 100 100
 

SOULCe:
 
DieteL Elz ed., AgL.CUltULal MZaLket:nq StLateqy and PLicinq Policy, WoLl
 
Bank, 1987
 
Estimated on the basis of :nfo~mation fLom Kenya and Malawi in AfLica ar
 
Bangladesh and Indonesia in Asia. -434­
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-------------------------------------------------------

- -- - - - - -- - - - - - - - - - - - - ---- - - - - - - - - - - - - - - - -

--- -- --- ---- --- -- -- 

- -

----------- ---------- ---------------- 

Table - 8.4 

AVERAGE RELATIVE SHARES OF COSTS OF VARIOUS
 
MARKETING SERVICES IN 
PHE GROSS MARGIN
 

Percentage


Wheat Rice :Ri re nrw,n Monq :Mash ,Maoor 

Labour 2.81 2.25 2.91 
- - -

1.45 1.29 1.59 1.49 

Storage 0.88 0.80 0.59 0.38 0.52 0.12 0.22 
- -- - -

:Traisrjort 
------

12.00 
-

4.93 
------.. 

9.31 
-----

3.22 
- ----

3.78 
-- -

4.96 
- - - -

5.12 
- --- - -- - -

Packing 7.08 0.28 0.54 
I 

0.22 0.43 
I -

0.16 0.21 
I -

Rent 
- -- - -

1.20 
- ­ - -

1.38 
- - -

1.52 
- - - -

1.21 
- - ­

1.00 
- -

1.20 
- - - -

1.09 

07'0 0.2"7 0.b4 0.l 0.12 0.39 0.43 ------------------ ----------------------------

Credit Cost, 9.22 0.06 0.07 --- 0.03 0.01 

Processing 
--

3.40 
- I--- - - - - - - - - ­15.98 

-
:10.34 1.88 4.43 3.80 3.93
 

; ----------- --- -- -------- ------ _ -- -- --

:Net Margin :56.49 70.42 169.87 87.14 
-- -- - - ­

85.13 :80.49 :80.73
 

Misc. 6.22 3.63 
 4.31 4.29 3.30 : 7.26 6.77
 

Total .... 100.00:00.00, 100 00 i00 00 i00 00
100.00:100.00 
 . I.
 

------ ------ :- -- -
I
3
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8.3 NET MARGINS
 

Economic efficiency is concerned with whether 
the prLice of
 
maLketing seLvices 
 Leasonably Leflects 
 the costs of
 
resources 
used in providing them. The 
levels of the net
 
margins enjoyed by different inteLmediaries thus pLovide an
 
indicator of efficiency status. 
 The ratios of net
 
margins to 
qoss margins, estimated for the 
crops undeL
 
study foL diffeLent types of inceLmediaLies, aLe shown in
 
Table 8.4.
 

The aveLage ratios 
of net maLgins (pLofits) to the total
 
vaLy fLom 56.49 percent 
-n the case of wheat to 87.14
 
peLcent fOL GLam. 
 The comparative average 
Latio in food
 
gLain maLketing foL some 
of the Asian and African countries
 
aLe 20 and 23 peLcents respectively. The higheL 
tatios
 
estimated for Pakistan on the basis of 
the present suLvey
 
indicate 
economic inefficiency as unLeasonably high pLices
 
aLe being charged foL the maLketing services being pLovided
 
by various inteLmediaLles in the maLketing chain.
 

8.4 MARKETING PRICE RATIOS
 

It maLkets aLe opeLating efficiently pLices of a given food
 
will be related oveL space and and
time among forms.
 
PLices should 
only diffeL between geogLaphical aLeas of a
 
councLy by transpoLtation costs 
from one 
point to anotheL.
 
The price of a stoLable commodity at one point in time
 
should not exceed the pLice in 
a pLevious peLiod of cime by

moLe than 
the cost of stoLage. SimilaLly, the pLice of a
 
pLocessed pLoduct should 
only exceed the pice of the
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UIfJ L )14 c L JLl,UL€d I Vt by t. 110 CO6L It PLOCessing. Th e
Lelevant inteLnal maLketing pLice tatios 
 thus pLovide
 
consideLable 
insight into competitiveness and efficiency
 
status 
of the peLfol mance of the maLketing sectot. These
 
Latio aLe:
 

- Seasonal pLice Latios
 

- Spatial pLice matgin
 

PLocessing piice ratio
 

An attempt has been 
made to calculate the seasonal 
price
 
tatios and the 
spatial pLice matgins foL the LefeLence
 
ctops on 
the basis of the following pLice data foL 
the five
 
yeats petiod ending 1988.
 

Wholesale ptices of 
selected commodities published by
 
the FedeLal BuLeau of Statistics.
 

Retail pLices of selected commodities published by the
 
FedeLal BuLeau of Statistics.
 

The ptocessing ptice maLgins aLe based on 
the data obtained
 
duLing the pLesent study.
 

Seasonal Price Ratios
 

The seasonal ptice vatiations have been detived fiom an
 
index of puices calculated on 
the basis of the avetage
 
monthly peLcentage of 12 months avetage foL the five yeats
 
peLiod ending 1988. The calculation involves the following
 
steps:
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- Calculation of five yearly average prices for each of 

the 12 months. 

- Calculation of 12 months aveLage to serve as base. 

Calculation of indices COL each month with the 
above
 

base.
 

Calculation of the Lange between the minimum and
 
maximum indices.
 

Calculation of seasonal variation 
(Lange as peLcentage
 

of minimum level).
 

The seasonal vaLiations deLived on the above basis for
 
CLOps undeL study foL majoL maLkets are shown in Tables 8.6
 
and 8.7 foL the wholesale and retail prices.
 

Among the CLOPS undeL study, seasonal vaLiations appeal to
 
be the least in the case of wh.at and Lice. These range
 
between 10 
to 12 peLcent for wheat at diffeLent malkets and
 
11 to 12 peLcent foL Lice for wholesale prices. The range
 
of seasonal vaLiations foL Letail prices is 5 to 12 
peLcent
 
for wheat and 8 to 9 peLcent for Lice. The maintenance of
 
uniform suppoLt prices thLoughout the yeaL foL these cLops
 
appear to be Lesponsible foL the noted loweL seasonal
 
variations. For 
the other crops, the seasonal variation range
 
between 15 percent foL mash to 30 peLcent foL masooL foL
 
wholesale pLices and between 
15 peLcent foL mung to 25
 

pelcent foL masooL.
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---------------------------------------------------- 

- - -- - - ---- -----

------------------- 

------------- -----------------------

TABLE - 8.6 

AVERAGE INDEX OF MONTHLY W iJESALE PRICES OF REFERENCE rC#4.DEIIES
 
AND ESTIMATION OF S_,ASONNAL VARIATIONS 

(R-S. PER 40 K.G) 

,MONTHS 
CROPS MARKETS : SAOA 

SEASONAL
 
CROPS-----A-R-----------------------------


:JAN FEB MARCH. A-::L MAY JUN JULY 
---------:RANGE :VAR!L-ION (Range asALG SEPT OCT NOV DEC-- - - - - - -- ,VRnnimR N Level- - - - - -

:HYDERABAD :100.38 101.30 99.23 9.59 
93.28 99.28 99.92 
101.53 100.84 100.84 103.25 103.25 9.97 10.32
WHEAT :?ULTAN 103.58 102.71 101.64 S:81 94.21 95.05 96.70 97.57 98.39 100.81 105.08 
106.37 11.32
PE S4AWAR :101.30 104.50 103.79 10-.47 7 96.33 96.33 95.14 99.32 98.93 101.07 102.37 12.019.36 9.4 

7- -- - --- - -- -- -- - - ---- --- ------ ----- ----­fICE BAS AIT2ICkJj.ANWALA: 95.64 95.64 96.60 60 96.92 95.48 98.59 104.34 105.69 106.57 104.97 103.78 11.09 11.61
 

RICE IRRI LAwRKANA ' 95.66 96.85 95.33 14 24 100.76 97.37 98.69 103.08 103.49 105.63 101.75 
100.76 1 30 10.80 

,-;AM S "<Du' HiA 91.12 91.51 91.92 S7 63 9/.80 98.11 99.27 99.33 108.43 109.21 108.86 111.23 19.72 21.55 

:P'I rAWAR 103.37 109.19 104.29 I- 5 106.22 103.80 91.34 95.01 94 09 94.09 96.02 96.2 17.85 19.54 
a ...-.... - _ ... ... .. ......... _... . .................... -:..... ­:MUNG :P. 4.PINDI, 96.34 95.69 95.01 E-} 10 91.31 96.67 99.58 100.69 102.18 108.51 111.59 109.32 20.28 22.21

S..... HYDLAOAD : 94.62 95.68 100.30 9:36 )0.88 98.38 93.98 101.98 104.48 103.23 106.40 100.52 12.42 13.13 

:MASH :RAWALPINDI: 91.61 96.45 94.85 6-.45 98.02 97.99 ------- ­-
104.29 103.72 103.86 105.25 104.54 101.98 13.64 14.89
 

*------------------------------

:MASOOR a---------­"LAHORE 90.49 90.14 91.83 92.57 93.58 90.20 101.52i --- =---S: -.... --------- - -- - -

99.05 103.46 113.55 116.90 115.92 26.76 29.69- -



- - --- 

-- 

--- -- 
------- --------- - ---------------------------------------------------------

- - - - - - - - - - - - - -- - - - -

- ----- --- -- -------

-- -

IABLE - 8.7
 

AVEr1AGE INDEX OF MONTHLY RETA:L 
 PRICES OF REFERENCE OO1DETIES 
AND ESTIMATION OF SEAc;ONIAL VARIATIONS 

------ a -- - _ _ (. PER K.G) 

MONTHS
CROPS MARKETS--------------
-- RANGE :VARIL-ON (Range as 

-JAN' .....FEB MARCH AFRI L MAY---( 
 JUN JULY AUG SEPT OCT NIV DEC , I u -imumnLevel 

:HYOERABAD : 98.73 98.31 98.73 S7.68 SEASONAL97.88 
 97.88 100.85 100.85 101.69 100.00 101.69
WHEAT 105.08
J4ULTAN 7.20
:PASHAWAR :102.73 102.39 102.39 10-43 7.36
:102.23 102.23 101.33 101.78 93.78 95.21 94.25
99.55 100.00 99.55 94.73 100.00 102.87 104.31 105.74 11.49
99.55 97.77 100.00 99.10 100.0O 4.46 12.25
4.76
 
-
 - - : 
 - - -:-a-- - ­:RICE 

-
BASMATTI:GtJJRA.NWAL.A: 
98.36 98.36 96.72 - - ­9.36 98.36 ­98.36- - - - - - ­98.36 100.00 101.64 101.64 104.92 104.92
- - - - 8.20 :- - - ------------- 8.48-------------- a--- - ­

:RICE IRRI SUKKUR 95.72 98.68 96.71 9Z.03 _95.39 111.84 98.68 101.31 100.65 100.32 
103.61 100.92 8.22 8.59
 
a -- - ­ - a - - ­ -
 -

GRAM :FISALABAD: 92.68 

- - - - - -
- - - - ------95.16 95.16 

- -

94.87 93.70 94.44 
-

- -- -- -- ­
:PESHAWAR : 93.79 95.77 95.11 9.11 93.36 

99.56 106.14 105.86 103.22 109.52 109.09 16.84 18.1796.96 97.09 108.19 106.74 103.17 
- 109.51 108.9E 19.15 21.19
 
1&JNG RAWALP:NDI: 95.95 94.13 93.22 9.14 98.18 98.48 ----- _---­99.70 102.02 103.24 105.87 107.29 
107.29 14.07 
, 15.09
aHYDERABAD 
 97.04 94.40 95.66 91.09 97.78 95.66 
97.67 100.95 101.4-8 110.46 107.40 105.92 : 14.80 15.47- a- - - :- - - ­

- .. .:MASH :RAWALPINDI: 92.54 93.46 95.11 9.13 
95.39 95.86 
99.63 105.06 107.27 105.89 106.81 107.27 14.73 15.92 --a:__* 
-
 - -
 - - -:-a ­:MASOOR LAHORE : ------ --- - -- ________99.00 100.99 101.54 -__-- _99.64 87.68 92.84--- 91.03 
94.29 108.69
,--- --- - -- - -__-- 106.06 110.05 108.6S : 22.37*- ------ -- -- : 24.57........ ­

_-_---
_--




The aveLage monthly Lises in pLices compared with the 
estimated stoLage costs can help in evaluating the 
efficiency status of pLoviding storage services. The 
indicative analysis is confined to gLam crop since seasonal
 
vaLiation in wheat and Lice does 
not Leflect fLee maLket
 
conditions while much of the stoLage of these cLops is
 
undertaken by public sectoL agencies.
 

The absolute Lange in wholesale pLices foL gLam on the
 
basis of 5 yeaLly aveLages and its Lelation with stoLage
 
cost is shown below:
 

- DiffeLence between minimum 

and maximum prices over 12
 

month peLiod
 

Sargodha Rs. 34.88
 
Peshawar 
 Rs.. 38.87
 

Average: Rs..36.88
 

AveLaqe Monthly PLLce
 
Rise 
 Rs. 3.07
 

AveLage Monthly Cost of
 
Storage per 40 kg per Mongh Rs.. 0.25.
 

The compalison of aveLage monthly price Lise 
and aveLage
 
stoLaqe cost, even allowing for financial cost of keeping
 
stocks, does show excessive pLofits for the stoLage
 

services.
 

Spatial Price Magin
 

An analysis of spatial price maLgins 
 has also been
 
attempted foL qLam cLop for 
the two maLkets of SaLgodha and
 
PeshawaL. The aveLaqe wholesale pLices fOL the last 5 years and the
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5 yeaLly average 
foL each month at the above two maLkets
 
aLe- given in Table 8.8 and 8.9. The coefficient of
 
COLLelation between the monthly movements of pLices fOL 
the 
two maLkets is calculated at 0.75 , which shows that the 
two MIaLketu are i.easonably inteqLated oCt ma t ke .Llnq 
operations. The monthly vaLiations in the five-yeaLly
 
aveLage pLices between this paLL of maLkets is shown in
 
Table 8.10. The average monthly vaLiation in the wholesale
 

pLices of gLam in this paiL 
of maLkets is estimated at Rs.
 
20.53. The aveLage tLanspoLt cost by pLivate tLucks fLom
 

Sargodha to PeshawaL is estimated at Rs. 15-18 peL 4 0 Kg.
 
The comparison of the aveLage monthly vaLiation in 
the
 
pLices at the two markets with the tLanspoLt costs does not
 

show any excess pLofits at this stage.
 

Processing Price margin
 

The processing prLice margins, expressing 
the Lelationship
 

between the gLoss and net maLgins of pLocessoLs for clops
 

undeL study aLe shown in Table 8.11.
 

TABLE 8.11
 

AVERAGE SHARES OF NET MARGINS IN GROSS MARGINS
 
FOR PROCESSORS
 

(PeLcenta.e)
 

--- .22... Net MaLrin to GLOSS Mar-n
 

Wheat 
 82.64
 

Rice:
 

- Basmati 
 47.81
 

- ILLI 
 30.55
 

GLam 
 94.90
 

Mung 93.74
 

Mash 
 86.32
 

MasooL 
 76.69
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TABLE 8.8 

MNTHLY AVERAGE WHOLESALE PRICES OF UUM AT SA.RQGO MARKET 

* NmONTHES 

:Years :Jan 
---

Feb 
-----------------------

Mar April May Jun6 
-- -- -- -- -- ---

OuJly Aug Sep Oct Nov Dec 

1984 

1985 

1966 

1987 

19b8 

158.00 

200.00 

190.00 

136.00 

220.00 

161.00 

200.00 

190.00 

131.00 

220.00 

170.00 

210.00 

165.00 

130.00 

231.00 

160.00 

220.00 

165.00 

128.00 

240.00 

151.00 

225.00 

1b0.00 

128.00 

300.00 

149.00 

225.00 

151.00 

142.00 

300.00 

152.00 

230.00 

151.00 

142.00 

303.50 

156.50 

230.00 

151.00 

138.00 

303.50 

167.75 

230.00 

151.00 

138.00 

282.00 

182.40 

210.00 

151.00 

158.00 

375.00 

195.00 

190.00 

140.00 

180.00 

368.00 

200.00 

190.00 

136.00 

210.00 

360.33 

:Total 904.00 902.00 906.00 913.00 964.00 967.00 978.50 979.00 1068.75 1076.40 1073.00 1096.33 
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TABLE 8.9 
IOWTHLY AVERAGE *I)LESALE PRICES OF GRAM AT PES-AWAR MARKET 

Ho. Per 40kU 

mNoTrHES 

:Years :Jan Feb Mar April May June July Aug Sep Oct Nov Doec; . . . . : -- - - --.­

,5b4 250.00 2b0.O0 190.00 280.00 240.00 200.00 170.00 170.00 170.00 170.00 170.00 170.0019b5 : 170.00 203.33 240.00 240.00 240.00 240.00 240.00 240.00 240.00 240.00 240.00 240.001986 : 300.00 300.00 300.00 300.00 300.00 300.00 200.00 200.00 200.00 200.00 200.00 200.00
:1987 : 200.00 200.00 200.00 145.00 136.00 144.00 144.00 144.00 144.00 144.00 165.00 165.001988 205.00 205.00 205.00 200.00 240.00 240.00 240.00 280.00 270.00 270.00 270.00 270.00 

:Total :1125.00 1188.33 1135.00 1165.00 1156.00 1124.00 994.00 1034.00 1024.00 1024.00 1045.00 1045.00
 

:Average: 225.00 
237.67 227.00 233.00 
231.20 224.80 
198.80 206.80 204.80 204.80 209.00 209.00 
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-------------- ----------------

- ------------------------------------------- -------------- --------------

---------

-- -- - - ------------------------------------------------------- 

-- -- - - ---------------------------------------- -------------- ----------------

--

---------- ------------------

Table - 8.10
 

DIFFERENACES IN THE 5 YEARLY AVERAGE MONTLY WHOLESALE
 
PRICES OF GRAM BETWEEN PESHAWAR AND SARGODHA
 

MARKETS (1984-88)
 

(Rs. Per 40 K.G)
 
-- - - ---------------------------------------------------------------------

MONTHS 
AVl-.I lAG)I.: W1101,1: S AIM-': 

--------------------
[NUI (CL 

DIFFERENCES 

_ 

JANUARY -- -- --

Peshawar 
- - -- - - --

Sargohda 
- -- - - ---------------------

JANUARY 225.00 180.80 44.20 
_ 

FEBRUARY 237.67 180.40 57.27 
I-----------------------------------------

MARCH 227.00 181.20 45.80
 

APRIL 233.00 182.60 
 50.40
 

MAY 
-- - --

231.20 192.80 
 38.40
 

JUNE 
 224.80 
 193.40 31.40
 
..... 
:JULY . 

198.80 195.70 3.10
 

-
AUGUST 206.80 195.80 ---------------­11.00
 

SEPTEMBER 204.80 213.75 
 -8.95
 

OCTOBER 
­

204.80 215.28 -10.48
 

:NOVEMBER 
 209.00 
 214.60 
 -5.60
 
-


DECEMBER 
---- ---

209.00 219.27 
 -10.27
 
MONTHLY AVERAGE1 217.66 
 197.13 20.53
 



It a r)( LS that L'ILOi O neI: I:LOcess.L no IIlaL 111l' %1Le 
significantly high in the cases of wheat and pulses. 

8.5 	 COMPETITIVE ENVIRONMENT
 

The positive implications of efficiency status 
 aLe
 
qeneLally linked with the extent of 
competition pLevailing
 
at diffeLent stages of the 
 maLketing pLocess.
 
TheoLetically the 
 following conditions deteLmine 
 the
 
competitive status of 
a maLket.
 

Items 	of the commodity should be interchangeable and
 

divisible.
 

-	 Buyets and selleis act in an economically Lational
 
manneL.
 

- FILms 	aLe small and numeLous enough so that individual
 
decisions have no impact on pLices.
 

-	 All paLtLcipants have equal access to activitLes of
 
the matket on 
the same teLms. 

- EveLyone has complete knowledge of fOLces likely to
 
influence supply and demand.
 

Of the five elements listed above, fiLst do
the two not
 
pose any pLoblem in Lespect of the cLops undeL 
study.
 
RegaLding 
the thiLd element, the numbeL 
of pLoduceLs and
 
consumeLs, foLming the f!Lst and the last stages of the
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pLocess, aLe laLge 
 enough to ensuLe theiL competitive
 
behaviouL. 
 The numbeL of paLticipants 
 at the
 
inteLmediate stages 
and the Lules and conditions goveLning
 
entLy of new fiLms 
to 
theiL Lanks aLe the majoL factoLS
 
deteLmining thelL 
 competitive behaviouL. 
 The aveLage
 
numbeL of inteLmediaLies opeLating in the sample 
maLkets
 
undeL study aLe shown in Table on the next 
page. TheLe
 
weLe in addition, 
beopaLis and shopkeepeL opeLating at
 
the village 
level. The aveLage numbeL obseLved duLing the
 
SULvey appeaLs laLge enough 
to make unlikely any collusion
 
among them. 
 FuLtheL, 
 the entry of new paLticipants is
 
peLmitted on 
satisfying general conditions of financial and
 
moLal backgLound and afteL 
obtaining a license fLom 
the
 
MaLket Committee in the case 
of Lequlated maLkets. In
 
theoLy these conditions aLe 
not vely difficult to satisfy
 
and do 
not debaL new entLants to 
the marketing tLade. 
TheLe also exist Leasonable 
netwoLk foL supplying maLket 
intelligence by seveLal 
 FedeLal 
 and PLovincal 
depaLtments. The status of common knowledge about pLces
 
and maLket conditions is appaLently moLe 
widespLead in
 
Lespect of wheat 
and rice whose suppot pLices aLe fixed by
 
the goveLnment 
and given wide publicity thioughout the
 
countLy. The 
same howeveL cannot 
be said about the pulse
 

clops.
 

8.6 CONCLUSIONS
 

In actual pLactice, the extent to 
which the conditions 
of
 
maLket access 
 and knowledge 
 ale satisfied 
 to ensuLe
 
competitive behavlouL 
in a maLketing systemis Leflected in
 
the final 
Lesult, viz absence of excess 
pLofits eaLned at
 
any stage of the maLketing pLocess. 
 In this Lespect, the
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THE AVERAGE NUMBER OF 

TABL 

MARKET 

8.12 

INTERMEDIARY+F)R THE SAMPLE MARKETS 

Province Wheat Rice Gram Mu- Mash Masoor 

Punjab 

Sind 

NWFP 

73 

300 

248 

56 

147 

267 

45 

248 

63 

117 

69 69 

+ 

Total Sample 99 63 199 

These include katcha arhatis, pacca arhatis and pacca/katcha arhatis 

90 69 69 



an-alysis of qLoss 
and net maLglns and the of
estimation 

seasonal, spatial and 
pLocessinq Latios 
conclusively 
show
 
the pLesence of economic inefficiencies at different stages

of the maLketinq system. 
 AppLopLiate ate
measuLes 


O.h' lirq f1 floeriff;l y Fo1 orl;tIt nqi m tnpC fi Ltn ItoiFiket Ln1

U[eLdLLUor.) IL tay be pointed out 
that consumeLs spend

about 50 peLcent of their 
income on food. 
 FUrtheL, about
 
40 percent 
of what the consumers spend on food 
goes for
 
marketing seLvices. 
 Obviously 
 any reduction 
 in food
 
marketng costs 
would greatly benefit 
such consumers. 
 A
 
reduction of, say, 10 
percent in food prices would increase
 
their pULchasing poweL by about 
5 percent which 
can be
spent 
 by them on additional food with 
 consequ-ent

nutritional 
 benefits 
 OL on other non-food 
 iteirs with

resultant 
beneficial employment 
effects. 
 Thus any action
 
taken for ensuLing 
more efficient agricultural marketing

operations would have 
significant impact on 
 the oveLall
 
economic development of the country.
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CHAPTER TX
 

GUIDELINES FOR DEVELOPING MARKETING SERVICES
 

9.1 NEED FOR IMPROVEMENT IN THE MARKETING SYSTEM
 

The existing marketing system of food products is riot 
geared to meet the requirements of a modern developing 
agricultural economy. The continued growth of population 
arid increase in output will continue to influence the 
mrket situation in the future. The growth of population 
demands large increases in food production arid marketing. 
Further, movemernt of people from rural to urban areas 
necessitates not only an increase in market volume but 
also a lengthened marketing chain. 

A number of recerit social and cultural development have 
also underscored the need for the transformation of the 
marketing services. 
It is a matteL of geneLal obseLvation 

chat with the Lapid gLowth in the uLban population, laLge 
numbeL of subaLbs ale coming up aLound each majoL city. 
Wth ,ImpLoved Loads and gLeateL pLivate caL owneLship, 
population is becoming mole mobile and food consumption
 
habits ale also undeLgolnq changes. In the majoL uLban
 
aLeas, the people now geneLally pLefeL to visit a sLnqle
 
stoLe wheLe they could puLchase most of theiL food and
 
non-food needs foL a peLiod of a week ot moLe.
 

With the introduction of technology, better meanis of 
packaging, preserving aid handling food products beingare 
introduced and getting popular with iicreasing part ofan 
the urban population. In this changing environment, the 
small food store is being transformed to meet consumer's 
requirements. This transformation is still a far cry from 
the supermarket chairs found in the developed markets. 
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9.2 LESSONS FROM DEVELOPMENT MARKET PRACTICES
 

The food marketing system ill the developed countries has 
undergoile drastic transformation over the last few 
decades. The new developments canl broadly be classified 
as structural arid functional. 

Structurally, the improvements have involved close
 
integration --- both horizontally arid vertically --- of 
the various marketing activities ill the shape of 
supermarket chains. The integrated systems involve 
capital intensive techniques, providing substantial 
lJen,t i t tliioujtl bCc:l1t ecuC uilics, cUIli the by pdsc izll] ot 

clogged wholesale food markets.
 

Functionally, new developments have involved extensive use 
of modern technology in packing, processing, transport, 
storage and information processing. Marketing methods 
have also been improved with the wide application of 
self-service in retailing ard partly in wholesaling, the 
extensive introduction of computers arid wide
 
standardization of containers, products arid operational 
llethods. Thu illtroducLio o1 uellh-survicu, while ruducing 
the cost of retailing requires pre-packaging of products
 

which were previously sold ill bulk.
 

A number of environmental factors have to be keot viewiin 
while examining the prospects of introducing modern 
integrated marketing system represented ),, supermarket 
chaini approach in developing counitries 1 hilw i ,m , tan,. '['he 
Iajor I Ju r:ci hiideuriin the cidapLtdtion ol. 8UpUt ladkL!4 jlug 
techniques are the large scale operations arid capital 
illtunrity o f tlu IA IBinrketinug technology of th 
developed markets. It is riot appropriate for the small 
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distributive institutionls 
 that make up so much of the
 
economic activity in this country. Further it is
 
comparativcly more 
expensive 
arid does not create jobs
 
needed to absorb the rapidly expanding labour force in the 
country. 

Supermarkets are primdrily merchandisers of processed food 
which few poor people car afford to buy. Also, the lack
 
of a sustained supply of uniform quality produce, typical 
in the less developed countries, makes it difficult for 
supermarkets to organize efficient food procurement. As a 
result they have to go through central wholesale markets,
 
just like their traditional colleagues.
 

The supermarket, ever in its more rudimentary version, is 
thus ill-equpped 
 to service the low--and middle-inicome
 
consumers in less-developed countries. hence, gainisif in 
food distribution are to be obtained, they must be secured 
through improvement in domestic or intermediate
 
technologies.
 

9.3 GUIDELINES FOR FUTURE ACTION
 

The present development activities in food marketing aim 
at improving traditional rural assembly centres, wholesale 
arid retail markets plus thestrengthening corresponding 
infrastructure such as establishmrent of grades and 
standards and wholesale and market news services. The 
construction of wholesale markets, development of village 
to market road networks anid improvements in the means of 
communication and transport have received increasing 
attention both from the national government as well as 
international funding agencies. 
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International aid for projects in agricultural marketing 
have also tended to focus on a specific segment of the 
overall marketing system. Good roads or improved storage 
facilities and similar other improvements alleviate 
marketing problems 
 but they do not eliminate them.
 
Furthermore low 
cost marketing systems are characterised
 
primarily by a high degree of coordination between
 
marketirg stages rather than by isolated strengths in any 
onle stage. This coordination is lacking presently in 
developing countries like Pakistan. 

The action proposed for improving the marketing structure 
would involve an evolutionary process aimed at more 
effective coordination of the various marketing stages, 
ultimately leading to a simpler prototype of an 
integrated marketing structure. 

The analysis of the existing market structure has shown 

that, as could be expected, the share of the farmgate
 
prices in the consumers rupee has been higher where
 

fewer intermediaries are involved in the marketing chair. 
In the case of rice in particular, direct sales of paddy
 
to 
rice mills by growers has meant higher relative shares
 

for them in the consumers price.
 

Thus appropriate policy instruments need to be initiated 
for providing incentives to the dealers to install modern 
processing facilities or the processors 
 to establish
 
selective wholesale and retail outlets. 
 This would reduce
 

the length of the marketing chain. 

The policies adopted by the Government for regulating 
agricultural marketing activities have to a varying degree 
controlled or influenced markets and market institutions. 
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These policies have usually applied 
measures 
to restrict

competition, 
 control prices, restrict 
 free movement,

impose taxes or provide subsidies. government have also
taken on, some of the marketing function. These 
£iltturvtlit (lM18 haIve ( ()H lie WlI.Iele t,.- LI L t-Lu te tx I L. ,. 
i"control" rather than to increase the efficiency ofdistribution proc: s.
 

r,*-,, .lmert involvement 
 in the food marketiria sector has 
iJelerlly been inititted for objectives not: particularly

St .1zted to tI t: !'ficiency of the distribution sy.z I en,
itself. The objectvE..f oF the cgovernr.,t-,t policy have been 
the securing of anl urban food supply, reducing imports,
stimulating production, raising tax revenue or sustaining 
low consumer prices.
 

There also 
 exists a negative attitude 
 of government

towards 
 the market intermediaries 
 who are generally

considered inefficiert, exploitative 
 and lacking in; fi1niova t ion. Thi Hi itttudL hd. oftII lIed the goverrinim it to a "control" orientation where anl alternative of
stimulation of the private sector might have resulted in abetter use of r)riva to sector resources. 
 This would

require a basic chanige il the philosophy, orientation aridwork approach on the part of the Agricultural Marketing
Departments. Instead of confining their activities 
regulating marketing practices 

to 
and activities they

also be charged with the responsibility 
may 

of assisting the
marketing functionaries inn adopting more efficient arid
innovative methods and in extending their activities to
other related functional areas to become viable
agro-businiess units. The Departments should also 
encourage better competitive environment through.
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TABLE 1.2 

SIZE OF THE SAMPLE OF MARET ACT'CRS TO WI,-L SAM1PLE GROWERS SOLD THEIR PRODUCE 

CROP Viaa_
Shopkeeper 

--
Total 
To___ 

'eocari _i 
rved 

-
Pacca
ArhatO 

I 
Katcha
Arhari 

I
j
1 

Dacca
Katcha Arhai i Total 

Wheat 37 16 11 4 11 /2 

Rice 18 10 13 45 

Gram 1 16 27 

lng 10 6 1 11 27 

iaoo c11 10 5 2 

Mash 8 8 1 3 12 

Toral 71 45 L9 24 53 173 



------- ------------ --- - - -------- - - --------- ------ ------------------ --- ------------ ------------------ --------

----------------------------------- --------------- -------------------- - --------------

-- --------- - --------- ---------- ------ - ---- ----- - - ---------- - ---------------

--------- ---------- -- - -- - - -------------------- ---- ------- -------------------- - ---------------

TABLE- 1.
 

NIMBER OF-SA'-LE UNITS OF PX-ESS3 ANT) WHLESA=FS/RETA:LERS BY DIFFERE-Yr CROPH
 

PRCEE=SSE% U14ITS WHOLESPLEPS ANZ RETA]LE-S
 

DIST R:CT TWH! PULSES RICEI 5
ICE TOTAL 	 PUL!E' TOTAi 
5 ictal 

Jnanc 2 .4 .6 - - - 2 4 E 6" 6 - - - - - 6 - 6 

Multan 4 4 B - - "3 3 4 7 1: 2" 2 - - - 5 3 8 7 3 10 

Sialkot - - - 33 - - - - - - - - -

Gujranwza - 7 3 11 - - - 7 3 It - 3 10 13 - - - 3 10 13 

Faisalaba: - - - - 5 5 - 5 - - - 6 4 10 6 4 10 

Saroodn - - 4 4 - 4 - . 5 5 10 5 5 10 

y. f 1 V. -. iTotE- 1 SY' ITot7 M SY' -ical I Whe Ret iiczal Who' I et ITOt2 I WnC ke: t i IWho P.E t 

Punjat 6 8 14 7 6 1- - 12 12 13 26 3: E B 3 10 13 16 12 2p 27 22 49 

Na.aDsna. 1 3 43 . 3 4 7 - - - 3 4 7 

Lar~ana - - - - 4 4 - - - 4 - - - 2 6 10 - 2 8 10 

Jacobabat 1 - 1 - 2 2 - - - 1 2 3 1 6 7 - 5 5 - 1 11 12 

Shikarpur -- ] - - - 1 - - - - .-.. 

Sind 2 55 1 6 7 - - 3 9 12 4 10 14 2 23 15 - - - 6 23 29 

Peshawar - - - 77 7 .. 7 7 

Pakistar 9 :- 2( 8 12 20 12 12 17 35 52 19 10 29 5 23 2E 16 12 2E 40 £5 E5 

V Met~r Units 	 rnc - Wnhoesaiers 

Sw - Ser. Meomur, Ur'ts Aet 	 - Reteiie-­
= S.sopkee',er workec as whole"lers and retailers
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APPENDIX 111-2 

%AGE SHARE OF AREA UNDEF WHEAT IN TIE TOTAL AREA OF DIFFERNET SIZES 
OF SAMPLE -)LDIN3 OF EA.1.H DISTRICTW 

CR, ?: WF-

F Sz Avera~e Cultiva- Reference Crop 'Averace Yie­
ra NrFerf te-d Area/Farmer Area %aze (Per Acre) 

-Ae 
___ ____________ __ 	 ___ ...liTaers 

Small 27 10.52 7.02 66.73 21.l 
]hang Mediun 17 22.2L IL.56 61.58 1S.3L 

0. L8Large 16 L6.41 30.91 66.60 

Total t-15.5360 23.1 	 66.32 20.OL 

8.67 .S.06SmaI IL 	 7.98 6.68 
12.21 52.79 '22.16Mu I Tan 	 Mediirn 19 23.13 

Large 27 109.9L 36.89 3:.55 "210.OL 
20.27
Total 60 58.66 22.03 	 37.55 


Sm-I 23 11.85I.R33 7C.28 20.8& 

Mecun 20 2L.05 13.90 57.80 6.71 
19 	 61.05 27.84 L7.60 6.20Attock Large 

.25Toia 1 62 	 30.86 16.10 52.18 


72.01 16.LO
lO.LL 7.41 

Me iLyn 56 23.19 13.53 55.3- 5.25 
Sall 	 64 


Sub-Toial 

Z. L6 i6.5278.56 	 32.57
Lar2e 	 62 


16.20Total 182 	 37.57 17.87 L7.55 

5.39 51.75 23.91Smai 1 22 	 10.41 
21.65
23.92 	 12.81 53.54
Nawabshan 	 Mediufmn 26 

18.69
12 	 61.21 25.83 L2.21
Large 


LE.03 20.80
ToLal 60 26.43 12.69 


6L.14 13.83
9.17 5.88 

27 20.90 10.61 50.78 10.66
Small 	 27 

Bannu 	 Me iun 
13.L2

Large 10 	 62.78 18.88 3-.07 
LL.04 12.27
22.49 	 9.91
To-al _ 6L 

67.67 11.L
113 	 10.13 6.65
Smal1 

22.80 	 12.63 55.L2 15.85
Total 	 Mediu 109 


Large 84 7L.21 29.98 	 L0.40 16.55 
L7.12 16.4232.23 	 15.19
TL.al __306 




APPEtCI) 111-3
 

SHARE OF DIFFEREr, USES-O.F; TOTAL CK.TUT OF WiFEAT Y S.AJALLE GRPOi.-RS OF Di1.FFEEE SIZES FOR EAZF DISTRICT 
(QJanitv L0 Kc.j 

istri=: 

fGross i 
iProduci ioI 

7aClc: -)1g-ar.,.Size~ * 

Damsiic 
LonluflIion" 

uant 4 vI 

Pax-neni ir Kind 

IQ,-=-.ttTi 1C'7it ' 

K!ei for Seed 

TV 3-

Losses j Toi] <uanZiiy 
Df;fereni User 

Iauarl I-,-r~ivCan . 

.=er- Cuaniizv 
Mrkered 

Oa~~ 

hanM 
I 

f iLr. 
i:8.37 53.26 
267.09 8E.IE 
" 031", 112.01 
31.2L 7E.62 

36 
32 
]' 
25 

2.93 
L-.35 
7.19 
L-.70 

19 
1 
11 
1L 

S.37 
2".8 
3. 
1.c7 

6 
8 
5 
6 

-
-

-
-

-
-

-
-

93.56 6" 
11.21 
2:5.85E-.13 

_ 

5T.81 

I2.,76 

9 
2 
66 
5 

an 

Sr,ic 

Medium. 
harpe 

120.6L 
270.6]
739.11 
-L6.LL 

59.6-

82.21 
1O.£' 
103.3 

49 

32 
19 
2: 

2-.00 

7,.05
20E.19 
]2:.52 

20 

27 
28 
27 

3.71 
L.L2 
2L.3 
:3.2C 

3 

2 
3 

-
-
-
-

-
-
-
-

8.36 
159.68 
73.93 
2-7.87 

72 
59 
3 s-

31.29 
123.92 
3- .1 
.... 

28 
L 
50 
£7 

L toc, 
Sma 
E 
]iI 
=. 

90.65 
93.80 

:i" . 3 

L0.27 
39.03
-£.-

3 
L2
21 2.23 

IC.46 
!2.50
2.11 

12 
12
19 

6.8" 
13.0
2 .89 

8 
IL
IL 

-
-
-

-5-
-
-

6E.50
1C 1.7-'7 

6: 
66 

. 
3--30 
-. 0: 5. 

32 
3 

I:6.76 .1- - 17.43 15 L".36 12 - - .-... 

5uI-L Uecfiu 
121.56 
0F. 

L9.9-
6E. 33 

2-.79 
"3.27 

7 
21 

7.22 
12.32 

6 
6 

-
-

-
-

7.0
122.)6 

6-
67 

5 
2 /0 

-1289.6 
=r~e53E.10 

126.66 

103.6.c 
7.-
53.83 

19 
26 
" ~ 

11-722 
63.73
i5.£5 

2 
2112 

22.9335 
=5 3
6.6L 5 

-
-
-

-252-.76L 

-
-

5.2L -.91 --. 

,,aw-cb -a_ Me t 
LLr e 
Icial 

6S2.67 
263.95 

7".2' 
97.05O 
71.32 

27 
20 
2 

5.£2 
8i.67 
"5.58 

20 
17 
17 

17.5" 
5.00 
20.83 

6 
11 
8 

-
-
-

-

-
-

1"6.]9 
232.75 
17.73 

LE 
5 

. 

2. 52 
E 

I1urM FT1l81.3210 37.57 46 23.56-,nu 25 ".70 6 - - E2.8Lr-6. r. 77 1-/;f2":.=C 2322 
". annur. 
Larce 
Th;a 

Me1 3.13 
253. "3 
:21.63 

55.03 
90.25 
5L.6L 

52 
36 

1-.94 
83-.25 
29.25 

16 
33 
2L 

9.61 
10.33 
7.6= 

8 
L 

-
-
-

-
-

. 
1S.83 

7--2..3 
73 6-=.6C 

S77- 2.S9 
27 
25 

(,-,ar 
113.37 

eL1 m. 
Larze 
T01aI 

1ma 
200.21 
L96.29 
2£9-.2 

L7.77 
E7.5 

I0C1.1 
69.L7 

L2 
34 
23 
27 

19.69 
39.65 

10E.L8 
.18 

17 
20 
22 
21 

6.51 
12.89 
25.80 
:L.93 

6 
6 
6 
6 

-
-
-
-

-
-
-
-

73.97 
123.11 
23L. 
155 

6= 
6C 
£F 
5-z 

:.Lc. 
E--..10 

257.86 
52.67 

O 
32 
L6 

A
 



APPENDIX 111-4 
PER CAPITA PER /N1NJ CONSUNPTION OF WiEAT BY SAMPLE DISTRICTS 

District Farm j Dc4nE's ic Average Household Per Capita 
Size Consump lion(,10 K0. ) Size(Niiiim r) Con irml ion porrm . (/e K . / 

Small 53.26 9.51 5.60 
jliing Med lure 8.18 9.00 9.80 

Large 112.00 10.63 10.54 
Tot al 7A.82 9.68 8.14 

mnl .56/ 11.00 5.42 
Mul tan Med Lum 82.21 12.42 6.62 

Large l40.44 8.59 16.35 
Total 103.15 10.36 9.96 
Smal l 40.27 7.03 5.73 

At tock/ Hedtum 39.00 8.25 4.73 
Chakwa I Large 44.47 7.11 6.25 

Tota 441.15 7.46 5.52 

Small 49.99 8.95 5.59 
5ul-To Inl Mod tnI (8-.59 9.89 6.9, 

Large 103.69 8.66 11.97 
... ..... Tot n 1 74i 01 ).14 8 1 

•ena l11 53.,S) 11 .- 52 -

Nawabshah Mediun 74.23 10.23 7.26 

Large 97.08 11.75 8.26 
Total 71.32 11.15 6.40 

Small 37.57 9.27 4.05 
N4ln1.)M5dlun 59.00 10.96 5.38 

Large 90.25 9.90 9.12 

Total 54.84 10.08 5.44 

Small 47.77 9.59 4.98 
Total MeodIim 67.56 10.24 6.60 

La r qv 101.15 9.26 10.02 
TotinI 69.47 9.74 7.13 



- -

--

A?-M- x 111-5 
0E2~AE Z1: Y !J.Y-Th ET SAP-LE GR. F OF :FF--E? FA).' SIZE .'­

TC.:1 'uLT SZ.7 
I,.ff,= . ~ :7 j EF 7 ----= -r A I. E~E E : ­±t. Y:J -r-Y SAL -:.3 E7 7 ...... 
 ...... 
 ---- "...--7
 

ierce- -aE C:y. sold ir ciffe-en: m - ns
'_eFeb !A=.i C ce-ec er CMay-=
=.~ iz--.i] j -v IJune "=. *'-.h' 
hi-oyrT j:'A. Cc:. iNov. Feb. .
I '£ze " I . . .. , lune luiv AuE. Se;. C: No'.Ie . 

i- STa11 5.. z6 ... I I-

c'Lr a " v~~z E2Oj; - - 7-I­'~~~~~~~7 :,Xe~.8 .. 76": 5
Eh." - 7S._-?
Large - 3 i " - - 7p. '- PC.3_ - -, 

To 'ia l ­ . . ... 
 .,C--­
Sm-ll 
 .. 
 .. 
 . 7C10:
7.7(e~ri-- -~J' -

- 7E: i - -- - 76.7; 80.0 U 
-- 77.1:1 

Large - 7E - -7 ­ - 7n.:: ;s.6 - . ­

cmi1 
 -7 -= 
 -37 ES ","E0-Of . -BY IE
17.11--.- : - - - - 7 FE.0: - - _ -Large - -:i - - - 7 .:7 u.: - - -. -'­
.7. ­ - 2 r.- n ­

Sim.a-; 7 37 42 
,-

~u-7. .c .. - - -13~ HA 7E 7.=. Pi.9 7 7 E:.'n:- - 7.47 7c.22~ ,::.::_ - - - -_ ' _.-. ­
- S S - - M 7 
rge 
 - 22 - 7E.X 7E.,K - £.,- - 71.:. 

Small~~ Ej, 
-6En0 . ...-- Sc2.r 


We =z. -_ - -: ­6E - ­ -- C" (I. - - - EhZ 

ical E7.-_ - '-/.0 ; $Is -

Sall 2 21 
 22 9 - ­ 22 - D. 7 .5 E20 E3.22 - -.52. F1.72 E'.--Medi-', -7 
 - 7 5 ­ 16 - 6-6- " A - 79.22 72.0-'- S2.41 E .Z"Large - r7 - 11 .. -. 
 . - "5" 70.0:- 9C.5: ­ c Y
Total - 3e 22 E7 2 E1 7.
5 : Q ,-,39 762 2 . 0.07
&nall 2 52 7 - - 2 85.0i W 7Y. S _..C - - 77.2 £.72 80M:d 2.--. 36 55 6 1 - I - 7 .0i 8.63 51.2 7c.- 72.07 - S2.41 72 ILarge 60 22 
 - - 7S" K it E ! E ..

En P: AM 1 : to at E....A SE 2. . ; i. 
Total 3B Be£ 

71 . 07 



APPrETNDIX 111-6 
AVERASE STOLVE CAPAZITY CLAEEIFIED BY TPE FO7 SAMPE-: GRJWEP_: OF EA- SAMPLE DISTRICT 

CROP: hE.T (ZC,K2 

Di-rict FarT. Size 
Average QL-ntity 

Kept for 5:orage 
Toial Etorage 

Cpaci:y of all 
5ae of S:c-ae 

[C-apacii 1o:-eiza-.Iac 

Sian-ard Siorace Capacit- d­

" 
T%?es !lion for W 

Toal CCaa 
-al 10 Capaz::v 
va;acin' 

%ape of Total 
v 

CapacIt 
I 
5\=e of 

a,-v 
Iota! 

Small 62.6 61 c 3 5 58 95 
Mduz 108.53 95 IL 39 ] 56 59 
Large 145.69 21". 65 95 41 119 56 
Total 97.7c 2:2 E7 38 3L 74 66 
rna11 63.3z 60 106 27 45 33 

Medi u-P 86.63 1!9 7-- 91 76 2 
Large 16L.7L 379 L3 327 86 52 JL 
Totai 116.3_: 22L 52 18L 82 LO 

smal 47.11 113 -2 45 40 68 60 
A,t :_,k Medi yn. 52.0N, 109 L8 L LE 65 60 

Large 69.36 L2 L9 76 54 66 L6 
ToLal 55.52 120 Z6 54 45 66 55 

5mal 57.2] 79 72 23 29 56 71 

s Mediu 
Large 

80.93 
130.59 

105 
26L 

75 
49 

56 
190 

54 
72 

50 
7L 

L6 
28 

Total 89.51 151 59 91 60 60 O 

Smal1 60./6 56E 11 79 14 489 86 
e eanrd617 936 10 302 32 634 68 

Large 151.0E 875 17 798 91 77 0 
To ta l 92 .15 78 -' 12 3 L U/ L4 2 



- ve-a-e QUP- arTzTN 7C E. Ccl)~ora-Z e c.: Ei r o E a-- 7- F-
rm. f Kept for C, al : 

- ~--
Z7Ze 

On f,- n tc Dz 

'4zLrn 6S~TE 6-­

ge '.- r-= 

Faz rcam EncrzLr-- an' 

~. Iach -: an- ciher 



APPENDIX 11--7 

MARKETING CHANNELS FCR SAMPLE G-?.ERS 2F EACH DISTRICT 

----

District 

---

F r
Se 

I Lcal
ies 

I Sh-'pkeeper 
___ ___ __"_ 

1 Villae 
_Pa 

2eopari Pacca 
aa/d 

Arhatti 

( % AGE ) 

Katcha Arhdttil 

CP:,EAT 

Kdcin/ 
a Arhati 

Food 
Deptt. 

Sma I I - - 53 4Z7 
'hang Medium - - 3 - 57 

Large - - 39 29 32 
T-otaL - - LI 20 39 -

Sma 1 1 99 
Mul tan Mediun 17 '33 

Large 12 33 
T-tal 12 52 _3 

SMal11 97 3 
Attock Med ium 100 

Large 100 
S- - -~~"p-- - 7:7- t- - - 99- - - -_______ - - ____ ____ 

Sub T ;td _ 
rall 

Mediuh 
27 
21 

-7 
35 -

26 
23 1 

Large 14 "5 11 12 13 
_ -tal 17 L7 _ -3 15-

SmaL - - 9 L1 
Nawabshah Medi urn

Lar ae -
3 
-

-9
10 3."" 

5s 

-- -tat - 5 __3__66 

Bannue 
5ma 11 
Medium 

39 
55 

1 
-

3 57 
45 

Large 3 17 s0 
Total 32 6 1 61 

Total 
Small 
Medium 

21 
19 

-30 
1 23 

23 
1s 

5
D 

11 

Large 12 1 37 9 12 t 2S 
T--ta1 -14 33 6 15 25 
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Prt.ncel Fart IAersot lpd,-et's/512fIme it~: Cost 
Il,-e 

X 

-

9E(FkL 
3t 

3 

X pp.,C, 

1 

I-~~~~O -I - -OD 

lFar. 
e~ 

:-

I 

cos: 

'' 11I1G 

. nI r~ 

-91a 
2 

67 

R.XU-/AZFO DEPA.E?- f" 

.AGE 0- M'JtIrE 

1 

I 
I Farr 

t 

LaAc[..I z I - - -r - - I..c .Z -­ 7E. 

I a--MeC; 1 I r -,z 

!A~~~~1o.'~~~~ -- - - - I 2ke~z-C o: -. 67 

-
-- I 

1. repar~i, c1 , 

I~ct~ I - i- -

Charpi 2. irdaj-DC-lallt, 

- I 
aarpe .3. Octroi 

- I - - -

L.CM1ISSIQ, 

B2-.C) 3.OE 1 -21 I 

5. Faiadari, ";Elhmell aw iner 

- -

6. Cost ef 

- 7C 

Leductioi, 

1io 

7. Tclal 

791 



PACA ARHATI
"ovnce Far-=, e 

Size a r- K tno -B %AGE O MARKE T I -­:- PRICT
ric Co"Gate 

3 fIo-,,- -_ I -, 
, ~ --

hLarge-

I - 1­ .. .LH( - -I -. I - - -
- i - I - f - -

La7y jI - I -.. . 
I~tiI --­ ~-

g ]. - -­ (.... 
_ - -- I -2 -­--------

V ar ee 77 0C 5.69".1 6 F3- - El 

I.-

6 

. 
-

. 

-

61 

7 

. 

-

-

1 0! 

F r m !Aver aCE l~ rxe ZinF 
:aketinc Cost I

Price i 

_ _ , 
I 

-
I t8 -- T.-

--

- _.­. .9 
I 2 . ]-

S! 

73 -3 1 5 7:.7I .0 -

-

! 
-

WHEAT 

IKATCHA ARHATI 

% E OfrMARKETING COST 
. 

3~ic- 3 _ _P--_ 
I _.. . _ ( -

, - 31 - --" - I -S 1 2 -3. 
I fl, 

- 3E 22 6 
)3E - t 7 I I 

3 6 -- _,I 2-,,
3E
93- 3 7 

-

I' 

10 
0-.. 

J- . 

Gate 
ite 

__ 

- . 
-'f 

. .. 
.- c.. 

2E 

7I.: 

I e 7 h a0e . 6 ha es. de 26 33 o 

I. Prepara imo, Charges 2. Trarspcrtaii, Charges 3. Otroi L. Cc ~ E l 55 Paadari, Weigiren Clunger 6. Cost of Deductio 1 7.Tca 
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TABLE 111-9
 

PERCENTAGE CLASSIFICATION OF QUANTITIES TRANSPORTED BY DIFFERENT MOLDE FCR SAMPLE GRCWERS OF
 
DIFFERENT FARM SIZE FOR EACH PROVINCE
 

ITractor/Trol ley Truck Buliccks/ Horse Drawn 
 Pack Animal Total
 
Farm Size 
 Carmei Carts Carts

? e of ,ge Re ege cfcf ae of % offge%dee of %1e of ge -fof %ae of of of 1-f e 
F jFarZers Qty. Farmers Qty. Farrrers Qty. FarTrrs Qry. Farmers Qty. Farn-re Qty. 

JhaIQ Srr 1I -	 - - 88 3 -12 1220 57 100___T__ -	 29 13 42
1 

29
5-	 fOo
La_,- e[33 T1 0 - { 	 T lo-I 	 3- 172 __ 33 8Si 100 

42" 

od i 	 I6-
a I 	 - 22 -3 _1001{ 23 M 	 i _ _-- _ _.... _ _-___ _ 

VU 11,! \fed n 5 T 67 50 33-	 - 100 
too
Lar e 1, o.o. 	 . 100
 

_cIaI '60 8 - - 20 3 20 4_-	 - 00 
CAc-LtI 	 ....... 
 i
 

'-.C5
At ed t,- •_.- - -. - ­ - -..... i - ­

-qr - 1 
88 43 12 5-57 10c 

Pu Ijb ed n - ! - 22 145 
___ __ _ _ __ _ 

i 
_45_ 

2 
__ 

1170 
_ _ 17 22 30 100 J -10" 

,,, 

Lar e 

Total. 

66 

17 

68 

50 9 -

17 

52 

9 

33 5 3 

17 

17 

3 

1z 

1- 1 

100 J Ic 
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A-F?. ZFx- . 111-10V.=--n 3iOF O 
.A-.A.3E T _r... c :."- ,.--=E'=. .lt). PO.) SAtLF -- ERS F 'IF ERENT FAR,' SIZES 

O, F_ .--A -T 1iT. 
F:SOKc./K... -ROP: w'-.AT 

. . e T r ock/Cai Rehra Pack Aimals 

Lar-k ! 0.221.7 
___._- ______-____ 2.u0.., .2: 0.16 C.12 

I 0 ~0-13 
Large 0.OL2 

O.Ot 0-1 5., 0 1 

Smo 0.15 

0. 0L 0.-2 L ­
"T- 0.OL -2 0.15 0.13 ­017 Z 7 0.215_...
La.r-f 0.0L ­ O.2 

Lre0.20 0.11/ 

Tc-'l 0.5 7a 1 0.20 
sm.a I j 0.17 C.7 O.6 0.25 
Wed iLr I-. 0.17 C'. 25r e - C -
Total 0.17 0.2 0.16 0.25 
Sr11 0.17 0.20 
 .17 0.16 

lua1Large O.08Ttal Aedi 0. 23 1 0.19 ­0.17 0-15 0.16 0.15 0. 200.17
Total 
 0.10 i0.19 
 0.17 0.15 0.17
 

.0 

0.16 



TABLE Ill-l 

Pr fiice 

)TIFRATINC WYT 

- .,- : :Rs 

Marke't Actnr 

OF' 

IVahniir 

WD NN'lCARKET At T(~r, 

IPc'kjyqRtT 

I ./40 Kq. 

Cn,,t Tnt~d 

PiT iah 

Vi IInL',' Ihlto1Inri 

Katcha Arhat i 

. 16 

0.53 

(.(w2 

0.63 -

0.18 

1.16 

Pacca Arhati 0.12 0.09 0.11 0.32 

Village Renpari - -

Sitidh Katcha Arhati 

PaccH Arhali 

-

0.68 0.09 

-_ 

0.77 

Village Benpari .... 

NWFP Katcha Arhati 

Pacca ArhatI 

0.49 

-

0.70 

-

1.19 

-

Paki stimi 

ViI lIwo. Beopar, 

Kw-ith,' Arhati 

0.16 

. 

0.02 

0.65 -

0.18 

1.17 

Paccit Arhati 0.14 0.09 0.11 0.34 

, /x
 



TAMl~.F I 1 1-1d 

AVERAGE STORAGE COST FUR DIFFERENT TYPES OF ACTORS 

WI [EAT 

Provinice Type of Actor Average Storage 
 Average Storage Average Storage
Period (day-,) Cost/RN./Aloith/ Cost (Rb.)

40. Ko,
 

Vi I luge Henpa ri
 

PIuijdb Katcha Arlat 1 
 0.38 0.10
 

Pacca ArhatLi 4 0.18 0.02 

VIlage H~eopar 1 

Sinad Katcha Arliai n 

Pucca Arhati 3 0.33 0.03 

Village Heopuri 

N.W.F.P. Katcha Arhati 
 12 
 0.49 
 0.19
 

Phcca Arhuat 

Vi lage bIeopari
 
Pklbt m i Katcliu Arhuat 9 0.42 
 0.13
 

Pacca Arhati 
 3 C.24 [ 0.02 



AVERAGE TRANSPORTATION COST FOR 
TABLE 

DIFFERENT 
111-13 

MDDES FOP SEI--D STAGE M--ET A,-T2.RS 

WHEAT 

Village Beopari 

Rail 

-

Truck 

0.03 

MDE F TRANSORTATION 

.rac cr/ B-,llock 
7roliev Carts 

-__"-----------0.03 

Fack Azn..ai 

R:-./-0 K-./Kn. 

.AzVOth.er Tcta 

Pui,- -b Kaicha Arhati 

Pacca Arhati 

0.05 

_ 

-00 

0.03 
- -0 .05 

0.05 

Village Becpari -

Katcha Arhti _ _ 
Pa-:a Ar: _ 0.04 . - _.7 

N.W.F.P. 

VIliage Becpari 

Katcha ArhTi 
-

- 00.11 
0.11-

Pacca Arh:i 
-

Pakistan 
Vil-dge -e:pari 
Katcha Arhti 

Pacca Arh zi 

-

0.05 

-

0.03 
-

Pacca Ar000.03 

-0.03 

0.11 

0 00.10 - -

--- 0.0 

0.07 
0_07 



Provi'ce I Type ntf Actnr 
PrvtieIAvoralwo 

~-t--
VI I laLge 'pa r I 

Kutca A ftPuniIb KK i ih Ar'hi l! ii 

WIH.'AT 
AAv. rge 'rtan-.rall 

UIt turice~pr t a t I Crpt 
____K.)____( 'Thr K,,,./ 4O KQ (R., 
- - - -

1.0 0.03 

0 

1011ainn~bL 
(I ./ ,0 K . 

it 
0.03 

Io__________________ 

Paccd Arha t 133 0.03 0.04 
Sin~d Vi 1!age beopari -i­

. 

, 

• 

1 

KaIch, Arhwtt -. - -

'* 
Pacca Arhat. 

i i 
0.92 0.07 

I 

0.06 
0.06 

f VI! dge eoparl 

N.W.*~.P.Katchd Arhti 
I 1 -

cca Arhdti- -

Village Beopuri 1.00 0.03 0.03 

Kutchd Arhd t 

Pacca Arhati 1.28 0.03 0.04 

: -?-­



TABLE 111-15
 
AVE[AC !.(q F r1"PJT-T:V.-IjFT TYITC (T1 ACT'Iq 

WI If:AT 

V i Ii, IeA tnj(r I Uo.)(Xq i , (1.v2o.O 

Pullidb Katcha Arhd ti 
i 
1 _t , 

Pacca Arhati 1 0.016 0.04 0.03 

V, I ace enpiiri - I - -

Sind Katcha Arhat, -_ 

c A.012 
0.03 0.02 

Vi tdQge Be,'pLurl! _-

N.W.F.11. 
KatCha Arhati -

Pacca Arhati 
" 

Vi I e ,agoterl 0.008 0.02 0.01 
Pakibtan Katcha Arhati -

Pacca Arhati 0.016 0.04 0 .03 
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APPENDIX 111-16
 

CHARACTERITICS OF PROCESSORS OF WHEAT
 

-...... ............. 

Punjab Sind NWFP 
Mudern (ha kki Mudern Chakki Mudern ChakkI 

1. Capacity Utilization (%) 59 - 32 - 50 -

2. Detailed of Fixed Assets 
(Rupees) 

- Land 161900 9800 193266 30000 20000 -
- Building 486208 12000 2559594 5000 2454929 -
- Machlriery 1022406 14500 3901535 20000 3414277 -
- Other fixed assets 171308 - 7650 - 90028 -

Total 1841822 36300 6662045 55000 5979234 -

3. Wheilt Milled Oin Different 
Account (%) 

- On Own Account 

- C) Government Account 
76 

24 

-

-

100 

-

25 

-

100 

-

-

-
- For Other - 100 - 75 - -

4. Recovery Ratio (%) 

-Atta 68 100 80 100 98 -
- Maida 15 - 6 - -
- Fines - - - -
- Suji 10 - *6 - -
- bran 5 - 5- -
- Pefraction 2 - 3 - - -
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TAbLE !I.-J7 

DETAILS OF P-'ERA[IN! COTS S2.?L.E " A T.REAILEPS 

L ' 

0.38 

0.06i 

-- -.EkA LERS 

)u~hP Eectri- TeJle-
_______e cityy phoi-'eeI 

Sab 
0.26 0.03 

0.06.70.00.20 . 
___ __ _ _ _ _ _ _ _ 

0.20 0.01 Ol 

ITaxes 

00. 
_ _ _ _ _ 

I I 
I0.03 

I 

I 

C.3S 

I_ 

r 

i 

T:.ica 

7, 

oi.' 

i 

C.1 

0.90 
I 

F'.hop 
[-

0.10 

o..Io 

0.22 

_ _ 

V-'TAi-EPS 

Elec tr-.- Te1e-
I I 

I I 

0.03 

0.05 ) 6C-Z 
I , 

I 
0.05 0.06 

f _ _ _ _ _ 

-

r: 

IQhr 
C 

I.5C 
, 

-

j 

I 

I! 

haI 

C 

".35 

0.25 0.02 
_ 

0.11 

i 
0.02 

_ 3 
2 

__2I 

! 
350.7 0.09 

__1 I 0.09 . 
, 

C.. . 0.12 1.60 

* 

1.._______ "-1.f 

i j I i 
. - 5 

______ 

-
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TA91,E ITT- 18
 
FARM CATE PRICES ANI) MARKETIG MARGINS FUR DIFFER[EN'F MARKETING CHANNI I. S -WHFA\T 

I,.../4O Kq. 

PUN IAR 	 SIND \WFP1 II[ I it IV V , ..I . . . 

A. 	 Fanner 
- F'arn Gate Price 71).56 75.5" 73.31 73.31 78.92 76.6 79.90 79.26 

-Cos t o 	 Preparation Charges - - 0.59 0.59 ­ - 0.57 ­
o 	 Transportation Charge" - 1.40 1.40 0.65 1.97 1.13 2.50 
o 	Octroi 
 - - - - 0.46 0.40 ­
o 	 Corrmission - 0.98 1.18 1.18 - 2.63 - 2.57 

o 	Miscellaneous Cost - 0.97 0.30 0.30 - - - 1.25 
o 	 Cost of Deduction - 1.80 0.22 0.22 2.43 - 7 0.63 

o 	Total Cost 
 - 3.75 3.69 3.69 3.08 5.06 2.!0 6.95 
o 	 Marketing Price 76.56 79.33 77.00 77.00 82.00 81.52 82.00 86.21
 

B. 	 Villa-e Peoar­

- Sale Price 82.00 - - - ­

- Purchase Price 76.56 - - ­-


- Gross Margin 5.44 - - - ­
-	 Cost 

o 	Labour Cost 0.16 - ­

o 	 Shop Rent 0.02 - - - ­

o 	Packing Cost - - - ­

o 	Storage Cost - -. .-

o 	Lobseb 0.01 - - ­

o 	 Transportation Cost 0.03 --. .-

o 	Credit cost - -. .-

o 	Other Cost - - - .... 

o Total Cost 0.22 - - ­

- Net Margin 5.22 - - -


C. 	 K.ticha Arhmti 

-	 Sale Price - 82.00 - - ­- - 93.00 
- Purchase Price - 79.33 - - - ­ - 86.21 

- Grobb Margin - 2.67 - - - - -679
 
- Cos - - .
 

o 	Labour Cobt - 0.53 - - ­ - -0.9 

o 	 Shop Rent - 0.63 - - - - ­ 0.70
 

o 	Packing Cost - ­ .... 

o 	Storage Cost - 0.10 ..... 0.19 
o 	 Losses -...... 

o 	 Traisportation Cost - ..... 

o 	Credit cost - -.. 0.09 

o 	 Other Cost - 0.08 - ­ - - - 0.18 

o Total Cost - 1.34 ..... 1.65 
- Net Margin - 1.33 ......- 5.14 



.	 Pacca Arhati
 
- Sale Price 
 - - 82.00 84.00 ­ 85.00 ­
- Purchase Price 
 - - 77.00 77.00 ­ 81.52 ­
- Gross Margin - - 5.00 7.00 - 3.48 ­

o Labour Cobt - - 0.12 0.12 ­ 0.t8 ­
o Shop Rent - - 0.09 0.09 	 ­ -
o Packing Cost - - 0.11 0.11 - 0.09 ­
o Storage Cost 
 - - 0.02 0.02 - 0.03 ­
o Loses -	 0.03-	 0.03 - 0.02 
o Transportation Cost _ - 0.04 0.04 - 0.06 ­

o Credit cost ­ - 0.04 0.04 .-. 
o Other Cot 
 - - 0.04 	 ­0.04 	 0.04 ­

o Total Cost 
 - - 0.49 0.49 - 0.92 -
Net Ma rgin 	 ­ - 4.51 	 ­6.51 	 2.56 -

E. Food Department/Pas!,co 

- Sale Price 	 82.00 82.00 82.00 ­ .82.00 ­ 82.00 ­
- Purchabe Price 82.00 82.00 82..00 - 82.00 - 82.00 ­

o Packing Cost 6.73 6.73 
 6.73 - 6.73 - 6.73 -

o Delivery Cost 0.42 0.42 0.42 - 0.42 - 0.42 -

o Batik Comlbio! 0.32 0.32 	 ­0.32 	 0.32 - 0.32 
o Taxes and Duties 0.32 0.32 0.32 - 0.32 - 0.32 
o Transportation 3.67 3.67 3.67 ­ 3.67 - 3.67 ­

o Handling Charges 0.73 0.73 
 0.73 - 0.73 - 0.73 -
o Godow Expenses 0.51 0.51 0.51 - 0.51 - 0.51 ­

o Storage and Unfor- 0.04 0.04 	 ­0.04 	 0.04 - 0.04 ­
seen Expenses 

o Storage Surcharge 0.24 0.24 	 ­0.24 	 0.24 - 0.24 ­
o Departmental Chargeb 1.02 1.02 1.02 - 1.02 - 1.02 ­

o Interest 9.01 9.01 	 ­9.01 	 9.01 - 9.01 
o Total Cost 23.01 23.01 23.01 ­ 23.01 23.01 -

- Net Margin 	 (23.01) (23.01) (23.01) - (23.01) - (23.01) -
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S, I V V vi V! 

F. Processors 

- Purchase Price 82.00 82.00 82.00 S4.00 82.00 85.00 .00 01.00 
- Sale Price 62.02 62.02 62.02 62.02 62.02 96.00 86.00 97.,') 

o Atta (27.20) Kg. 19.22 19.22 19.22 10.22 10.22 7.37 7.37 -
o %Mida (6.10) Kg. 11.60 11.60 11.60 11.60 11.60 6.94 6.94 -
o Suji (4.00) Kg. 
Total: 92.84 92.84 92.84 92.84 92..84 100.31 100.31 97.89 

- Gross ,argii
Costo Direct Cobt 

10.84 
3.20 

10.84 
3.20 

10.84 
3.20 

8.84 
3.20 

10.84 
3.20 

15.31 
3.60 

18.31 
3.60 

4.89 
3.12 

o Fixed Cost 0.74 0.74 0.74 0.74 0.74 0.74 0.74 0.80 
o F1iiWIcIal Cobt 0.01 0.01 0.01 0.01 0.01 - - -
O Dcpreciatto1 0.24 0.24 0.24 0.24 0.24 0.27 0.27 0.10 
o 'rrwitxrtutton CottC.'3 0.73 0.73 0.73 0.73 0.36 0.3b -
o Storage Cost - .-- 0.08 0.08 -
o Other Cost ...... 

o Total Cot 4.92 4.92 4.92 4.92 4.92 5.05 5.05 4.02 
o Lebb Cost of 2.89 2.89 2.89 2.89 2.89 4.52 4.52 1.05 

By-Produc ts 
- Net Cost 2.03 2.03 2.03 2.03 2.03 0.53 0.53 2.97 
- Net Margin, 8.81 8.81 8.81 6.81 8.81 14.78 17.78 1.92 

G. Whclebaler 

- Sale Price 
o Atta 70.18 70.18 70.18 70.18 70.18 89.90 89.90 109.07 
o Maida 20.31 20.31 20.31 20.31 20.31 9.72 9.72 -
o Suji 13.64 13.64 13.64 13.64 13.64 9.15 9.15 -
Total: 104.13 104.13 104.13 104.13 104.13 108.77 108.77 109.07 

- Purchase Price 
o Atta 62.02 62.02 62.02 62.02 62.02 86.00 8b.00 97.89 
o Ma da 19.22 19.22 19.22 19.22 19.22 7.37 7.37 -
o Sujit 11.60 11.60 11.60 11.60 11.60 6.94 g.94 -
Total: 92.84 92.84 92.84 92.84 92.84 100.31 100.31 97.89 

* 	 Atta 32 Kq., 4aida 2.4 Ka., Suii 2.4 Kq. 
At tu 39 KA. 
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1.29
- Gr14 .rgin 11.29 11.29 1t.2( 11.29 8.46 8.46 11.18 
- oCosstHired Labour 0.38 0.38 0.38 0.38 0.38 0.06 0.06 ­

o Shop Rent 0.26 0.26 0.26 0.26 0.26 0.20 0.20 0.25 
o Electricity 0.03 0.03 0.03 
 0.03 0.03 0.01
0.01 0.02
 
o Telephone ­ - - - -- 0.10 0.10 0.11 
o Tax 0.03 0.03 0.03 0.03 0.03 0.03 
 0.03 0.02
 
o Other Cost ­ - - - - 0.08 0.08 0.10 
o Tranisportation Cost 1.67 1.67 1.67 1.67
1.67 2.03 2.03 3.63
 
Total Cost 
 2.37 2.37 2.37 2.37 2.37 2.51 
 ,2.51 4.13
 

- Net Margt;; A.92 8.92 8.92 8.92 8.92 5.95 5.95 7.05 

H. Retailer
 

- Sale Price 
o Atta 78.88 78.88 78.88 78.88 78.88 94.40 94.40 117.00
 
o id Ida 23.49 23.49 23.4) 23.49 23.49 11.82 11.82 ­
o Suji 15.00 15.00 15.00 15.00 15.00 
 11.82 11.82 -

Total: 117.37 117.37 117.37 117.37 
 117.37 118.04 118.04 117.C0 

- Purch-be Price 
o Atta 70.18 70.18 70.18 70.18 70.18 89.90 89.90 109.07 
o Maida 20.31 20.31 20.31 
 20.31 20.31 9.72 9.72 
 -
o Suji 13.64 13.64 13.64 13.64 13.64 9.15 9.15 -

Total: 104.13 104.13 104.13 104.13 
 104.13 108.77 108.77 109.07 

- Grobb Margin 13.24 13.24 13.24 13.24 13.24 9.27 
 9.27 7.93
 
o Hired Labour 0.34 0.34 0.34
0.34 0.34 0.90 0.90 0.85 

Shop Rent 0.10 0.10 0.10 0.10 0.22
0.10 0.22 0.37 
o IElcCtrtcity U.03 0.0j U.0j 0.03 0.050.03 0.0!) 0.09 
o Telephonie ­ - - - - 0.06 0.06 0.09 
o Tax 0.03 0.03 0.03 0.03 0.03 
 0.10 0.10 0.08
 
o Other Cost ­ - - - - - - 0.12 
o Trarimbportatin Cost 1.80 1.80 1.80 1.80 1.80 - - -
Total Cost: 2.30 2.30 2.30 2.30 2.30 1.33 
 1.33 1.60
 

- Net Margin 10.94 10.94 10.94 
 10.94 10.94 7.94
7.94 6.33
 

Note:- Def2nations of the costs are given in table III-17a on page A-31a to A-31c
 

A-31
 



Table I 11-.19
 

Definations.of.tbe.Costs..
 

A. ...
V 7.!yi Co;.t
 

Ptepauation Charqes 


Transportation Charges 


OctroL 


Commission 


Miscelleneous Cost 


Cost of Deduction 


B. 	 Market Functionaries.
 

Labour Cost 


Shop rent 


Packinq Cost 


Storage cost 


Losses 


Transportation Cost. 


- The cost of fillinq and 
%II1I I I I Iw ) ( |Ii lIsis . 

- The cost to transport the 
quantity from village to 
the point of sale. 

- Tax paid 	to the Locdl body. 

- The cost deducted by market 
functionaries for his 
sevLvices. 

- Include the cost of weighman,
cleaner, loading and 
unloading etc. 

- The cost whi.ch is deducted 
by maLket functionarles 
against dryinq losses,wastaqg 
and other losses.
 

The cost of permanent and
 
casual hired labour for used
 
for loading, unloadrngand
 
filling.
 

The amount of 1::iop Lent or
 
rental value.
 
The cost of bags.
 

The cost of storage include!
 
rent of the storage and
 
labour on storage.
 

The cost of losses during
 
operation.
 

The cost of transporting
 
the quantity from one
 
place to an other.
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Credit Cost 


Other Costs 


C. Food.DepLtuient/Passco.
 

Packing Cost 


Delivery Cost 


Bank Commission 


Taxes and Duties 


T-ansportation 


Handling Charges 


Godown Clarges 


Storage and unforseen 

expenses. 


Departmental ChaLqes 


Interest 


D. 	 Processor.
 

Direct Cost 


Fixed Cost 


The interest cost for the
 
loan which maiket functio­

naries give to 	the farmer.
 

Other costs include
 
entertainment,, telephonej
 
electricity etc
 

The cost of bags.
 

The cost of labour for
 
unloading un-filling,
 
transportation Charges
 
from farmer to centre.
 

Commission paid to
 
bank for banking services
 

Include the Octroi and
 

market fee.
 

The cost Lo trnasport the
 

quantity from Food Depart
 
mentcenile to sale point.
 

The Cost of labour for
 
loading, filling.
 

The cost include rent
 
of godown, electricity,
 
maintenance etc.
 

The Cost include storage
 
labour, fumiqation.
 

Salaries of the staff,
 
and other over head.
 

Amount of interest paid
 
o loans.
 

Include salaries/Wages
 
of direct contract labour,
 
electLIcIty, telephone
 
Lepair and maintenance.
 

Salariesard Wages of admini
 
strative Taff, rent, tax,
 
and other miscelleneous
 
cost.
 



Financial Cost 

Depreciation 

TranspoLtation Cost 

Storage Cost 

Other Costs 

E. tole.. leiZRetaileL. 

-

-

-

-

-

-

Hired Labour 

Shop rent 

Electricity 

Telephone 

Taxes 

Other Cost 

-

-

-

-

-

-

- Transportation -

The interest cost of pay
 
loans.
 

The cost of depreciation of
 
machinery, building and vehicles.
 

The cost to transpoit the
 
quantity from one place to
 
anotheL.
 

Include the rent of stores
 
and maintenance.
 

Include cost of losses, enter­
tainment and other un-forseen
 
expenses etc.
 

The cost of loading unloading
filling, unfilling etc.
 

The amount of shop rent or
 
Lental value.
 

The cost of electricity.
 

The cost of telephone.
 

Any local or other taxes
 
paid.
 

The cost of entertainment
 
and other Piscelleneous cost.
 

The cost to transport the
 
quantity fiom one place to
 
an other.
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TABLE 111-20
 

CI.ARIFTCATTON OF (Ms9 M4RKFTi.$" MARGTN RY MAJOR 
MAMWI :IU kb i L ..Y MA hL.I Nrh UA. LL.: 


(WEAT) 

(Ra.Per 40 K.g) 

:N arketing Marketing Channels :Aver-


Services 
 :age 
:i vr ii iz Vv 'vI vii :viii 

II I V V I V I :V I 

Labcur 1.61 1.98 1.57 0.84 1.45 1.64 1.69 1.34 
 1.52
 

:Storage 0.79 0.89 0.81 
 0.02 0.79 0.03 0.79 0.19 0.54 

:Trirmior't 7.17 7.14 6.50 4.91 7.79 4.08 8.83 8.,3 8.88 

:Packing 6.73 8.73 7.43 0.70 6.73 0.09 7.30 4.4a
 

Rants 0.38 0.99 
 0.45 0.45 0.3b 0.42 0.42 1.32 0.60
 

:Taxes 0.38, 0.38 0.38 0.06 0.38 0.59 0.85 
 0.10 0.39
 

Creait, Cost: 9.33 9.33 9.37 0.04 9.33 
 - 9.33 0.09 5.85 

:Proceissing : 2.03 : 2.03 2.03 2.03 2.03 0.53 0.53 2.97 1.77 

:Net Margin :33.89 :30.00 :33.18 33.18 :28.67 :31.23 :31.67 :20.44 :30.28 

:Misc. , 1.51 : 5.33 3.27 1.83 3.93 2.99 1.74 5.16 3.22 

:G. To-,a1 :63.82 :64.80 :67.07 :44.06 :61.46 :41.58 :61.15 :37.74 :55.21 

:Subsidy :23.01 :23.01 :23.01 --- :23.01 : - :23.01 : - 14.38 

:Total :40.81 :41.79 :44.06 :44.06 :38.45 :41.558:38.14 :37.74 :124.80: 

A--5 : : , , 
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http:41.558:38.14


--- ------------------------------------------------------------------

-- -- ---------------------------- ----------- -- 

-----------------------------------------------------------------

Table III- 21
 

Summary Table Showing Physical] rLnsses OF Each Stage OF
 
Market Systim FrL L FarmII 'o Consuier


(Wheat) 

Percentage of losses
 

-

-- - - - -

, 
:level 

-
-------­

Grower's 

~ 

Second 
market fun-
:ctionary
Cti naryI

------------------

stagelProcessor Wholesaler/
retailer 

Total 

I------------- -_ 
iPunjab 

Sindh 
:N.W.F.P 

1.08 
0.95 
1.39 

0.02 
0.02 

-

--I- -- -2.03 
2.05 
0.75 

-­ - - -0.03 
0.02 
0.02 

- - 3.16 
3.04 
2.16 

Pakistan 1.08 0.02 1.93 0.03 3.06 
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APPE'.-D1X IV-I 

AVEPAGE fK)IJSEHOLD CCIVPCZ1TION FOR SAMPLE DISTRICTS - RICE SANTLE GRJ:E-RS 

CRJ 1,:E 
[ Adult Above 10 Years Children 

District Fam,Size No. of 

___-

Sna I 1 
Farmerse 

57 3.28 
-4aeenlTotal 

2.35 5.63 
Ma-le 

i.L2 
Fenale 

1.4.0 
Total 

2.82 
Male 

Z. 70 
F ~~Total 

- -. "5 
S!alkot Med i 12 3.08 2.92 6.00 1.67 1.25 2.92 4.75 L.'7 E.2 

Laree 6 4.00 2.67 6.67 1.83 1.67 3.50 5.83 I . 10. 7 
, _Toial 75 3.31 2.C7 5.78 1.49 1.L0 2.89 L.8C B.;7 

Small 36 2.69 2.83 5.52 1.64 1.97 3.61 4.33 L..,1 9.1-. 
IG3] rarr'ala Medixn 23 2.87 2.96 5.83 1.96 1.83 3.79 4.83 9 9.E2 

Larce 16 3.25 3.00 6.25 1.63 1.19 2.82 4.81, Z.19 9.C7 
Tota 75 2.87 2.91 5.78 1.73 1.76 3.49 4.60 L.-7 9.27 

Small 93 3.05 2.54 5.59 1.51 1.62 3.13 4.56 L.:-; 8.72 
P--jab, 35 2.94 2.94 5.8S 1.86 1.63 3.49 4.80 "9.7 

Large
.otal 

22 
150 

3.45 
3.09 

2.91 
2.69 

6.36 
5.78 

1.68 
1.61 

1.22 
1.55 

3.00 
3.19 

5.13 
4.70 

L.13 
L., 

9-3£ 
8.9: 

ll 70 1.61 2.70 4.31 1.56 2.23 3.89 3.17 8.2: 

* 
Meditna.- di-rn 
Largea-aLarge 

5 
....... 

.20 3.60 
-

L.SO 
-

1.00 
-

3.4C 
-

4.40 
-

2.20 .- 0 
: 

9.22 

Total 75 1.59 2.76 4.35 1.52 2.40 3.92 3.11 ,.:- 5.27 

5ia1 1 70 2.14 2.19 4.33 1.76 1.77 3.53 3.90 3.?z 7.E 

Ja -.)babad 
Me d mn
Large 

5 
1 

3.20 
3.00 

3.40 
2.00 

6.60 
5.00 

2.40 
4.00 

2.00 
2.00 

4.40 
6.00 

5.60 
7.00 

5.-. 
£., 

11.02 
l. 

Total 76 2.22 2.26 4.48 1.83 1.79 3.62 4.05 L.,j 8.10 

Small 140 1.88 2.L4 4.32 1.66 2.05 3.71 3.54 4. 8.03 
Mediun 
Large 

10 
1 

2.20 
3.00 

3.50 
2.00 

5.70 
5.00 

1.70 
4.00 

2.70 
2.00 

4.40 
6.00 

3.90 
7.00 

6.2: 
:.O[ 

1O.-C 
11.02 

Total 151 1.91 2.51 4.42 1.68 2.09 3.77 3.59 4.6. 8.1 

Small 233 2.35 2.L8 4.83 1.60 1.88 3.48 3.95 ".3.; 6.31 

IPaki stan 
Mediuri 
Large 

45 
23 

2.78
3.43 

3.07
2.87 

5.85
6.30 

1.82
1.78 1.871.35 3.693.13 4.605.21 .9-21 9.5L9.3 

Total 301 2.50 2.60 5.10 1.64 1.84 3.48 4.14 _-5. E... 

ALi. IU.4 54.97 4.51 24.21.75 79.18 
Large 45.-- 30.35 66. 11 10.43 22.72 40.78 8.83 
Tota -0. 5.16 47.51 3.88 35.73 9.04 83.24 



APPEND-7 TX-,-3 
SH.- OF DIFFERENT USES OF TrAL xLrrPUT OF 
GRUERS OF rIFFERENT SIZES FOR EAK.H SAMPLE 

BA tt1'.T]RICE 
DIS.PICT 

BY SAMPLE 

CR-'?g: RI _ (!C.ke) 

District Farm Size' Gross s . ion Pamen in Kind KeDt for Seed Losses Tota: :--es I Marketed 

Small 

PcIrutionlan! 

86.37 1 '5 . 

etitv ii 

11.67 

%a{e 

14 

Ou-..ityl 

1.64 

%aqe 

2 

IQuantiz, 

0.41 

I %age 

-

kuantitv 

27.77 

e 

2 

KQuar.:itv 

5E.60 

I -.ave 

65 
-iMedar 

Large 

Toia: 

222.00 
509.67 

IL1.93 

27.50 
4.150 

1 IE.L0 

:_ 

: 

22.33 
17.17 

13.81 

10 
3 

10 

2.50 
3.67 

1.9L 

1 
1 

1 

0.4.3 
0.33 

0.1] 

-

-

-

52.76 
62.67 

34.6 

12 

207 

169.2L 
U17.00 

7 
E-

3,Lram,n. a 
5mal. 
Me dit. 

Lare 

Tota 

74.40 
197.26 

L65.60 

19"1.11 

]'.61 
19.74 

29.07 

].20 2: 

14.40 
33.09 

67.80 

31.26 

19 

17 

L 

16 

1.34 

2.26 

7.10 

2.82 

2 

1 

2 

2 

0.06 
-

0.67 

0.17 

-

-

30.41 

55.09 

1N.64 

53.45 

" 

_ 

" 

_ 

43.E-

1L2.7 

363.9r" 

140.6­

5 

7Z 

F-zjab 

mall 

,ed iur. 

Large 

Total 

81.82 

205.74 

480.33 

167,67 

14,27 

22.10 

32.62 

18.79 

2-

2-

-

11 

12.71 

29.0 

53.33 

22.42 

16 

14 

11 

13 

1.53 

2.34 

6.12 

2.37 

2 

1 

1 

2 

0.29 

0.14 

0.58 

0.31 

-

-

-

-

26.80 

5.28 

92.65 

43.89 

"" 

-z 

53-C-

151.16 

387.65 

123.75 

6= 

71 

8: 

7L 



APPENDIX IV-4
 

SHARES OF DIFFERENT USES OF THE TOTAL OUTPUT OF IRRI RICE BY SAMPLE 
GRCWERS OF DIFFERENT SIZE GROUPS OF EACH SAW.LE DISTRICT CROP: F: (40 K, 

. 

District Fa= Sizel Gross IDomestic Consuon Payment in Kind KeD= for Seed Losses Tota L-e- .\arketeC 

ProductionI1 antitv %a _____________I_______I___________%ge___________I_%age___________I__________________I_-,ag 

E,' 	 76.50 8.50 11 5.50 7 2.25 3 - - 16.25 1 6C.25 79 

Guj ranw-a Ia 	 Me un 95.50 2.62 3 1.62 2 2.58 3 - - 6.82 8E.68 92. 

La:re 534.50 5.67 1 15.42 3 9.25 2 0.83 - 31.17 r 503.33 94 

Tc:al 27L.53 4.69 2 7.86 3 5.29 2 0.34 - 18.18 - 256.35 93 

Sra 11 183.93 53.13 29 44.37 24 2.70 1 - - 100.20 83.73 16 

Larkana Mee:Lm 500.00 118.00 30 132.00 26 14.00 3 - - 294.00 206.00 Li 

Lage - - - - - - - - - - -

TomI 205.00 59.15 29 50.21 2 3.45 2 - - 113.11 91.89 45 

160.11 25-38 16 36.21 23 4.63 3 - - 66.22 	 93.92 "5S 

accbab 	 ad Mecitrn 298/00 76.00 26 15.00 15 9.00 3 - - 130.00 L 166.00 56 

La:re 1050.00 90.00 9 260.00 25 15.00 1 - - 365.00 2- 685.00 65 

To-al 180.92 29.56 16 39.73 22 5.05 3 - - 74,34 4: 106.58 59 

Small 	 172.01 39.25 23 40.29 23 3.66 2 - - 83.20 E.E 86.84 52
 

Sub-Total 	 Mediun 399,00 112,00 28 88.50 22 11.50 3 - - 212.00 - 187.00 L7 

Large 1050.00 90.00 9 260.00 25 15.00 1 - - 365.00 35 68500 65 

Total 192,88 4.1 23 4-.9/ 23 1.26 2 - - 93.61 4E 99.27 52 

snail 169.38 38,40 23 39.32 23 3.63 2 - - 81.35 .E 88.03 52 

rotal ediun 227,46 50.17 22 39,39 17 6.46 3 - - 96.02 1.2 131.144 58 

Large 571.15 12.15 2 31.23 6 9.69 2 0.28 - 56.35 IC 517.30 90 

Total 206.01 38.01 18 38.96 19 4.43 2 0.06 - 81.16 39 121.58 61 



---- -- -- - - - - ----------------- ------ -------------

APPENDIX IV-5 
5GE CI.ASSIFICATION OF T(fAL BASMATI RICE SOLD BY NUNTIS BY S MPLE GRft-P OF 
DIFFERENrf FARM SIZES AND AVEKAGE !M HLY SALE PRILES FOR EACH DISTI'RICT - RILE BA 1ATI 

------------------------------------------	 COP:RC-------------E

District 	 Farm Size - %a e of Total Qantity Sold in -- Average Sales Przes !Rs. 40 Ks.)


------ ----- r-------- -------- _-oa- No mbe betoTL
I-aui------- --ctoerJ uvmberjDecemberl ryToa------ tbe Noveberr January Tl~ 

mall 97 100 144 .40 - 135.00 14L.3) 

Sialkot MediL n 67 17 16 100 - 134.50 1-.00 135.00 13L.53 

Large 100 - - 100 - 133.69 - - 133.69 

Total 90 5 5 100 - 138.61 1--. 00 135.00 138.5 

ma1l 16 84 - 100 113.80 133.38 _ _ 130.L" 

iGujrarra a Mediun 12 88 ­ - 100 136.62 130.76 - - 131.L5 

Large - 50 - 50 100 - 121.05 - 149.05 135.19 

Total 6 67 - 27 100 127.73 127.42 - 149.05 133.3) 

Small 5 93 - 2 100 113.80 141.28 - 135.00 139.74
 

Punjab Medi-n 7 80 7 6 100 136.62 131.96 
 1-E.00 135.00 132.63 

Large - 66 ­ 34 100 - 127.33 _ 149.45 134.73 

Total 4 77 2 17 100 127.73 133.16 1-.00 147.53 135.L3 

- - -



APPENDIX IV--. 

PERCEN'TA,--3- CLikSSIFICATION OF TOFAL IRE R-:- S0-LD BY MNTH5 BY SAMPLE GRL15ER 
DIFFEFENT FARM SIZES AND AVERAGE . t."T-Y_ " SALE PRICES FOR E.AH bISTRICT 

. 

CROP: F:CE 

District 

Guj raaI a 

Fr.Sz 
r 

1 

Meditun 

i 
%age of Total Quantity Sold in 

Oct. Nov. Dec. an. I Feb. !March 

5tal92 . 

5 95 . 

_____Avera-ce 

il May 

.-

I Tc.-al 

10: 

10C 

Oct. I Nov. 1 

70-00 57.32 

53.18 64.32 

SalesPrice -(ES. per 4C Kc.~ 
ec:.; Jan. I FeE. March April IMay 

- -

- .. - -

-oa7 

Larze 

Toial 

2 

3 

98 

97 

-. 

. 

.. .. 

- .-

10: 

10C 
65.00 63.66 

61.98 63.58 

-.... 

- - -

.. -

6--.5 

Larkar.a 

maIl 

Mediun 

Larze 

-

-

-

-

-

-

36 

9 

-

64 

91 

-, 

..­

. . . . 

C 

IC 

-

-

-

-

66.49 62.79 

65.00 63.54 

-

-

. 

. 

. 

. 

6-.12' 

6-.67 

Total - - 32 68 . .- 10C - - 66.LO 62.94 -. 6-. 

S u- -ad 

Emra 1 

Medium 

Large 

Total 

-

-

-

-

-

-

-

-

33 

-

-

27 

6" 

100 

100 

71 

-

. 

.-

-

.-

I 

-

-

2 

1 

1C 

10C 

lOC 

1OC 

-

-

-

-

-

-

-

-

70.O 60.26 

- 60.89 

- 66.00 

70.34 61.04 

-

-. 

-

65.00 

. 

65.00 

-

. 

. 

-

45.00 

L5.00 

63.15, 

6 . 

6E.OC 

6-.22 

3ind 

5maIl 

Med iun 
Large 

Total 

-

-

-

-

-

-

-

-

34 

5 

-

29 

64 

95 

100 

70 

-

-

-

-

] 

. 

-

-

. 

-

I 

I 

1CC 

Oc 

10C 

10C 

-

-

-

-

-

-

-

-

68.28 6!.45 

65.00 62.29 

- 66.00 

66.21 61.90 

-

-

-

-

65.00 

-

-

-

-

-

45.00 

-

5.0 

6-..62 

62.z2 

6E.00 

62.59 

laxistan 

Small 

Mediumn 

Large 

Total 

-

2 

2 
1 

2 

36 

88 

32 

34 

3 

-
19 

________ 

63 

59 

10 
47 

- - -

- - -

- - -

- - -___ ____ ___ ___ ______ ___ ___ ____ 

1 

-

-

1 
___ 

100 

100 

100 
100 

___ ____ 

- 57.32 68.28 61.45 

53.18 64.32 65.C0 62.29 

65.00 63.68 - 66.00 
61.98 63.58 68.21 61.90 ___ ___ ____ ___ _ 

-

-

-

-

-

-

-

-

-

-

-

-

45.00 63.52 

- 62.43I 

- 63.94, 
t5.00 6-.586 .5 ! 



AVE-AvE STORA3_E CAPACI'. L"lTILIZL-IOt CLA-IFIED 
AFFENDIX IV-7 
B. TYPE FOF SA-£PLF_ GR.VERS OF EACH DISTRICT - BASMATI RICE 

District 

SiaIk.,t 

;ujranwala 

unjat 

Farr Size 

Smal, 

Me diun 

Large 

Tota" 

Smai:5.95 
Medu 

Large 

Tota . 

,15. 
Meditr 
Large 

Tota' 

Average %'antity 
Kept for Storage 

15.tZ9 

30.0 

5.:7 

20." 

2.rn 

36.:-

22. ^: 

24.T' 
38.7: 

21. ]E 

Total Storage 
Capaciiv of all 

Type 

8.O0 

7.0O0 

12-.O0 

9C.O 

2E.00 

£9.00 

69.00 

2.00 

6.00 
58.00 
86.00 

66. Oc 

%aqe of Stcrage
Capacity Utiliza-
tion for Rice to 

Total Capacit'azacitv 

is 

39 

36 

23 

57 

45 

52 

52 

25. 
43 
45 

32 

Standard Storage
" 

Capact %a 

36.00 ZC 

48.00 62 

105.00 Er 

51.00 

11.00 39 
15.00 31 

59.00 86 

21.00 5 ,-

32.00 50 
26.00 45 
73.00 85 

37.00 56 

' ' 

otal 

CROP: RICE 

u' 

Capacity 

3.00 

29.00 

19.00 

39.00 

17.00 

34.00 

10.00 

21.00 

32.00 
32.00 
13.00 

29.00 

(LO k ) 

Canacitv 

%age of Total 

Caoaci t 

60 

38 

15 

43 

61 

69 

14 

50 

50 
55 
15 

44 

1. Pacca room,pacca bharola and drum/box 
2. Katcha room, katcha bharola and other 

* Quantity kept for domestic consumption and kept for seeds. 

_ I 



---- B-v 

AVER43E STO AGE CAPACITY CLASSIFIE' tY -vPE FOP SAFPLE GPOWERS OF EACH PPY.l E 

Average ua.tity Total Sorage Uge cf STrage 
 Standard SoraQe Caraitv 
Il5 '-Sandard Stcrae Ca:nazijvDitit Farm Size Kept for Storage Capacity of all J c-~ac-.tv U-.iliza- J I_Type f :ion for R;ce to Caacity %age of To:ai Capacity %ae of --tal 
7 t apazitv I Capaaacit ::,tyaaI 

& ~all 16.75 10.00 10E 
 - 1C.00 IC
Cijra-r.aIa 
 Med it 5.2c 51.00 
 10 11.00 22 
 4C.00 76
 

Large lt .92 75.00 
 20 68.00 
 91 7.00 9
 
Total 
 9.9E 5E.00 18 
 34.00 
 61 22.00 39
 
Sall 55.63 67.00 . 83 5.00 7 62.00 93
Larkda a Ld 162.00 154.00 105 ­ - 154.00 100 

Large -

Toa 1 62.90 73.00 
 86 5.00 7 6E.00 93
 
Sv-a I 
 3C. OI 32.0 G 94 
 1.-O0 3 
 31 . -,-----------­

ocuiLuadn 
 85.00 85.00 
 97 ­ 88.00 100
 
Large 105.00 
 10%.00 105 
 - 100.00 100
 
Total 34.61 
 36.00 
 96 1.00 
 3 35.00 97
 

&na 42.91 49.00 
 8 3.00 6 4 .0­
Sub-Total 
 1ed iun 123.50 121.00 
 102 ­ 121.00 100
 

Large 105 100 105 
 - 100.00 100
 
Total 48.67 55.00 
 88 3.00 
 5 52.00 95
 
Sna1l 42.03 
 4E.00 88 
 3.00 6 
 45.00 94
 

rotal JAkdium 56.63 82.00 69 
 7.00 
 9 75.00. 91
 
Large 21.84 77.00 28 
 63.00 
 82 14.00 18 
Total 42. f 54 .00 79 7.00 13 47.00 87
 

1- . Pao. -- n _ - D.- s./Box
 
" :K) for _-- - + r .e_df
F,-:., d --,u . ± 


http:c-~ac-.tv


APPENDIX IV-9 

MARKETING CHANKELS FOR S.?uJIFLE GROWERS OF EACH SAMPLE DISTRICT 
CROP: RICE (%age) 

_ _Rice B -nati Rice Irri 

District 
I___________I 

Far Size 
1Loca: 
Said 

Village
Snap-

Ivillage
1Ieopari 

I 

Pacca 
Arnati 

Katcha 
Arhati 

IKatcra/
Pacca 

Arhati 

Rice 
Mills 

I 
fTotal Local

Sold 
Village
Shop-

keeper 

Village
Beopari 

Pacca
ArhatiI 

b~tha
Arnlati 

aca 
Pacca 

Arhati 

ie 
Mills 

: 

Sialkot 
S-.11 
Me i un 

-
-

7 
-

53 
53 

4 
-

-
-

-
-

36 
47 

100 
100 

Large
-,al 

-
-

-3 
100
68 2 

-
- -

-
27 

100100 

Guji ranwa-la all
Mediuf 

- 6 
-

68 
18 

26 
82 

-
-

-
-

100 
100 

50 
20 

50 
80 

Lare _3 19 26 - 52 100 - 14 7 65 - 14 

Tcal _ 3 33 41 - 23 100 - 12 11 66 - 11 "" 

[ 
Punjab 

-bI L 
Me-imLarge _ 

5 
-

4110 
2035 1113 

19 
5117 

-
--

25 
1835 

100 
100100 

-
-- -

-
-

50 
20 

50 
80145 - 0'_3 

___Tctal 
Sm.a I I 

_ 1 32 12 28 - 27 100 
-

-
4 

-
-

12 
3 

11 
24 

66 
-

-
-

11 
_69 

""D 
"1 

Larkana Mediunn 
Large 
Total 

11T 

-

-
-

-
-

3 
4 

-
-
-
-

-
-
3 

64 
-
30 

-
-

/ 

-

-

-

36 
-
64 
55 

" D 
-0 

Jacobabad Med iuy
Large

otal3 

- -.. 

-
-

-
- 9 22 

. 
-

100io66 
:0 

-TO 

Sind SmallMedium 
- 3 -

-
i 
-

1IU 
35 -

-
- 65 

Large 
Total -

-
2 

-
- -

-
14 

-
9 

-
-

100 
75 

i O 
7"2 

SmaIl - 5 41 10 19 - 25 100 3 - 2 18 14 - 64 ":0 

Pakistan Mediun - 20 11 51 - 18 100 - - - 30 30 - 40 -50 

Large 
Total 

-
-

-
1 

35 
32 

13 
12 

17 
28 

-
-

35 
22 

100 
100 

-
2 

- 13 
5 

7 
16 

58 
30 

-
-

22 
47 

:_0 
"1. 



APPEND:X IV-aC 

CLASSIFICATION OF MARKFTI13 COSTS OF GR,--'ERS FOR SALES T) DIFFERED'T FUNZ7IONARIE: AND THE FAF5t GATE PRICES 

RICE BASMATI 
[ 
 R ./L O K g . 

PACCA ARHATI 

KATCHA ARLATI
 -ro ince Farm Averae Mar-KetiSeAG~'.los E OF K4APE-TINK PRIC-- FFarmar veae ngOl~eae-ktig %AGE O ISize r n Cost 

IGate Marxe:inc Cost 
Gate 

Price 
P- Price- PriceS. x.',5.6 _', - 35- 1-kI - - - -- - - -

Ta- 135. X 5.64- 35 1,E 36 [11 1 D00 129.3 -:- I-I-I -

PA d:L. .33"261O.6- I" '21 19] t 12 I 30 100 1122. 3- .6L q.62j 12 5 2&I I 2"100 -e1.0-5 1 i~ 1 3CTh ai If' :9 52 21 2 300 1LL 19.2.. .410D _ ­1132.SEI10o.5, 7 1I7 5 !21 1 ,:: 1 6 12 3 100I 20 I30 jIoo 1121.132.L0 10.2aj L 652 j 29-1 212C" j 5 I 25 100 1121.121I 1. I 32 10O0 1122.16'i
 

o 13Z-510.52 6 18 1 19 30 24 100 122.1.; 132.40 :0.24 L 120. 5 25 I 132 100 1-2.1 

Preparation Charges 2. Trazspcrtation Charges 3. Octroi 
 4. Ccuissict, 5. Paladari, Weighmi & Chioger 6. Cost of Deduction 7. Total 

http:13Z-510.52
http:1121.132.L0


APPENDIX IV-IP (C:!. :d.) 

n FRICE MILL 

Province Farm Averaoe I e 
i 
n VZE OF KARKETIN: rICE 

Price 2 ____ Price 

______Sialk -t %I - ° 
3~h1K127 

____-_213 - I 
*.2 

O.000 
100 

100 -
-4-i -

j-
I ---o ~- -0 

10-hO 

IO]0, 1-
129.57]

:132.291-
Lar e - __ __ _ _ _ _ __ _ _ _ _ 

T-isr-.- a 1133.50-11- .22- 100I --- t - - - - 1oC- 13 .281' 
r .a- - _- -i-I--. -.. 
a .o.I6-, f .56 floo T - - IC,1L6.11 

t-, -:&.e6 _.56 10 - - I - - Ic 11-16.11 

Pu. b .a.b-M, 
2. 

*r-3Zo2 
1 -. 15 

.1 
1o

1110 
-
-_ 

-
I -

-

I 
-

-

- 10 
CO 

1129.521 
j132.29 

Lare ioo -0 - i-1 i1o 1 
1 _. 67_.56_ 100 100 11.73 1 



APPENDIX -v-11 

CLASSIFICATION OF MARKEH;IWK; COSTS OF GRJ4ERS FOR SALES T.- DIFFEREN}T FUNCTIOARIES AND THE FARM GATE PRICES 
FOR EACH DISTRICT RICE IRRI 

PACCA ARHATI KATCHA ARHATI 

Province Farm 
Size 

Aerage Karetingi %AGEI_-_etin__Cost 
OF MARKETING PRICE Fa 

Gate 
Averarxe 
Mareing_ 

-oetisl 
Cost 

%AGE OF MARKETING COS- F 
Gate 

P-ice " 2 3 i 55 _ rc 6 7 PrcPrim- PricePrice 2 3 4 i 5 J 6 7 PrictPrice 

6.01 2- 16:.5515 8 1 2. - 26 100 5-.5"' 55.001 6.6- 20I 30 8 21 I - 21 I 100 I8.-
Jra ,- rIMediun 62.47 8.21 16 j 25 7 2C 12 f 20 100 5-L.26 64.72 8.8-- 15 32 I 6 18 11 18 I 100 l55. - ­

'.ala Larpe 

Total 

15L-95 

5..89 

5.58 -

16.911 

18 

20 8 

1 2-

2. I 

15 

10 

. 32 

27 

100 

100 

49.37l64.L 
52.'0 63.52T 

_._ 

7.2--

I -

3 

I 31 

31 T 
8 

8 

23 

22 

7 

8 

i 
1 

31 

28 

!100 

100 

57.'­

56.5z 

s_111 _ 40o L.67 - 28 =6 4.: 11 11 100 5L.731 - -I- __. 8 -2 - -

arkaijaMedun165.00 
r e! . 1.58 . -..i-- 33 6 si- 18 100-TI-'- I-I.. 60.'2 . . .1 . i .--;-i-I - --_ --_ _ 

-- _- 1 
Tota 16_-37 _.60 - 32 6 4: 1 I 100 59-77 . .. 2 . - - I- I - _­

6 3 5 3 6 36 I __.9_­5cc 1 ,-f ]L.99 - {29 8 , 3_= 12 12 100 5E.53 56.35 .4100 ­ 8e 6 36 1616 1 1 I 1 .­
accba-

oi. .. f-I -L - T. f. I I -- I ­
12 36 1 100__ _all 1.2 I 4.99 - 29 8 _C 12 100 5E.33 56.38 7.4-E 1 28 6 16 14 148.9C 

Sad 6:. 27 1 .0-0 1 - 128 7______ 11 12 100 5_.27 7.4E_ 6_616 14 10_4B__.:_ __ __ _ 56.38 28 

NefLar i .. oo 4..58 1 -6- 33 6 4___ - 18 100 6C.42 - -

Iotal '.61 4.52 - 32 6 t.$ 1 18 100 6009 56.38 7.4E - 28 6 36 16 It 100 48.9C 

Srrxi 61.39 5.23 9 24 7 3T 7 16 100 56.16 55.91 1 7.22 6 29 7 31 11 16 100 48.7C 

kis-- dunm 6L.73 5.88 3 26 6 31 15 16 100 58.85 64.72 8.87 15 32 6 18 11 18 100 55.85 

± jLarge 5L.95 5.58 - 18 9 26 15 32 100 4,9.37 64.t8 7.06 - 31 8 23 7 31 100 57.42 

Total 61.tS 5. 3 25 7 3. 14 17 100 56.01 63.59 7.29 3 30 8 23 8 28 100 56.36 



APPEO IX l'v-1: (Conid.) 

CLASSIFICATION OF MARKETING COSTS OF GROWERS FOR SALE5 TO DIFFERENT F1NCTIONARIES AND THE FAa.4 GATE PRICES 

, _ 	 __ RICE MILL __ 

Provricel 	 Farm f/.erage Karieting iAGE OF MARKETING PRICE 

Size marketing cost Gate1,Drice : -1 	 2 ___o_- - _3 6 7 o Price 

o _-	 ­r 1-	 - J-_ -I -I I -155-00 
,To a 1 , 17oo G. . -	 ­f- j f - -	 H.-0 

EIcl Ic-s661 1.8= - 69 16 ___15___ 100 6--.81 
zarkan12di~ 3 2.OL2 1- 72 13 15__ 100__ 59.29____''mr:3 


___ 	 ___ _ _ ,6- - 1 - _ I___ - io i- .96 
___ Tcial !63.L2l1.-95T 71 14 - 15 100 62.47 

accba- MedLt:5 .05 I3.09 1 1 2 1 
a _d ________66. 0 3.6C ____w83 	 8 100 58.1 

0 8 Ii 	 1 100 56CT~otalI -0 3.70 - 72 9 - 17 2 o 6.34 
ind Mdiun- 19.23 2. 71- 69 12 - 15 4- 100 56.52
 

Large 66.00 3.60 - 83 9 - - I 00 62.-0
 

Total 164.69 3.35 - 80 9 [ - 10 1 100 6:1.34Sa11 163.16 2.47 58 13 -. 15 14 100 60.69
 
kis- Wediun 59.23 2.71 - 69 12 - 15 4 100 56.52
 

Laree 166.00 3.60 -_ 83 9 - 8 - 1O0 62.40
 

Total 64.69 3.35 - 80 9 - 10 1 100 61.34
 

1. Preparation Chai:.es 2. Transportation Charges 3. Octroi 4. Comini:sio, 5. Paladari, Weighinez, & Chnger 6. Cobt of Deduction 7. Tota 

l 

http:Chai:.es


- - - -

____ 

APPEND:X IV-12
 

PERCENTAGE CLASSIFICATION OF QUANTITIES TRANSPORTED 
 BY DIFFERENT W)DE FOR SAMPLE GROWERS OFDIFFERENT FAR SIZE FOR EACH PROVINCE 
RICE BASMATI 

Tractor/Trol ley Truck B1.1lcck/ H.-1rse Dra',xi Pack Ar!a . Tot-a I 
Farm Size _ _ Ca-el Carts Carts 

.-e, f '%aeof %age of %age of 3azye cf tdape of %a e f a2e f i-e Qf %dja e of . .[d.of a2eof ,ace of %aaue ofof :"-:. .f 
Farmers Qty. Farn'.e r QTy. Fa tme Qty. Fa-.ers Qty. =ar-er (:y. Farer . 

Sma It 58 - ! -- 39 42-l o oSialkot Vediun 100 100 - -... 
 100 10 
I 8_MOO ..... -i..J1 o
 

T:t___ 10 - -- 100 100
 
,8 0 
 - - 92 6 -00 1 

G-ujrI wal 1e.- 39 32 ­ - - - 57 21 4 4/7 100 1 100L 93 58 ­ - _ 7 42 0100 

39 /5 - ­ 60 35 1 Zo _____ $ 100 1003 _-_ - I - ____- __ __ ___ -__-_ot o,
58- - ­ - 6e 42 ___ 100 100 

Puntjab 
 5656 344 ­ - -T 41 21 3 5 10 100Iar-4 
 61 
 16 

_ _ _ _ _ _ _ _ _ _ _ _ 

_______ T ea 53] 50 100 I100
 



--

APPENDIX IV-13
 

PEK,ENTAGE CLASSIFICATICN OF QUANTITIES TRANSPORTED BY DIFFERENT W3DE FOR SAMtPLE GF(JWERS OF 
DIFFERENT FARM SIZE FOR EACH PROVINCE 

RICE IRRI 

Tractr/Farm tzeTrcliey II T Bullocks/ -- Drawn ? a k .3 l , Truck" !1H- rse . ,

Farm ize Troiey 9 CamelCarts Carts Aima Total 

%age o %ao ge .of_.a f.o - ge o J age of %ageFare f.%ge fae, " %age ofge of/r tY'Fe a r rI Qt" Ire y.Sr-a I Fare.& Qe- j- _ - - io l-;Ioo 7T °; 1001v.-_ . 
Lafr,_a__a_ 91 86 I{ediur:uriwaa 31 100 100I 54i - - .! _ - 9 1 1 o6I ­ io10 100SI' 136 


- 10:100
 

Ta 5 6_I4 - I - - 20l3_, -3 0 . 00 
_3 

- ..... 91000 0-

e 100 L 1 - ' -

iT1 , 9- - 2 4 ­ - oO 100 

.. 90 60 -9 9 31 ­ - 100 100 

La ge0 100 
II-e!loo 0 0 

-


T ta 91 9- - 1 

,co,-

2 8 

-

5 

-

-10 

- 100 100 

100 

94 -I. -- - 1 9 5 31 - - 199 100 

Me_. "_i Lr-. 

Large 
100 
100 

100 
100 

.. - - 100 100 

T-tal1010
Medn I 
 94 . ­ - 9 3 344 - ­ 100 100
 
Meda 11uOE1-q r 

-kt-st 
 9 8 32 100 100 

La r ie 92 73 ..Total 87 l 1 1 1 
8 27 

0 
-1010069) - -

I
 

-- " ' " - ! -1001- 0 



-PPEt_ _X IV-14 
AVERAGE TRANSPORTATION COST OF DIFFE-ENT M4ODES FOR SAM:E 

OF D]FFERE'T FARI SIZES FOR EACH DISTRICT 
GROWE2S 

,; s.per 40 Kg/Km.) 

DPistrict I Farm Size TI l~ __ 
Rice 

_arAn'imal 

Basr-ati 
- -- Trl e J 

Rice 
ieIrCart 

Ir:­

Anim.al 

Sialkot 
S0rr l I 
Medium 

Trolley/ 

9.18 
0.22 

-

Car kn~~c~erPa Itor/ 
------

0.25 
Tro~lley 

BullIock 
-;Ca t 

Rehra Pc 

_ 
Large 0.19 

taITotal 0.2.25 

Gujranwa a 

Pinjdb 

Small 
Medium 
Large 
Total 

,.oal1 
%ledium 
Large 
Total 

Small0.32 

0.22 
0.20 
0.23 
0.22 
0.21 
0.21 
0.20 
0.20 

0.31 
0.49 
0.33 
0.40 

0.28 
0.49 
0.33 
0.38 

0.40 
-
9.40 

-
3.40 
-
0.40 

0.18 
0.20 
0.19 
_ 
0.18 
0.20 
0.19 

0.15 
0.61 
0.33 
O.p1 

0. 15 
0.61 
0.33 
0.41 

{ 

Larkana Medium 
0.35 

0.19 
0 

Large
Total 

0.34 0.19 
Jacobabad 

edium 
Large 

0.19 
0.27 
0.60 

0.13 
-

0.20 

0.20 

Sind 
Small 
Medium 

0.27 
0.24 
0.30 

0.13 
0.13 
-

0.20 
0.20 

Pa,:istan 

Large 
To ta l 
Small 
Medium 
Large 

-0- -
0.21 
0.21 
0.20 

0.28 
0.49 
0.33 

-
0.40 
-

0 .60 
0 .6 0 .30 

0.24 
0.24 
0.2S 

-_
0__.13 

0.13 
-
-0.33 

_ 0 
-0.20 

0.19 
0.61 

Total 0.38 0.40 0.25 -0.13 0.33 



kSMATI 
APPENDIX IV-15
 

;e Storage
 

COST CC)MPONENTS OF OPERATING COSTS OF SECOND STAGE MARKET FUNCTIONARIES 

R ic e B a m a t i 

____ ______ _ ____ ___40 K. 

Previice Labour Rents Packing Ttal
CostI 

, . 

0.03 

, 

Villaie 4',opari 1.81 0.27 0.22 2.30 

Put jab Kaicha Arha ti 1.26 0.71 - 1.97 

I'Lc A lt I I 1.15 0. 40 0.07 1.62 

A-53
 



APPENDTX V-17
 

AVERAGE TRANSPORT COST FUR DIFFERENT TYPES OF AC'ORS 

Rs./40 kQ. 
l'r rvrice Type tf Actor 1Aver , li'DtbLaice g l(T l i rt.)]Pver, r e
 

I IP if ItIl(1 

(Kin.(Kn.) Po
,Per 

40t K~j. ( 1 ?. )
/.0 K7. t,. 

0 

Average 
I C, t 

Iralbport 
(RN .) 

Putijab Kitchd Arhat-

Pacca Arhati 1.42 0.07 .10 

A-55
 



AI'II-NI)IX IV-.I 

AVERAGE LOSSES FOR DIFFERENT TYPES OF ACTORS
 

RICE BASMATI
 
R./40 K2. o 

Pro Average %age of Average Cost ofAverae Quantity

Pof Lobes Losses (%) Losses (Rs.)
 

Vi I Iar,, -I r I 0.063 O.O( 

-Putijab Kdtcha Arhati -

Pacca Arhati 0.022 0.055 0.07
 

A-56
 



APPENDIX IV-19
 

COST 'IR.)PNFNTS 	 'T)'1'S
UF UPERA'I"NG OF SECOND STAGE MARKET FUNCTIONARIES 

RICE IRRI 
Rh../40 Kg.
 

Prfiviice 
 Labolur Renits Packing Total 
____________Co 	 s t 

Vi l1aqe Benpari 1.36 - - 1.36 

Putijab 	 Katchai Arhati 1.60 0.63 - 2.23 

Picca Arhati 1.23 0.41 0.5/4 2.18 

Vilaqe Reopari i .... 

Sitdh 	 Kslcha Arhati 0.50 0.15 - 0.65 

Pacca Arhat 0.32 0.7 0.01 0.40 

Villaqe Becpari 1.36 1.36 
- v .3 	 -_13 

Pakistani 
 Katcha Arhati 0.57 0.18 - 0.75 

Pacca Arhati 0.37 0.09 0.03 0.49 

A- _57___
 



AI'I''NM I X IV-.,'r 

AVERAGE STUAGE U'OST FOR DI IFEIEN'r 

RIlE IRRI 

TYPES OF ACTORS 

Puitjab 

[Average Period 
I of Sterage
(,/40 

Village lenpair[i -

Katcha Arhati 10 

Avera.ge Storage 
Cnst
Rs p.MOotith 

__ 

0.32 

Average Storage 
Cost (Rs.) 

0.10 

Pacca Arhati I 

Vilage Renpari 

Kal cha Arhati 

11 

-

2 

0.28 

0.30 

0.10 

_ 

0.02 

Pak ibati 

Pacca Arhat i 

V II itt e l rpiltr i 

KitIch, Arhit 1 

Pacca Arhati 

2 

-

3 

3 

0.20 

_ 

0.30 

0.22 

0.01 

-

0.03 

0.02 

A-58
 



--

__ __ __ __ __ 

AVERAGE TRANVPepTATT,(%' OST FORI DIFT;'ErINT ,4UDE1. FOR SE)COND STAGE 

MARKI:"T A'ORS 

RICE IRRI 

Pr ,vice 1 Typp nr Actr Average Dgstarce Averaie Tras-(Km.) p,,rt Average Trats­'-stper(Km .)pert Cemt (Rb.)
 

V I I I !' '' ',1 
 0.06 0.,0 
Putiiab 
 Kmtcha Arhat! 


!Itccli Arlitt 1 
 5.120
 
_ _ _ __ _ __ _0.08 0,1
 

V I I_ i _ _ _ _ _ _ _ _ _ __0 0. 

Sitid ' Katcha Arhati 
 -

PPacca Arhatl 1.7'3 
 0.04 
 0.07
 

VII 1110., l"( -1i 8.33 0.06 
 0.50
 

Pak 1sI Hi IKatchi Arhat - -

PrIc Arhtl11 2.25 0.04 0.09
 

A-59 i 



AVPFA.CE L0OSr) FOP OIFFEPF\T TYPES OF ACTORS 

RICE IRRI 

Prtvince rAvorroev f Actnr L,".tleylOUbtlty Average 'Ydqe ]Average tType ,vr Ar" %ae 

,e b f L-,,eb ef L'-sses (Rs.) 

V i I 'l ,1 I -ll 

PUI !ab Kitc Arlatit . . _ 

Pacca Arhat' , 0.150 0.375 0.23 

A I
Vi'laoe Bec'pdri~I 

jSlmd Katcha. Arhatl - - -

Pacca Arhat i 0.009 1 0.022 0.01 

Vi.Maqe Berpar'. - - -

Pakbumt, Kt cha Arh i- -

Pacca Arhat.i 0.014. 0.035 } 0.02 

A-60
 

http:AVPFA.CE


AI'I'LNDIX IV-z3 

CHARACTERISTICS OF PD)CESSOR OF RICE
 

Punjab Sind 
Modern Semi Modern Semi
 

Modern Modern 

11. 	 Capacity Utilization (%) 
 55 47 71 
 49
 

2. 	Detailed of fixed assets
 
(Ps. in '000')
 

-	 Land 640 109 
 - 120 
- Buildinq 19100 203 
 - 550 
- Machinery 35989 140 
 - 350 
- Other fixed cost 3031 29 
 - 20
 

Total 
 58760 481 
 - 1040 

3. 	 Rice Milled on Different 

Account (%) 

-	 On own account 100 67 
 100 100
 
- On government account 
 - - -
-	 For Other 
 - 33 ­ ~
 

4. 	Recovery ratio (%)
 

- Head rice 
 53.00 47.9 53.90 48.2
 
- Broken rice 
 1.50 15.6 
 20.25 17.5 
- Husk/bran 25.00 28.20 
 18.25 25.60
 
- Drying and cleaning 6.50 8.3 
 7.60 7.7
 

* Included assets of one PNP units in Shikarpur (Sind)
 

A-61
 



APPENDIX IV-24 

BREAKDOW OF AVFR( OPERATING C-'LTS (I _W-OLPSALERS 

Rs./-0 Kg. 

Operatiri.R Ccsts 

Shop Electri- Telephone Tax Other Total 

Lab-ur Rent city Ccst 

Cost _ 

Puxiab 0.13 0.10 0.01 0.0O 0.01 0.06 0.35 

Sid0.-13 0.03 ' 0.01 0.01 - 0.04 0.22 

Paki stan 0.13 0.06 0.01 0.02 0.01 0.05 0.28 



APPENDEIX IV 25 

BREAKDJN OF AVERAGE OPERATING CCTS OF RETAILERS 

Operatinig Costs 

Shop Electri- Telephone Tax Other Total 
Labour 
Cost 

Reit city Cost 

Puijab 0.93 1.01 0.16 - 0.10 0.39 2.59 

Sind O.46 0.17 0.06 - - 0.12 0.81 

Pdkl staa 0.74 0.67 0.12 - 0.06 0.28 1.87 

I 



- -

, N 	 I L.1.U[LA L . .Lu 
FAI,1 CATF- PRIt.ES AND NIARKFTING MAR.INS FUR DIFEERENT MARKETING CHANNFLS 

RICE RASMATI 

. ........ I- - -P1Nj AR 

- IAll VVI	 v 

A. 	Farner 
- Farn Gate Price 135.34 135.34 16'.'.1 122.16 122.13 141.73 

e Preparation Charges - - 0.40 0.40 0.63 -
Trarlipni-rtatint, Cha rqes - - v.0; 2.05 1.8() 4 7 

o 	 Oct roi - - 0.51 0.51 0.32 -

O CnT t loll - - 2.87 2.87 2.00 ­
o 	Mibcelldijeou Cost 
 - - 1.13 1.13 3.16 -
o 	 Cost (,f Deduction ­ - 3.28 3.28 2.52 ­
o 	 "1*,1taI Qobt -	 10.24 10.24 10.,-	 2.47 
o 	Marketing Price 135.34 135.34 
 132.40 132.40 132.65 
 144.20
 

B. 	Vil-1dge Heopari 
- Sale Price 141.69 141.69 ­ - -
-	 Purchase Price 
 135.34 135,34 
 -..
 

-	 Gross Margiui 6.35 6.35 -.. 

o 	Labour Cost 
 1.81 1.81 -..
 

o 	Shop Renit 0.27 0.27 -.. 

o 	 Packinig Cost 0.22 0.22 
 -.. 

o 	Storage Cost 
 -. .-

o 	Losses 
 0.09 0.09 
 -....
 

o 	Transportation, Cost 0.25 0.25 -.. 

o 	 Credit cobt .... 

o 	Other Cost 
 0.01 0.01 
 ....
 

o 	 Total Cost 2.65 2.65 
 ....
 
- Nel Marg r 3.70 3.70 
 --	 _ 

C. Katcha Arhati 
- Sale Price - - 142.12 142.12 - _ 
- Purchase Price - - 132.40 132.40 - _ 
- Gross Margiti - 9.72 9.72 ­ -

o 	Labour Cost 
 - - 1.26 1.26 ­ _ 
o 	Shop Ret 
 - - 0.71 0.71 - ­
o 	Packing Cost 
o 	Storage Cost 
 -	 0.26 0.26 ­
o 
Lsses
 

o 	Trablipnriat Io1 osb 
-

o 	Credit cost 
 - 0.15 0.15__ 

o 	Other Cost
o 	o a
o t-
 0.16 0.16 -­

o 	Total Cost2.4 
 25­-Nt-i2.54 	 2.54-­- Net Nitr- in _7 	 1 0 n. - ,o 



Rt./4O Kq.
 

.. . ..11PUNJAB
 

D. Pacca Arhati 

- Sale Price - 146.11 146.11 - 146.11 -

- Purchase Price - 141.69 142.12 - 132.65 -
- Grobb Margin 4.42 3.qq - 13.46 -

o Labour Cost 1.15 1.15N - 1.15 -
o Shop Rent 0.40 0.40 - 0.40 -
o Packing Cost - 0.07 0.07 - 0.07 -
o Storage Cost - 0.03 0.03 - 0.03 -
o Losses - 0.07 0.07 - 0.07 -
o Transportation Cost - 0.10 0.10 - 0.10 -
o Credit cost - 0.05 0.05 - 0.05 -
o Other Cost - 0.05 0.05 - 0.05 -
o Total .bL -I le I. ).e - 1.94 -
Net Margiii - 2.50 2.07 - 11.54 -

E.Pr"cebb-rb 

- Purchase Price of Paddy 141.69 146.11 146.11 142.12 146.11 144.20 

- Sale Price: 

o Head Rice (21 Kg.) 155.18 155.18 155.18 155.18 155.18 155.18 
o Hr"ker, Rice (7 Kgq.) 26.18 26.18 26.18 26.18 26.18 26.18 
o I'(, I I: 181.36 181.36 181.36 181.36 181.36 181.36 

- Cre:,b Marvin 39.67 35.25 35.25 39.24 35.25 37.16 
o Direct Cost 7.61 7.61 7.61 7.61 7.61 7.61 
o Fixed C'nsi 6.80 6.80 6.80 6.80 6.80 6.80 
o Finiancial 0.Obt 1.66 1.66 1.66 1.66 1.66 1.66 
o Depreciation 1.32 1.32 1.32 1.32 1.32 1.32 
o Transportation Cost 2.66 2.66 2.66 2.66 2.66 2.66 

SStorage Cost 1.09 1.09 1.09 1.09 1.09 1.09 
o Uther Cost 0.35 0.35 0.35 0.35 0.35 0.35 
o Total Cost 21.49 21.49 21.49 21.49 21.49 21.49 

- Less L -t by-oroduciL 2.70 2.70 2.70 2.70 2.70 2.70 
- Net Cost 18.79 18.79 18.79 18.79 18.79 18.79 
- Net Margin 20.88 16.46 16.46 20.45 16.46 18.37 

A-65 &;A
 



A[ViLN IX [V. -6 k,-i 1 td.) 

1 
, , 

ii 
_PUNAB 

111V V 

0.PKNA. 

VI 

F.Wholesaler 

- Sale Prl,.e 
o Head Rice 181.29 181.29 181.29 181.29 181.29 181.29 
o Broken Rice 30.93 30.93 30.93 30.93 30.93 30.93 
Total: 212.22 212.22 212.22 212.22 212.22 212.22 

- Purchmbc price: 
*Iead Rice 195.18 195.18 199.18 155.18 159,18 155.18 
o Broken Rice 26.18 26.18 26.18 26.18 26.18 26.18 
Total: 181.36 181.36 181.36 181.36 181.36 181.36 

- Gross Margin 30.86 30.86 30.86 30.86 30.86 30.86 
o Hired Labour 0.13 0.13 0.13 0.13 0.13 0.13 
o Shop Rent 0.10 0.10 0.10 0.10 0.10 0.10 
o Electricity 0.01 0.01 0.01 0.01 0.01 0.01 
o Telephone 0.04 0.04 0.04 0.04 0.04 0.04 
o Tax 0.01 0.01 0.01 0.01 0.01 0.01 
o Other Cost 

n rratiprt C'mbt 
0.06 

3.20 

0.06 

3.20 

0.06 

3.20 

0.06 

3.20 

0.06 

3.20 

0.06 

3.20 
- Total Cost 

- Net Margin 
3.55 

27.31 

3.55 

27.31 

3.55 

27.31 

3.55 

27.31 

3.55 

27.31 

3.55 

27.31 
G. Retailer 

- Sale Price 
o Head Rice 207.69 207.69 207.69 207.69 207.69 207.69 
o Broken Rice 40.25 40.25 40.25 40.25 40.25 40.25 
Total: 247.94 247.94 247.94 247.94 247.94 247.94 

- Purchase Price 
* Head Rice 181.29 181.29 181.29 181.29 181.29 181.29 
* Broken Rice 30.93 30.93 30.93 30.93 30.93 30.93 
Tntal: 212.22 212.22 212.22 212.22 212.22 212.22 

- Gross Margin 35.72 35.72 35.72 35.72 35.72 35.72 
o Hired Labour 0.93 0.93 0.93 0.93 0.93 0.93 
o Shop Rent 

Electricity 
1.01 

0.16 

1.01 

0.16 

1.01 

0.16 

1.01 

0.16 

1.01 

0.16 

1.01 

0.16 
Telephone 

- - - -

n 

Tax 

Other Cost 
0.10 

0.39 

0.10 

0.39 

0.10 

0.39 

0.10 

0.39 

0.10 

0.39 

0.10 

0.39 
o Transpert Cmst 1.07 1.07 1.07 1.07 1.07 1.07 

-

-

"'I'tal Cobt 

Net Margin 

3.66 

32.06 

3.66 

32.06 

3.66 

32.06 

3.66 

32.06 

3.66 

32.06 

3.66 

32.06 

"'oce:- T;fnatons of the costs aie 
iven in table III-17a on paqe A-31a rn A-1Hc 
 6 



APPENDIX IV.z7
 
FARM GATF PRICFS AND MARKETING MARGIN FOR DIFFERENT MARKETING CHANNELS
 

RICE IRRI 
Rs./40 KQ. 

PUNJAB]'II IIl IVIV VV SIND)IV VII 

A. Farmer 
- Farm Gate Price 64.00 56.55 52.40 55.00 48.90 60.09 61.34 

o Preparation Charges - 0.22 0.71 - - - -
o Trariportatton Chargeb 

o Octroi 
-

-

2.25 

0.58 

1.30 

0.52 

-

-

2.09 

0.45 

1.45 

0.27 

2.68 

0.30 
o Cormission - 1.60 1.56 - 2.69 1.94 -
o Mi.cellanieoub Cost - 0.58 0.65 - 1.20 0.05 0.34 
o Cbt of Deduction - 2.02 1.75 - 1.05 0.81 0.03 
o Total Cost - 7.25 6.49 - 7.48 4.52 3.35 
o Marketiig Price 64.00 63.80 58.89 55.00 56.38 64.61 64.69 

B. Vi Ilae Beorlyri 
- Sale Price 70.00 - - - - - -
- Purchase Price 64.00 - -­

- Gross Margin 6.00 - -. 

o Labour Cost 1.36 - -

o Shop Rent - - -
o Packinig Cobt ..... 

o Storage Cost ..... 

o Losses 
-

o Transportation, Cost 0.50 .... 

o Credit cost 

o Other Cost 
o Total Cost 1.86 .... . 

- Net Margina 4.14 .... . 

C. Katcha Arhati 
- Sale Price - 69.18 - - 66.00 - -
- Purchase Price - 63.80 - - 58.38 - -
- Gross Margin - 5.38 - - 9.62 - -

o LabourCost ~ 1 .0 0 - - 0.50 - -
o Shop Rent - 0.63 - - 0.15 - -
o Packing Cost 

- - - -
o Storage Cot - 0.10 - - 0.02 - -
o Losses - - - - - -
e) Truaeplrtl Inn Un{'l - - - - -

o Credit cost - 0.32 - - - -
o Other Cost - 0.37 - - 0.12 -
o Total Cost - 3.02 - _ 0.79 - -



APPENDIX IV.27 ('1,,.d.
 

R-./40 Kq.
 
I ~PUNAB . .. . SIND _ 

D. Pacca Arhat U 

- Sale Price 75.00 75.00 75.00 - - 67.76 -
- J[)jchie' Price 70.00 69.18 58.89 - - (4.1 -

- Gross Margin 5.00 5.82 16.11 - - 3.15 -

0 LabUr' kOt 1.23 1.23 1.23 - - 0.32 -

o Shop Rent 0.41 0.41 0.41 - - 0.07 -

o Packing Cost 0.54 0.54 0.54 - - 0.01 -

o Storage Cost 0.10 0.10 0.10 - - 0.01 -

o Losses 0.23 0.23 0.23 - - 0.01 -

o Trasportatioi, Cost 0.41 0.41 0.41 - - 0.07 -

o Credit Cost 0.01 0.01 0.01 .... . 

o Other Cobt - - -_ 

o Total Cost 2.93 2.93 2.93 - - 0.49 -
Net Margin 2.07 2.89 13.18 - - 2.66 -

E. Prccessors 
- I'urcl,i,,, Price' 75.00 75.00 75.00 55.00 66.00 67.76 64.69 

- Sale Price 

* Head Rice (21 Kq.) 63.00 63.00 63.00 63.00 58.80 58.80 58.80 
o Broken Rice (8 Kg.) 22.79 22.79 22.79 22.79 22.79 22.79 22.79 
Total: 85.79 85.79 85.79 85.79 81.59 81.59 81.59 

- Gross Margin 10.79 10.79 10.79 30.79 15.59 13.83 16.90 
o Direct Cost 4.72 4.72 4.72 4,.72 7.77 7.77 7.77 
o Fixed Cost 2.53 2.53 2.53 2.53 2.63 2.63 2.63 
" Finiaticial (ost - - - - 1.09 1.09 1.09 
o Depreciation 0.15 0.15 0.15 0.15 0.24 0.24 0.24 
o Trmiiporta Ii',,Cot 1.32 1.32 1.32 1.32 0.65 0.65 0.65 
o Storage Cost 0.20 0.20 0.20 0.20. 0.27 0.27 0.27 
o Other Cost 0.23 0.23 0.23 0.23 0.18 0.18 0.18 
o Thial Cost 9.15 9.15 9.15 9.15 12.83 12.83 12.83 
o Less Co's of 

By-Products 
3.75 3.75 3.75 3.75 3.99 3.99 3.99 

- Net (ost 5.40 5.40 5.40 5.40 8.84 8.84 8.84 
- Net Margi, 5.39 5.39 5.39 25.39 6.75 4.99 8.06 

A r-O 



APPENDIX IV.Z/ (OIt~ltd.) R ./40 Ke 

PUN AB SIND 

_I IVI II I VI 

F. Wholesaler 

- Sale Price 

o Head Rice 74.55 74.55 74.55 74.55 70.98 70.98 70.98 

o Broke, Rice 27.87 27.87 27.87 27.87 27.87 27.87 27.87 

Total: 102.42 102.42 102.42 102.42 98.85 98.85 98.85 

- l'urchiue Price 

o Head Rice 63.00 63.00 63.00 63.00 58.80 58.80 58.80 

o Broken Rice 22.79 22.79 22.79 22.79 22.79 22.79 22.79 

Total: 85.79 85.79 85.79 85.79 81.59 81.59 81.59 

- Grobb Mairgin 16.63 16.63 16.63 16.63 17.26 17.26 17.26 

o Hired Labour 0.13 0.13 0.13 0.13 0.13 0.13 0.13 

o Shop Rent 0.10 0.10 0.10 0.10 0.03 0.03 0.03 

o Electricity 0.01 0.01 0.01 0.01 0.01 0.01 0.01 

o Telephone 0.04 0.04 0.04 0.04 0.01 0.01 0.01 

o Tax 0.01 0.01 0.01 0.01 - - -

o Other Cost 0.06 0.06 0.06 0.06 0.04 0.04 0.04 

o Trasportation Cost 3.20 3.20 3.20 3.20 3.10 3.10 3.10 

Total: 3.55 3.55 3.55 3.55 3.32 3.32 3.32 

- Net Margin 13.08 13.08 13.08 13.08 13.94 13.94 13.94 

G. Retailer 

- Sale Price 

o Head Rice 96.73 96.73 96.73 96.73 95.68 95.68 95.68 

o Broken Rice 27.55 27.55 27.55 27.55 27.55 27.55 27.55 

Total: 124.28 124.28 124.28 1?4.28 123.23 123.23 123.23 

- Purchase Price 

o Head Rice 74.55 74.55 74.55 74.55 70.98 70.98 70.98 

o Broken Rice 27.87 27.87 27.87 27.87 27.87 27.87 27.87 

Total: 102.42 102.42 102.42 102.42 98.85 98.85 98.85 

- Gross Margin 21.86 21.86 21.86 21.86 24.38 24.38 24.38 

o Hired Labour 0.93 0.93 0.93 0.93 0.46 0.46 0.46 

o Shop Rent 0.01 0.01 0.01 0.01 0.17 0.17 0.17 

o Electricity 0.16 0.16 0.16 0.16 0.06 0.06 0.06 

o Telephone - - - - - -

o Tax 0.10 0.10 0.10 0.10 - - -

o Other Cobt 0.39 0.,39 0.39 0.39 0.12 0.12 0.12 

o Transportationa Cost 1.07 1.07 1.07 1.07 1.81 1.81 1.81 

Total: 3.66 3.66 3.66 3.66 2.62 2.62 2.62 

- Net Margin 18.20 18.20 18.20 18.20 21.76 21.76 21.76 

Note:- Def~nat~ons of the costs aLe gqiven 2n table III-17a on paqe A-31a to A-31c
 



Table IV - 28
 

CLASSIFICATION OF- RSS 14ARKETING MARGIN BY MAJ R 
KAMETING SERVICES BY MARKETING CHAELS 

(Rice Bauiattl) 

(Rs.Per 40 Ko.) 

PUNJA :Aver-: 

Marketing --- age 
:Services I II III : IV V VI 
a a a 

:Labour 2.87 4.02 3.47 2.32 2.21 1.08 ,2.88 

i i i a­

:Storage 1.00 1.03 1.29 0.65 1.03 0.68 ,0.95 

:Transport 4.52 4.62 6.42 8.32 6.28 5.74 ,5.a 

:Packing 0.22 0.29 0.47 0.40 0.70 - :35 

:Rant 1.38 1.78 2.22 1.82 1.51 1.11 1.64
 

a a a a a i 

:Taxes : 0.11 0.11 : 0.62 0.62 0.43 : 0.11 ,0.33 

:Credit Cost: - 0.05 : 0.20 0.15 0.05 - : 0.08 
I a a a - ia a glI 

,Proces.Cost:18.79 :18.79 :18.79 :18.79 :18.79 :18.79 :18.79
 

:Net Margin :82.95 :81.03 :84.08 :86.61 :86.37 :78.74 :82.96
 

:Misc. 0.76 0.88 ,8.22 ' 8.10 8.46 : 0.66 : 4.51 

:,Total :112.60:',125..60:',125.78: 125.78:125.81 ',105.21:',118.081 

A-70
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Table IV - 29
 

CLASSIFICATION OF GROSS MARKETING tMRIN BY MAJOR 

(Hice Irri) 

(R@.Pmr 40 K.g) 

Punjab Sind :Aver­',P, rkott ng - -. - ­ - - - -age . ] 


:Services I III
II IV V VI VII :
"I- I' -- , - ­. . . g - - , I- 'I- ­

:Labour 3.65 2.29 1.09
3.89 1.06 0.91 , 0.59 , 1.93 

:Storage 0.60 : 0.06 0.60 0.44 0.51 - 0.39 

:Traniort :55.18 6.93 : 5.98 4.27 : 7.00 7.596.43 6.20 

:Packing 1.25 0: 0.54 : 0.76 -- -- 0.01 : - 00.37 

:Rent 1.52 : 2.15 1.52 1.11 0.35 : 0.27 : 0.20 : 1.02 

:Taxes 0.11 0.63 0.45* l l- 0.69 - - --0.11- _ I 0.27 0.30 0.37I__ __ 

:Credlt Cost: 0.01 :0.33 :0.01: : : - 0.05 

:Processing : 5.40 : 5.40 : 5.40 : 5.40 : 0.64 : 8.84 0.04 6.67 I 

:Net Margin :42.33 :41.8 :58.67:49,35 180.86 :42.o 143.78 :48.77 

Misc. 0.89 : 5.46 4.85 : 0.68 : 5.30 : 3.05 0.61 : 2.97 

:Total 60.28 :67.73 :71.88 69.28 :74.33 :63.14 :61.6. :66.94 

A-71
 



---- -----------------------------------------------------------------

Table IV- 30
 

Summary Table Showing Physical Losses Of Each Stage OF
 
Market System From Farm To Consumer
 

( R i c e B a s m a t t i )
 

Percentage of losses
 

Grower's Second stage:Processor Wholesaler/ Total
 
level market fun-
 retailer
 

ctionary 

Punjab 
-------

1.47 
-------- ------------

0.06 
-------

2.15 ---------­

0.03 3.71
Sindh - _ I ' I 
Pakistan 1.47 0.06 2.15 0.03 3.71 

A---------------------------------------------------------------­

A-72
 



---------------------------------------------------------------------

---- ----------------------------------------------------------------

Tdb!r, :V- 1* 

Sum'ary Table Showing Physical Losses Of Each Stage OF
 
Market System From Farm To Consumer
 

(Rice I rri)
 

Percentace of losses
 

Grower's I~~~ ~ ~ ~ ~ ~~~~I-----------------------------------------------------------------
ISecond stage'Processor Wholesaler/ ----------Total 

level market fun- retailer 
-­tionary 

Punjab 1.09 - 2.05 0.02 3.16 
Sindh - 0.03 2.10 0.03 2.16 
Pakistan 0.14 0.03 2.08 0.03 2.28 

A-73
 



APPENDIY V-I 

AVtR,.. IA'4JSEH.'LD C-,-,SI:]ON FOP SAMPLE DISTRICTE
 

CROP: ,7-AM 
No. cfFarr-ers Adult Ab-ve 1k' YearsMa!e Female Tetal Male ChildrenFemale Total male TotalFe.naIe Total 

Bnakkar 
Small 

,edi 
Large 

Total 

6 

9 
15 

30 

2v17 

1.78 
2.87 

2.40 

1.67 

1.89 
2.33 

2.07 

3.8-

3.67 
5.2C 

4.47 

0.83 

1.11 
1.67 

1.33 

1.17 

1.56 
1.13 

1.27 

2.00 

2.67 
2.80 

2.60 

3.00 

" 89 
.54 

2.84 

3.45 
3.46 

5.84 

6.34 
8.00 

Knushah 

Sna 1l 

Mediu-n 

Large 

15 

9 

13 

2.27 

2.44-

2.92 

2.27 

3.56 

2.46 

4.5-L 

6.OC 

5.3E 

1-00 

1.11 

1.38 

0.47 

1.11 

2.23 

1.47 

2.22 

3.61 

.27 

3.55 

4.30 

2.74 

4.67 

4.69 

6.oi 

8.22 

8.99 
Total 37 2.5/ 2.65 5.19 1.16 1.24 2.40 ,70 89 59 

Su'--Toial 

Small 

Med iur. 

Large 

Total 

21 

18 

28 

67 

2.24 

2.11 

2.89 

2.48 

2.10 

2.72 

2.39 

2.39 

4.3L 

4.8-

5.2E 

4.87 

0.95 

1.11 

1.54 

1.24 

0.67 

1.33 

1.64 

1.25 

1.62 

2.44 

3.18 

2.49 

.19 

3.22 

4.43 

3.72 

2.77 

4.06 

4.03 

3.64 

5-96 

7.28 

8.46 

7.36 
------------------

Small 7 4.86 3.86 8.72 2.71 2.57 5.28 7.57 6.43 " "O0 
Mediun 
Large 

Total 

5 
8 

20 

4.80 
4.75 

4.80 

2.60 
4.00 

3.60 

7.40 
8.75 

8.40 

2.60 
2.50 

2.60 

2.00 
1.88 

2.15 

4.60 
4.38 

4.75 

7.40 
7.25 

-.40 

4.60 
5.88 

5.75 

-_2.00 
.3.13 

"3.15 

Jazobabad 

Small 

.Medium 

Lare 

Total 

21 

2 

7 

30 

3.14 

2.50 

3.00 

3.07 

2.24 

3.00 

2.57 

2.37 

5.38 

5.50 

5.57 

5.44 

2.29 

3.00* 

2.00 

2.27 

1.24 

1.00 

1.86 

1.37 

3.53 

4.00 

3.86 

3.64 

E.-'3 

5.50 

.30 

5.34 

3.48 

4.00 

4.43 

3.74 

S.91 

-.50 

_.43 

.05 
Smal 

Med iuT 
Larce 

49 

25 
43 

3.00 

2.68 
3.26 

2.41 

2.72 
2.72 

5.41 

5.40 
5.9s 

1.78 

• 1.56 
?.79 

1.18 

1.44 
1.72 

2.96 

3.00 
3.51 

7r5 

.2" 
..-

3.59 

-'.16 
. 

.37 

.0.0 
-

-17--. 03 2.9 5.62 1.74 1.44 - 3. -7_-__.03 _ 5. 



APPENDIX V-2 

PERCENTAGE SHARE OF AREA UNDER GRAM IN TIE TOTAL AREA OF DIFFERENT SIZES 
OF SAMPLE HOLDINGS OF EACH DISTRICT 

Cfk)P: GRA .' 

Districts Farm Size jNo. of Average Cultivated Referenc Crop Average Yield Per 
Farmers Area per Farmer Atre Acre Area Percentage Acre/4O Kg. 

Small 6 9.33 8.50 91.07 2.37 

Bhakkar Medi um 9 20.00 17.89 89.44 1.70 

Large 15 103.07 58.27 56.53 2.03 

Total 30 59.40 _ 6.20 6_ 199 

Small 15 9.07 6.67 73.53 3.17 
Khushab Medium 9 16.67 8.50 51.00 3.02 

Large 13 50.58 38.85 76.81 2.18 
Total 37 25.50 18.42 72323__ 2_2 

Small 21 "9,14 7,19 78,65 2,90 

Sub-Total Medin 18 18,33 13,19 71,97 2,12 

Large 28 78.70 49.25 62.58 2.08 

Total 67 40.68 26.38 64.85 2.16 

Small 7 10.75 8.50 79.07 6.43 

Bannu Mediuim 5 21.00 4.65 22.14 2.34 

Large 8 38.28 18.69 - 48.82 7.14 

Total 20 24.32 11.61 47.74 7.19 

Small 21 4.73 3,67 77,58 4,01 

Jacobabad Mediuim 2 14.00 12.00 85.71 7.21 
Large 7 38.21 23.36 61.12 7.96 
Total 30 13.16 8.82 67.00 6.74 

Small 49 8.14 5.87 72.11 3.93 

Totai Mediuim 25 18.52 11.39 61.50 3.15 

Large 43 64.59 39.35 60.92 3.10 
Total 117 31.10 19.35 62.22 3.21 

K> 



APPENDIX V-3
 
PERiEN'AGE SH RES OF D:FFERENT UES OF THE TOTA. O1TUT OF SAMLE GROWERS OF D:FFE.'%?T 

:esSZE'c rOF EACH DIEPIPo-,3rpio --ne in Kin......r'-e CR--C S-AM 
Dibtrict 
 Farm Size 
 Gr:ss 
 ... PnPt er: in Ki 
d wept fcr Seer !
Pr:zuctinnt:v tal Use, .Marketed
 a e nti ' %av e ?'. e 

Small - Q 

adzantityQuaE City e 

20.17 0.33 F--2 5.17 2= 3.67 If 9.:7
Bhakkar Mediun lIn0 5Z
30.33 0.56 
 2 7.33 
 24 7.78 
 26 15. 7 
 14.66 LE
Large 
 118.00 3.27 3 
 12.40 
 10 24.87 
 21 Z0.54 
 77.46 66
Total 
 72.13 1.87 
 3 9.43 13 15.50 21 26.5. 2 
 45.33 63
 
Email 
 21.13 1.20 6 
 2.33 11 
 15 6.50
Khushab MediuLm 

3.27 3- 14.33 6E
25.67 0.78 
 3 2-89 11 7.11 2E 
 10.75 -Large 14.89 SE
84.62 0.62 1 
 13.00 15 
 14.08 
 17 27.70 
 3- 56.92
Total 67
44.5z 0.89 2 
 6.22 
 14 8.00 If 15.:i a 29.143 6E
 
Small 
 20.86 0.95 
 5 3.I 13 
 3.38 16 
 7.J: 3
Sub-Tctal Mediun 13.39 6:


28.00 
 0.67 
 2 5.11 
 18 7.44 
 27 13.:2 4-
 14.78 53
Large 
 102.50 2.03 2 
 12.68 12 
 19.86 
 19 31.7 3 67.93 67
Total 
 56.90 1.32 
 2 7.66 13 11.36 20 20.E: 2 
 36.56 65
 
Small 
 54.64 5.00 9 
 6.18 11 
 7.43 
 1t IS.E. 
 3 36.03 66
Eannu Mediun 
 43.75 11.0C 25, 
 I.35 
 24 3.05 
 7 24.3 
 5- 19.35
Large LZ
133.53 7.13 
 5 42.86 32 
 11.78 9 
 61.79 4 
 71.74 5
Total 
 83.8 
 7.35 9 21.90 26 8.08 
 10 37.:3 
 ts 46.15 53
 
Small 
 14.71 0.62 4 ­ - 1.29 9 1.- 1
Jacobabad Mediun 12.80 87
86.50 0.50 1 
 - - 1.50 2 2.03 
 84.50-
Large 185.86 2.8E 

97
 
1 0.66 1 9-29 5 
 13.C: 7 
 172.85 93
 

Total 
 59.43 
 1.13 
 2 C.20 ­ 3.17 
 5 4.5
Smral 7 54.93 93
23.05 1.3 6
Total Meditmn 2.23 10 3.06 13 6..-
.3 2.75 2£ 16.37 71
6 1.5 16 
 6.09 17 
 14. 4:
Large 21.27
121.84 3.i2 59
3 1E--7 
 13 16.63 
 IL 36.:-
 3C f5.72 70
62.09 2.3: 
 L E.!F 
 13 8.70 it 19.:- 3: 
 12.90 69
 



APF7?.NDIX V-L 

CLASSIF1!.T1,_ OF TC.AL :AN'T1TY SOL.E BY NtXN.h5 BY S-I.PLE GPR.HEPS OF 
DIFFERENT FARM SIZES 4!: "VERAGE SALE PRICES FOP EA:- District CROP: GRAM 

S ,z J 
f--------- Percenzage of Qjantit" Sold in 

[ I ---- -
y-~ 9377.TOt N% ,c Total- - -------------------- ---....---- ----------- -.------. 

. 

-- -

rifI -a- T 

Average Sale 

J TJune.Jul..u.. 

Pri-Per 

-0......ov 

--.. 

j 
• Dec. 

an Total 

Smal 1 
Medium 

23 
50 

77 
50 

100 
100 

16 .­0 
16-. 

240.7E 
155.E1 

2:7- ; 
161.4i 

akkar Large 
Total 6 

90 
85 

100 
100 16E. K 

242.59 
237.54 

280.00 
280.00 

2-46.6 -1 
237.21 

Siall 26 16 3-" 25 100 21-.C -9 167.57 16.49 16.057.71 

,;shat 
Med um 
Large 

21 63 
83 

9 
-

7 
15 

100 
100 

186.00 2C2 .4, 177.0= 
22S..: 180.00 

150.0 
174.34 

19..44 
. .­216.6" 

Tcia] 3 69 4 3 16 100 IE5.00 222.-: 170.00 170.23 171.0F 236. 76 

Small 24 31 _" 19 100 202.94 210.9-E 16E.49 162.05t 129.9C 
t-Tota' N&ed-ur 

Large 
11 56 

32 
29 
55 

4 
6 

100 
100 

186.00 18S.73 
22-.24 

159.OE 
242.59 27C.64 

150.X 
174.-4 

17.68E 
234.9z 

Total 1 34 49 7 100 156.00 217.E7 234.89 235.47 171.OE 223.6E 

Small 18 i 13 55 8 - 100 240.00 300.00 270.37 23.8.I. 33G.X 264.43 
mu Medium 3 19 78 100 275.00 200.00 272.52 25E.84 

La.ge 21 5 38 15 1 S :_ 100 212.00 20C.00 213.7f H..OC 336.:1 344.0C 264.00 252.80 
Tztal 13 3 31 4 24 11 5 7 100 212.00 206.5C 217.10 300.00 270.37 2-'.64 28-.E: 344.0. 264.00 256.29 

Small 83 16 1 100 206.7- 123.06 103.00 19-.44 
:obabad Medi urLarge 95100 5 100 

100 
240.00 
242.0 108.00 232.97 

24-.00 
Total 97 2 1 100 236.74 123.06 103.00 108.00 232.74 

Small 36 22 11 17 3 100 20E.--3 196.4E 190.90 205.3f 25F.11 330.0 214.37 
Med iurr 5 59 18 2 15 1 100 186.00 216.:0 167.01 150.OC 272.9: 108.00 210.5E 
Large 3 50 35 3 2 1 2 100 212.00 235.74 237.5& 270.64 174..4 Y..OC 336.X 344.0C 264.00 240.0C 
Total 3 48 31 . 4 5 2 1 1 100 20 .12 229.E1 228.3. 239.73 186.10 2c7.6-4 227.v: 344.0 264.00 108.00 232.6 



____ 

--------------------------------------------------------------------------------------------------------

--------------------------------------------------------------------------------------------------------

------------- ---------------------- - -------------- ---- ------

------------------------------------------------------------------------------------------------

APPENDIX V-5 

AVERAGE STORAGE CAPACITY CLASSIFIED BY TYPE FOR SAMPLE GROWERS BY DISTRICT 

Farn Avg.Qty. Total %age of Standard Storage Capacity Sub Standard Storape acit 
District Size kept for Storage Storage Capacity %age to Capacity %age to Losses 

of all tion to Total Capacity Total Capacity (%age)

I Type Total ____________ 
Small 4.00 392 1 75 19 317 81 
Medium 8.34 467 2 267 57 200 43 -


Bhakkar Large 28.14 600 5 480 
 80 120 20 2
 
Total 17.37 518 3 335 65 183 35 
 2
 

Small 4.47 ..-....
 
Medium 7.89 
 - .- . 

Khushab Large 14.70 846 1 846 100 -
Total 8.89 846 1 846 
 100
 

Small 4.33 111 4 21 19 
 90 81
 
Sub-Total Medium 8.11 233 3 133 57 
 100 43
 

Large 21.57 714 3 650 91 
 64 9 1
 
Total 12.55 396 3 314 79 82 
 21 1
 

Small 12.43 119 
 10 - - 119 100 
Medium 14.05 58 24 - ­ 58 100
 

Bannue Large 18.91 339 5 - - 339 100 
Total 15.43 192 8 
 - - 192.00 100
 

Small 1.91 11 17 - ­ 11 100

acobabad Medium 2.00 8 25 - ­ 8 100 

Large 12.15 183 7 ­ - 183 100 
Total 4.39 51 8 - - 51 100 

------------- ~- -
Small 4.45 70 6 9 13 
 61 87
 
Med ium 8.81 180 5 96 53 
 84 47
 
Large 19.75 557 4 423 76 134 
 24 1
 

Total Total 11.01 274 4 ISO 66 
 94 34 1
 



--------------------------------------

----- ------------------- ------------- - ----------- ----------- ------------ 

-----------------------------------------------------------------------------------------------------

------------------------------- -------- - ----- --- --- 

-------------------- -- ----------- 

--------------------------------------------------------------------------------------------------------

APPENDIX V-6 

MARKETING CHANNELS FOP- SAMPLE GRUXERS JF EACP DISTRICT 

CROP: GRAM (%AGE ) 
Districts. Farm Size tLocal-Sold --Vi I1,:-ge -Shcopkeerl- Village -ZEec-pari I PaCCa Arhai:iJ Katcha Arhatti 

f--- ----------- ---------------
Small - _ 100 - _ 
Mediun - 100 -

Bhakkar Large - _ 100 -
Total 	 - _ 100 - _
 

Small - 21 79 
-

-
--- -

Medium - 12 88 -
Khushab 	 Large - 19 81 -


Total - 18 82 -


Small 	 - 16 84 - _ 
Sub Total 	 Medium - 6 94 - -

Large - 7 93 - -
Total - 8 92 - -

Small 6 
- - --

- 9_ 
- -

Medium - 19 - 81 
Bannu 	 Large 29 
 5 661-


Total 18 -7 
 -	 7
 
----------	 7 7----------------------

Small - 71 29 
Med i n ­ 9 	 595
jaccobabad 	 Large 
 -	 99 1
Total 	 ­ .	 6 

---------~---------------------------------------------------- --------- - - ---------
Sma 1 6 31 24 39 

Total Medium- 3 51 -3 16 
Large 5 4 49 2 10 
Total 3 4 46 31 16 
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APPENDIX V - 9 

AVERAGE TRANSPORTTION COSTS BY DIFFERENT MJDE OF TRANSPORTATION BY DISTRICTS 

Districts. 
------------- ------------

Farm Size 
---------------------------

Traor. Truck uicam at-

CROP: GRAM 

[ Rehra 

(RS./40 Kz./Km) 

Small 0;8 -

Bhakkar Med i un 0.-1 
 - -

Large 0.20 	 _ -
Total 0.18 - _ 

Small 0.41 	 _
 -
Med i tm -	 _ _ 

Khushab 	 Large 0.60 
 - _ 

----- -Total
- - ---- 0,540,-- -5-- - - -
Small .O - _ 
Medium 0.11 

Sub-Total 	 Large 0.23
 
Total 0.26
 

Small ­ 0.22 
 - 0.16 
Medium - 0.31 0.20 _

Bannue Large - 0.18 - 0.24 
Total - 0.21 0.20 0.17 

Jaccabdbad 	 Small 
 0.17 0.10 ­ 0.20
 
Medium 0.15 
 - -	 0.20 
Large 0.15 - - 0.10 
Total 0.15 0.10 ­ 0.16
 

Small 0.26 0.20 	 -------------­-	 0.18 
Totl 	 Medium 0.15 ).31 0.20 0.20Large 0.IS 0.18 - 0.18 

Total 0.19 0.21 0.20 0.19 



r ' t \ , 1 A F)~7'VC~7, ~C'~ A\DIPK771NG \4ARGCNc DI F '?tT \GCANNI-:LOIAK'' F*UR~ 

IC''I L'\'A B C!\) 

-

\'W PBPUN 1A B CJ,ID ,NWFP!AR I .... U AR ,, D 
,~~~~~~ , ! ! V iI I t[II.
 

A. Far-ner 
- Farm Gdte Price 268.60 261.37 323.90 260.82 220.30 246.18 220.09 238.00 

O llreparLttv-,h'rges - 0.96 - - ­ 1.38 - ­
o Traibportat ion Charges - 1.53 - 1.92 - 0.92 ­ -
o Oct ro . - 0.39 - ­ - - -
o Cormm.i ssion - 8.24 - 5.01 - 7.95 - ­
o Miscellaneous Cost - ­ - 2.12 - 0.91. - ­
o Cost of Deduction - 8.05 - 0.58 - 4.12 ­ -
o Total Cobt 
 - 19.17 - 9.63 - 15.28 - ­
o Marketing Price 268.60 280.54 323.90 270.45 220.30 261.46 
220.09 238.00
 

B. Vllagn Rp-mri 

- Sale Price 295.79 ­ 338.00 - 236.74 - 250.00 263.00 
- Purchase Price 268.60 - 323.90 - 220.30 - 220.09 238.00 
- Grobb ,M%4rgfin 27.19 - 14.10 - 16.44 - 29.91 25.00 

o Labour Cost - - 0.64 - 0.85 - 0.51 0.44 
o Shop Rent ­ - 0.7' - 0.05 - LI.14 0.32 
o Packing Ccst 0.22 - ­ - 0.18 - 0.10 0.20
 
o Storage Cobt ­ - - - - - - -

o Leoses 
 0.01 - 0.14 - 0.20 - 0.20 0.07 
o Transportation Cost 0.02 - 0.24 - 0.20 - 0.14 0.13 
o Credit cost ­ - - - - - - -
o Other Cost 
 0.02 - 0.05 - 0.03 - - 0.04 
o Total Cest 0.27 - 1.82 - 2.11 - 1.09 1.20 

- Net Margin 26.92 - 12.28 - 14.33 - 28.82 23.80
 
C. Katcha Arhati 

- Sale Price ­ - - 300.15 - ­ - -

- Purchase Price 
 -
 - - 270.45 - ­ -
- Gross Margin - -

­

- - 29.70 - ­ -

o Labour Cost 
 - - - 0.54 - ­ - -
o Shop Rent - - - 0.77 - ­ -

o Packing Cobt - - - - - - -

o Storage Cost - ­ - 0.10 - - ­ -
o Lossqs ........-

­

o Transpcrtation Co0st - - -... 

o Credt co-st - - - - ­

o Other Cost - - - 0.12 ­
c Total Cst - -- 1.53 - - A 

- Net %I;jr,l! - - '> 1 7 - ­



GRAM .K2N 

PUN!A, £cINJ) ! NWIP PUNIAB qIND NWFPI 1 Ill I I II IlI lV 
I I I 

D. Pacca Arhati 

- Stle Price 331.35 304.54 - 330.00 253.75 273.35 - -

- Purchase Price 295.79 280.54 - 300.15 236.74 261.46 - -

- Gross Margi!I 35.56 24.00 - 29.85 17.01 11.89 - -

o Labour Cost 0.88 0.20 0.63 0.66 0.66 - -

o Shop Rent 0.72 0.07 - 0.41 0.40 0.40 - -

o PackinIg Cost - - - 0.20 0.20 - -

o Storage Cost 0.15 0.06 - 0.09 0.05 0.05 - -

o Losses 0.16 0.03 - 0.11 0.18 0.18 - -

o 'rru.%[xjrtntlot, Cott O.16 0.05 - 0.16 0.14 0.14 - -

o Credit cost ........ 

o Other Cobt 0.0 0.05 - - - -

o Total Cost 2.15 0.46 - 1.40 1.63 1.63 - -

- Net Margin 33.41 23.54 - 28.45 15.38 10.26 - -

E. Processors 

- Purchase Price 331.75 304.54 338.00 330.00 253.75 273.35 250.00 263.00 

- Sale Price 

o Dal Washed 371.53 371.53 371.53 371.53 314.31 314.31 314.31 341-31 
o Dal Unwashed - - - - 11.56 11.56 11.56 11.56 

Total: 371.5"1371.53 371.53 371.53 325.87 325.87 325.87 325.87 
- Gross Margin, 40.18 66.99 37.53 41.53 72.12 52.52 75.87 62.87 

o Direct Cost 1.42 1.42 1.42 1.42 5.50 5.50 5.50 5.50 
o Fixed Cost 0.43 0.43 0.43 0.43 2.05 2.05 2.05 2.05 
o Fitwicial Cost 0.03 0.03 0.03 0.03 0.02 0.02 0.02 0.02 
o Depreciation, 0.51 0.51 0.51 0.51 1.95 1.95 1.95 1.95 
o Traisportation Cost . ... 0.02 0.02 0.02 0.02 

o Storage Cost . ... 0.02 0.02 0.02 0.02 
o Other Cost 0.44 0.44 0.44 0.44 1.98 1.98 1.98 1.98 

o Total Cost 2.83 2.83 2.83 2.83 11.54 11.54 11.54 11.54 

o Less Cost of - - - - 5.35 5.35 5.35 5 -5 

By-Products 

- Net Cost 2.83 2.83 2.83 2.83 6.19 6.19 6.19 6.19 

- Net Margin 37.35 64.16 30.70 38.70 65.93 46.33 69.68 56.68 

31.4 Kz. Dal Washed, 1 Kc. Dal Unwashed and 6.30 Kg. by-prQducts.
 



T 1be V - 10 Contd. RN./40 K.
 

PUNJAB SIND NWFP PUN JAB SIND NWFP 

.. 1 II III IV I II III IV 

;.Wholesaler 

- Sale Price 

o Dal Washed 400.50 400.50 400.50 400.50 334.18 334.18 334.18 334.18 
o Dal Unwashed - - - - 11.97 11.97 11.97 11.97 
Total: 400.50 400.50 400.50 400.50 346.15 346.15 346.15 346.15 

- Purchase Price 

o Dal Washed 371.53 371.53. 371.53 371.53 314.31 314.31 314.31 314.31 
o Dal Unwashed - - - - 11.56 11.56 11.56 11.56 
Total: 371.53 371.53 371.53 371.53 325.87 325.87 325.87 325.87 

- Gross Margin, 28.97 28.97 28.97 28.97 20.28 20.28 20.28 20.28 
o Hired Labour 0.63 0.63 0.63 0.63 0.19 0.19 0.19 0.19 
o Shop Rent 0.29 0.29 0.29 0.29 0.09 0.09 0.09 0.09 
o Electricity 0.04 0.04 0.04 0.04 0.01 0.01 0.01 0.01 
o Telephone 0.23 0.23 0.23 0.23 0.07 0.07 0.07 0.07 
o Tax 0.12 0.12 0.12 0.12 0.04 0.04 0.04 0.04 
o Other Cost 0.13 0.13 0.13 0.13 0.04 0.04 0.04 0.04 
o Tra,,sportation Cost 1.05 1.05 1.05 1.05 1.88 1.88 1.88 1.88 
Total: 2.49 2.49 2.49 2.49 2.32 2.32 2.32 2.32 

- Net Margin 26.48 26.48 26.48 26.48 17.96 17.96 17.96 17.96 
G. Retailer 

- Sale Price 
o Dal Wabhed 434.54 434.54 434.54 434.54 359.61 359.61 359.61 359.61 
o Dal Uuwudhed - - - - 12.25 12.25 12.25 12.25 
Total: 434.54 43/.54 434.54 434.54 371.86 371.86 371.86 371.86 

- Purchase Price 
o Dal Washed 400.50 400.50 400.50 400.50 334.18 334.18 334.18 334.18 
o Dal U:nwabhed - - - - 11.97 11.97 11.97 11.97 
Total: 400.50 400.50 400.50 400.50 346.15 346.15 346.15 346.15 

- Gross Margin 34.04 34.04 34.04 34.04 25.71 25.71 25.71 25.71 
o Hired Labour 0.84 0.84 0.84 0.84 0.84 0.84 0.84 0.84 
o Shop Ret 0.86 0.86 0.86 0.86 0.84 0.84 0.34 0.84 
o Electricity 0.17 0.17 0.17 0.17 0.17 0.17 0.17 0.17 
o Telephone 0.08 0.08 0.08 0.08 0.10 0.10 0.10 0.10 
o Tx 0.12 0.12 0.12 0.12 0.12 0.12 0.12 0.12 
o Other Cobt 0.40 0..,0 0.40 0.40 • 0.40 0.40 0.40 0.40 
o Transportatio Cost 2.89 2.89 2.89 2.89 2.97 2.97 2.97 2.97 
Total: 5.36 5.36 5.36 5.36 5.44 5.44 5.4/, 5.44 
Net Margtin 28.68 28.68 28.68 28 . 8 20.27 20.27 20.27 20.27 
inrr'- nflEn iricn -,F ,, - - --. -r 1-7-~ ~-- ---. 1 -. (,, 



T ItIIII': v - I I 

CCMPCNENTS OF OPERATING COSTS OF SECOND STAGE MARKET FUNCTIONARIES 
GRAM
 

Province R i./40 KG
 

CoL.t
 

Viliage Beoptia - - 0.22 0.22 

P~un j~ b-- Katcha Arhti - -

Picca Atii. 0.88 0.72 - 1.60 

ViLlage Beopcari 0.64 0.75 - 1.39
 

NWFP KLchi A.h 0.54 0.77 
 - 1.31 

Pao-a Arhti 0.63 0.41 - 1.04 

Village Beopari . ... 

P,i:,i Avrht i. 0.20 ­0.07 0.27 

Village Beo~xrri 0.14 0.16 0.08 0.38
 

Pakitan Katcha Arhti 0.54 0.77 - 1.31
 

Pacca Arhti 0.40 0.28 - 0.68 

A-86
 



"ITLJ- V - 12
 

AVERAGE STORAGE CCST FUR DIFFI.'RFNT TYPFS OF ACTORS 

GRAM
 

Provi ce Type of Act-r Average, £toraqe Average Storage Averaqe Storaqe!Period (day) 1 Cebt Per .Month -

Vi IIa~e he'pdrl _
 

Katcha Arhatli 
 1
 

Pacca Arhatl 20 I j0.22 0.15 

Villaqe Be('parlr ­ - -

Katcha Arhatl 
 10 
 0.29 
 0.10
 

Pacca Arhati 1 
 0.25 0.09
 

SKatcha Arhati 
 i 
-

Pacca Arhati 1 0.24 0.06
 

Village Beopari.-


Pakistan Katcha Arhati 
 10 
 0.29 0.10
 

Pacca Arhati 10 
 0.24 0.08
 

A-87
 



T\ I I..:\1 Li 

AVRAGE LUSSRS FOR DIFFERENT TYPES OF ACTORS 

GRAM 

Pro viice• Type of Actor A geae Qaalitity 

' of Losses (Kq.) 

A.gerae %age of 

Losses (%) 

Average 

Lo 

Cost of 

(Ps.) 

PiJjab 

Village Henparit 

K;i t chn Arha t 

0.003 ! 0.008 

-

0.01 

Pacca Arhati 0.030 0.075 0.16 

N'WFP 

Village Be-parij 

Katcha Arhati 

0.025 

-

0.062 0.14 

Pacca Arhat!. i 0.020 0.050 0.11 

Sulid 

Village 13cparI I 
_ _ __ 

Katcha Arhatil 

_ _ __ __i__ _ _i 

- -

Pakistan 

Pacca Arhati 
V.ir Rrpii

V I I111o onp r iI 

Katcha Arhati 

Pacca Arhati 

0.007 
.)N 
o.nn 

-

0.005 

,., 
i 

0.017 
0.0!7r 
0.015 

_ 

0.020 

I 

~ 
0.03 
o 
e, 

_ 

0.06 

A-88
 



TABLE V - 14
 

AVERAGE TRANSPORTATION COST FOR DIFFERENT MODES FOR SECOND STAGE 
MARKET ACTOR
 

GRAM 

Provunce Type of Actor Average Dis-taxice 
(Km.) 

Average Cobt Per 
(Kin.)/ 40 Kq. 

Average Tralb­
port Cost (Rs.) 

Pui ajab 

NWFP 

Village Beopari 

Katcha Arhati 1 
Pacca Arhati 

Village Beopari 

Katcha Arhati 

Pacca Arhati 

0.10 

0.53 

1.20 

-

0.58 

0.26 

-­

0.30 

0.20 

-

0.28 

0.02 

0.16 

0.24 

0.16 

Village Beopari 

Sitnd Katcha Arhati 

Pakittau 

Pacca Arhati 

Village Beopari 

Katcha Arhati 

0.36 

0.23 

-

0.14 

0.22 

-

0.05 

0.05 

-

Pacca Arhati 0.55 0.17 0.09 

A-89
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---------------------------- 

Table V - 16 

CLASSIF"ICATION OF GROSS MARKETING MARGIN
 
BY MAJOR MARKETING SERVICESBY
 

(Gram)
 

(Rs.Per 40 Kg.)

Marketing Channels Aver­
------------------- age
 
I III IV
 

Labour 2.35 1.67 2.11 2.64 
 2.19
 

Storage 0.65 0.56 0.50 0.69 0.60
 

Transport 4.12 5.52 
 4.18 6.02 4.96
 

Packing 0.22 0.96 ... ...
m - 0.3
 

:Rent 1.87 1.22 2.33
1.90 1.83
 

:Taxes 0.24 0.63 0.24 
 0.24 0.34
 
:-------- -- --------------- ------Credit Cost: ---.. -- -- --


Processing 2.83 2.83 2.83 2.83 2.83
 

Not Margin 152.34:142.36;97.64 :149.981135.58:
 

:Misc. 1.32 17.42 
 1.24 8.99 7.24
 

Total 
 165.94 173.17: 110.64 173.72'155 .87
 
-------------- I------

A-9I
 

http:149.981135.58
http:152.34:142.36;97.64


---- -----------------------------------------------------------------

----

----------------------------------------------------------------

Table V- 17 

Summary Table Showing Physical Losses Of Each Stage OF
 
Market System From Farm To Consumer
 

(Gram)
 

Percentage of losses
 

Grower's 
 Second stage Processor Wholesaler/ Total

level market fun-
 :retailer
 

ctionary
 

Punjab --------- ct-o--ar---------- ------------- ---------­1.00 0.03 
 2.01 0.02 
 3.06
 
Sindh ­ 0.01 2.01
N.W.F.P 0.02 2.04
_ 0.05 2.01Pakistan i.00 0.03 0.02 2.082.01 0.02 
 3.06
 



------------------------------------- 
-------- ----

--

TABLE V. 18
 

COST COMPONENT OF OPERATING 
COSTS OF SECOND STAGE MARKET
 

FUNCTIONNAV IES 
ai.e ,crt'eMUNG 


Laxbour Rent3 Packing TotaLProvin 

Cost 

Village Beopari 0.85 0.65 0.18 1.68 . fy­

---Katcha Arhti
Punjab 


1.26
0.20
0.66 0.40
Pacca Arhti 


0.75
0.10

Vil1.ge Beopari 0.51 0.14 


-
-
-Sind 	 Katcha Arhti 


PicxclaArhti ­

0.96
0.20

village Beopari 0.44 0.32 


NWFP
 
-
-
Katcha Arhti -

Pacca Arhti 


Village Beopari 0.51 0.34 0.19 
 1.04
 

-
-
-
Pakistan____	 Katcha Arhti 


1.26
0.26
0.66 0.40
Pacca Arhti 


A-93
 



TABLE V.1'O 

AVFPAGF TRAN,POPTAT]ON COqT FOR DY'FFF.NT N.r*q FMRR ,q'ONPcq'AGF A\,IKF'T A70R 

MUNG 

Type #i'rM t ~rAt lvc-r(LLto tic ' Avrcta .)2, !,or
,Km.) Km. R,.) .
 

i Bcrpiirt0 Iacie' 
Punjab Katcha 
Arhati
 

o.48
'PaccaArhat	 0.29 o,
SiI 	 Kth Ar, - -I
 

Village Beopari I.2 0.40 i , .14
I-­ 0.21 

Katcha Arhati 	 I _ 

ag p I I 	 ,c 
L,-	 H 

iPacca Arhat 1 i I -

Pacca Arhati-­i 	I li 0.4 
' g 0.32ue Beopartil ,
 

illa~ Bec'~iri
0.4/.0.3
Paki.....Katcha Arhati 
 I --PakibtariKatcha Arhati-1--	 -i
 

Pacca Arhtl 
 0.48 
 90.14
 

A-95
 

http:DY'FFF.NT


TA\I1,1 V.21 

AVERAGE 1.(), F..RIR DIFFFRFNT 'TYPF; OF A%."F)TR 

Prnvi,,ce Type rf Act.,r fAverage Oly. of 

MUNC 

Average ?/,:e of Averaiqe Cost of 

Punjab 

Sijd 

Village Beoparl 

Katcha Arhat 1 

Pacca Arhati 

Village 11copari 

Katcha Arhati 

0.030 

-

0.027 

0.032 

-

0.075 

0.067 

0.080 

0.20 

0.18 

0.20 

Pacca Arha ti 

Village Beopari 

Katcha Arhati 

-

0.012 

-

0.030 

-

0.07 

Pakistan 

Pacca Arhati 

Village Beopari 

Katcha Arhati 

Pacca Arhati 

-

0.022 

-

0.027 

0.055 

0.067 

0.14 

0.18 

A-,-6
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Table V - 22 

CLASSIFICATION OF GROSS MARKETING MARGIN
 
UY MAJOR MARKETING SERVICE 13Y
 

(Mung)
 

(Rs. Per 40 Kg.)
 

Marketing Channels Aver­
age 

I I I III IV 
-- - -Labour - - - -2.54 - ----------------------------­1.69 1.54 1.47 1.81 

Storage 0.75 0.75 0.70 0.70 0.73
 

I -------------------------------

Transport 5.19 5.91 4.99 4.98 
 5.27
 

Packing 0.38 1.58 0.10 0.20 0.57
 

Rent 
 1.98 1.33 1.07 :1.25 1.41
 

Taxes 0.16 0.16 0.16 0.16 
 0.16
 

Credit Cost ---. ... 
 .
 
: -------------------------------


Processing 6.19 6.19 6.19 6.19 6.19
 

Net Margin :133.17:94.12 136.03:118.01:-120.3:
 

lMisc. 1.20 113.95 0.99 0.90 4.26
 

Total 151.56 125.68 151.77 133.86 FIA.731
 

A-97
 

http:133.17:94.12


------------------------------------------------------------------

-------------------------------------------------------------

Table V- 23
 

Summary Table Showing Physical Losses Of Each Stage OF 
Market System From Farm To Consumer 

( Mun g ) 

Percentage of losses 
I---------------------------I--------------------------- ----------- ------------- ----------­

Grower's 
:level 

Second stage Processor 
market fun-

Wholesaler/ 
retailer 

Total 

:ctionary 
---- - ------------------------------------------ ----------- ------------- ------------

Punjab 0.61 0.08 2.03 0.02 2.74 
:Sindh 
N.W.F.P 

0.67 
0.71 

0.i0 
0.03 

2.03 
2.03 

0.02 
0.02 

2.82
2.79 

Pakistan 0.63 0.08 2.03 0.02 2.76 

A-98
 



TABLE V. 2Z 

AVERAGE KXSEHDLD CaPOS1TION FOR SAMPLE DISTRICTS 

CROP: MASH 
District Farm Size No. of 

Farners 
Adult Above 10 Years 

Male Fema Ie Total Male 
Children 

Female Total Male I 
Total 
Fena I e Total 

Sma 11 18 3.61 2.22 5.83 1.17 0.78 1.95 Z.78 3.00 7.75 
Sialkot Mediun 9 3.56 3.00 6.56 2.Z4 1.33 3.77 6.00 4.33 -1.33 

Large 9 3.44 3.00 6.44 1I.4 1.33 2.77 4.88 4.33 9.21 

Total 36 3.56 2.61 6.17 1.56 1.06 2.62 5.12 3.67 E.79 

S.a 11 32 3.4,1 2.63 6.04 1.h 1.28 2.72 h.85 3.91 E.7E 
Rawaipindi Mediun 7 4.14 2.71 6.85 1.43 1.29 2.72 5.57 4.00 .57 

Large 3 5.67 2.67 8.34 1.67 1.33 3.00 7.34 4.00 " 23L 
Total 42 3.69 2.64 6.33 1.h5 1.29 2.74 5.1l 3.93 -9.07 

Small 50 3.48 2.48 5.96 1.34 1.10 2.44 4.82 3.58 F.a 
rotal Medium 16 3.81 2.$5 6.69 2.00 1.31 3.31 5.81 4.19 12.00 

Large 12 4.00 2.92 6.92 1.50 1.33 2.83 5.50 4.25 -.75 
Total 78 3.63 2.63 6.26 1.50 1.18 2.68 5.13 3.81 1.94 



-- -- ---- ------------------- ----- -------------------------

APPENDIX V.Z5
 

PERCENTAGE SHARE OF AREA OF MASH IN THE TOTAL AREA OF DIFFERENT SIZES OF
 
SAMPLE HOLDING OF EACH DISTRICT
 

CROP: MASH
 

Farm Size No. of Average Cultivated Reference Crop Average Yield Per
 
Farmers Area per Farmer Acre Area (Acre) Percentage Acre 40 Kg. 

Small 
 18 7.56 
 2.02 
 26.72 
 2.82
 
Sialkot Mediun 
 9 19.00 6.00 
 31.58 
 2.74
 

Large 9 37.56 
 7.78 
 20.71 
 2.80
 

Total 36 
 17.92 
 4.45 
 24.86 
 2.79
 

Small 
 32 7.80 
 1.89 
 24.25 
 2.66
 
Rawalpindi 
 Med iLn 7 17.00 
 2.64 
 15.55 
 2.64
 

Large 3 
 46.08 
 5.00 
 10.85 
 1.50
 
Total 42 
 12.07 ­ 2.24 
 18.55 
 2.47
 

Small 50 
 7.71 
 1.94 
 25.12 
 2.72
 
Total Mediumn 16 
 18.13 
 4.53 
 25.00 
 2.72
 

Large 
 12 39.69 
 7.08 
 17.85 
 2.57
 
Total 78 
 14.77 
 3.26 
 22.08 
 2.67
 



TABLE v-26 

SHARE OF DIFFERENT USES OF TOTAL OLTPUT -'MASH BY SAMPLE GROWERS OF 

District . Farm Size No .of 
Farmers 

Gross 
Production 

DIFFERENT SIZES FOR EACH DISTRICT 

Daestiz Contumption Pa,-nent in Kind Kept fcr Seed 
Quantity ge Cuantity .age Quantity ge 

CROP: MASH 

Total Ubes 
I Quantity %ge 

12 Kg. 

Marke:e 
Cuantity ';ai e 

Sialkot 
Small 
Meditrr 

18 
9 

5.69 
16.44 

0.99 
1.29 

18 
8 

0.42 
0.71 

7 
4 

C.33 
0.34 

6 
2 

1.74.43 
2.57 

31 
16 

3.95.56 
13.87 

69 
84 

Large 

Total 

9 

36 

21.78 

12.40 

2.2L 

1.38 

10 

11 

4.07 

1.41 

19 

12 

0.91 

0.47 

4 

4 

7.21 

3.32 

33 

27 

14.57 

9.09 

67 

73 

Rawalpindi 
Small 
?4ediu 

32 
7 

5.03 
6.96 

0.50 
0.46 

10 
7 

0.42 
0.43 

8 
6 

0.53 
0.64 

10 
9 

1.47 
1.53 

29 
22 

3.56 
5.41 

71 
78 

Large 

Tctal 

3 

42 

7.50 

5.53 

0.67 

0.50 

9 

9 

0.47 

0.43. 

6 

8 

1.00 

0.58 

14 

10 

2.60 

1.56 

35 

28 

4.86 

3.97 

65 

72 
--------------------

Total 
-Sali 

Medi.-

Large 

50 
16 

12 

5.27 

12.30 

18.21 

0.68 

0.93 

1.85 

13 

7 

10 

0.42 

0.59 

3.17 

8 

5 

17 

0.46 

0.47 

0.93 

9 
4 

5 

1.57 
2.12 

6.06 

30 
17 

33 

3.70 
10.18 

12.14 

70 
83 

67 
Total 78 8.70 0.91 10 0.88 10 0.53 6 2.37 27 6.33 77 



T.LE v-27 
PERZENTAGE CLASSIFICATION 

FA .'. SIZES AN 

OF T;XTAL 
A%-EPA3E 

MASH EKLP BY 
.. Tl-ELY SALE 

WK1'TE BY SAMFLE GRVERS OF 
PRICES FOR EAH DISTRICT 

1-:FFERENT 
R3P: MP.SH 

oibrict FeaenSize Anri Mi
SizerictA~rl Frcv a 

~ rf o a 
e JulyTEpt. 

a ~ 
.A:;a, ic 

- o dp.Ot .Avera 
. No-. Dec. 

I
Ap:-i 

]Fun
I. 

I 
June 

_Jula 
u. 

-calePrice Rs. nerI
Auz. T e.. ICt. 

LO kr.T 
] No-. Dec. 

ialkut 

Small 

Med i un 

--

- 7 61 

55s 

22 

36 

IC 

- -

-

22:.00 

22r .00 

-

25.60 

223.-

250.C 

23".35 

24.58 

-26.72 

226.33 

alpind i 

Large 
Total 

Snail 

Medium 

-

-

2 

-

-
-

31 
1?2 

-

- -

Total_ 

i1 

-

-
4 

4 

-

1U 
28 

1 

E 

12 

4" 

67 

66 

13 

20 

8 

2C.00 

-

-

-

-

202.0M 

0C.0 

-

-

-

290.00 

-

2-?.-00 

-

210.00 

214.60 

253.06 

180.00 

212.? 

227.C' 

257.L' 

270.E= 

22-.70 

22:.90 

242.00 

23-.00 

212.64 

22C.61 

252.58 

263.76 

Large 

Total 2 -

- 67 

E-

33 

-12 

-

20:.00 

-15.% 

290.OC 23S.68 25E.-

2_15..00 

24:.9 

227.70 

25i.97 

SmalI1 

Med i Lun - -

. 

-

. 

-

2 

5 

7 

4E 

64 

32 

26 

10 

20:.00 

-

-

-

-

290.00 

221-.00 

22 - .00 

253.06 

214.20 

245.=-

259.7: 

23E.91 

23=.57 

243.31 

1_2.1E 

Large 

Total 

-

I -

2E -

2 

-

2 

10 

21 

47 

4S 

15 

17 

-

20:.00 

20C.03 

200.-0 

-

-

-

290.00 

-

Z2CDO 

210.00 

218.13 

21E.CC 

24C.7_-

23n-.32 

23-E.50 

21A.09 

232.47 



- -------

------------- ----- ------------ - -- ---------------------------------------------

------------- --------------------------------- 
---- ------ 

APPENDIX V-28 

AVERAGE STOJRAGE CAPACITY CLASSIFIED BY TYPE FUR SAMPLE GRUMERc OF EACH DISTRICT 

CROP: MASH 40 Ks. 

Axig. Quantity Total Storage of Storage Storage capacitDistrict 	 Farm Size Kept for Capacity of Capacity Uti-


__Storage 
 all Types 	 lization to Caacity'%age of Capacity 'age of
 

total Capacity total total
a 	 Capa!li y_ l- ­Cpac!i ty__


Small 1.32 172.00 0.76 13L.00 78 38.00 
 22
 

Sialkot 	 Mediuim 1.63 167.00 0.97 125.00 75 42.00 25
 

Large 3.15 260.00 1.21 1.86 72 74.,30 28
 

Total 1.85 193.00 0.95 l5.00 75 48.00 25
 

Small 	 1.03 
 92.00 
 1.11 55.00 60 37.00 40
 

Raw-dpindi Medi,- 1.10 114.00 0.96 39.00 34 75.00 66
 

Large 2.67 155.00 1.72 150.00 97 5.00 3
 

Total 1.08 100.00 1.08 59.00 59 41.00 
 41
 

Small 1.14 121.00 0.94 83.00 69 38.00 31
 

Total Medium 1.40 144.00 
 0.97 88.00 61 56.00 39
 

Large 2.78 234.00 	 1.18 178.00 76 56.00 
 24
 

Total 1.4L 144.00 1.00 99.00 69 45.00 31
 
-

* Pacca 
----

rocm, pacca bharola, drum/box 
-- - ­

** Katcha roxr., katcha bharola and other 



-- 

APPEND)IX V.29 

PFP.?VI!NEsTO DIFFE.D-7 FLTN,7INAR2ES AK THE FAR' GATE PFiCES Ft)R EA-1H .MSHCLASSIFICATICCq OF MARKETING COSTS-- OF GROWERS FOF SALES 

KATC-.A ARHATI
PACCA ARHATI -~ 

r Mvra g. .. .F
i ~c ," , :' ge
',- :§i:: 


________ Ga 
n Cos _________________________ Cc___ ~ GateS~zEIc-j ~I%AGE OF MRKETING PRI~- - !- e- Vd-'Et= ! -SIZE jpl!: Cos- - -

_ 12 -I 4 5 f fP rice
17 o7- i ­

_ _ _ _k _ _ _ __, _____ _ _ . _ _ _ -65 

__ Trial C.00 12. 16 - 54 13 17 l00 97.66 -, 
2_z__ ._76__2.___3_D__6_55 

--

-1,5ii z57.47 i2F.9 
.... 

e - - ,___ 

-
!I.-

- I 
20 
21-
-7I 

[ -

-

35 ! 23 ' 
5 i 

" - - J
_________________________I 

22 
32 

100w 
1 100i -

. 3. 5'226.8 { 
.­2E8.13 [ 284.30' 

-

2 212.59.E-
22.--
,.5 

-
-
-

! 19 
18 
s 

[ 
7 
22 

' . ..0 l 3 1 

43 
, 

35, 
- [. 

3 5 
3 
40 

-

.- ' 

: 
________ 

3".6 3 ! 20 . 
6 5 
7. 

-_I 

1,clal 

2_a]2 33L i 2-. _71= 

-00_._3_12K.12 IE.LO I -

2120 

20 

1 4 

3 

31-_3 

5 

45 

I1- 132_ 

5! 

13 

130 I 

282 

32 

17 

22 

lo100O0 

100 

110L 

100 

22 .7-25 ..i2 .Ta8 
29 -, -25 .... 1718422_.38_1_225.451 19.E_ -

.228.3 28 .3o -­

'297.66 200.00!_ 2=.0" -_ __ _2 
21.7SI2 5.5 -

19_ 

18 
! 1 

ii2"• 
7 35 

1-

4__0_ _0_"_2 
. ~ 

33 
I _3535 

30 

-__ 
- 3 

")2 i:230.791 
-25.63 

: 261.55i 

.175.00 
195230.63 

17crue 1231C.00 :1..34 - 16 -_s 4 _3 
4_I__.___0 1. 



APENIDIX V- ,30 
MARKETING CHANNFS FOR SAMPLE GRCWERS CF EACH DISTRICTS 

District Farm Local Sold 
-___ 

Shopkeeper Village Pacca Arhati 
~CROP: MASH _

Katcha Arhati Katcha/Pacca 
(a~
Total 

Sizel-t--Ie°p 

Cimal 1_ 

a ri 
100 

' Arhat 

10 

-' 

Me d i tn -5 95 - 0 
Large - 89 11 -10 

Total 2 94 4 - 100 

Small 2 14 76 8 100 

Rawalpindi Med i Lin 
Large 

15 
86 

60 
-

25 

14 -

100 

100 
Total 1 20 66 13 -100 

Small 1 43 50 6 - 100 

Tot a 1 Medium 

Large 

-

--

4 76 

88 

14 

10 

6 

2 

- 1000 

100 
Total - 2 68 26 4 100 



TABLE v-31 

PEPCENTAGE CLASSIFICATION OF QUANTITIES TRANSPORTED BY DIFFERENT MDE FOR SAMPLE GRtWEFS OF 
DIFFERENT FARM SIZE FOR EACH PROVINCE 

%LASH 

Tractor/Trolley Truck Bullocks/ Horse Drawn Pack Anirral Total 

Farm Size qe %acae _ fc ,S of%Farme •fofz Cwr-el Carts Carts 

age of eage % ge of %e of %age of %a~eof %age of %ge of %ae of .'age of%fa 
Farmers Qty. Farrers Qty. Farmer- Qty. Farmers Qty. Farmers Qty. Farer- Qty. 

5mall ............-


Sialkct Mediun ........ L...,
 
Large 100 100 ........- 100 100 
To~al 100 100 - - . - 100 100 

Small 10 26 6S 37 - 19 28 3 9 100 100 
PiawapI i d I MediLyn - - 83 81 17 19 - - - - 100 100 

Large - - - 100 100 - - 100 100 

Tctal 8 11 6 42 2 6 21 37 2 4 100 100 

Small 10 26 37 - - 19 28 3 9 100 100 

MediumWjab - - 81 17 19 . - 100 100 
Large 33 70 - - 67 30 - 100 

. ...___ Total 10 44 65 3 427 20 23 2 2 00 100 



------ ---------------------------------------------------------------------------------

-- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

---------------------------------------------------------------------- --------------------

APPENDIX V--32 

AVERAGE TRANSPORT COST CF DIFFERENT 1,. DES FOR SAMPLE GROVER OF 
DIFFIFENT FA?'M SIZES FOR EACH DISTFICT 

CPXi?: MASH 

Dis-rict Farm Size Tractc-r/ Truck 1,ullock CartReI~ra I Pack Ani::l 

Troileyj ir c Car Re aP I c Ai-
Small
 

Mediu n 

Sialkot 	 Large 0.29
 

Total 	 *0.29
 

Small 0.18 0.28 -	 0.13 0.13 

Rawalpndi 	 Medi um 0.26 0.07 - -

Large - - 0.12 -

Total 0.18 0.27 0.07 0.13 0.13 

-


Smal o.18 0.28 -	 0.13 0.13 

Total 	 Medium _ 0.26 0.07 - -


Large 0.29 - _ 0.12 -


Total 0.19 0.27 0.07 0.13 0.13
 



TAlll al V- 3 
FA1W" GATE Pki.;SAND AAP'KI.'II, MAIl "S RUR DII'IIENT MAIRKIi'rNG (I'IANNI15 [,UI?

MASH ANT) VASQJP ,/LO '(. 

. ASH 7 
ItI Alt PUN IAlI 

I II • _L JI lI 	 I i lI .. .. . . . 

.	 Farmer 

- Farm Gate Price 222.01 230.79 211.72 227.43 204.78 228.33 

o Preparation Chargeb - - - - ­

o Transportation Charges - 3.91 3.31 - 2.74 5.45 

o Octroi - 0.87 0.55 - 0.61 0.91 
o ComnlbiOol, 	 - 9.11 8.28 - 5.48 6.36 
o Miscellaneous Cost - 0.65 1.84 - - ­
o Cost of Deduction - 7.16 4.42 - 6.39 10.00
 

o Total Cost 
 - 21.70 18.40 - 15.22 22.71
 

o Marketiig Price 222.01 252.49 230.12 227.43 220.00 251.05 

B. Village Beopari 

- Sale Price 246.95 - - 262.38 ­

- Purchase Price 22.01 - - 227,43 - ­

- Gross Margin 24.94 - - 34.95 - ­

o Labour Cost 	 0.73 - - 1.34 - ­
o Shop Rent 	 0.50 - - 0.74 - ­

o Packing Cost 	 0.29 - - 0.44 - ­

o Storage Cost 	 0.02 - - 0.40 - ­

o Losses 	 0.22 - - 0.66 - ­

o Transportation Cost 0.50 - - 1.54 - ­

o Credit cost 	 - - - - - ­

o Other Cost 	 0.11 - - 0.17 - ­
o Total Cobt 2.37 - - 5.29 - ­

- Net Margii 22.57 - - 29.66 ­ -

C. Katcha Arhati 

- Sale Price - 274.50 - - 256.85 ­

- Purchase Price - 252.49 - 220.00
-
 -


- Gross Margin - 22.01 - - 36.85 
 -

o Labour Cost 	 - 1.28 - ­ 0.75 ­

o Shop Rent 
 - 1.00 - - 0.85 ­

o Packing Cost 	 - - ­ -

o Storage Cost 	 - 0.27 - - 0.08 ­

o Losses 	 - - - ­

o Transportation Cost - - - ­

o Credit cost 	 - - - - ­

o Other Cost 	 - 0.19 - - 0.12 _ ,. 

o Total Cost 	 - 2.74 - - 1.80 ­



TAB3LE V-3.1~~hO 

II 
I' \,A ;I 	 ,", I I A I 

-IS~I 

D. Pacca Arhati 

- Sale Price 255.00 - 255.00 286.19 - 286.19 
- Purchabe Price 246.95 - 230.12 262.38 - 251 .05 
- Gross Margitn 8.05 - 24.88 23.81 - 35.14 

o 	Labour Cost 1.32 - 1.32 0.93 - 0.93 
o 	 Shop Renit 0.81 - 0.81 0.40 ­ 0.40
 
o 	 Packing Cost 0.35 - 0.35 0.27 ­ 0.27
 
o 	 Storage Cost 0.12 - 0.12 0.27 ­ 0.27
 
o 	 Losses 0.35 - 0.35 0.19 - 0.19 
o 	 Tra!IsportatiotI Cost 0.40 - 0.40 0.11 - 0.11 
o 	 Crdit c'JbL 0.06 - 0.06 0.03 - 0,03 
o 	Other Cost 0.19 - 0.19 0.03 - 0.03 
o 	Total Cost 3.60 - 3.60 2.23 - 2.23 

- Net Margui 4.45 - 21.28 21.58 - 32.91 

E. Processors
 

- Purchase Price 255.00 274.50 255.00 
 286.19 256.85 286.19
 

- Sale Price
 
*% *% *% 
 **} * **
 

o 	Dal Washed 304.89 304.89 304.89 312.60 

,	 

312.60 31,.60* * 


o 	 Dal Unwashed 8.60 8.60 8.60 ­ - _ 
Total: 	 313.49 313.49 313.49 
 312.60 312.60 312.60
 

- Gross Margini 58.49 38.99 58.49 26.41 
 55.75 26.41
 
o 	Direct Cost 4.60 4.60 4.60 8.05 8.05 8.05
 
o 	Fixed Cost 2.36 2.36 2.36 2.90 2.90 
 2.90
 
o 	 Fihancial Cost 0.02 0.02 0.,02 - - ­

o 	Depreciation 2.05 2.05 2.05 2.73 2.73 z.73 
o 	Traisportatioz, Cost 0.04 0.04 0.04 0.07 0.07 0.07
 
o 	Storage Cost 0.02 0.02 0.02 
 0.05 0.05 0.05
 
o 	Other Cost 2.49 2.49 2.49 
 3.10 3.10 3.10 
o 	Total Cost 11.58 
 11.58 11.58 16.90 
 16.90 16.90
 

o 	 Less Cost of
 

By-Productb 
 5.39 5.39 5.39 10.71 10.71 10.71
 
- Net Cost 6.19 6.19 6.10 
 6.19 6.10 6.1 
- Net Margin 52.30 32.80 52.30 20.22 49.56 20.21 

* 31. 4 k . Pal wa. hed;] kg. Dal uriwaished; 6. 30 kg. by-products) 

** 3/.4 Ku.. DRi wii,ho 1;6.30 Kcq. hy-prodtcts. 



TABLE V- 33.COb 0. 

MA';I IM !'0 
N. I PUNJAB 

Rb./40 Kq.
 

F. Wholesaler 

- Sale Price 

o Dal Washed 345.50 345.50 345.50 342.84 342.84 342.84 

o Dal Uuwashed 8.75 8.75 8.75 - - -

Total: 354.25 354.25 354.25 342.84 342.84 342.84 
- Purchase Price 

o Dal Wahed 304.89 304.89 304.89 312.60 312.60 312.60 

o Dal LhUwashed 8.60 8.60 8.60 - - -
Total: 313.49 313.49 313.49 312.60 312.60 312.60 

- Gross Margin 40.76 40.76 40.76 30.24 30.24 30.24 
o Hired Labour 0.19 0.19 0.19 0.19 0.19 0.19 

o Shop Rent 0.09 0.09 0.09 0.09 0.09 0.09 

o Electricity 0.01 0.01 0.01 0.01 0.01 0.01 

o Telephone 0.07 0.07 0.07 0.07 0.07 0.07 

o Tax 0.04 0.04 0.04 0.04 0.04 0.04 

o Other Cost 0.04 0.04 0.04 0.04 0.04 0.04 

o Transportation Cost 2.46 2.46 2.46 1.78 1.78 1.78 

Total: 2.90 2.90 2.90 2.22 2.22 2.22 

- Net Margin 37.86 37.86 37.86 28.02 28.02 28.02 

G. Retailer 

- Sale Price 

o Dal Washed 375.23 375.23 375.23 377.65 377.65 377.65 

o Dal Unwashed 9.75 9.75 9.75 - - -
Total: 384.98 384.98 384.98 377.65 377.65 377.65 

Purchase Price 

o Dal Wabhcd 345..50 345.50 345.50 342.84 34-1.84 34'.6-4 

o Dal Unwashed 8.75 8.75 8.75 - - -
Totalt 3r,/. )r; 3 .;5 .15/, 3 ).84 ,1/,.'.111, 34,.'.S4 

- Gross Margin 30.73 30.73 30.73 34.81 34.81 34.81 
o Hired Labour 0.84 0.84 0.84 0.84 0.84 0.84 
o Shop Rejit 0.84 0.84 0.84 0.84 0.84 0.84 
o Electricity 0.17 0.17 0.17 0.17 0.17 0.17 
o Telephone 0.10 0.10 0.10 0.10 0.10 0.10 
o Tax 0.12 0.12 0.12 0.12 0.12 0.12 

o Othee Cost 0.40 0.40 0.40 0.40 0.40 0.40 

o Tradiiportation Cost 2.76 2.76 2.76 2.97 2.97 2.97 

Total: 5.23 5.23 5.23 5.44 5.44 5.44 



TABLE V-34
 

COST COMPONENT OF OPERATJ NG COST OF S COND STAGE
 
MAIK"T iUNCVIUNNNIU ES 

k
 
Province 


L,2bour IRents IP.ackingiTota i
 

Village
1o~zri 0.73 0.50 0.29 1.52 

Punjab Katcha Arhti 1.28 1.00 j - 2.28 

Pic2ka Aiihtl 1.32 0.81 0.35 2.48 

A-1,IL
 



A1F:PND[X V.35 

AVERAGE STORAGE COST FOR DIFFERENr TYPES OF ACTORS 

MASH 

Rs./40 Kq. 

PType 
vAverge

of Actor Pertod 
Storage
(dayb) 

{Average Storage
(obi per month 

Average Storage
Cobt (Rb.) 

Rti,/40 Ka. , 
Village Beopdri! 2 0.30 0.02 

Punjab Katch, Arhati i 
f 

19 0.42 T0.27 
Pacca Arhati i 11 0.33 0.12 

APPENDIX V.36 
AVERAGE TPANqPORTATION COST MOR DIFFERENT MUDES FUR SECOND STAGE MARKET ACTOR 

MASH 

I R./O Kg. 
Prnvinice 
 I Averae Dibtantce Average Cost Average Tratns-ItType of Actor ti ij Kin. Per Kin. portatloi .'Ost 

..I . _ _ __( Rbs. ) 
Vllage Reoparit 1.67 0.30 
 0.50
 

I Katcha Arhall 
-

Pacca Arhati 1.60 
 0.25 0.40
 

APPENDIX V. 37 
AVERAGE LOSSES FOR DIFFERENT TYPES OF ACTORS 

MA9I 
ProvincerotceType Actor Average Qudatityof Lose Losses Average %ageLosses(R.of Average Cost ofLossesLosses (Rs.)

S(K9. ( )
 

IVlLage !eoparil 0.040 
 0.100 
 0.22
 

l'UJdb i Kaichit Arhati - - _ 

Pacca Arhati 0.062 0.155 
 0.35
 

A,10 

http:Losses(R.of


- - - --- - - - - - - - - -

- - - --- - - - - - - - - - - - -

- - - - - - - - - - - - - -

----------------- 

---------------------------------------------------------------------

----------- ------------- ----------

-------------------------------------------------------------------

Table V - 38 

CLASSIFICATION OF GROSS MARKETING MARGIN
 
BY MAJOR MARKETING SERVICE BY
 

(Mash)
 

(Rs./40 K.g)
 

:Marketing Channels lAver­
- :age

I II III Mash 

Labour 
- - - - - - - - ­

3.08 2.31 2.35 
 2.58
 

.Storage 0.14 
- - - - - ­

0.27 0.12 
 0.18 

Transport 6.12 9.47 
 8.59 8.06
 
: - - - --

:Packing 0.64 0.26 
- ­

0.09 0.33 

Rent 
 2.24 1.33 2.34 
 1.97
 

Taxes 0.16 1.03 
 0.71 0.63
 

Credit Cost: 0.06 .--- 0.04006 

,Processing : 6.19 6.19 6.19 6.19 

:Net Margin :142.68:115.43:136.94:131.68:
 

Misc. 1.66 17.90 1587 11.81
 

:Total :162.97:154.19:173.26:163.47
 
---- ------ -- ----............
 

Table V- 39
 

Summary Table Showing Physical Losses Of Each Stage OF
 
Market System From Farm To Consumer
 

(Mash)
 

Percentage of losses
 
I-------------------------------------------------------

!Grower's Second stage Processor :Wholesaler/ :Total
 
level market fun- :retailer
 

ctionary
 
----------..-----------.. ---...... ..... ...... ..... ...... ..... 

:Punjab 0.92 , 0.15 2.02 0.02 3.11
 

A-113
 

http:162.97:154.19:173.26:163.47
http:142.68:115.43:136.94:131.68


TABLE V. 40 

AVERAGE HOUSEHOLD COMPOSITION FOR SAMPLE DISTRICTS 

CPOP MASOOR 
Dibirict FNc.SizeFiSie N fFarmers Adult Ab ve 10 Year,Male ]Female Thtal Male Children.,Femaje Total Male j alFemale IcTtal 

S-a l1 28 3.07 3.04 6.11 1.15 0.9, 2.11 4.25 3.97 E.22 
Raw-calpind. 

-

,Ld u 
Large 

Tztal 

9 
1 

38 

2.89 

3.00 

3.03 

3.67 

2.00 

3.16 

6.56 

5.00 

6.19 

0.7E 

4.OD 

1.16 

0.56 

].0C 

0.8 

1.34 

5.00 

2.00 

3.67 

7.00 

4.19 

4.23 
3.00 

4.00 

7.90 

10.00 

E.19 

Sialkot 
ita11 

Mediur 

Large 

Total 

26 
10 

2 

38 

3.00 
3.20 

4.50 

3.13 

2.38 
3.10 

4.50 

2.68 

5.38 
6.30 

9.00 

5.51 

2.3! 
2 .5: 

4.01 

2.45 

1.62 
1.40 

3.00 

1.63 

3.93 
3.90) 

7.00 

4.08 

5.31 
5.70 

8.50 

5.58 

4.00 
4.50 

7.50 

4.31 

9.31 
1C.20 

16.00 

9.89 

Total 

ra 1l 

Mediurn 
Large 

T:tal 

54 

19 
3 

76 

3.04 

3.05 
4.00 

3.08 

2.72 

3.37 
3.67 

2.92 

5.76 

6.42 
7.67 

6.00 

1.72 

1.6 
4.00 

1.8c 

1.26 

1.00 
2.33 

1.24 

2.98 

2.68 
6.33 

3.04 

4.76 

4.73 
8.00 

4.88 

3.98 

4.37 
6.00 

.. 16 

E.74 

9.10 
1!.00 

9.04 



APP3ENDIX V-.41 

District 

Diii 

%AGE SHAPE OF AREA UNDER MASW.R IN THE TOTAL AREA OF 
DIFFERENT SAMPLE HOLDING OF EA-E DI.TRI,_T 

]Far=. Size iJo. of ] Average Cultivated Re rnc C op_
Reference Crop_ _ 

Fa.- Sie:N.of e eCltvtd-- --arm ers Area per Farmer Area Percentage 

_ 

CFri)?: MASW.RT Av a e Yil 
Average Yield 

- Acre /40 Kg. 

Pe 
Per 

Rawaa pi:-.i 
Sr.-Zl 
Medium 

28 
9 

7.45 
19.00 

1.41 
4.11 

18.99 
21.64 

3.60 
2.8L 

Large 1 38.00 3.00 7.89 1.00 
To7 a 1 

Sma11 

38-

26 

10.99 

7.63 

2.09 

2.12 

19,07 

27.82 

.3------­

3.99 
SLetnn 
Lare 

Tc.-

10 
2 

38 

16.70 
40.00 

11.72 

3.20 

9.50 

2.79 

19.16 

23.75 

23.84 

5.23 

2.E9 

4.19 

..,-z1 54 7.53 1.75 23.29 3.83 
Total Medium 

Lar1e 
19 
3 

17.79 
39.33 

3.63 
7.33 

20.41 
18.64 

3.97 
2.6L 

To:at 76 11.36 2.44 21.53 3.7L 



APPENd) VX.42 
RE OF PIFFERENT USES OF T='AL OT:-''T OF 

GRAX.'ERS OF DFFERENT SIZES FCF EACH 
--FX 8Y 

DISTRICT 
S.I.fPLE 

tric 5~-Si ze 
biitIZos 
___:-er 

No .cf 1&osslpiol 

Jroducti-n 

c ineKind 
Do:eTicCntrAinP.enin> 
Qdzty ag Quan:tJ :g 

K; =t fn:-
:,uan.it 

CROP: 

Seed 
eantitvT 

m.SooR 

Totd!n 
TLta be 

e 

(42 Kg) 

e. 

1Cu~-:iv~­
) 

Sma 11 

.e-,a pirdi 

Lare 

Total 

------------------

2S 5.07 

9 11.67 

1 3.00 
3S 6.58 

-----------------------------------------------

0.'5 

0.87 
0.8S 
0.56 

9 

8 

30 

9 

0.30 

0.67 

C-13 

0.38 

£ 

-
" 

-9 

0.51 

1.o.926 

0.23 

0.6" 

10 

9 
8 

10 

1.26 

2.64 

1.26 

].58 

25 

23 

42 

24 

3.1 

9.03 

].7L 

L.C9 

75 

77 

58 

76 

ilkut 

SMal 
..,ef 

26 
10 

8.46 
16.90 

0.48 
1.75 

6 
10 

0.73 
0.50 -0.5 

0.-'2 5 
3 

1.63 
2.90 

19 
17 

- -

6.3 S]
Sl..'83 

Large 

T---1 

2 

38 

27.50 

11.68 

1.00 

0.4 

4 

7 

1.25 

0-73 6 

0.25 

0.4 

1 2.50 

2.01 

9 

17 

2:5.Z3 

9.7 

91 

83 
-----------------------------------

54 6.70 - - -0.47 - 7 - - -0.51 - - - - -0._7 - -7 - - -1.44 -22 - - ----­5.26 78 

a1 
re 

Total 

9 
3 

76 

14.42 
19.33 
9.13 

1.33 
0.98 

0.72 

9 
5 

8 

0.63 
0.ss 

0.55 

5 

6 

0.51 
0.25 

0.5" 

6 
1 

6 

2.77 
2.09 

1.80 

19 
11 

20 

1i.;5 
17.25 

7.33 

81 
89 

SO 
- ------------------------------------------------------

- - - -



AP?,TEDIX v. 43 

%AGE CLASSIFIED OF TOTAL MASOR S0LD BY WNL*. 
AVERAGE W'M.T-LY SALE 

BY SA.'- LE GRCW'7ERS OF DIFFERENT 
?RICES FOR EACE DISTRICT 

FARM SIZE. AND 

,:R,)P: MkAS,1OR 

Far-.____ __
Srze 

__ _
Apr-i I june Fly Ag. Sept t Nov. JDec. ApriI Mau 

-
-. 

- I-"-':a' 
epDv. . Dec. 

Sma l1 
Raw,]pindi\ edi. 

Larce 
Total 

6 

-

. 
3 

-

10 

-

6 
-

25 

10 

19 
-

50 

62 

54. 
-

-

-

-

-

-
-

-

15 

00 
7 

-

5 

-

13 

-
6 

2/..61 

-

2.61 

261.0 

-

-
261.04 

236.34 

30.00 

.756.O 

2I-.89 

2-L.& 

-
-7. 

-

-

-

-

-

-66.00 

Z35.00 

=.2O 
_3.10 

-

-

-

230.00 

-
21.. 

23-.40 

'-.54' 

22.00 I 
L..­

iIlkcT. 

Total 

Sma11 

Medi Lr-

Large 

Total 
9aall 

, ---

Ta dare 

Large 

Total 

78 

79 

68 

77 
51 

51 

50 

66 

52 

5 

11 

8 

32 

13 
11 

11 

5 

2 

11 

-

.. 

10 

10 

4 

-

6 

1 

-

19 

19 

23 

-

19 

-

.. 

-

-

-

-

-

. 

-

-

-

-

-

. 

.-
-

5-5-

5 
3 

2 

10 

13 

-..-

10 
9 

9 

8 
-

8 

-

-

-

-
-

5 
2 

2 

254.65 180.00 - Z3-0 

24,3.5- 275.OD - . 

. 2. .. -

246.17 212.06 .. 
25.2E 208.102.'.,2!.7 

276.10 236.34 215.8' 

243.51 2TD.00 .. 

2 .1O 20.63 -. -. 

246.1.:- 23D.63 '-,%.24 zzs 

-

.. 

.. 

.. 
--

-

. 

-

-

-

. 

-

-

. 

. 

. 
-

.. 

20.00 

.10 
233.10 

290.LZ -

5.55 -

_72.50 _.50 
:2138 -

5 3 
2 3---

. 

271.05 23J.C0 

- .6iJ 

2-'7.761 

./­

.-77 

-. 6 

0- O 

24:-1i 



- -

APPENDIX v.44 

CLASSIFICATION OF MARKETIM3 CO'ST FCY. SALE TO DIFFEREhrT CIANNELS FOR EA2I-7DISTRICT V.ASOD)R 

PAC ARAT
o'ince Farm 'er - Marketing %AG- KATC{L ARHATIV-r-a
: : o ,veraoe °{,e{1i , ' { '° I Fa.rmetingIa , i FarT 

_st Cs 

ce ,_en %AGE OF RA IET!t , COST1 2 3 4 ce Price
 

I- Nlediu- 63.74 2L.601 - 25 1M.2 1.58 -_ 4- 28- "O-' ­9--Ismdi 3 1 -27 10 1-1-.63- I , ­

jab V jjo -0dicj26[. 740 3 270 L _73 239 
-- I - T I 

ab, .. 63720 12.50- 26 3 128 - -L 101 39.6. - I _ 2 -,- - -I - - - -78EL- 2.0=, 1.4 - -ig - 30Pra r, 1, 2-8 5-- 10 -- ') 1- 20. 00 I15.221 - I q5 4h10st 29 _h26er - 43 300 2-04.78:5.1 P24d1r. e.63 

-Ttal 251. 05 22.721 - 24 4 28 100 L28-332L20.00 1 5.221 - 18 4 36 42 200 1204-781 
I- Preparatpm, Charges 2. Traxisparrtatio, %Charges 3. Ck-traj 4. Coamissioz, 5. Paladdri, Weighii A Chaziger 6. Cost L-f Deduct ioz. 7. Total 



- ------------------- ----------------------------------------------------- ------ ------

-------------------------------------------------- 
------------------------------------

- ------------------------------- -------------------------------------------------------------

APPENDIX V. 45
 

AVERAGE £TORAGE CAPACITY CLASSIFIED BY TYPE FOR SAMPLE GROWERS OF EACH DISTRICT 

CRC': IAS-,.R L'2 Kg. 

Av. Quantity Total Storage z%of Storage Storage_apaciy Stor-e CapaciTv 
FaitersFrmKept for Ca.acity of Capacity Uti- Capacity %age of Capac-y :'--ae ofISiorage a'! Ty-pes 	 lization to Itotl ol I 

total Capacity Itotal. itail 

Sa l1 28 0.96 124 	 0.76 
 102 2 22 18 2.08
 

awalpindi Medium 9 1.97 183 1.08 159 37 2! 13 5.58
 

Large 1 1.13 150 0.75 150 130 - - 33.63
 

Total 38 1.20 
 138 	 0.87 116 
 54 22 16 .17
1 
S-all 26 0.90 124 0.37 12 10 112 90 ­

,.diumMdaikot 10 2.30 88 1.48 
 27 :1 61 69 21.74 

Large 2 1.25 78 1.60 - - 78 100 -

Ttal 38 1.29 112 1.15 15 13 97 87 10.08

H 
-atI 54 0.94 124 	 0.76 
 59 K8 65 52 2.13 

Total ,Vdiun 19 2.14 134 1.60 90 67 4" 33 14.49 

Lairge 3 1.23 102 1.21 50 £9 5Z 51 12.20 

Tcta1 76 1.26 126 1.00 66 52 6C 4S 8.73 

idc,,C r,". pacca bharola, drum/bt)x 
K.- tI-c,, IX. -V, katcha bharutI, and uther 



APPENDIX V. 46 

MARKETING CHANNELS PCOR SAMPLE GROWJ.ERS OF EACH DISTRICT 

District Farm Locaopkeeper age Pacca ArhatiiCatcha Arhati KatchaPacca Total 

Sra I 1 
Siz 

26 74 
- -

-
JBeoparArhati -

100 
Medium 20 80 - 100 

Raw*,alpindi Large 100 100 

ToLal -- 23 77 - - 100 

SrnaI - 2 98 
100 

5ialkot SMediurn - 15 85 -100 1 
Large - 32 68 100 

Total - 7 84 9 100 

Small - 1 72 27 100 
Total - 9 62 29 - 100 

Large - 31 4 65 100 

Total - 4 65 25 6 100 



ADPENDIX V. 47 
AVERAGE FAIN GATE PRICE FOR SA.LE THRX_-i [IFFERENT CHAN%'ELS OF MASCOR BY DISTRICTS 

Village Shopkeeper Vilaize EecDari 
_______ ________________ 

Pacca Arhati 
CRY 

-:cha .'.-.ati 
District Farm Size MarketedPrice Marketing FairnGate1 

Price 1 .:arkeedl' ar.et :.-.P.--.e i eFam Gate'
Price 

;,ar.eted1K.rKetin2 Farm Gatel 
rice 

Markele: ''arke::z!Far Ga 
Price 

e 

- I 20.93 202.93 21L.21 21.58 219.63 -
Rawlpindi -d- 8c.00 - 180.00 263.74' 24.60 239.14 -

Large _ 
_ 

- 220.00 18.44 201.56 - - _ 
Tctal- 18-C58 - 184.58 251.05 22.72 228.33 - - -

-rAI 1 250.00 - 250.00 257.07 - 257.07 ..- --
Sialkot :.ediiL(n 245.00 - 245.00 242-51 - 242.81 - -

I 

Large 

Tctal 245.43 

-

-

-

245.43 

24C 

24L.33 

- 240.00 

244.33 

2---.31 

-

-

-

-

-

-

220.C 

220.00 
15.22 

15.22 
21L.75 

21L.78 

Sr.al I 250.00 - 250.00 237.38 237.38 241.21 21.58 219.63 - -
Total MediUn 245.00 - 245-00 20E.i6 - 208.16 263.74 24.60 239.14 - -

_ 

-
Large- - 240. 0 - 240.00 22C.00 18.4h 201.56 220.00 15.22 214.78 
Total 245.43 - 245.43 227.L3 227.43 251.05 22.72 228.33 220.00 15.22 21U.78 



APPENDIX V. 48
 

PERCENTAGE %.LASSIFICATION OF OUANTITIES TRANSPORTED BY DIFFERENT MO)DE FOR SAMPLE GROWERS OF 
DIFFERENT FARM SIZE FOR EACH PROVINCE 

MASX)R
 

Tractor/Trol Iey Truck B0 ICcks/ }Hcrse Dram., Pack Airnal To-aI 

Farm Size :amel Carts ,-arts 

of of %age,dpeof %aae of cge of %age of %ape of :age -f %pe_oe f %aze of 'ae ofY-e f 
ardFrerS Qty. Famerr Qty. Farmers Qy. Farmers QtY. Farmerb Qiv. F rre r Qty. 

Smal 20 63 80 37 ...... .100 100 
Rawalpi idi Medim ..- - 100 100 .100 1 0 

Large - - 100 100 - - j100 100 
Total 14- 30 86 70 ...... 100 
S wal l -I-.........- - --

Lu 4---- -

Sialkot Medium - - -- - - - - - - - I - -

Large - . - - - - - -

Pja 11 20 63 30 37 ..... 10 0 i00 

Puijab %Mdimi - - 100 100 ...... 10010 0  

Large - 100 100 .00 - 100
 

_ Tcal 14 30 86 70 100 100 



--------------------------- - ------

--------------------------------------------------------------

AVERAGE TRANSPORT COST -FD 7PE.T .VDES FOR SAMPLE 
G.O, RS OF DIFFFP.\?. .'ARV FITv FO.,R WK C0TR"IC 

VA' ,' pb'. ... ):': '' ./&', ! 

Di.tric'. 'Farm , ze 'TacT r/Tr7ley Mruck 

--a1 - 0.16 --

Me di; n 0.-17 
Rawa!pinM
 

Larcie O
 

Total 0.6 0.16
 

Sna i
 

\Med iuI
 

Sialkot
 
Large
 

Totn.
 

Smal 1 0.16
 
'l'tu
L*a 

Medium 
 - 0.17 

[.r ' -02l1 

Towal 0.16 0.16
 

A-I223
 



Y,
APPEV'X V. Snl
 

CLMPONE.NTS OF OPFRATTN 
 ' 
 UT ,U7 TAGCF VAPRET FV'NWTIONMARrF 

.... 
 P../,0 Kq. 

___ _ _ _ _ _ __ _ _ _ _ _Ce 
SLb:ur Rents Pack nl' T_ i. 

Villaqe Be pari 
 1.34 
 0.74 
 0.44 
 2.52 

Punjab 
 Katcha Arhati 
 0.75 
 0.85 
 - .60 

Pacca Arhati 0.93 0.40 0.27 1.60
 

APPENDIX V.51 

AVERAGE STORAGE COST FOR DIFFERENT TYPES OF ACTORS
 

MASOOR 
Provinice I Average Storage Average Storage Average Storage
I Perioci (day) cost per month 
 Cost (Rb.)
-r -- -- - (Rs.)-


Village ieopar-i 36 
 0.33 0.40 
Pulnjab Katcha Ar,at i 

0.d
 

Pacca Arhati 
 35 0.23 0.17 

APPENDIX V.52
 
AVERAGE TRANSPORTATION 
 COST FOR DIFFERENT ,VUDFS FOR 9EC'N!) STAGE M4ARKET Ak"!' ) 

Province 
 Type of Actor 
 Avera e Dibtance tAverdge Tran sport Averaqe 
 ran ,!n.,ri
 

Village Beoparii 
-,


Put Ij~jI'j K i ch i A 'ttt ), 8 .55
 4 
Arha~i 

I Pacca Arhatl j 02 02. 

A-1 2!, 



APPENDIX V-53 

AVERAGE LOSSES FOR DIFFERENT TYPES OF ACTORS 

_________MA5iJI? 

Prov'1ce 

Punjab 

Type of Actor 

Village Beopar0 

Katcha Arhati 

QAverae uaitLityl Average %age of 
cof' LC eb Kg., I Lbeb (%) 

0.115 0.287 

-

Average Cott 
Lobbe (IRs.) 

0.6b 

-

of 

Pacca Arhati 0 03D 0.088 0.19 

Table V - 54 

CLASSIFICATION OF GROSS MARKETING MARGIN 
BY MAJOR MARKETING SERVICE BY 

(Masoor) 

Labour 

:Storage 

Transport 

(Rs.Per 40 K.g) 

Marketing Channels Aver­
-------------------­:age 

I II III Masoor 

3.30 1.78 1.96 2.35 

0.67 0.08 0.27 2.34 

6.40 7.89 9.91 8.07 

Packing 

:Rent 
I - -- - - -

:Taxes 

:Credit Cost 

0.71 

2.07 
- - - ­

0.16 

0.03 

--

1.38 
- - -

0.77 

---

-

0.27 

1.73 
- - ­

1.07 

0.03 

-

0.33 

1.73 
- - -

0.67 

0.02 

Processing 
I -- -- - - -

Net: Margin 

: - - - - - -
Misc. 

6.19 6.19 6.19 6.19 
- ­ - - - - - - - - - - -

128.85:142.00 110.52 127.12: 
- -I - - - ­ : - ­ - - : - - -
1.84 12.78 17.37 10.66 

Total 
--

:150.22 172.87:149.32 
I - I 

197.4P 

A-125 



--- ------------------------------------------------------------------

Table V- 55
 

Summary Table Showing Physical Losses Of Each Stage OF
 
Market System From Farm To Consumer
 

(Ma soo r)
 

!, Percentage of losses 
i ------------------P--rcent-g-I of--0- - -- - -­ ---­

Grower's 
level 

Second stage Processor
market fun-

Wholesaler/
retailer 

:Total 

:ctionary 

:Punjab 0.91 0.18 2.04 0.02 3.15 

A-I 26
 



APPENDIX IB 

2uebt i.tonni r U1J.ed in the Survey 

1. 
 Village Profile Schedule.
 

2. Grower's Schedule.
 

3. Market Profile
 

4. Market Dealer/Other Functionaries
 

5. Rice [Procebbor . 

6. Wheat Processor.
 

7. Pulses (Masoor,. Mung, Mush, Gram).
 

8. Wholesaler Schedule.
 

9. Retailers Schedule.
 

10. Consumer's Schedule.
 

B3-1
 



-------- 

--- 

------------- 

--- - -- - -

vir.Il Pm:r1i'1~rj I'~,c~ 

1. 
 INriVIVW IN'AOHRM'IOIN 
Day Mnnt h 

Jn vr, L Lq .1 t o r ' u Na , , . . . . . .
SuI~rViSor'S 

Nam%!x
 
tlNfr" rd Ph 1n;rl,.rit, 
 . . . .. 

2. CATIONI 
r),'h/V l Itm p. hmNwl I .-....................
 
VI ] l I 11hh111Alb I I N1111Ar t . . . . . . . . .
 
11l*111jf!1/(;o 1l.jh 
 I -.... ......- . .-..-....- ..-..-.-
-

l hN 11/TI I ik;i . 
District
 

2( ) I ''1t'1a ) Vl I I,, l,III) ']1 L,0 1 CuILLVoLoil ijrfqlPl ..........
 ( :I,, 

3. 	 Distance to, 
!ir- r',,rn

Nfarool. T(owrl 	 .tncn 
-------------. 
 -. .. --

Ra i l w a y St a t i o n 
 ........
 
Procurerrnt Contre, Pnqco­
11r °x tl r t 'lo 'r . 0 -rlt r , lf j fI , I ii)4 t IInjj . . . . . . . . IRegulflLt d Man(I

4. AreA Undlor Crolln RhArif 	 -------­19V7 Palbi ]PllT-11n 

Crnp Ar,,' (A, rin 

Pirtr, Tr-ii 

. [ q fl -Uh 


-
 - - -


Y, _1, 1_q29..Kark,,l Act 2[,' 

.Ihopkmr'"rrn Mon. 
IJ.p 8Nuu.	 

1 

Coriuission Agents
S'1 our M- Nos.~ ~ r,~ L~ i~No." 	 n~. -1 , , I. , .­
Rice-Hfusking Mill 
 "0 .~ic.[~ 
 Disance~
'Dal' Making ML11 No. ---- ]'P~ac. L Dstnce 

".
 7-2



() 	 SP. . II. II I, fiy MnnIh 

1. 	 Interview Inrormai ion . 

Inven tiq nto r',PN imp: .................. ...................
 

Supe rv isn r's thim ni -............ ......... .... ......... ...
 

2. 	 ILocat ion 

- Vtllaqr,/nrh mam-. 

- V 1 a q fP/ Il ahas t Niim hl-r -...............................
 

- Tehsj1 ....-: ................................
 

- D intr kc L , -- ----- ------------ --------- ---------

Name 	 o f Hlend o f !'am ily: ..................................
 

Name of Rpspondpnt
 
(If different from Head of F"amily)1 ----------------------


RIlaLionnhtp or rmpondnnt to lnd otto.,mlnlyI 	 ...... .. 

Adult (ahove i0 Years No. fl.] MaI, Adtilts tio. 

Children 
 No. ] MAi Childrnn No. m 
Total, Nn, ] l'nt l Mtnj tlo. 

4. 	 Farm Area
 

Owned Are 
 Acre 	L r-nt-dJ in Acre 

Rented out 	 Acre m pelf Cultivated Ar --( ] Acre
 

5. 	 Croppinq Pattern and Total Prndhlction
 

Give the area and output nf vnrloin, crops ror Ihe last Kharif and 
Rabi Seasons (1987-RR) 

Crops Var i-t.y Arna l'TOTAL IJI I'LII' 

(Aerpn) UniL l,,nnhi,.y
KIIARIF (1987)
 
Rlcm rannmat.l
 
Rice Irri
 

Rice Others
 

Muin q
 
Mash
 

Sub-Total
 

Other Kharit Crops
 

Total Kharil Crops
 

RAIT (1987-nfl)
 
Wheat
 

Gram
 

Masoor 

Stih-'otn I ....... 
 . . .. .. .
 
OnLher Iiat)l Crop*_____
 
Trtal Pahicropn
 

I1- , 



- -

6. 	 Produce liddIc t. ,IIIU L 
Give the produce blmnicu 61h0.t 11( 1i.eu0,1rlll 'LUija tor t.he last Hfoc1On in thefol lwii j 

Crops Unit 
Grouui 

Prt:lii-
I'ay 

IIIiI 
njII 
I, II 

" irl'llAlIuVlI'LJi.l: 
I I I A 111iAl '111I'At I4T " "I)A(," 

)thers Marketed 

Kilu I III IU kj ImuU 1(XI tJtto 

-hadil (1987) 

I 2. . . .. ',_3..... .Th .~:IT i Ui 8, 

Rice Basriuti 

Rice Irri 

Rice Other
 

Mung 
Mash
 

SUB-ULAL

Rabi (1987-W ) -

Wheat 

MaSOOr
 

SUB-'1PAL
 

7. 	StoraqeacliLtes
 
a) Indicate the tyjij 
anti (:il.nvity or1 liirnyjo facil ities 'available to the household. 

Sr.-
N,	 AN ITYSlorl" 'ylo 
 II llt UutiLy 
i ) ~lbci n I 

Pacca i(ymlll
 

b) 	In 1tll 

lII) Katcla Iuo100 
"
 

a) 	 In bq
 
-	 b) In heajit-

b) Are the available storacje facilities dquate for storing produce? 

Yes [ No =1 

If no, indicate the extent of shlorlaqe, 

11-4 



3.. jic,. O)P£PA7[.:IS AND MC')E GF .,LE 
Gi; tIhe r~ae1.31 Zz! Le Cn*-a :es anI Transport Cest for Year 1986-37. 

Type'AtF *"UAMTOTL ror, Y spc~r cusT .ARX-ET1G EXPENSES 

of Obain =OTAL T 
CROP o?er edK&AORs u 

- = I - L• = 
S 1 

:x X I 
1 

Cr 
5 7 1 1 13U 14 15 16 17 

I 
_18 19 

:x 
20) 21 3 24 5 

Rc_ ___I _ 

_ _ __ _ _ _ _ _ ,___ _ _'_ I_ _ _ _ j _ _ _ _ _ I - I 

___ ___ 

I _ _ 

i 
_ _ I __ _ _ _ 

_ _I .1 
__ 

_ _T _ _ 

, 
_ 

T 
__ 

I ii 
_ _ __ 

I ;{ _ __ __ 

-_ _ _ _ 

Wht _ _ _ _ _ _ _ _ [ii __ _ -_ 

Rcei_ _fa__I _ 

__ 

_ 

__ _ __ 

_ 

__ _ 

_ IIIat___ 
_ _ IlLr___ L*__ i ii 

I _ _ _ _ 

_ ____ 

_ _ _ _ 

__ 

_ _ _ _ 

_ _ _ _ _ _ _ _ _ _ _I _ _ _ _ _ _I _ _ _ _ _ 1 

Gim _ _ _ _ _ _ j_ __ I _ _ 

Type ot Mir~ic Actor: I. ViIIliyt Shopkeeoter 2. Vil?4qe Peopdri 3. Paccai Arhati/..h-olesaler 4. Katchai Aa-uti 5. Catchd/PxcJ Arhdti 6. Food DePdrtment 7. Patsso 



--- --------- ------ 

HaonthI1. Interview Information, 

Iu ].
T111YPftlgntorrn Nnm-.i 

Supervisor's Name:
 

Respondent'a Name and 
Addremq
 

2. Locatlon and Stltus 

Place 


A " 
Aren Served (No, of vIlian)

Rao ,,l -t,1l 
II - N0r. t ,ite 

d 
3. Give t~e number or diff'ront type functionnrJcn. 

Code No.I . Knchn ArhtIn 
2. I'iccn ArliIn/Who L snlern
 

3. Kachi/l'outt ArlititL. It IL'kul,t
 
5. Auctioners 


6. Phartn/ItetijlerH

7 , I Iuslt ra 

It,. Ipit iii.11 
9. Chnnper.d 

10. OtherA (speciry) 
4@ Storu~u jeuri 1tt I,,, 

Units Cnpnc It V ;r.Ii 7iIa 

I n Mar ke t .. 

Nrnr Mnrket 

None _...
 

5. Market Charges 

Give pnrticulnrn of 
the market clinrg(e Itxed 
for snle trnnsaction.. 
Ln the
followinR toblel
 

Ihlyors 
 SailersMarket Fee Rate/Unit 

Auction Charges
 

Co mmi n s io n Ch a r g es--'­

Brokerag~e-


SStorage-----

-
 -


Cl.owk.d..ri.............................. ..


Ally l ih', ( apr"'c ly ) 
 ..... 
. .. . . .
 .
 

nl-6 

http:Cl.owk.d..ri


6. 	 Market Rrrover 

(.iVUu w lai),uL LUL .. jvut Ut Lhu tulluWliN aLYUCUlLUCa± pruuut duc~ng 

Naiae oE Produce Unit QudnLity value
 

Kharif (1987)
 
Iii ('. 144!;11611
 

Ric' I rri
 

Nwe COt
I t-r 

j ll 	 Iih.i 

WIlat 

Kri Ioqr 

Sub-jobt ilI
 

'jutaII.l R C rou
 

Grand TPotafl1 	 ___ 

rDrxw Patin~co Provincical IXoI'irc~iutntand/or tx-xl undurtake purchamu/sa1w of 
bliy 	 CUCIN1IJLY in Lhtaj M..ili± 

Yea ~ No
 

If yeai, cjLVa Lhte quantitieu procured (Iurinj 190-88,
 

Item 
 Uni Quantity 

PASScn 

Food DepLt. _____________ 
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SCHEDULE
 

Day Mn
 

1. 	Interview Information Date:
 

Inves±gator ' Naiite; 

Supervisor's Name
 

2. 	Interviewee's Name:
 

and Addresa:
 

3. 	FunctionalGroup
 

Village Shopkeeper
 

Village Beopari
 

Pacca Arhati/Wholesaler
 

Katcha Arhati
 

Katcha/Pacca ArhatU
 

Broker
 

Retailer
 

Pharia
 

Any 	other
 

4. 	Area of Business Activities:
 

No. 	of Villages served:
 

5. 	Years in
 

Business
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6. 

6.1 

DITIES TRADED ON COMMISSION -

Traded For: 

1987-88 

kCc~u~octi 

Rice Basmati 

Specify By
Acuor 1'ype 

No. of 
Cl±nts 

Quantity
(Maunds) 

Commission 
(Hs.) 

Rice Irri 

Rice Others 

Mung 

Mash 

Wheat 

Gram 

Gram Kabali 

Masoor 

Type of Market Actor. 1.Village Shopkeeper 2. Village Beopari
3.Pacca Arhati/Wholesaler 
4. Katcha Arhati 5. Katcha/Pacca Arhati

6. Food Department 7.Passco
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------ ---------------

6. COMMODITIES TRADED ON COMMISSION (1987 
- 88) 

6.2 TRADED TO 

Commodity Specify by 
 No. of Quantity Cominission
 
Actor 'Type Cl lent (Mds) (As) 

:'"~~~~............. 
 .. i... •.. ,. .... . . 

Ri .e Irri 

R ice O thers ..... ...... ..
 

Mung 4. 

Mash
 

Wheat
 

. . . . . . . , . . . . , . . . . . . . . . . . . . ..Grain7 

Gram Kabali
 

M a.,. 

.................
 

Masoor •-


Type of Market Actor. 1. Village Shopkeeper 2. Village Beopari3. Pacca Arhaci/Wholesaler 
 4. Katcha ArhatLi 5. Kaccha/Pacca Arhati
 
6. Food Department. 7 Passco B-10
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.S7. COMMODIT TRAD ON OWN ACCOUNT (1987-88) 

7.1 PURCHASE FROM : 

Commodity Type oA No. ofeVo Iash Price rI HILiil. : ( L . {s l/Muas PJz'/I',n ______ 

Rice Basmatl .. . . .. . . ... . . .. . 

__ _ - ­__ _ _ _ _'__ _ _ _ __ __ _ 

Rice Irri __ __ ______ __ _ __ _' 

I I ---------------- *----

Rice Ochers . 7 n ! 

......... t r .... .. 

Mung ,-t ... . .. . - . _ _ 

. . . .. . . . . . t-... . . _ _ _ _ _.. . . 

r- - - ... ... 
Mash _ I _ I 

F.. .... . . . . . .. .. ...... .... ____ _____ 

Wheat 4. - _ _ i . ' _ 7 . P _ T 

Grm ibl 

Gram ~I..............K
 S
- _ __ __ . . .. i i . ._ __ _ _ %A) 

... . ... . . . . . . .. . ...~~. 

Mri Kaai....... . . .. _ '......_____ ... .. . __......
 

'Iypo of Marke,: Actor. 1. Vii) ace £ho~keeper 2. Vi ilaqe l~eopanr 3. Pacca ArKm.. -/ 
Whoiesaier 4. Katcha Arhatc. 5. :wtcia/ ,_c Arhaci 6. Food Uepuirtwe<nt 7.[as: 

/
/i4 

ii, \ 



- --------------------- --

_ _ 

7. COMMOD-I ES TRADED O';,OAC'CUUNI' (9987 - 88) 

7.2 SOLD TO
 

CoInnnodzty 1q'Pe of ActuL No. Of Volunme Price i Payment Credit
II',q (MLh.) /i~u.,/MLztI
 
_ _ _ ,__ I _ _.. .. _ _ 

-

Rice .- • ... ­ i
 

Masha_ _ - *!. . .
 
-

R ice . .. ..-----.---
Other . .. ...K. . .
 

.. .. .___,'_,__,_,__ I ­ __.. 


Mung ' ___" __"___ .. __ _ __ __ _ .. ... ... 

Mash .. . .. . ... . . - -. . - - - - - _ _ _ _ _ _ 

Wheat ... . . 
*. - - - - - --- " t- ".- , ,.'~ _ 

. . . ...___.. ....___... _. . . . .
. . .__ 
 . ._... ..._-_____.. .. ._t:__... 


Gram
 

II 
 .. .. ... ___.
 

. . . . .. . . . . . .. . . ._ 
 . . . .
 _-_-_ _ _ __-_-_-_ _ __..

Gr.ir 
_ -

.,, -. [1 .. . 
_ 

Kabal. .. 
 _ _._. 

1 - .. ._ _- . . .. . __ _ _ _ _ ........ . .........
 

Masoor "7 -. 
 -!
 

Type of Market Actor. 1. Villacie Shopkeeper 4. Village Beopari 3. PaccaArhati/Wholesaler 4. Katcha Arhaci S. Kcchli/Pacca Arhati 6. Food Deparcuent
7. Passco 
 8. Reailer 



7(c ) .kA ,:M1, -- L8 

COMMODITY UNIT QUANTITY AVEAGE *NAMEI& ADDRESSO FSDTHE MARKET 

PICE ACTOR TO WHOM SL 

_ _ _ _ I, . , 

... ........ 
 . .... 

1. * Six number of most important buyers (Market Actors)
 
of each type for each coirnncdity, who purchased 500 Bags or More.
 

2.** This will i.nclude sales on com.nission and also those on own Account.
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7 (d). Selling Operations
 

Give market costL deducted by you from the sale proceeds of the 
sellers in the following table pei Rs.100.OC 

Coiurision 

Wheat 

RICE PULSES 

Basmati Icri Common Gram Mascor Mung Mash 
370.. . .. . . ._ 

'Palladari -

Weighing 

Changrai 

Any other 

TOTAL 

8. Business Cost for (1987-88) 

a) Operation 

i) Management 

Shop Manager 

No:. Monthly Cost 

(Rs) 
Annual 
(Rs)­

- Clerk (Munshl) 

- Labourer (Permanent) 

- Labourer (Temporary) 

SUB-TOTAL: 

i) Rent of Shop/Rental Value: 

ill) Other Charges: 

- Gunny bags 

- Electricity 

-Telhoe no_____ 

- Taxes 

- Entertainment 

- Any other (specify) 

SUB-TOTAL: 

A 

--­

--­

..... 

_ _... . .. ... . . 

..----.. 

...... 

..... 

. .. 

TOTAL (i) + (ii) + (iii) 

H1-14 



-- ---- 

b) Transportation Costs (1987-88)
 

comoditYl.unitsl 
 -. T-r -a n s 0a-t-_ t-s­0 r a-n. -&.-C.o.s 
Railway Truck Tractor --BulockI Pack Any other
 

Trolly Carts iAnimals 
(Baqs s- Km . Rs Km Rs Km Rs, Km Rs. KmRsl Km
 

'Rice 1 m
 
- - - - _.---_.­ung 

- - - ­-


Mash
 

... ... 
 == '....i ...- .... - = ; 
_. =
 

Wheat
 

Gram
 

Masoor
 

Total
 
. . . .. - " ,... .... .. .. . " =.".
. ... . ­. . .
 

11) Octroi Charges:
 

(Total) Quantity Octroi Paid
 

Rice
 

Mung
 

Mash
 

Wheat
 

Gram
 

Masoor
 

c) Storage 

Produce Quantity Period of Rent/Rental Fumigation Labour TOTAL
 
"(Units) Storage value of Cost 
 Cost Cost
 

(Months) godown(Rs) (Rs) (Rs)

(!)_______•_(_ )-- (2) (4) (5) .
 

Rice
 

Mung ' "
 Mash . ']- ..._ " " .
 
.ea .... ..........Wheat IL i171 

..... 

..... .. ___ 

Gram 

1111111. -Masoor ... - ... 

Tdtal
 



d) Losses in o.xra,.o. (1987-08.) 

Lu:3i duLJr LL0II[-0JL UL LIUI) KU/bdy 

e) 

f) 

g) 

Losses in Storage: 

) IIIjUCLU cALLaCh KG/[, U 

II) Drying KG/bag - . ......... 

iii) Any other TOTAL KG./BAG .... 

TOTrAL: . .. .. 

Credit Costs (1986-87) 

Mark-up (interest) on capital: 

Mark-up (,nterest) on working capital: 

Amount borrowed for fixed capaital: Rs. 

Average monthly amount bomowed as Rs. 
working capital 

Amount of credit given to growers: Rs ..... 
14,-l tv if lIi ,l.,lcirmo ,ir, di] I11i. .. - ...... 

. . 

9. Total Business Costs: 
a) Operation 

b) 

c) 

d) 

e) 

Transportation: 

Storage: 

Losses in Operations 

Credit Costs: 

TOTAL: 

10. i) Turn-over of specified commodities 1987-88 

Commosiry Unit Quantity Value 

Wheat 

Rice Paddy 

Gram 

* ----- ---

Masoor 
-------------... .-

Mung 

Mash 

Total 

1) 'Jlul 'l'urn-uvu oL ii.1 'uI11I10tiLt.uu LrmudLJCLUtd duriny 
1986-87 = ...................... Manund 

Value = Rs. 



-----------------------------------------------------------------------------

-------------------------------------------------------------------------------

--------

RICE PROCESSING COSTS
 
Daet Mont
 

Interview Information,
 

Investigator's Nam
 

Supervisor's Nam.
 
NAnwIof M llI Mnna rr/1tr-,tijw )nr , l .. 

A. InLroduction
 

1. 1) Namp And Addronn oF 1-hp Mill .....................................
 

il) Yenr of rnstbllshment:.---------------------------------­

iL) Year of St rrrnq Crnninrrinl Pr)du-t iont -------------------------­

2. Type of Milli Chnkk/litlillr 
 [1 Sh13lr 

.Pmi-modern with rubbr roll huller [1 Modern Mill 
3. Source of Supply of Main/Machinery: 
 Local = Imported 

If im p ort e d, gi v e nam e and or i gin of slippli e r s , -----------------------

B. OrganLzation
 
4. PiPnei Indic-ntn bilow Hhl orcnnizmli.on linnin of th Milli 

Public Limited 
 Private Limited
 
Partner-tip 
 Individual Ownership
 

C. 5. 
Give the value of fixed nnsets,
 

Land 

C-----
(M. Rs.)


Ruildinq 
 ------(M. Rs.)

Machinery 
 ------ (M.Rs.)
 
Other Fixed Investment 
 ------ (M. Rs.)
 

Total, 
 ------ (M.Rs.)
 
ID.Capacity
 

6. Give inntallrd cnprtrty for millinq in I:rmn ofrPaddy 
for thp lnst yer
 
on 
the basis of three shifts per day ---------- Tonns.
 

E.MIling Oeration 

S 

7. Give duration of milling operations for 1987-88:
 

- Number oe working days 

- Number of shifts utilized -------­

(II t ftintin lIly nf I'n 1, ,I11l
v 
v IIIill ill rI rrilrellit aRit,il t.15. 

~~~1087 
- 1988
Il J1.,.-n - inr r i 
- --

e r 
-- -' m, I t)lh 
 Tin 1
o :c 

Own Accont 

1..7
.e
 

Gv e r nme nt 
 A c con t .. .. 
..
.
Other Peirties .... .
 
11TMAt',
 

http:orcnnizmli.on


)(i P2LYa rdy [prrrnrt-rlTrI 

Give the quantities and 1a,1ns of differs-nt varieties of rice procured
from dtfferent sourcns frr n17fl-R 

Source Rin~ma i 33' Bsm1a LUnit Qty. \lalmy Vy350 Oty I r r i V 17VIIIaI, LIF '/a1[}aliir anO-y. l:hr To :a t u 

Other Markets
 

Dirpct from

r'11"wo ri 

Centres
 

Any Other
 
'ren I 

9. (i) Purchnne 

Give the qunntLties and va li of rice mi lnd 

Unit Ouantit:y r'[rcn/ Co0t: of Market nrokraqe Total Averaq Cos­

; P aqqn fee (IF Paid) Cost rnr unit 

1prm1 Mnrkml. 

Other Markets
 
Direct From
 
Growers
 
Food/Pasco
 

Any ry .(rnt Ot:hnr .. 

Totl: 

10, (A) Gi v thil annual I n l1 11no rt r' by plrorlir r n, 

1907 - 1988 
fllI t1 1"l-fatll I naflfll'a t I rrI ( th1r Tot .)

J/( 385 Varirtiesll~~.r.1 DIv 

131 (50-75%) 
132 (25-50%) 

n.i('r'l ow 25%)
 

Total Rice
 

l ran
 
llusk
 

b) Give the annual output selaor (parhn lIrd) rice. 

Sela 
 -roken
 



-------

-------

-------------

---------------

--

11. a) Transortation UnLi Ii FIP1 1 1n11 lItlahiye OctroL Unloading Total Cost 
Loa i n oI 

(1) (M) (3) (4) ((32)3±4) 

b) Storage Costs Units Pr in) oI PenO/Rental Fuinigation Labour TotalStoraqe Value Cost(I) (?) (3) (4) (23+4) 

12(t) Oea n,(ot 

1987-88 
a) Direct (Variable)
 

I) SalarLes and Wages
 
ii) Contract Labour Clharqes
 
Ili) Electricity/nercy Charq:s
 
iv) Telephone ------­
v) iHepair and maintenance 

vi) Other miscellaneous 
 Costs ------­

Su;ib-Tot al :-----­

b) Direct (Fixed)
 

i) Salaries and Wages 

it) Administration­

ili) Rent, Rates and Taxes
 

IV) Miscellaneous Costs
 

Total O[c.rat inq Costs: -------

Ii) In case of Parboilinq opetatiorns qive the processing cost Eo parboiling
 
(sela) in the followinq table.
 

1987-88 (Rs.)
 

a) Direct (Variahle)
 
i) Sa lo r iv,. , ,V ir': . I, 

i) Cnnlrart rla.br ('harlrv;
 
iLI) Gunny Bags
 

IV) F: I cl-r ('II 
 y/I:nti ,ly ('hI-li-
v) tluskinq Charqes -:-
VL) MIP,-pair & MainLtnanc:e incluiiinq spare
 

and Stores
 
VIi) Transqj rt Expnoncs 

VIL L) th (.r Mi icu.1 IdIII"(,tlI (.'();t! 


'IIthAI,-

Itl l'I 



1) Interent on .all al
 
iL) Interest on workinq capitaI
 

'() a - ­

14. Depreciation 
on Machinery
 

Dtpreiat-in of machinriry 

-

qulrmi nt and Rluildlinqs
 

15. 
 r o_ in 

Weight Value 
Kq. Rs.
 

i) .toraq- (Crains and Dal.n)
 
££) 'ranszortation (Crain:; and D---)­
iI) Wosss during processing 
 .....
 

16. 	Snilps IteVelMlp
 
a) Give the Sales Revenue [or the 
 last ynar fordifreront varieties of Rice,
 

1986 -1987
 

I,
kn it Value
 

J) 	!10;0r, ,)1 ':CP 

11) Free ota e
 
[load_rice 370
 

ll-ad rmro,
 

DI 370
 

R3 370
 
b)I WeIp ICce
R 

B2385
 

113385
 

Pi1n hoo ,;
 

[Iran
 

Ihlnl
 

b) 	So].a Rice
 
..­i ale to Rr (___ 2_rp
 

ii) Free Qu t .a_]
 

linad Piro
 

-- -- . ,.nroken Rico
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-- - ---

1987-1908
 

II. Irri JPce 	 U dItIt ValUe 

i ) Sale to q.':Cp 

SUpeior (15% broken)
Fair ave raiq ,,qw,Iit (1U ,ytL 

ii) Free Quota Sale
 

B2
 

Bran 


Husk 
--- '-	-'
 

Total-:
 

GRAND TOTAL:
 

16. 	(b) PetaLloof Sl(,n 
Only those sales be record when weight is 500 bags or more 

ProdcLu I. 
 Pariod 	 QuatiLLy 
 'ric±tb - roducts of Sale 	 cauh ur Nailn,and Addreadin ba.s 
 r unit 	 Credit Sale 
 to whom 	wold
 

17. Give the annual revenue from milling operations carried out for other clients.
 

CLent 
1987- 1988 

Government 
unit Qauntity Value 

Other clients 

Total: 



-----------------------------------------------------------

--------

WIIrAT PI(CrIr! IN(; COSTS 

Da Month
Date: L._.. 
Interview Information: 

InvestiqatorIs Name:
 

Supervisor's Name :
 
Name of Mill Manaqer/Respondent.-----------------------


A. Introduction
 

1. i) 
 Name and Address of 
the Mill!----------------­

11) 	Year of Entablishm p nt: ..
 . . . . . . . . . . . . . . .
 . . . . .
ii) Yer of nb~ismen------------­
iii) Year of Startinq Commorcial Production:---------------­

2. 	 Type or MIllJ
 
Traditional Chakki 
 P4lodern Grindinq Plant 
11 Roller Mill E2 

3. 	 Source of sumly of Mrln/Micinry: 
 Loca 1=] Imported [ZI 
If imported, qivp name and oriqjn of Slpphleri q -----------------------


B. OrganizatJon
 

4, 	 roemns inrlenti, 
hnw HIhOrrqVI-nlon bais 
 of the Mill:
 

Public Limited 
 Private rmltd
 

Partnership 
.
 Tndividual Ownership
 

C. 5. 
 Give the value of fixed assets:
 

Land 

(M. Rs.)
 

ntlilllnq 
 ------ (M. Ps.)
 
Machinery 


(M. Rs.)
 
Other Fixed Investment 
 (M.Rs.)
 

Total: 
 (M. Rs.)
 
D. Capacity


6. 	Give installed capacity for milljnq in terms of wheat for the last yee:
 
on the hnnin or 1-hrr 
 nifrln rwr ,ay:---------- Tonnes.
 

E. Milling operation
 
7. 
 Give duriLiatn of millinq ojerations for 
1987-8n:
 

- Number of workinq days 


-
 Number of shifts utilized -------­

8. 
 Give the quantity of wheat ml]ed on different accounts.
 

Unit 
 1987-88
 
On Own Account
 

On Government Account
 

For other Parties
 

T 0 T A L:
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___ 

9. Wheat Procurement Costs
 

a) Purchases: 

Local Market
 

Other Markets
 

Direct form
 
Growers
 

Food/Passco
 
Centres
 

Any Other
 
(S cif
 

Total 


Gv I lIi qunnt iI inn rindvl iti nf whn-II mi I l(d 

tillI t Q1inI I ' I ((: IrtIco( if K rk I-t Brok raqo Total Averagea n 
1-r fBaqr F e (ifpaid) Costs CostsUnit 

e
e, unit
1 2 3 -4 6 7 8 

9. b) Give the quantity of wheat procorsed in the last year: --------------­
10. 
 Give the annual output of flour and other by-products of wheat milled on
 

own account
 

i) Flour
 

ii) Maida
 

iii) Fines
 

Iv) Suji 

By-Products (refraction (i) 

11. Processing Costs 

a) Transportation
Costs Units Fillinq & 

Lorloa q
(1) 

b) Storage Costs Units 
 Period of 

h:
iiitit 


-).(2) 

12. Operating Costs:
 

a) Direct Variable
 

i) Salaries and Wages: 


ii) Contract Labour Charges: 

iii) Electricity/Enerqy Charges: 

iv) Telephone: 


v) Repair and Maintenance: 


vi) Other Miscellaneous Costs: 


(Specify)
 

Total 


P-23 

Unit 1987-88
 

Ilalilaqe Octroi Unloadine Total Cost
 

(2) 
 (3) (4) (1+2+3+4)
 

Pnn/Rontal Flmiqat-inn lahoujr 'btal
 
V.1 II Cost
 

(3) (4) (2+3+4)
 

Rs-...................
 

Rs....................
 

Ps-------------------­
s
 

Rs....................
 

Ps....................
 

Ps.
 



--------

b) DtrecL (["ixe(|) 

1) Salarips and Allnwallrp 

LI) Administration 

ILI) Rent, Rates and Taxes 

Iv) MIS(C1 laneno; ('most s 

Total Operating Costs:
 

13. Financial Costs
 

i) Interest on capital 
I1) IIilm'lti:,Icm11 \inxkll I ml~l,iI 

Tlotal: - - - ­
14. Depreciati(ronOn Mchiliry
 

Depreciation of Machinery
 
Equipment and Buildings:

I 5. Ii[ii!,,':cl ,j 'j',, i ,,iI.iii 1

(Kq. WeiyhL) 

(Us. Value)
 

1) Storage of wheat
 
Li) Transportation of wheat 
 ..........
 

iii) Storage of atta 
IV) Transportation of atta 
v) Losses during processing 
 ........
 

Total Cost
F. evenues
 

16 a) 
 Give the sales revenue from flour and other by-products for wheat milled
 
on own account.
 

Corrodity 
 Unit 
 1987 - 88 Period of Average

Quantity Value 
 Sale No. Price per
 

s of Month Unit
 
I) Flour
 
ii) Maida
 

iII) Fines 

iv) Su'i
 

By-Products i)
 
(Refraction
 

iii) 

Total2
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16. b) Details of Sales 

Products and Period or Pric, (,hhor e 

Ry Prnducts Sal I 0:. L i-IMY r 1cin hnqs pr 

____ _(1]. Vg.) i t 

Cas orNameiCrrrlt 
Sale 

and Address 
to whom sold 

*Sales o[ above 50 tons (50 haqs) to he recorded only.Ofho!-
17. Give the annaul revenue From milling opprations carried out for other clients. 

(-I eutI )nI I 
unit Quantit Value 

(Thnvprnmnnt 

Siqnature of the Mill Manaer/Rspndnt eordedony.--.


Siqnature of the Interviewer: -------------------- Date: --------­



----------------------------------------------- 
-------------

PRCfcs51 N COSTS- I,,rn l~rNC, MAf;ib MA!1OoR . CRAM) 

t [ Month 

Intorview Informnation: 

Investigator's Name:
 
SupervLSC's Name t
 

Name M eof Mi l l a na g e r / Ri po n den t . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 
A. Introduction
 

1. 	 i) Name and Address of thp Mill:
 

ii) Year of Esta bl shmont- ­
iii) Year of Startinq Commercial Production:
 

2. 	 Type of GrLnder ni, --------------------------------------------­

3. 	 Source of Supply of MaLn/Machinory, 
 rxocal =- Imported -
Tf imported, qLvp nanm and nriqzn nF ruppi ern ........................
 

B. Organization
 
4. 	 PlIPno indicnitr hilow hs, nrrinnznl inn hnnin of the Mi]ll, 

Public Limited 
 Private Limited
 

Par Ln'rii, [--- In lividual ()wnerahip -

C. 5. 
Give 	the value of fixed assets:
 

Land 
 ------ (M.Rs.)
 
B u ildin g 
 ------(M. Rs.)
 
Machinery 
 ( . Rs.)
 
Other Fixed Investment 
 (M.Rs.)
 

Total: 
 (M.Rs.)
 
D. CapacIty 

6. 	 Give installed capacity for millinq in terms of whole qrain for 1he last
ynar on Ihin h 9.riif i t,, i::
(i 111t', "'. 1v------- .---Lr onns. 

E. Procesinq Opraions
 

7. 	Give duration of 
prnrnnsnq nmNraf-inlin
 

-	 Number of working days
 
-
 Number of shifts utilizod
 

8. 	Give the quantity of 
whole qrain milled on rlifferent accounts
 

Unit ['19A7-88
 

On Own Ar's"n-stnt.
 

On Government Account
 

For cther Parties
 

T0 T A L:
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9. 	 a) (W) Grain Procirmont Prni.i wnn 

Give tho quantiticps and vwilnn, or dliffnrpnt grains procured from different 
sources for 	1987-8R
 

SniIrcn [I I- __i 

1 fi t 
____MAg",X) 

I - V I t 
TRYrArV 
Y. __ I__ 

Local Market 

Other Markets 

Direct from 
Growers 

Any other 

TOTAL: 

(it) 	 Purchnson 

Give the quantittis and value or pulses milled. 

Unit Quantity Price/cost of Market Frokraqe Total
unit: IFlaqs Fee I(if paid) Costs Averagecosts 
(Ps.) ____ ___per Unit 

2 3 4 6 7 8
 
Local Market
 

Other Markets
 

Dirpct from
 
Growers
 

Food/Passco 
Centres
 

Any Other
 
(-jpcify)
 

STOTAL: 

h) 	 , Ivn thr qrlant jIy ' ror whol qra in rrnr'rrI. 

Maunds
 
Item 
 19R7-19RP 

Mung
 

Mash
 

Gram 

Masoor 

Total:
 

10. 
Give 	the annual output of pulses and by-products.
 

Mnunds 
Item 1987-19H 

Mung 	dal washed
 

Mun 	 dal unwashed
 

Mash 	dal washed
 
Mash 	dal unwashed
 

Gram 	 dal 

Masoor dal
 

Sepd-cover
 

Any other by-products 
(sTecify)
 
TOTAL : 



-------

--

11. 	 a) Transportation Uniti Fillinq 


Loadi nq

(1) 


b) Storage Costs 
Units 	 Period of 

Storage 

(1) 


12. 	 Operating Costs
 

a) 	 Direct (Variable)
 
1) Salaries and Wages 


11) Contract Labour Charges
 

III) Electricity/Enerqy Charges
 

iV) 	 Telephone 
v) 	Repair and maintenance
 
V) Othor 	 mi.';c ,'el (') ;;.laneoii; 

b) 	 Direct (Fixed)
 

I) Salaries and Wages
 

1i) Administration
 

III) Pent, Rates and Taxes
 

IV) Miscellaneous Costs
 

13. 	 Financial Costs
 

i) Interest on capital
 

11) Interest on working capital
 

14. 	 f'rE ta ~ii iI1. 

Depreciation of machinery
 

p 1 1 It1"1111 illld ill1 I I IIi I 

15. 	 Losses During Operations
 

i) 	 Storage (Grains and Dais) 
IL) Transportat:ion ((;rlaans aild I-)--
LiI) Losses (utr iair[,rr)roP;n in' 

11-28 

laula9eH 	 Octroi Unloading Total Cost
 

(2) (3) 
 (4) 	 (1+2+3+4)
 

Rent/Rental Fumigation 
 Labour Total
 
Value 
 Cost
 

(2) (3) (4) 
 (2+314)
 

Sub-Total:------


Weight Value
Kq._ Rs__z 
_s.
 



F. 

16. 

Sales Revenue 

(a) Give the sales rpvnnun from rliffernn- typ of pulsrs For own arcount 

Pulses 

Mung dal washed 

Mung dal unwashed 

Mash wa!dhe__ 

Mash unwashed 

Cram rh 

(init 

981 

I)i1nt-iy 

NMI 

Va1iir (Ps.) 
Pprid of 
'a1o flo. of 

Mont h 

Average 
Prtcr per 
UniLt 

Ma, or dla.l 

Se.ed cover 

Any other by-product 
(specify) 

Total 

L6. (b) Details of Sales 

Only thn r- [i, s bn rncr,1 wb'ii wr'plll I . r0 01 Ivir. nr lrirf, 

Procts & 
by-products 

Per i1od 
of Sale 

Quanthly 
Ln hasqr, 

Prico 
per untt. 

Cash or 
Credit Sale 

Name and Address 
to whom wold 

17. Give the annual revenue from mLllLnq operal.ions carried out for other clients. 

Clipnt 1987- 198C 
.....~... ~ 1ly V-,I inoV Im 

Government
 

nLhrr cl LonLs 

Tota]l
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Day Month
 

WHOLESALER
 

1. 	Interview Information:
 

Tnvestiator's Namn-:......---------------------------------------------------------


Siirx rv,!7or'r, rn.ni. -. - - - ---- - -- - - - - - - - - - - - - - - - - - ­

2. 	Interviewee's Namo and Address: ----------------------------------------------­

3. 	Functional Group
 

Vllaqe Shopkeprr Vj1nq nnopari
 

Pacca Arhati/Wholesaler [7 atcha Arhati. 	 [--­

Kat.cha/Pricca Arhal [ Itrkr['. 


Pnta ler 	 I',Iar In-

Any 	Other (Srpriy):--------------------.-----------------------------------------­

4. 	Area n F iin nor ,nut ivilt-in, 

No. 	of villaqe served:-------------------------­

5. 	Ycar in RIislns:---------------------------------­

6. 	Selling Operations
 

Give market costs deducted hy you from the sale proceeds of the sellers in the
 
following table per Rs. 100.00
 

Pi~char'Cr'r'm 	 Octroi Any Totnl-PalIa-Wegh-Chnq-
Cnmmnd I ta Other
 

unit
 

Pice Ra!;maLi (broken) 

Rice Ordinary (whole)
 

Rice Ordinary (broken)
 

Atta
 

Ma Lda 

Suji
 
(;ram (whole)
 
Gram (dal)
 

Kahali Gram (whole)
 

Mung (whole)
 

Mung dal unwashed
 

Mu~nq dril wnshrdl
 

Mash dal washed
 
Mung dal unwashed 

Masoor (whole) 

Masoor dal washed
 

Total:
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---

---

---

---

---

---

---

7. Business Cost for (1987-88)
 

a) Operation
 

j ) 	 Management rio. Monthly Cost (Rs.) Annual (Rs.) 

ShoJ Mal lh!c 

- Cletk (MulshL.) ­ -


-
- Labourer (Permanent.) 

- Labourer (Temporary) 


TOfAL: 

ii) 	Rent of Shop/Rental Value:
 

111) 	Other Charqes:
 

- Gunny baqs 


- Electricity 


- Telephones 	 --­

- Taxes 

- Ent or ta i ninpnt 

Any oLher (specely)-
Sub-Total ---


TOTAL (k)4-(ii)+(Ii)
 

b) TrdllSpo LtdL tllll Coj',L ( [L9S /-111 

Commod ties oty. 

TRANSPORTATION 
Railway Truck Tractor

trolly 

& COSTS 
RuIl]ock Pack 
carts animal 

Any
other 

R_s. 1Km. Rs. Km. Rs. Km. Rs. Km. z. Km. RIZ m. 

Rice Basmat (whole) 

Rice Basmati (broken) 

Rice Ordinary (whole)_ 

Rice Ordinary (broken) 

Atta 

Maida 

suji 

Gram (whole) 

Gram (dal) 

Kabal Gram (whole) 

Mung (whole) 

Mung dal unwashed 

Mung dal washed 

Mash (whole) 

M1.h rkal w:i,'i_­ .. 
Mung dal unwashed 

Masoor (whole) 

Masoor dal wa.jofd--

Total: 

It .I I 



-----------

c) 	 Storage 

0uant I ty pol )(I(of Iett /Rnted Fuwi(lation l,abour Total Cost 
PRODUCE (Units) Storaie value of Cost Cost 

(mont hs) Godown (Rs.) 
,1 3 

(Rs.) 
4 

(Rs.) 
5 6 

Rice Basmat (whole) 

Rice Basmati (broken) 

Rice Ordinary (who]() 

Rice Ordinary (broken_ 
Atta 

Maida 

Suji 

Gram (whole) 

Gram (dal) 

Kabali Gram (whole) 

Mung (whole) 

Mung dal unwashed 

Mung dal wauuhd' 

Mash (whole) 

Mash dal washed 

Mung dal unwashed 

Masoor (whole) 

Masoor dal washed 

Total: 

d) 	Losses inOj rati on (l9n7-1Rn) Wetgh t_ (Kg.) Value (Rs.)
 

Losses duringgr dl j|i t.aL un 

Losses in storage: 

i Insects attack 

iL) Drying
 

iii) Any other
 

Slih-'nl11 -------------------------

TOTA L:---------­

e) Credit Costs (1987-88)
 

Mark-up (interest) on capital:
 

Mark-up (interest) on working capital:
 

f) 	Amount borrowed or fixed capital: Rs.
 

g) 	Average nnthly amount burrowed as
 
working capital RS.------------------------


Amount of credit given to others: Rs.
 

Rate of interest charged: RS.
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8. (i) Turnover of specified 	coimodities 1987-88
 

Products 	 Unit Quantity Value 

RLce BasinaL (whole)
 

Rice Basnati (broken)
 

Rice Ordinary (whole)
 

Rice Ordinary (broken)
 

Atta 

Maida
 

Suji 

Gram (whole)
 

Gram (dal)
 

Kabali Gran (wholte) 

Mung (whole)
 

Mung dal unwashed
 

Mung dal washed
 

Mash (whole)
 

Mash dal washed
 

Mung dal unwashed
 

Masoor (whole)
 

Masoor dal washed
 

Total:
 

(ii) Total turn-over of all 	 commodities transacted during 1987-88 (Rs.) ........
 

9. Details oL Sales (1987-811) 

Commodity Unit Quantity 	 Averaqe Name and Address of the Market Actor
 
Price to Whom Sold
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----- ------------------------------------------------------------

I TI t I
 
Day Month
 

Date:
 

R E T A I I,E R 

1. Interview information:
 

Investigator's Name:
 

Supervisor's Name: ................
 

2. D istributor's Name and Address: ........................
 

3. Average monthly auantity 	purchased and their purchased prices. 

COMMODITIES Unit, Qty. 	 'sourcp Dis- PirniavP porta- Iland- Octrol Any Total Cost 

of tinrn rlr/ tion ling Other Cost Per 

Supply unit Charges Charges Unit 

Rice Basmat (whole)
 

Rice Basmati (broken)
 

Rice Ordinary (whole)
 

Rice Ordinary (broken)
 

Atta
 

Maida 

Su ii 

Gram (whole)
 

Gram (dal)
 

Kabali Gram (whole)
 

Mung (whole)
 

Mung dal unwashed
 

Mung dal wa;hed
 

Mash (whole)
 

Mash dal washed
 

Mung dal unwashed
 

Masoor (whole)
 

Masoor dal washed
 

Total:
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C 0 M M 0 D T T I R S (Int Ollnnt-ty nlo Prcr Dr-rc 
_!,old Per unit 

Rice Rasmat (whole) 

Rice Basmati (broken) 

Rice Ordinary (whole) 

It 'I COH nMty (Inok'Li) 

Atta 

Maida 

Grnm (whole) 

Gram (dal) 

Kabali Gram (whole) 

Mung (whole) 

Mung dal unwashed 

Mung dal washed 

Mash (whole) 

Mash dal washed 

Mung dal unwashed 

Masoor (whole) 

Masoor dalLwashed 

5. Operational Costs: 
Total Monthly Cost 

llired labour Rs. -----------

Shop Rent Rs. ------------

Electricity Rs-
Telephone Rs------------

Tax Rs.-----------
Other (ifany specify) Ps.-----------

TOTAL: Ps.----------­

6. Credit Costs: 
Per Year Per Month 

Interest on capital (ps.) 

Interent on working cnptlal (pn.) 

TOTAL: 

7. Losses Per Month 

Weiqht Kg. Value Rs, 
Storage 

Handling 

Others 
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8. Value of Losses:
 

Commodities Loss per unit (kg.) 'alue of Loss (Rs.)
 

Rice Basmat (whole)
 

Rice Basmati (broken)
 

Rice Ordinary (whole)
 

Rice Ordinary (broken)
 

Atta
 

Maida
 
Sujii
 

Gram (whoi__
 

Gram (dal)
 

Kabali Gram (whole)
 
Mung (whole)
 

Mung dal unwashed
 

Muno dal washed
 

Mash (whole)
 

Mash dal washed
 

Mung dal unwashed
 

Masoor 'whole)
 

Masoor dal washed
 
Total:
 

9. Revenue (Sales per Month
 

'lur nuvr In Unit VaJue (Rs. 

Value of sale of all commodities
 

Value of sale of specified
 
commodities 
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1- D : I - - I 

Ourstir)nnare ID:CONSUMER's SURVEY 
Da_ Month
Da t ° .I 
9y 

Interview Information
 

Interviewer's Name:---------------------------------------------------


Suporvisor 'n Nm r: --------------------------­

3. 	Who mikos '1cision about the quantity and quality of food items
 
bought by the honsehold?
 

Head of the Household HIouse-wife
 

Any 	other (specifiy): --------------------------­

2. 	 i) Name of head of the household: --------------- S/o 

ii) Name of Respondent:--------------------------------------------­

ii) Address: ------------------------------------------------------­

iii) Age of hinld of t ho hounsehold,! --------- Year 

iv) Educational Status: 
Illiterate Upto Matric Above Matric 

- Head of Household -] 

- Housewife 	 F-1 Eli 
V) Respondent: [lead of [ House f Other
 

Househo ld.- Wife Spec fy
pe -­

3. 	Size of llonsrhold: 

Adult (above 10 Years) No. Male Adult No.
 

Children No. Male Children No. Z-

Total: No. [ Total Male No. j 

4. 	1) Occupation of head of the housrhold: 

ii) Total Monthly Income Rs.: In cash: ------- Tn kind: R.--------­

iii) Monthly Expenditure on Food Ps.--------------------------------­

iv) Total Monthly Expenditure: Rs.---------------------------------­

5. 	 Is there any family member go abroad?
 

Yes 	 No.
 

If yes,
 

Duration of stay abroad: ---------- Years
 

B-37
 



. ) 	 Consumption f S rct It, 0(rCm IP ,] Ir"m rid 

Item(FWIT-h 
ItemsCons 

y 
uwed 

11"1!7rIM, 
lr tcp - PUCHtASESto 

i) IIL l ia.nd pn kI. h nrl yiny WrOt,r i,mrlIn hlyr oide 
Maica (akeA Prodc-
S u j L 

R c, Basma t j M nle --­ -­ - -
Rice Basmati Broren , v wiTd0n y Woole 

Rice Ordinary Broken 
Gram Whole
Cra-m -Da]1 
Kabalt Gram Whole 

PalD 	 Washed-Mash 	Whole
 

, i li asFTe 
Mash Dal Unwashse* 
'ma )FJ W d 

Adn
Masoo Whole 
Masoor Dal Washed 

Dal1ya 

Tanduri Roti (TIos.) 

Nan (Nos.) 
Dob? Rot I (Nos.)T 

B) 	 Wheat 
Paddy 

11) 
 Tn ra.sP wheat and paddly Is iucan/ntln
n qriin form. PlIsin provide
the followinq informaton. 

CrrmmodItI PS snJRcE opF lppl,y 
 In caneiof MArknt 

Fam M~et-r.v CILher (SPY) Purchase
 
Wheat 
 (ricem d)
 

Paddvy 

7. 	 WhAt fvratturns//rtnr.snrro kcril in mind nl i ,,v or p~urr,,-n for Lhn fnj lowingcommodities:
 

ConmodI t I s 
F.F ATI 11p., ACTnp R 

;71 .' '7 .I,:,,,.[I .,d ,,.l .,,,,,,],G,r4 ll,,,l 
 -Ta .-
ij-A~y other 

PA)Attaa (Wheat Flour) 
Mitda(Paknd Produrctr) 

Rice Basmati Whole...
 
Rice Basmat zBroken 
 ... 
Rice Ordina rq.Whole ... 

DdnaOd nrnknn 
Gram hole 
Gram 	Dal
 
Kabahi Gram Wh-ole 
Mirn Whole. .. 
Munq Dal Unwashed 
Mungi Dl~ Washend 
.MashWhol e 
Mash Dal!Was hedj
Mash Pal nwaShd~dd - -M a soor Whol e 
 .....
 
Masoor dal -Washed.. 
 ...
 
Bason
 

C h a t i (No s .) 
 ....
 
Ta n du r i Rot j (Nos .)---Nan (Nos.) 
 .....
 
Double :Iot' (N)
 

B) 	 Wheat
 
Paddy 

if rrore than one features/factors please rank 
in nrdipr nf imnnrt~nrn 
 _
 



___ 

8. Place nr Rhjyinri: 

IAr Or I1YING PrASONS lOR S[I rCtION FOR PLACE OF 
COMMODITIES -- - IBIUYINGCOMMODITIESWhnTalr'MI,hTitiIly Any II(IhrrIe ller loca inn Ch'appr Correct Any OtheII "hop !tnrv ,_y)Mirketper IIY); Iual ity Weight (Specify) 

A) Atta (Whrat, Flour)p r ­
Maidlt(Baked Products ) 

Rice 11lasmaLi Wholn ___ 

Rice Blasmt. nrnken 
___ 

Rice Ordinary Whole 
RPice (rdinary Broken 

W,ole _ 4,GramGram Dal [ t- 1 _ 

Kabali Gran Whole 
Munq Whole 

_ 

'_._. 
Mung Dal Unwashed
 
Mung Dal Washed
 
Mash Whole
 
Mash Dal Washed
 
Mash Dal Unwasheddd
 
Masoor Whole
 
Masoor Dal Washed
 
Bason
 
Dalya 


-

Chapati. (Nos.)
 
Tanduri Roti (Nos.)
 
Man (Nos.) 
DoihIe Pol. I (l'Os. ) 

9.(a) Do you purchase the follnwinq nrrhii'ts in a packaIe form? 
Yes m No = 

If yes,indicate the type and size or packaqe the product usually purchased.
 

TYPE 

Gunny Cloth Card Polythe- Any Other 

S I ZE IN 
0.5 I 

KG. 
2 5 10 20 

Bags Bags Board Box line Bags (spedfy) 

A) Atta (Wheat Flour) 
Maidh(Bakpd Products) 
suji 
PItcr, !,:1I , WI fJ 
Rice Basmati Broken 
Rice Ordinary Whole 
Rice Ordinary Broken 
Gram Whole 
Gram Dal 
Kabali Gram Whole 
Munq Whole 
Mung Dal Unwashed 
Mtn Dal]Washed 
Mash Whole 
Mash Dal Washed 
Mash Dal Unwasheddd 
Masoor Whole 
Masoor Dal Washed 
Rason 
Dalya 

C-'hapati (Nos.)
',ih ll hlbI I 11It 1( h11 ) 

-' 

Nan (Nos.) 

DoublePoti (Nos.) 

R) Whea t 
Paddy 

H- 3-) 



9. (b) Would you like to purchase the [ollowinq products in a packaqe form?
 

Yon =- No M 
If yes, give your preference about tyf- ofpackaqe and size.
 

YI'E_ 
COMMODITIES Ginny Clnth Card nnard Pl t- Any nther 

flag, nag nox line faq (Specly) 0.5 1 1 5 10 20 

A) Atta (Wheat Flour) 
Maid (Baked Products) 
Suji 
Rice Basmati Whole 
Rice Basmati Broken 
Rice Ordinary Whole 
Rice Ordinary Brken 
Gram Whole 
Gram Dal 
Kabali Gram Whole 
Mung Whole 
Mung Dal Unwashed 
Mung Dal Washed 
Mash Whole 
Mash Dal Washed 
Mash Dal Unwasheddd 
Masooc Whole 
Masoor Dal Washed 
Bason 
Dalya 
Chapati (Nos.) 
Tanduri Roti (Nos.) 
Nan (Nos.) 
Double Roti (Nos.) 

R) Wheat 
Paddy 

10. 	 How much hiqher prices are you prop-rnd to pay in case the commxodity is available
 
in a qraded form, in the type and size of package preferred by you.
 

AS PERCENTAGE OF PRESENT 
PRICE
COMMODITIES 
 0 1-5 6-10 11-15 16-20 Above
 

A) 	Atta (Wheat Flour)
 
Maidh(Baked Products)
 
Su l
 
Rice Basmati Whole
 
Rice lasmati Broken 
 I
 
Rice Ordinary Whole
 
Rice Ordinary Broken
 
Gram Whole
 
Gram Dal
 
Kabali Gram Whole
 
Mung Whole
 
Mung Dal Unwashed
 

Mung Dal Washed
 
Mash 	Whole
 
Mash Dal Washed
 
Mash Dal Unwasheddd
 

Masoor Whole
 
Mnroor I)nl Wnnied 
Bason 
Da iya 
Chapati (Nos.) 
Tanduri Roti (Nos.) 
Nan (Nos.) 

B) 	 Wheat
 
Paddy
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] . Conniumor 'n Pr-rcr.nc-r r(,r n r, rn'i I', iii: ( r I 1 

i) Are you aware about the fol]owinq products?
 

1. Enriched Flour 
 Yes ] No 

2. Brown Flour 
 Yes [ No Li] 
3. Bakinq Mix:
 

- Pakora Mix Yes L--- No -I 

- Khair Mix Yes EDl No m
 
- Cnnda llowa At ta Yrs[ No 

4. Semi-Cooked:
 

- Samosa Yes E No 

- Paparr Yes Eu No 

5. Pre-Cooked:
 

- Canned rice 
 Yes No
 

Re.l Enriched Flour: 
 In contains supplementary vitamins
 

Re.2 Brown Flour: 
 It is a whole qrain flour, it includes bran, 
suji, madia. 

ii) Would you like to purchase the fo]lowinq producIs? 

Enriched Flour Yes = NO
 
If yes, how much hiqher prices are you prepared to pay:
 

0% =1J 1-5- "h-J 6-10% [jZ] 11-15% -- 16-20% L--- Aov--­

frown Flour-
 Yes Lm Mo L.i 
If yes, how much hiqher prices are you prepared to pay:
 

0% 
[1] 1-5% [- 6-10% [1Z] 11-15% [12 16-20% [--- Above LI] 
Rakinq Mix:
 

- Pakora Mix 
 Yes I---J No
 

If yes, how much higher prices are you Prepared to pay:
 

0% l--- 1-5A r--J 6-10% L I 11-, 16-2n% hoveli% [l7 AIb: 
- Khair Mix Yes o-LNo
 

If yes, how much higher prices ar you prepared to pay­

0% 1r-1-5% [13 6-10% [13 11-15% L-I 16-20% r-j Above __ 
- Gonda Howa Atta 
 Yes No
 

If yes, how much htqher prics are you prepared to pay:
 

0% E-I -5%Cj 6-10% [1j 11-15% =II 16-20% Li Above [] 

fl-ti1 



Semi-Cooked:
 

- Samosa Yes 1---1 No L--


If yes, how much hiqher prices are you prepared to pay:
 

0% [=] 1-5% [= 6-10% = 11-15% [ ] 16-20% [j Above 

- Paparr Yes 1] NoNo
 

If yes, how much hiqher prices are you prepared to pay:
 

0% =--j1-5% [--= 6-10% f-- 11-15% FI 16-20% r--J Above j---­

Pre-Cooked:
 

- Canned Rice Yes [ No
 

If yes, how much hiqher prices are you prepared to pay:
 

0% [ 1-5%1 1 6-I% LI] 11-15% LI] 16-20% [--] Above 
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GLOSSARY OF TERMS
 

ACRE Measure of area equivalent to 4840 Sq.Yds.
 

BARANI Dependent on rainfall
 

BEOPARI Itinerant dealer
 

DISTRICT Administrative unit of area.
 

KATCHA ARHATI Commission Agent, person who arranges
 
transaction between buyers and sellers and 
receives ri co mni sion for his bervices. 

KHARIF Autumn harvebtor monsoon or summar crops. 

MASH Pulse, much valued as human food.(Phaseolus 
DentisuIata). 

MASOOR Lentil, a pulse crop. Lens Esculenta 

MUNG Pulse; much valued a food for invalids 
(Phaseopous Mumgo) 

PACCA ARHATI Dealer. A person who purchases produce on his 
own account. 

RABI Spring harvest or winter crops. 

RUPEE Pakistan standard coin 
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