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CHAPTER I

INTRODUCTION

Horticulture crops, especially fruit crops are assuming increasing prominence

in the international agricultural trade. Because of their high nutritional values, they are

well-chosen as a part of daily diet. Banana, citrus, grapes, apple and mangoes are the

major fruits that are grown worldwide. These fruits are rich source of minerals, fiber,

vitamins and provitamins. Among these fruits mango is having prime importance,

hence it is called 'the king of fruits'. It is mainly grown in tropical areas and it is a part

of regular diet in these areas, where it is consumed raw or after processing. Mango

flaunts the fifth position in the total fruit production. It is a well preferred fruit across

the world for its nutritional values. The huge varieties of refreshing flavors with sweet

aroma made it the ideal candidate for commercialization all around the world. Nearly

160 mango varieties are grown globally. Moreover the increasing health consciousness

of people brightens the scope and importance for mango cultivation.

The crowning mango exporting countries include Mexico, India, Brazil, Peru

and the Philippines, with an export value of nearly Rs. 3728 crores. The key mango

importers are the USA, the Netherlands, the European Union, the United Arab

Emirates, Saudi Arabia and Bangladesh, with an approximate import value of Rs. 4682

crores (APEDA, 2016). Alphonso and Banganpally are the two varieties that are

significantly exported to the USA and the European Union. Whereas in the contrary,

the gulf countries prefer varieties such as Banganpally, Benette Alphonso, Totapuri,

Kalapad and Imampasanth. Totapuri is a fleshy variety well-liked by the processing

industries for pulp making and other processed products. Even though there is a huge

demand for mangoes all over the world, it is seen that the mangoes exported from the

tropical countries especially from India is banned in the European countries due to the
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allegations about the presence of high dose of pesticides and unwanted pest such as

fruit flies in the consignment. This has affected the mango sector drastically. But Indian

mangoes are still having huge demand in Gulf countries and the Asian countries, but

with a price fall of about 50 per cent. The EU ban of Indian mangoes had led to an

oversupply of mangoes in the domestic market, this declined the prices, joy which was

welcomed by the domestic fhiit lovers (Deulgaonkar, 2014).

India is the largest mango producing and the chief exporting country in the

world with an annual mango production of 18 million Metric Tons, which accounts for

about 50 per cent of the global mango supply (NHB, 2015; GOI, 2016a). According to

APEDA, India has exported nearly 36 thousand Metric Tons of mangoes worth Rs. 317

crores during 2015-'16. In total India has about 8.97 lakh ha dedicated to mango

farming. The major mango producing states in India are Uttar Pradesh, Andhra

Pradesh, Kamataka, Bihar, Gujarat, Tamil Nadu, Kerala and Maharashtra (GOI, 2016;

GOI, 2017). About 30 varieties of mangoes are grown commercially, some of these

varieties are Alphonso, Banganpally, Totapuri, Imampasanth, Banglora, Benette

Alphonso, Malgova, Mallika, Neelam, Kesar, Amrapalli and Dashehri. The Indian

mangoes are mainly exported to about 43 countries including the United Arab

Emirates, the United Kingdom, Saudi Arabia, Qatar, Kuwait, the USA and few more

countries, with an export value of Rs. 44,554 lakhs for a quantity of about 53 thousand

Metric Tons of mangoes (APEDA, 2016).

When it comes to mango sector in Kerala, about 77.30 thousand ha is under

mango cultivation during 2014-'15 with an average production of nearly 5 lakh tons.

Palakkad, Malappuram and Kozhikode are the major mango growing districts of Kerala

with 12percent, 11.1 per cent and 10.7 per cent areas respectively (GOK, 2016).

Mango is a crop that is cultivated over a substantial area in Palakkad District

and it is being exported to a number of countries other than which is being sold in

domestic markets. In a rural area like Palakkad, the mango industry plays a vital role
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in bringing about a revolution in cultivation practices and also in the lives of mango

cultivators. Mutlialamada in Chittur taluk of Palakkad district, is known as the 'Mango

City' of Kerala. It is located in the Kerala- Tamil Nadu border with a total geographical

area of 67 sq. km and an altitude range of approximately 75-250 m, comparatively drier

climate with an average annual rainfall of about 2269 mm, unique soil type varying

from black soil to red soil, lime rocks, etc. Paddy, groundnut and coconut were the

major crops cultivated, and it was within past few decades, a transition towards semi-

commercialized mango industry took place. The mango orchards in Muthalamada

covers around 4,500 hectares, with about 3000 mango cultivators. The annual

production of mango in Muthalamada Panchayat is approximately 40,000 tons.

Muthalamada grows almost all the exquisite varieties of mangoes in India such

as Alphonso, Neelam, Mallika, Malgova, Benette Alphonso, etc. and they all have

overwhelming demand in the international market. The mangoes from Muthalamada

are also famous for their flavor, taste and juiciness. However, the mango sector in

Palakkad district is not devoid of any problems, which hinders its economic

advancement. There are a large number of fanners growing mango and marketing is

not very efficient for these farmers. A series of actors are involved in the value chain

before the commodity is graded and marketed. Over dominance of these intermediaries

affects the marketing margin of the primary producer. The mango sector exhibits highly

elastic price pattern that in turn affects the marketing efficiency of the growers.

Moreover improper plant protection measures adopted, largely due to ignorance and

dearth of storage facilities accounts for poor marketability and quality of the produce.
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Objective of the study

This study is formulated with five key objectives for enhancing the role of

primary producers in mango value chain:

1. To identify the stakeholders in mango value chains, their functions and

value share

2. To analyze the institutions and their role in mango value chain

3. To identify the marketing channels utilized by the farmers

4. To examine the price spread and marketing efficiency of the farmers

5. To understand the constraints faced by the fanners

6. To suggest value chain enhancement measures in favor of producer farmers

Scope of the study

Being one of the few substantial agricultural commodity value chains existing

in Kerala, which provides hope for the farmers, the mango value chain of Palakkad

district needs urgent attention to improve its performance. With the apprehensions

regarding pesticide residue dangers being rife in the minds of the public, it is

immediately necessary that the primary producers must be made aware of this.

Limitations of the study

This study being an M. Sc. (Ag) work, it has its inherent limitations of time

frame, funds and sample size. However, all possible efforts have been taken to do a

comprehensive study, paying maximum justice to the objectives at hand. The

researcher being a single student had limitations for extension travel too, by way of

time availability and access.



REVIEW OF LITERATURE

2P



CHAPTER II

REVIEW OF LITERATURE

Reviewing the literature is one of the important components in a scientific

research, which discusses the published information about a topic by providing an in

depth knowledge about the subject. Reviewing the pervious works related to the field

of study helps the researcher to identify the disparity between the currently available

knowledge and areas that require further research. This allow the researcher to choose

an appropriate research method to conduct the study taking into consideration all the

limitations of the previous studies and choosing suitable variables and statistical tools

for the interpretation. In this chapter, a systematic review of literature is done under the

following sub-heads:

2.1 Value chain studies

2.2 Stakeholders involved in the value chain

2.3 Institutions involved in the value chain activities

2.4 Models and innovations in the value chain

2.5 Marketing channel and marketing efficiency of the actors

2.6 Constraints faced by the stakeholders



2.1 Value chain studies

Kaplinsky (2000) pointed out that the value chain studies can reveal the

increasing gap between the various activities and its returns. He explained it in three

steps:

• Mapping all the activities in the value chain with respect to the earnings

achieved through each activity by different actors.

•  Analyzing how the value chain of a particular firm or sector is linked to the

global economy. This helps the producers to boost their activities to a more

sustainable income generating path.

• Value chain analysis identifies the standardized lever which can be used for

altering the disposition pattern.

Gopinath (2007) cited by Lakshmi (2014) pointed out that for rectifying the

short comings in agriculture, there is a need for efficient value chain management

system. He also stated that it is the competence of the different stakeholders that

decides the eminence of the value chain.

According to Van Melle et ai, (2007) value chain comprises of a series of

activities that are carried out to take a product or service from production, value

addition and delivery to end users and finally dispatching after use. The value chain

comprises of various actors starting from input dealers, growers, traders, exporters,

processors and finally the consumers where they are involved in different activities to

bring the product to the final consumers.

The value chain is a process of organizing the connected group of activities that

create value by producing goods or services from basic raw materials for purchase by

a consumer. The entire series of organizational work activities add value at each step



beginning with the processing of raw materials and ending with finished product in the

hands of end-users (Rao and Malik, 2011). In short, the value chain is a set of activities,

services and products that lead to a product or service that reaches the final consumers

to satisfy their demands.

According to Anj ani (2011) the maj or reasons for India's low crop productivity

were small holdings of the farmers, insufficient accessibility of inputs, poor advisory

and inffastructural support and lack of proper marketing facilities. She also point out

that the value chain has an important role in reducing cost as well as creating positive

externalities.

Anshul (2012) reported that the agricultural value chain in India was having

many coarctation which resulted in low income generation by farmers and high

inflation and food prices.

Srinivasan (2012) suggested that for attaining a sustainable value chain, the

farmers should be motivated to retreat from subsistence farming and practice market

based farming and also enhancing the knowledge of the farmers about the application

of improved inputs and the use of innovative technologies for cultivation.

A study conducted by Aiswarya (2014) on the mango value chain of Preeja

Agro Food Limited revealed the following results. The processing unit was mainly

found to be dependent on the mangoes procured from Muthalamada and

Wadakkancheri. The linkage of the processing unit with the farmers were through local

traders. The mango growers got technical support from input dealers, traders and also

fellow farmers. There was no remarkable contribution from Krishi Bhavan or

Government in mango sector. The traders were the main source of information about

prices of mangoes.



John (2014) and Varghese (2014) noticed that the farmers were cultivating

jackfruit on the backyard of their houses and it was seen that there was a wastage of

more than 55 per cent of the total jackfhiit production.

Mannambeth, et al, (2015) opined that if wider market connections were

established by means of a value chain analysis, the villages could even manufacture

products for export to neighboring districts or states.

2,2 Stakeholders involved in the value chain

In case of contracting system of mango orchard, most contracts are just verbal

and social in nature and are being executed in view of a relationship and trust between

the farmers and contractors. Literature survey shows that over 90 per cent of the

agreements were accounted to be verbal in nature. The pre harvest contractors are

overwhelming players in the mango value chain across the nation.

Mangisoni (2006) noted that smallholder fanners find it hard to get involved in

the formal markets due to factors such as high transaction cost, high risks and lack of

collective action.

Usually the farmers acquire market and price infonnation from the brokers and

other actors, which will be according to their interest and benefit (Akand, 2006). The

intermediaries like traders and brokers get market infonnation from fellow traders and

individual observation as they have regular connection with the market (Tasnoova and

Iwamoto, 2006). Commission agent is the key actor in the value chain who is involved

in strategy development and improvement as he gets all the infonnation about the price

and market situation. Among the value chain actors, the retailers are the ones who has

to incur most of the marketing cost whereas the wholesalers spent comparatively less.



Moreover the wholesalers get the maximum margin and so it can be concluded that the

wholesalers are the actors who makes more profit when compared to the farmers.

Arshad et ai, (2006) identified a flux from supply chain to value chain along

with a new category of intermediaries so called the packers in the upcoming markets.

On the other hand, there was no variation in the farm level activities against the strict

quality prescriptions enforced by the retailers which stops the smallholders from

entering into the market (Arshad and Rahim, 2008).

Matin et al. (2008) noticed that there was a twofold increase in the price of the

produce at long distance market when compared to the price received at the fann gate.

He also added that the price of the produce is directly proportional to the number of

intermediaries.

Msabeni et al, (2010) identified that the stakeholders comprising of the input

dealers, farmers, wholesalers, retailers, exporters, processors and the final consumers

expressed weak linkage as they work independently and infonnation is not well

conveyed among them due to their huge numbers.

In the caseofMakueni County, Mwangangi etal., (2012) found that in Makueni

the farmers within a producer group operates in an isolated way as they have weak

linkage with each other and this lead them to come into agreement with traders who

provide them higher price.

Harikrishnan (2014) studied the value chain of cashew nut on Safalam project

in Kasargod District. He identified that the cashew farmers were not organized and
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were operating individually, this was the main reason for their restricted negotiation

power.

Krishnan (2014) noticed that the fanners were unable to negotiate with the

agents for fair price as they were unaware about the market price. In case of the cashew

nut value chain, the processing units add more value, so that the value of the processed

nut was ten times the value of raw nut.

Jose (2014) concluded that the farmers got information and technical support

from friends, relatives and also private agents. Krishi Bhavan did not play any role in

providing technical knowledge to farmers. Price related information were availed from

agents and local markets.

George (2014) observed that majority of the respondents were cultivating

pineapple in leased lands. They intercropped pineapple with rubber for meeting

cultivation expenses and it ensured better yield. Major portion of the produce was

marketed through wholesalers as the farmers and wholesalers were having persistent

network relation. The payment was made one or two weeks after the produce is sold.

The transportation cost and labour cost for loading and unloading were borne by the

farmers.

Musa et ai, (2014) suggested that in order to make the value chain more

sustainable, there needs to be a familiar actor associating both the producer and the

consumer.
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2.3 Institutions involved in value chain activities

Institutions involved in the agricultural marketing were more concerned about

the communication, group decision and cost of execution. They facilitate low cost

exchange of resources and its management and encourage the reliance for the exchange

(Kirsten et al., 2008).

As noted by Fischer and Qaim (2012), Farmer Producer Organizations can

equip themselves for providing extension services, quality inputs, post-harvest

handling and processing. The farmers were well satisfied with the services and training

provided to them related to credit, marketing, etc.

Imaita, (2013) stated that the mango value chain had a deficit of innovations as

there was no institutional support. Such organizations/institutions can get involved in

the value chain and provide services such as trainings regarding cultivation aspects,

plant protection and market information and also encouraging fanners to take up novel

technologies and innovations. These organizations can act as a bridge between the

farmers and the research and development system as well as the government and the

research system for developing policies more efficiently. .

Manu (2013) reported that more than 75 per cent of the total margin was

enjoyed by the farmers in case of the value chain of Chengalikodan. The fanners

maintained a persistent network relation with institutions like banks, Krishi Bhavan

and other advisory agencies from where they got all kind of technical knowledge. Price

related information were available to farmers from local market and other agents. The

farmers do not have any role in price fixation and they are the price takers.
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According to Mohanan (2013), the VFPCK (Vegetable and Fruits Promotion

Council of Keralam) played a major role in providing technical support to Kadali

farmers. The farmers also got higher margin when they marketed the produce through

VFPCK.

Swathy (2013), Arifa (2013) and Sekharan (2013) reported that the banana

farmers depended on VFPCK and Krishi Bhavan for technical support. These

institutions played a major role in strengthening the interest of the farmers.

Ashithadevi (2014) noted that Krishi Bhavan and Swasraya Karshaka Samithi

were the two institutions providing technical support to the banana farmers and they

maintained a persistent network relation with these institutions.

George (2014) noticed that the pineapple farmers at Mulakulam Panchayat had

a remarkable linkage with the Krishi Bhavan and banks, as they got necessary advices,

subsidies and financial assistance. But the linkage of farmers with Panchayat office,

VFPCK and Pineapple Research Station was very low.

Stara (2014) point out that the main advantage of the pineapple farmers was

that they had a strong association for marketing and they had a good linkage with the

Pineapple Research Station at Vazhakulam.

Vignesh and Santhiya, (2014) suggested that the government should motivate

the growers to establish cooperative societies, make the growers feel confident of

assured price for their mangoes, help them start processing unit in their areas and keep

them aware of the trend in the sale of mangoes in the market.
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Muthini (2014) observed that more than 60 per cent of the farmers got training

related to mango cultivation. Nearly 50 per cent of the farmers were frequently

contacting extension officers for advisory services and also for accessing market

information. It was also evident that more than 40 per cent of the farmers had

membership in mango marketing groups.

Lakshmi (2014) found that the farmers got technical support and training from

Krishi Bhavan. Farmers were provided with high yielding good quality seeds and were

also given subsidies for seeds, fertilizers, pesticides etc. These have helped the farmers

to reduce their cost of cultivation.

2.4 Models and innovations in mango value chain

Natawidjaja et al, (2008) studied the 'Transparent Margin System', an

innovative partnership model between mango producer and 'bimandiri'. This system

is about openness and mutual trust wherein all the actors are well infonned about their

margins. The 'bimandiri' will provide services such as providing quality inputs,

financial support, etc. to the farmers in return to the fee obtained through the sales. The

farmers are also exposed to the new market, price related information through this

partnership.

Yadav et al.. (2010) studied the innovative models for enhancing the quality of

mango production and it was found that the organizations providing training regarding

the cultivation practices at appropriate time period through demonstrations, availing

credit support in linkage with financing institutions, providing assistance for post-

harvest operations and processing and market information were more accepted by the

mango producers.
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Mehdi et al, (2014) the Australia Centre for International Agricultural

Research (ACIAR) Project advanced a 'whole chain approach' for the betterment of

the market by bringing together all the stakeholders in 2006. It was aimed at taking

superior quality produce to the market, thereby enhancing the availability of market

information and skill among them. This approach brought the producers and the chain

cooperators together so as to link the producers to bigger markets.

The Farm Concern International (FCl) introduced Passion and Mango Market

Access (PAMA) Development project at Mbeere. This project ensures that the farmer

is connected to different markets including export, domestic as well as processing

market. This organized marketing relieved the farmers to supply the produce in time.

The farmers were encouraged to form producer marketing groups and they were given

trainings on quality enhancement, thereby improving their stake in the value chain by

making them more competitive (FCI, 2014).

Alterfm (2016) Vert, a Kenyan Company that introduced a sustainable business

model for organizing smallholders into groups. The company provided appropriate

guidance to the farmers regarding the quality improvement in 'fair trade' and 'global

gap' certification that provides a premium price to the farmers. The model is aimed to

empower the farmers in decision making and uncovering the market information to this

farmers. This model also helps to overcome the seasonal risks by creating local markets

for value added products of mango and passion fruit. This model has proven to be one

of the best in the global market, as it gives prime importance to the growers.

30
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2.5 Marketing channels and marketing efficiency of the actors

Mustafa et al, (2006) identified the difficulties in exporting mangoes from

Pakistan due to phytosanitary norms. The exporters opined that the government was

not taking any initiative to enhance the mango sector and the government policies were

against the interests of the exporters. They also hinted that there was a need for

discovering new markets by endorsing international standards like HACCP and

European GAP instead of relying on sparse markets.

Farmer gets information about market price and other information from trader

or other agents which may be according to the interest of the traders (Akand and Isoda,

2006). The stakeholders attained market infonnation through market visits, personal

observations and from other traders (Tasnoova and Iwamoto, 2006).

The field surveys were conducted in different regions of Bangladesh on

different agri-product and it was found that even though the intermediaries were few

in numbers, they were well coordinated in the market. So they dominate fanners and

compel them to sell product at lower price as fanners have no way to bring back the

product from market as it involved extra cost. This was the main reason which made

the farmers sell their produce at lower price without giving any scope for negotiation

(Tasnoova and Iwamoto, 2006; Rahman et al., 2006; matin et al., 2008).

Ogunleye and Oladeji (2007) identified that the cocoa producer selected their

marketing channel based on the terms of payment, price, location of the market, cost

of conveyance and grading practices.
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Murthy et al. (2009) studied the marketing and post-harvest losses in fruits. He

noticed that the mango farmers mainly depend on the pre-harvest contractors for

marketing their produce. The post-harvest activities like grading, sorting and packing

are done at the distant markets in Delhi, Gujarat and Hyderabad.

According to Msabeni et al, 2010, the main reason for the depreciation of

quality and price of mangoes was ignorance of the farmers about the use of gunny bags

for the transportation of the produce. It was also noticed that the farmers got higher

price when they sold their produce at farm gate.

Martey et al, (2012) observed that the farmers chose the marketing channel

based on the information available about the channel. Producers were more actively

involved in marketing when they had access to transportation facility either owned or

hired (Panda and Sreekumar, 2012).

Panda and Sreekumar (2012) suggested that the farmers should be organized

into Producer Marketing Groups (PMGs) or cooperatives since the market is flooded

with intennediaries who fix and control the price in the marketing system according to

their interest without leaving any negotiation power for the fanners.

Gor et ai, (2012) noted that direct home consumption, fresh sale of mango at

the farm gate and marketing to traders, who in turn take the produce to the market were

the major marketing channels in the mango value chain.

Sarmiento et al, (2012) studied the mango value chain in Philippines and he

explained that the farmers were more concerned about the quality of the mangoes as

they were more interested in selling their produce to the exporter rather than local

traders as they got higher price.

32^
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Kumaresh and Sekar (2013) studied the marketing channel used by the farmers

and it was found that the fanners did not bear any marketing cost as it was met by the

pre-harvest contractor or the local trader. The channels with large number of actors

displayed a low producer's share in consumer's rupee. The study also revealed that the

producers were mainly dependent on broker mediated marketing followed by exporting

and direct marketing. The fanners who acquired training from the producer marketing

groups were mostly involved in exporting of their produce rather than depending on

brokers. The producers attained profit when they marketed their mangoes to the

processors or supplied to roadside vendors through commission agents.

Sekharan (2013) noticed that the farmers in Puthur Panchayat relied on the

Swasraya Karshaka Samithi at Marottichal for marketing their produce other than

VFPCK. This reduced the scope and role of private traders and farm gate traders.

Swathy (2013), Arifa (2013) and Sekharan (2013) conducted value chain

studies on nendran variety of banana at Pudukkad Panchayat, Kizhakkanchery

Panchayat and Puthur Panchayat respectively. It was found that the farmers were more

interested to market their produce through VFPCK, as the Council provides higher

price than the wholesalers.

Mohanan (2013) undertook the value chain analysis of Kadali in Mattathur

Panchayat and it was found that majority of the farmers marketed their produce through

Labour Cooperative Society (LCS) due to assurance of fixed price, payment settlement

and no risk of price fluctuation. They avoid marketing the produce to traders due to

high commission.
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Stara (2014) mapped the value chain of Vazhakulam pineapple in

Muvattupuzha block of Emakulam District. The report denotes that majority of the

farmers cultivated pineapple in leased land and they marketed their produce through

traders, who exported the pineapple to other countries. It was estimated that only 30

percent of the total produce reaches the local market, the remaining get transported to

other states or countries through agents.

According to John (2014) and Varghese (2014), the farmers got more margin

when they marketed their produce directly to the processors without involving agents.

Lakshmi (2014) carried out a value chain study on cowpea in Nagalassery

Panchayat of Palakkad District. The study revealed that the farmers themselves were

marketing their produce and this helped them to attain more profit and reduce wastage

due to mishandling.

Jose (2014) noticed that procurement of mangosteen was done by agents and

retailers whereas marketing of the produce all around the country was done either

directly by retailers or through wholesalers. It was found that the fanners got a slight

improvement in price when they directly sold their produce to the retailers. They were

satisfied with the return that they got from mangosteen cultivation.

According to Ashithadevi (2014), majority of the banana fanners depended on

the Swasraya Karshaka Samithi for marketing their produce. This was due to better

price given by the Samithi and provision of minimum support price during price fall.

Few farmers marketed their produce through wholesalers. Fanners had no role in price

fixation.

3>^
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Honja et al. (2016) examined the mango value chain in Wolaita zone in

Ethiopia and it was found that the farmers predominantly depended on the wholesalers

for marketing their produce, however due to high marketing cost, their margin is

comparatively lower than that of the processors.

2.6 Constraints faced by the stakeholders

The presence of different layers of intermediaries between the primary producer

and the ultimate consumer is one of the reasons why the growers were not getting

complete benefit for the high priced food, as they don't get market information and

there is a deficit of well-organized market system.

Shinde and Sawant (1999), identified the constraints in the mango production

and marketing faced by the farmers of Maharashtra. These were inadequate input

supply, poor quality of mango grafts, lack of awareness about novel technology, low

price provided by the intermediaries and absence of exporting facilities.

The high quality exotic varieties are usually exported and the farmers fetch a

higher price through exporting rather than selling their produce in the local market.

Even though there is a huge demand for mangoes in the international market, Kenyan

mangoes find it difficult to compete with other suppliers due to lack of adequate inputs,

incidence of pest and diseases and risk of foreign trade policies (FAO, 2003).

Khushk and Sheikh (2004) cited by Khushk et al. (2006) examined horticulture

marketing system in Pakistan, with respect to price change. It was found that the

distance of the market did not have any role in the variation in the price of the

3^
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commodity. But the high conveyance cost and losses during conveyance were the

major price related problems due to poor linkage between the markets.

Kirsten et al. (2008) pointed out the main reasons for the failure of the African

agricultural markets were the presence of taboos and market fragmentation, which have

led to lack of communication and exchange within the markets.

Yadav et al., (2010) pointed out that the major constraints faced by the mango

farmers were lack of knowledge about innovative mango cultivation techniques,

absence of timely and inadequate scientific information, insufficient money, privation

of export facilities, meagre marketing channels, etc.

According to Msabeni, et at., (2010), dearth of market information and prices

was the technicality that the agents were forcibly misusing, while this deficit of

information on the correct agrochemicals has led to the use of low grade chemicals

thereby affecting the quality and quantity of the produce.

According to the study conducted by Kumaresh and Sekar (2013) on the supply

chain of mango in Krishnagiri district of Tamil Nadu, water scarcity was the major

constraint during summer due to lack of appropriate water conservation practices

followed by attack of pest and diseases as a result of improper management measures.

Monopoly of traders and inadequate cold storage, unfair price, absence of proper

market system and intuitional backup were the major marketing problems.

Major constraints among the Indian mango farmers noticed by Gopalakrishnan

(2013) were umpteen intermediaries at various stages of the marketing channel with

poor linkage, 20 to 40 percent of wastage, absence of clarity in prices, privation of
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customer preferences and scanty infrastructure for storage, packaging and

transportation.

Hussen and Yimer (2013), observed that majority of the respondents replied

that inadequate water supply for irrigation, attack of pest and disease and lack of

innovative technologies were the constraints in mango cultivation.

Swathy (2013), Arifa (2013) and Sekharan (2013) observed the important

constraints faced by the farmers, which include high cost and shortage of labour, price

fluctuation and uncertainty of selling price, unreasonable price of fertilizers and

pesticides and high cost of irrigation. The studies also revealed that the price of the

nendran banana was controlled by arrival/import of nendran from Tamil Nadu and also

the quality of the produce.

About 92 per cent of the Chengalikodan is cultivated in leased land. Some of

the constraints faced by the farmers include high transportation cost, lack of storage

facility, poor quality of produce and lack of market information (Manu, 2013).

Mohanan (2013) pointed out the major constraints faced by the farmers were

lack of good quality planting material, high cost of labour due to Mahathma Ghandi

National Rural Employment Guarantee Scheme (MGNREGS), attack of pest and

diseases and poor climatic condition.

Major challenges evident in the Philippine mango value chain were inadequate

supply of export quality mangoes for the exporters, whereas the processors claimed

that it was the privation of the import orders that was the major challenge when related

to lack of availability of raw material. The growers were more concerned about the
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quantity of produce, incidence of pest and diseases, high cost of inputs and unfavorable

climatic conditions as their constraints during production (Briones et al., 2013).

Stara (2014) analyzed the major challenges of the pineapple farmers, which

includes high cost of production, difficulty to avail bank loans for leased lands, lack of

storage facility, transportation to distant markets and poor marketing system.

Krishnan (2014) and Harikrishnan (2014) reported that cashew nut cultivation

was done in unscientific manner and it was not commercialized in the area. Apart from

this it was seen that the farmers depended on local poor yielding varieties which led to

low production of nuts and the lack of support from the Government lead to replanting

of rubber by the cashew farmers.

Constraints faced by the njaalipoovan banana farmers were labour shortage and

high cost of inputs at the pre-production stage (Ashithadevi, 2014). Poor climatic

condition and labour scarcity were experienced during production stage. Problems

associated with marketing includes price fluctuations and seasonal demand (George,

2014).

Jose (2014) noted that unlike other fhiit crops mangosteen was cultivated by

the farmers in their own land, the cultivation was not of commercial nature.

I

Lack of collection agents, low price for the produce and exploitation by

middlemen were the main constraints faced by the jackfiuit cultivators (John, 2014 and

Varghese, 2014).

Jawale and Ghulghule (2015), reported that the major constraints faced by

farmers in cultivating kesar mango were winds and hail storm during flowering and
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fruit setting stages, shortage of labour with high wage rate, lack of electricity and

difficulties in intercultural operations.

Absence of innovative technology, unavailability of improved varieties and

lack of extension and credit services were the major problems experienced during

mango production. The key marketing constraints put forth by the farmers include the

deficit of a farmers' cooperative to organize and support farmers in marketing

activities, followed by high perishable nature of the commodity which add to the risks

involved in marketing, lack of post-harvest and processing units which required to

market the perishable commodity like mango in an efficient way and finally the

fluctuation of price in the market (Honja et al, 2016).
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CHAPTER III

METHODOLOGY

A scientifically standardized and distinctly outlaid research methodology is

essential for the credibility of the study. The methodology gives a complete idea about

how a research is to be conducted. This chapter describes about the methods and criteria

with which the objective of the study will be analyzed. The chapter is presented in the

following subheads:

3.1 Research design of the study

3.2 Location of the study

3.3 Selection of respondents

3.4 Selection and operationalization of the variables

3.5 Methods of data collection

3.6 Statistical tools used

3.1 Research design of the study

Kothari and Garg (1985) defined research design as the conceptual structure

within which research is conducted; it constitutes the blueprint for the collection,

measurement and analysis of data. The research design in this study is exploratory in

nature. An exploratory research design is conducted when there had been only few or

no studies carried out related to a particular research problem. Here, a hypothetical

solution is developed and it is evaluated by the investigator from an operational point

of view.

^1
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Location of the study

PALAKKAD

Muthalamada ^
PalalJ.ad (Palqhat), Kerala, Indi

(^rni^

«2011 Maphill
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3.2 Location of the study

Muthalamada Panchayat in Palakkad district is purposively selected for the

study as it is having the largest area under mango cultivation in Kerala. Muthalamada

is called 'the mango city', as it is having a substantial area under mango due to its

location at the foothills of Western Ghats with a favorable drier climate along with

adequate rainfall and soil type that is peachy for the tropical fruit as that of mango.

3.3 Selection of respondents

From among the mango producers in Muthalamada Panchayat, a sample of 60

farmers were selected using probability proportionate to size sampling procedure,

which will represent small, medium and large mango growers.

About 30 respondents were also chosen separately representing other

stakeholder groups in the value chain using random sampling and snowballing

technique and their respective functions were identified.

3.4 Selection and operationalization of the variables

Selection of variables

For the respondent farmers, eighteen independent variables related to marketing

efficiency of the farmers were selected based on consultations with experts for

answering the research objectives. In order to measure the dependent variable

marketing efficiency, questions covering various dimensions viz.. age; educational

qualification; occupation; annual income; experience; area under mango cultivation;

total area owned; ownership of land; type of cultivation; orchard type; organizational

membership; marketing channel; marketing function; avenue of market; production

cost; grades of mango; credit source; extension contact were prepared.
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Table 1: Summary list of variables and their measurement procedure

SI.NO Variables

Independent variables

1 Age Sanjeev (1987) with
modification

2 Educational qualification Trivedi (1963) with
modification

3 Occupation Developed for the study

4 Annual income Ramamurthy (1973) with
modification

5 Experience Sreedaya (2000) with
modification

6 Area under mango cultivation Developed for the study

7 Total area owned Developed for the study

8 Ownership of land Developed for the study

9 Type of cultivation Developed for the study

10 Orchard type Developed for the study

11 Organizational membership Developed for the study

12 Marketing channel Developed for the study

13 Marketing function Developed for the study

14 Avenue of market Developed for the study

15 Production cost Developed for the study

16 Credit source Developed for the study

17 Grades of mango Developed for the study

18 Extension contact Parimaladevi (2004) with
modification

Dependent variables

1 Marketing efficiency Acharya and Agarwal (1987)

2 Perception Developed for the study
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Measurement of independent variables:

The operational definition and scoring for the independent variables have been

conceptualized as follows:

3.4.1 Age

It is operationally defined as the number of years completed by a person at the

time of investigation and it was categorized as:

Table 2: Age scoring procedure

SI No Category Code

1 <30 years 1

2 30-50 years 2

3 51-70 years 3

4 >70 years 4

3.4.2 Educational qualification

Educational qualification is operationally defined as the level of education

attained by the respondent at the time of interview. It was measured by using the

scoring procedure of Trivedi (1963) with appropriate modification.

^5
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Table 3: Education qualiflcation scoring procedure

SI No Category Code

1 Primary 1

2 High school 2

3 Plus two 3

4 Graduate 4

5 Post graduate 5

3.4.3 Occupation

It is operationally defined as the line of work that the respondent undertakes

which accounts for the major source of income.

Table 4: Occupation scoring procedure

SI No Category Code

1 Agriculture 1

2 Agriculture +business 2

3 Agriculture +govemment job 3

4 Agriculture +retired 4

5 Agriculture + others 5

3.4.4 Annual income

Annual income is operationally defined as the remuneration that the respondent

receives from farming in an acre. It was measured based on the procedure given by

Ramamurthy (1973) with appropriate modifications for the present study.
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Table 5: Annual income scoring procedure

SI No Category Code

1 <25,000 1

2 25,000-50,000 2

3 50,000-1 lakh 3

4 >1 lakh 4

3.4.5 Experience

It is operationally defined as the ntimber of years that the respondent is engaged

in agriculture. Scaling procedure by Sreedaya (2000) was used with relevant

modification needed for the study.

Table 6: Experience scoring procedure

SI No Category Code

1 <5 years 1

2 5-10 years 2

3 10-15 years 3

4 15-20 years 4

5 20-25 years 5

6 25-30 years 6

7 >30 years 7
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3.4.6 Area under mango cultivation

This is operationally defined as the area under which the respondent practices

mango cultivation taking into account both owned and leased orchards.

Table 7: Area under mango scoring procedure

SI No Category Code

1 <2 acres 1

2 2-5 acres 2

3 6-10 acres 3

4 11-25 acres 4

5 26-50 acres 5

6 >50 acres 6

3.4.7 Total area

Total area is operationally defined as the overall area owned by the respondent

where farming is practiced. It was developed for the present study.

Table 8: Total area scoring procedure

SI No Category Code

1 <2 acres 1

2 2-5 acres 2

3 6-10 acres 3

4 11-15 acres 4

5 >15 acres 5

^1
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3.4.8 Ownership of land

It is operationally defined as the tenancy status of the land area under mango

cultivation. It was developed for the present study.

Table 9: Ownership of land scoring procedure

SI No Category Code

1 Owned 1

2 Leased 2

3 Both owned and leased 3

3.4.9 Type of cultivation

Type of cultivation is operationally defined as the nature of farming carried out

by the respondent with respect to the inputs used for cultivation.

Table 10: Type of cultivation scoring procedure

SI No Category Code

1 Organic 1

2 Inorganic 2

3 Integrated 3

3.4.10 Orchard type

Orchard type is operationally defined as the system of planting followed in the

mango orchard by the respondent. It was developed to suit the present study.
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Table 11: Orchard type scoring procedure

SI No Category Code

1 Conventional orchard 1

2 High density planting 2

3 Both / intercropping 3

3.4.11 Organizational membership

It is operationally defined as the enrollment status of respondents in various

organizations. Here the respondents are allowed to choose multiple responses from

among the options given. The options given include Farmer Producer Organization

(PPG), cooperative society, pensioner's club, art's club, other organizations and no

membership.

Table 12: Organizational membership scoring procedure

SI No Category Code

1 No 0

2 Yes 1

3.4.12 Marketing channel

Marketing channel is operationally defined as the path way by which the

respondents market their produce. Here the respondents are allowed to choose multiple

responses from among the options given. The options comprises of contracting,

through trader, wholesalers, retailers, collection agent, consumers and others.
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Table 13: Marketing channel scoring procedure

SI No Category Code

1 No 0

2 Yes 1

3.4.13 Marketing function

It is operationally defined as the activities carried out by the respondents while

marketing the produce. Here the respondents are allowed to choose multiple responses

fî om among the options given. The options encompasses grading, packing, loading and

unloading, transportation and no cost.

Table 14: Marketing function scoring procedure

SI No Category Code

1 No 0

2 Yes 1

3.4.14 Market avenue

Market avenue is operationally defined as the location of market where the respondents

sell their produce. For the present study, the main item of observation was the per cent

of produce marketed through the local market, which will thus indicate per cent of

produce marketed through outside markets.
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Table 15: Market avenue scoring procedure

SI No Category Code

1 >50% through local market 1

2 25-50% through local market 2

3 <25% through local market 3

3.4.15 Production cost

It is operationally defined as the cost incurred annually by the respondent for

per acre cultivation of mango.

Table 16: Production cost scoring procedure

SI No Category Code

1 10,000-20,000 1

2 20,000-30,000 2

3 30,000-50,000 3

4 50,000-75,000 4

5 75,000-1 lakh 5

3.4.16 Credit source

It is operationally defined as the agency or a person that providing credit or

financial support to the respondent. Here the respondents are allowed to choose

multiple responses from among the options given. The multiple responses were

analyzed using SPSS by using the scoring procedure given in Table 17 for the each

5\
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available option. The options include, banks, financers, traders, relatives, friends and

others.

Table 17: Credit source scoring procedure

SI No Category Code

1 No 0

2 Yes 1

3.4.17 Grades of mango

Grades of mango is operationally defined as the quality of mango produced by

the respondents in terms of percentage.

Table 18: Grades of mango scoring procedure

SI No Category Code

1 Grade 1 <25% 1

25-50% 2

>50% 3

2 Grade 2 >50% 1

25-50% 2

<25% 3

3 Grade 3 >50% 1

25-50% 2

<25% 3

53v
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3.4.18 Extension contact

Extension contact is operationally defined as the degree of association of the

respondents with the extension personnel. The measurement is based on the scoring

procedure by Parimaladevi (2004) with modifications suited for the study.

Table 19: Extension contact scoring procedure

SI No Category Score

1 Never 0

2 Rarely 1

3 Occasionally 2

4 Frequently 3

5 Always 4

Scoring was given to each individual based on their contact with different

extension agencies like Krishi Bhavan, Kerala Agricultural University, State

Horticulture Mission, private agencies, etc. Total score was obtained for each

respondent.

Table 20: Categorization based on mean and standard deviation

Category Range Value

High (> mean + standard deviation) > mean

Medium (> mean + standard deviation)+ (< mean -

standard deviation)

Between

Low (< mean - standard deviation) < mean

The respondents were categorized into high, medium and low based on their

value attained after calculating the mean and standard deviation.

53
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Measurement of dependent variable

3.4.19 Marketing efficiency

Marketing efficiency is the ratio of output to input. It was measured using the

Acharya approach, where marketing efficiency was determined by comparing the

efficiency of the alternate marketing channels.

MME = FP - (MC + MM)

Where MME is the modified marketing efficiency

MC is the marketing cost

MM is the marketing margin

FP is the price received by the farmer

Marketing channel

It is the path through which the agricultural commodity advance from the

producers to the consumers by means of various intermediaries.

Marketing cost

It is the cost incurred by the producers and other intennediaries for caiTying out

various functions in the marketing channel.

Marketing margin

It is the profit earned by the intennediaries while the commodity is moved from

producers to consumers by carrying out various marketing functions.

1 i
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Price spread

Price spread is the difference between the producer price and consumer price

for specific quantity of the produce given as percentage of the consumer's share.

3.4.20 Perception

To measure the dependent variable, 'perception' forty five perception statements were

formulated for stakeholders to measure the perception about the enhancement of mango

value chain for farmer inclusiveness and relevancy rating was conducted for these

statements by giving it to thirty judges. Finally, sixteen statements were selected and

was included in the interview schedule to measure the perception of stakeholder about

enhancement of mango value chain for farmer inclusiveness. The stakeholders were

asked to examine the perception statements critically and to record their extent of

agreement on five point likert type scale ranging from strongly agree (SA), agree (A),

neutral (N), disagree (D) and strongly disagree (SD).

Table 21: Scoring procedure followed in judges rating

Particulars Weightages

Highly relevant 4

Relevant 3

Slightly relevant 2

Not relevant 1

5^
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Table 22: Statements for measuring the perception

SI

No

Statement Options

1 Farmers are not getting timely market infonnation SAJ PJ N/ D/ SD

2 Farmer Producer Organization is supporting the farmers

to improve their situation

SA/A/N/D/ SD

3 Crowned varieties of mangoes fetch high price SA/A/N/ D/ SD

4 Farmers need to take up other marketing activities/

functions

SA/ A/ N/ D/ SD

5 Farmers are unaware about the available marketing

opportunities

SA/ A/ N/ D/ SD

6 Farmers are not using the market opportunity available

through the Farmer Producer Organization, instead they

remain in the conventional marketing itself

SA/A/N/ D/SD

7 Lack proper knowledge about the control of pests and

diseases by farmers affect the quality of the produce

SA/ A/ N/ D/ SD

8 Farmers mainly focus on the domestic market and give

less importance to the quality requirement for exporting

SA/ A/ N/ D/ SD

9 Absence of a common collection centre where the

farmers can market their produce directly

SA/ A/ N/ D/ SD

10 Lack of processing units leads to losses during surplus

production

SA/ PJ N/ D/ SD

11 For enhancing farmer inclusiveness there is a need for

shortening the marketing channel by eliminating

intermediaries

SA/ PJ N/ D/ SD

12 Farmers mostly consult input dealers for crop

management advices and recommendations

SA/ PJ N/ D/ SD

•5G
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13 Muthalamada mangoes capture the early markets all over

the world

SAJ A/ N/ D/ SD

14 Opportunities from quality consciousness of the

consumers are not yet exploited by the farmers

SA/ A/ N/ D/ SD

15 There is no facility available for the consumer to check

the trustworthiness of Muthalamada mangoes

SA/A/N/ D/ SD

16 Quality consciousness of the consumers increases the

demand for nutritious food items like mangoes

SA/ A/ N/ D/ SD

Table 23: Scoring procedure for the statement

51

SI No Particulars Score

1 Strongly agree 5

2 Agree 4

3 Neutral 3

4 Disagree 2

5 Strongly disagree 1
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3.4.21 Constraints in marketing of mangoes

Garrett ranking is used to determine the constraints faced by the farmers during

marketing. For this major problems were identified through key informant interview.

These constraints were then incorporated into the interview schedule and the

respondents were asked to rank it. The rank given to each constraint were converted

into per cent position using the following formula:

100 (Rij -0.5)
Per cent position =

Where, Ry is the rank for i*^ constraint by the individual

Nj is the number of constraints ranked by the individual

The rank obtained is an interval on a scale where its midpoint denotes the

interval, hence 0.5 is subtracted from each rank. Using the Garrett Table, the per cent

position obtained is changed into score (Garrett and Woodworth, 1969). Mean score

was determined from the score obtained for each constraint and they are ranked

according to the mean score.

3.4.22 Stakeholder analysis

Stakeholder analysis is the identification of the key stakeholders, an assessment

of their interests, and the ways in which these interests affect project riskiness and

viability. Stakeholder analysis contributes to project design through the logical

framework and by helping to identify appropriate forms of stakeholder participation.
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Procedure for conducting stakeholder analysis

A stakeholder Table was formed by identifying the potential stakeholders. The

interests of each stakeholder were identified in relation to the problems being addressed

by a project and its objectives. The relative priority which the project should give to

each stakeholder should be indicated. Assessment of importance and influence of the

stakeholders and ranking was given according to their importance and influence in the

sector. Finally by combining influence and importance, a total score was obtained and

the stakeholders were arranged in descending order of their scores (DFDI, 1995).

3.4.23 Scenario analysis

The formulation of future scenarios will enable to derive policy suggestions and

strategic options. The futures are formulated by identifying trends, drivers and

uncertainties. The trends identified are then given ranks based on uncertainty and

importance. Two trends are selected which are not too closely dependent on each other,

and which could go in two contrasting directions in the future. A graph is drawn and

horizontal axis and vertical axis are labelled to represent each of these two key trends.

The polar ends of the axes are labelled to show the possible extremes of the future

outcomes. Each quadrants are summarized. The suitable future for farmer inclusion can

be identified (Vermeulen et al.^ 2008).

3.4.24 SWOC analysis

The stakeholders comprising of growers, collection agents, development

personnel, land owners and input suppliers were requested to point out the strength,

weakness, opportunities and challenges of the mango sector in Muthalamada

(Vermeulen et al., 2008).

5^^
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The strength is theoretically denote the Internal Positive Factors (IPFs),

weakness denote the Internal Negative Factors (INFs), opportunities denote the

External Positive Factors (EPFs) and the challenges denote the External Negative

Factors (ENFs).

Steps in SWOC analysis

1. The strength, weakness, opportunities and challenges were recorded.

2. The weakness were rephrased in a positive tone without losing the central idea.

3. The strategic options were formulated from these positive statements and

represented in a horizontal manner.

4. The strength (positives) and challenges (negatives) were given vertical axis.

5. Based on consultations with the experts, scores were given by comparing the

strategic options with the treatments.

6. Subtotal of both the scores obtained from positive statements (STl) and

negative statements (ST2) in comparison with the strategic options was

calculated.

7. Balance score was obtained by subtracting the subtotal of negative statements

(ST2) from the subtotal of positive statements (STl).

8. The strategic options having the highest scores were selected.

^0
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3.5 Method of data collection

An interview schedule was prepared based on the objective of the study in

consultation with experts. Appropriate modifications were made based on their

suggestions and the final interview schedule was made in Malayalam.

Primary data collection was done through individual farm visits, key informant

interview and interfaces. Secondary data collection was done from research papers,

office records of Krishi Bhavan.

3.6 Statistical tools used

The data collected were scored and analyzed using Statistical Package for

Social Sciences (SPSS version 20). The statistical tests used for analysis and

interpretation include:

3.6.1 Descriptive statistics

3.6.2 Binary Logistic Regression

3.6.3 Mann Whitney U test

3.6.1 Descriptive statistics

Distribution of respondents with respect to different variables were calculated

using percentage and frequencies. The independent variables were then tabulated using

cross Tables.

3.6.2 Binary Logistic Regression

The relationship between the dependent variable (marketing efficiency) and the

independent variables (age, educational qualification, occupation, annual income.

6\
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experience, area under mango cultivation, total area owned, ownership of land, type of

cultivation, orchard type, organizational membership, marketing channel, marketing

function, avenue of market, production cost, grades of mango, credit source and

extension contact) was investigated using binary logistic regression.

3.6.3 Mann Whitney U test

The distinctive characters of the two groups of respondents based on the area

owned viz.. Group I with respondents having less than five acres of land and Group II

with respondents having more than five acres of land was analyzed for statistical

significance using Mann Whitney U test.



Plate 1: Farmer^s meeting conducted at Muthalamada
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CHAPTER IV

RESULTS AND DISCUSSION

This chapter focuses on the results derived from the study, by using suitable

statistical tools and following appropriate research methodology. The results derived

from the study are discussed in line with the objectives of the study with the following

sub-heads.

4.1 Baseline information about the mango orchard and the farmers

4.2 Stakeholders and their role in mango value chain

4.3 Institutions and their role in mango value chain

4.4 Marketing channels utilized by the farmers

4.5 Constraints faced by the farmers

4.6 Strategic options for the enhancement of the value chain

4.1. Baseline information about the mango orchard and farmers

A total number of 60 fanners were surveyed, including farmers cum traders

from Muthalamada Grama Panchayat. The socio-economic characteristics of the

respondents such as age, educational qualification, primary occupation, annual income,

experience, area under mango cultivation, total area, ownership of land, type of

cultivation, orchard type, organizational membership, marketing channel, marketing

function, avenue of market, production cost, grades of mango, credit availability,

extension contact were analyzed with respect to marketing efficiency. Stakeholder
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analysis, SWOC matrix analysis, scenario analysis and constraint analysis were carried

out to arrive at the strategic options.

4.1.1. Age, occupation and Market Avenue of the respondents

Table 24 shows that the respondents coming under the age group of 51 -70 years

were mainly involved in agriculture alone (64.70 per cent) followed by the respondents

having 31-50 years of age accounting for about 57.69 per cent. As far as market avenue

is concerned, 50 per cent of the respondents coming under the age group of 51 -70 years

marketed less than 25 per cent of their produce to the local market. These results point

out that the fanners with age between 51 and 70 years depended on agriculture alone

and hence they were more cautious about marketing their produce. They marketed

more than 75 per cent of their produce to distant markets such as Delhi, Mumbai,

Ahmedabad, etc.

4.1.2. Education, experience and extension contact

Table 25 reveals that most of the respondents had good educational background

and experience was found to be higher (more than 20 years) for respondents who had

primary level education (37.50 per cent). The reason for high experience among

respondents having lower level of education could be that the farmers must have started

mango cultivation from an early age by dropping out of the school to undertake

ancestral occupation. The extension contact was found to be medium for majority of

•the respondents this may be due to their good educational background.
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4.1.3. Ownership and type of cultivation

Table 26: Distribution of respondents based on ownership and type of cultivation

Ownership Type of cultivation (%)

Organic Integrated

Owned 48.65 51.35

Both owned and

leased

21.74 78.26

Table 26 shows that, the respondents who own the orchards were distributed

almost equally among organic type of cultivation (48.65 per cent) and integrated

cultivation practices (51.35 per cent). Whereas, the fanners cultivating in leased land

along with their own orchard tend to go for integrated cultivation practices (78.26 per

cent). This depicts that the farmers cultivating in leased lands were reluctant to take

risks involved while adopting organic farming. The risks include non-availability of

organic inputs in large quantity, lack of efficient crop management practices, sparse

market for organic produce, no guarantee for high price etc.
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4.1.4. Area under mango, marketing channel and marketing function

Table 27 focuses on the distribution of respondents according to the area under

mango, marketing channel and marketing function and it was seen that more than two

third of the respondents (68.62 per cent) relied on collection agents for marketing their

produce. Similar marketing channel was used by the pineapple farmers according to

the study conducted by Stara (2014). This may be due to the fact that the collection

agents were the most proximate and easily approachable channel actor for the farmers.

With respect to marketing functions, it was observed that transportation was the major

marketing function carried out by a greater number of respondents (86.67 per cent). All

the other marketing functions incur higher cost when compared to transportation. Since

majority of the farmers marketed their produce through collection agents, all other

marketing functions were carried out by them. The farmers incurred only the

transportation cost for the delivery of the produce to the collection agent. Kumaresh

and Sekar (2013) also reported that the mango farmers in Krishnagiri district of Tamil

Nadu did not bear any marketing cost as they marketed their produce through local

traders.

t<\
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4.1.5. Total area, annual income and production cost of the respondents

Table 28: Distribution of respondents based on total area, annual income and

production cost (N=60)

Total

area

(acre)

Annual income Rs. /ac (%) Production cost Rs. /ac (%)

<25,000 25,000-

50,000

50,000-

1 lakh

>  1

lakh

10,000-

20,000

20,000-

30,000

30,000-

50,000

50,000-

75,000

2-5 36.67 36.67 20 6.67 10 83.33 6.67 0

6-10 31.25 31.25 25 12.50 6.25 56.25 25 12.50

11-15 22.22 55.55 11.11 11.11 0 11.11 77.77 11.11

>15 0 40 60 0 0 80 20 0

As far as mango is concerned, there is generally no need for strict maintenance.

For the important maintenance activities like agrochemical application, intercultural

operations, irrigation and other infrastructural facilities (pump house, agricultural

equipments, etc), approximately Rs. 10,000 per acre was incurred annually. The

farmers had to incur around Rs. 1,50,000 per acre for the overall establishment and

maintenance of an orchard. Table 28 gives the distribution of respondents based on

total area, annual income and production cost. It was found that respondents having an

area more than 15 acres (60 per cent) were having the highest annual income from Rs.

50,000 - 1 lakh, whereas their production cost was only around Rs. 20,000-30,000. In

case of respondents having 2-5 acres of total area, the annual income was only around

Rs. 25,000-50,000 and for majority these respondents (83.33 per cent) production cost

was almost similar to that of the large farmers. It could be inferred from the results that

with the increase in area there is an increase in annual income and with decrease in area

there is an increase in production cost.
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4.1.6. Income of the mango growers

Income sources

■ agriculture ■ agriculture + buisness / job

■ agriculture+ 2 empolyed members * agriculture + 3 employed members

Fig. 1: Different sources of family income the mango growers

Fig, 1 shows that majority of the farmers are having more than one source of

family income. About 35 per cent of the respondents depended on agriculture alone.

An equal proportion of the respondents (35 per cent) was involved in agriculture along

with agriculture related business activities especially as collection agents. This clearly

shows that for majority of the respondents, agriculture was the key source of income.

78^
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4.1.7. Organizational membership of the respondents

Organisational membership

35.60 %

60 49 OA

3.80% 4.80% 1 90 0/^ 4.80%

FPO Cooperative Pensioners Arts club No Other org
society club membership

Organisation

Fig. 2: Organizational membership of the mango farmers

The social networking of the respondents are determined using the

organizational membership status. It was found that about 51 respondents (49 per cent)

were members in Farmer Producer Organization (FPO) followed by Cooperative

society with 37 respondents (35.60 per cent). Two respondents had no membership in

any of the organization. Unlike the findings given by Mwangangi et al. (2012), the

study showed that the farmers had excellent social networking and that they maintained

good relationship with their peer members and organizational administration.

f3
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4.1.8. Source of credit utilized by the producers

Sources of credit

■ Institutional source ■ Non institutional source ■ Relatives and friends |

Fig. 3: Sources of credit utilized by the mango farmers

Fig. 3 reveals the credit sources utilized by the farmer, wherein it is seen that

the farmers mainly depended on the institutional sources like banks for availing credit

for mango cultivation (81 per cent). About 14 per cent of the respondents received

credit support from non-institutional sources like traders or pawn brokers on contract

basis and in return the farmers were bound to sell their produce directly to these traders.

Here the source of credit is determining the marketing channel utilized by the

producers.
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4.1.9. Varietal distribution of mangoes grown by the respondents

Malgova Nadasala

Kalapad ̂

Moovandan

8%

Mallika

5%

Tottapuri
12%

Imampasanth
7%

Benette

alphonso
16%

Alphonso
19%

Banganpally
19%

Fig. 4: Varietal diversity in Muthalamada

The varieties that are cultivated on a large scale at Muthalamada include

Alphonso, Banganpally, Benette Alphonso and Thottapuri. These varieties are having

huge demand in both domestic as well as export markets. Local varieties like

Moovandan, Nadasala and Chakkarakutty were cultivated in a fair amount. Compared

to North India, most of the South Indian varieties are early and regular bearers. This is

one of the main advantages of Muthalamada mangoes. This was also reported by Shaji

(2015).

m
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4.2. Stakeholders and their role in mango value chain

The major stakeholders in the mango value chain of Muthalamada were

identified using key informant interview and group discussions. Table 29 list out the

stakeholders and their respective functions.

Table 29: Stakeholders and their role in mango value chain

Si no Stakeholders Role / Function

1 Nursery developers Provide good quality planting materials to the

farmers.

2 Input suppliers Supply inputs such as fertilizers, pesticides,

machineries, etc.

3 Growers They can be either the orchard owners, leased

contractors, farmer cum merchants who are

involved in cultivation activities.

4 Land owners Owners of the orchard who lease out the land on

contract basis for a particular period of time. They

are unaware about the marketing of the produce

from their orchard.

5 Pre-harvest contractor They take orchards for lease on contract basis for

a pre fixed rate and undertake the harvesting

activities and market the produce.

6 Collection agent They own individual collection units or sheds.

They procure mangoes directly from the

producers. Sometimes, they are farmers

themselves, and they market their produce through

their shed along with the produce of other farmers.
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1 Traders They are large merchants from other states,

especially North India. They procure mangoes

either directly from large farmers or through the

collectors and distribute to the distant market

suppliers.

8 Mandi walas Mandi walas are the wholesalers who collect the

produce from the traders at the terminal market

and supply the produce to retailers and processors.

9 Retailers They are the fruit stall owners, roadside vendors

and supermarkets from where the consumers buy

the products. They may sell the produce as such or

after value addition and processing.

10 Processors They convert the raw product into value added

products such as pulp, jams, jellies, juice, pickle

and other canned products.

11 Exporters Exporters are involved in international trade. They

supply high quality fruits to other countries by

taking into account their quality implications.

12 Consumers They are the end users from within the locality to

other country. With change in the area, the

preference of the consumer also changes. In India,

less fibrous sweet fleshy mangoes are mostly

preferred.

13 Development

personnel

They are extension workers of institutions such as

Krishi Bhavan, research stations. University, etc.

who provide services to the farmers and other

stakeholders.

11
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14 Local body members They are mainly involved in political and

organizational activities wherein policies

regarding various aspects of value chain are

formulated by them.

4.2.1 Interdependencies among the stakeholders

proyisio uinvan rocurem arice

Collection agents

I Export
Farmers

Traders

Nurseries at

Thirupathur,

Krishnagiri

-► Sporadic relationship

Input
suppliers

Farmers
Retailers *  ► Terminal market

(domestic)

Processing unit

Persistent relationship

Fig. 5: Relationship and linkage between the stakeholders

In case of input provisions, the farmers and farmers cum traders showed a

persistent relationship with both nursery developers and input suppliers. In the

procurement stage, the farmers cum traders had more persistent relationship with the

traders, retailers and processors when compared to ordinary farmers as they themselves

act as the collection agent and directly market the produce to these actors. The ordinary

fanner maintains only a sporadic relationship with traders, retailers and processors but

they have a persistent relationship with the collection agent/ farmer cum trader. In the

case of terminal market, the traders and retailers had a persistent relationship with the

domestic tenninal market and the collection agent and processors depended on the
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traders and retailers to market the produce. The traders had only sporadic relationship

with the exporters.

4.2.2 Stakeholder analysis

Table 30: Stakeholder analysis: importance-Influence ranking

Si no Stakeholder Importance Influence Total

1 Nursery developers 13 14 27

2 Input suppliers 6 12 18

3 Growers 1 13 14

4 Landowners 11 11 22

5 Pre-harvest contractor 7 7 14

6 Collection agents 5 6 11

7 Traders 4 2 6

8 Processors 8 5 13

9 Retailers 9 4 13

10 Mandi walas 2 1 3

11 Exporters 10 3 13

12 Consumers 3 10 13

13 Development personnel 12 9 21

14 Local body members 14 8 22
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'U

rv

Collection agents

Consumer

Growers

Development personnel

Retailer

Processors

Input suppliers

Traders

Exporters

Land owners

Mandi walas

Nursery developers

Local body member

Pre-harvest contractor

Growers

I  Consumer

Mandi walas

Traders

J^e^opment personnel
k  Exporters

Processors

Retailers

Pre-harvest contractor
^  ̂

Input suppliers i

Collection agent ^
.. I

,  Landowners J

Local body members
iS.. -

I Nursery developers

L

(a) C)

Fig. 6: Arrangement of stakeholders based on the total score
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Table 30 shows the stakeholder analysis in which ranks were assigned to

stakeholders based on their importance and influence and final score was obtained by

adding the two. According to the scores obtained, the stakeholders are arranged in

descending order in Fig. 6 (a). It was observed that the intermediaries like mandi walas,

traders and collection agents were over dominating the value chain. Fig. 6 (b) shows

the rearrangement of stakeholders according to the importance that should be given to

each stakeholders for farmer inclusiveness wherein the growers, consumers and

*  development personnel were given higher position in the value chain. The

intermediaries like collection agents and pre-harvest contractors were given much

I' I lower position in the value chain.

4.2.3 Value share of stakeholders

Value share of stakeholders in different markets are discussed in Fig. 7. In case

of domestic market of fresh fruits, the producer's share in consumer's rupee was 14.29

per cent and the wholesaler had the highest share of about 50 per cent. The producer's

share in consumer's rupee was also 14.29 per cent in export marketing channel of fresh

fhaits, where the highest value share was for the exporter (35.71 per cent). In case of

processed products, the producer's share in consumer's rupee was comparatively

higher, i.e. 23.08 per cent and the highest share was for the processor with about 26.92

per cent. From the findings it cannot be concluded that the market for processed

products provide a better margin to the producers even for poor quality mangoes (grade

3 and grade 4). Domestic market and export markets are mainly for superior quality

mangoes (grade 1 and grade 2).

%\
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4.3 Institutions and their role in mango value chain

The key institutions involved in the mango value chain were identified using

group discussion with stakeholders and key informant interview with the development

personnel. Table 31 shows the institutions and their role in mango value chain.

Table 31: Institutions and their role in mango value chain

SI no Institution Role

Krishi Bhavan They are the institutions at the grass root level

having direct linkage with the farmers. They

provide extension services (advisory),

trainings and information support to the

farmers and other stakeholders. They

implement schemes developed by the State

Horticulture Mission.

State Horticulture Mission

(SHM)

It is a nodal agency that takes care of the

activities related to the cultivation of

horticultural crops. It carry out various

activities starting from trainings and advisory

services to development of policies and

schemes for horticultural crops. Mango area

expansion scheme, horticulture

mechanization, micro irrigation schemes were

developed by the SHM for the mango

farmers.
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3 Agricultural and Processed

Food Products Export

Development Authority

(APEDA)

The authoritative agency involved in the

financial assistance for industries related to

export, that fixes standards for the products to

be exported and promotes export oriented

production.

4 Farmer Producer

Organization (FPO)

Muthalamada is having mainly two FPOs,

Muthalamada Mango Farmers' Producer

Company Ltd. and Palakkad Mango Valley

Farmer Producer Company Ltd. These FPOs

were established for benefit of the producers

and they are working for the establishment of a

transparent marketing system.

5 Chittur Agro Park It is a modem facility for processing and export

of mangoes at Muthalamada. The major

activities of this unit were procurement of

mangoes, post-harvest operations (cleaning,

grading, sorting, packing, etc.), processing of

mangoes (juice, jam, jelly, etc) and also

exporting of these products to other countries

6 National Bank for

Agriculture and Rural

Development

(NABARD)

NABARD provides financial support to post-

harvest and processing units and also for the

foimation of farmers clubs. Chittur Agro Park

is a model processing unit recognized by SHM,

which was financially supported by NABARD.

aif •-sas::;
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4.4 Marketing channels utilized by the farmers

The marketing channels were mainly categorized into major marketing

channels and minor marketing channels based on the frequency of usage among the

farmers. The major marketing channels include six sub channels based on the grades

of mangoes, wherein grade 1 mangoes were of superior quality with specified size

(more than 300 g), shape and colour, that are mainly exported; grade 2 is usually the

undersized mangoes with 200-300 g and uneven color that does not fulfil all the

requirements for exporting; grade 3 is malformed mangoes with about 150-200 g and

having external discoloration and the grade 4 mangoes are the lowest quality mangoes

with pest and disease attack and having less than 150 g weight.

The minor marketing channels were rarely used by the farmers and only less

than 10 per cent of the total produce is marketed through minor channels. The minor

marketing channels include direct marketing from the farm gate by the farmers and

also marketing to local retailers. Minor marketing channel is mainly used for grade 3

and grade 4 mangoes
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4.4.1. Functions, agents and output at the different stages of the mango value chain

Table 32: Functions, agents and output at the different stages of the mango value

chain

Stages of chain Functions Agents Output

Producer Cultivation

practices
(collection in some
cases)

Farmers

Farmers cum

traders

Leased farmers

Raw mango

Collection agents Procure mangoes
from different

orchards and carry
out post-harvest
activities

Farmer cum

traders

Shed owners

Graded and

packed mango

Local traders Collect mangoes
directly from the
farmers or from

collection agents

Shed owners

Fruit merchants

Graded and

packed mango

Mandi walas Procure mangoes

from all over the

country and sell it
in the key markets
such as Delhi,

Mumbai,
Ahmedabad, etc.

Wholesalers

Fruit merchants

Graded and

packed mango

Retailers Collect the

mangoes or value
added products
from farmer,
collection agents,
traders or

distributors and

sell it to the

consumers

Fruit shop owners
roadside vendors

Juice stalls

Super markets

Graded mangoes
Value added

products (pickle,
juice, jam, jelly,
etc.)

Processors Collect raw or

ripened mangoes
from traders,

collection agents or
farmers and make

Private and public
Fruit processing
units

Juice stalls

Mango pulp,
pickle, juice, jam,
jelly and canned
products

90
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value added

processed products

Exporters Procure mangoes

from farmers,

collection agents,
traders, retailers

and processors and
export to other
countries in raw or

value added

product

Farmers

Processing unit
Exporting agencies

High quality
graded and
packed mangoes
or value added

products

Table 32 shows the functions, agents and output at the different stages of the

value chain and it was noticed that an individual actor carries out more than a single

function at different stages of the value chain. The farmer cum trader undertakes mango

cultivation as well as carries out the procurement activities of a collection agent. In

case of output, the physical transformation takes place only when the produce reaches

the processor. In all other stages, only grading and packing of the produce are done.

1)
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4.4.2 Marketing efficiency for different marketing channels

In case of grade 1 mangoes both channel 1 and channel 2 were having

marketing efficiency of 0.14. Marketing margin was found to be the highest for the

wholesaler (52.38 per cent) and the exporting agency (40.74 per cent) in channel 1 and

channel 2 respectively. For grade 2 mangoes, channel 4 was found to be more efficient

(0.24) when compare to channel 3 (0.12). The highest margin was for the wholesaler

in both the cases. Grade 3 mangoes were mainly sold at the local markets and for

processing, wherein marketing of mangoes directly to local market was found to be

efficient (0.4) whereas in case of processing it was 0.23. The margin of the producers

were higher in both the channel 5 (55.56 per cent) and channel 6 (41.67 per cent) for

grade 3 mangoes.

It can be can summarized that for grade 1 mangoes, the producer's share is

comparatively very less hence there is a need for improvement in the marketing of

grade 1 mangoes so that the producers can get fair margin for their superior quality

produce. In case of grade 2 mangoes, in marketing channel 4, the producers directly

sold the produce to the traders by undertaking more marketing functions (grading and

packing) and hence their margin was comparatively high. The marketing efficiency

was the highest for marketing channel 5 (0.4) of grade 3 mangoes since the actors

involved wd*e less compared to other marketing channels and in case processing

though the producer's margin was the highest, maximum profit was taken by the

processor which was also evident from Fig. 7.

42-
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4.4.3. Cost of marketing functions

Table 36: Cost of marketing functions

SI No Actors Marketing functions Cost (Rs. Per box of 7

kg)

1 Producer Transportation 5

2 Collection agent Grading & Packing

Loading and unloading +

Transportation

20

5

3 Wholesaler Transportation

Loading & unloading

20

4 Distributor Transportation

Loading & unloading

10

5 Retailer Loading & unloading

Unpacking and arrangement

10

6 Processor Value addition (pulp, juice,

etc.)

25

In most cases the producers incur only transportation cost as a part of marketing

function, this was also evident from Table 27. The collection agents were the ones who

incurred the highest marketing cost because they were carrying out marketing functions

such as grading, packing, loading and unloading and transportation. The processor had

to incur cost of cleaning, processing treatments and value addition.
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4.4.4. Price spread, marketing cost and marketing margin

Table 37: Price spread, marketing cost and marketing margin of the different

marketing channels

Channel

1 2 3 4 5 6

Producer's price 100 100 60 120 30 30

Total marketing

cost

65 155 60 40 20 55

Total marketing

margin

535 445 380 340 20 35

Consumer's price 700 700 500 500 70 130

Price spread 600

(85.71)

600

(85.71)

440

(88.00)

380

(76.00)

40

(57.14)

100

(76.92)

Producer's share

in consumer's

rupee (%)

14.29 14.29 12 24 42.86 23.08

Note: Figures in parenthesis indicate the price spread expressed as per cent of the

respective consumer prices

It is clear from Table 37 that though the producer's share in consumer's rupee

was high for channel 5, it is not advisable for the farmers to market majority of their

produce through this channel as the producers receive only meagre price for a box of 7

kg. It was also observed that the producer's share in consumer's mpee was

comparatively high in channel 4 and this could be attributed due to the elimination of

collection agent in the channel as the producer himself undertook the marketing

functions such as grading, packing, etc.

V
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4.4.5. Volume of mango channelized through the different marketing channels

35%

Total production

1.25 lakh tons 20%

Grade 1

43,700 tons

Grade 2

56,250 tons

45% Grade 3

25,000 tons

Minor

channel

2,500
tons

Fig. 8: Physical flow of mangoes from Muthalamada during 2015- 16

Fig. 8 shows the physical flow of mangoes from Muthalamada during 2015-16

and the total mango production was approximately around 1.25 lakh tons, of which

grade 2 constitute 45 per cent, grade 1 accounted 35 per cent, followed by grade 3 with

20 per cent respectively. The maximum amount of mangoes were channelized through

marketing channel 3 (80 per cent of grade 2 mangoes) and marketing channel 1 (75 per

cent of grade 1 mangoes).
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25%

Total production

40,000 tons 30%

Grade 1

10,000 tons

Grade 2

18,000 tons

45%
Grade 3

12,000 tons

MC 1 MC2

1000

tons

9,000
tons

Minor

channelMC3

14,400
tons

1,200
tons

Fig. 9: Physical flow of mangoes from Muthalamada during 2016- '17

Fig. 9 shows the physical flow of mangoes from Muthalamada during 2016-17

and the total mango production was approximately around 40,000 tons, out of which

grade 2 alone accounted 45 per cent, followed by grade 3 and grade 1 with 30 per cent

and 25 per cent respectively. The maximum amount of mangoes were channelized

through marketing channel 3 (80 per cent of grade 2 mangoes). The mangoes marketed

through the marketing channel 1 was comparatively less with respect to the previous

year.

It
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4.4.5. Results of Binary Logistic Regression Statistics for marketing efficiency

Table 38: Factors affecting marketing efficiency

Effect S.E. Wald df Sig.

Age 1.617 .907 1 .341

Education 1.771 2.150 1 .143

Occupation 1.372 2.872 1 .090

Annual income 1.930 .025 1 .875

Total area 1.101 .006 1 .938

Mango area 1.162 1.177 1 .278

Experience 1.036 4.956 1 .026*

Ownership 1.469 3.385 1 .066**

Income sources 1.772 4.907 1 .027*

Cultivation type 1.647 3.455 1 .063**

Orchard type 1.884 3.442 1 .064**

Production cost 2.642 1.952 1 .162

Market avenue 1.145 .413 1 .521

Credit 5.744 3.197 1 .074

Credit source 3.220 5.127 1 .024*

Organizational

membership
1.058 .220 1 .639

Marketing channel 3.124 5.510 1 .019*

Marketing function .800 1.834 1 .176

Grades .882 1.753 1 .185

Extension contact .447 2.271 1 .132

Note: ̂Significance level at 5% **Significance level at 10%

loO
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The result of the binary logistic regression showed the significant influence of

the variables viz., experience, ownership of land, cultivation type, orchard type, income

sources, credit source and marketing channel on marketing efficiency. The extent of

influence of these variables on marketing efficiency was determined from the odds

ratio.

4.4.5.1. Odds ratio and percent probability related to marketing efficiency

Table 39: Odds ratio and percent probability

Variables Odds ratio Probability

percentage

Experience 2.307
69.76

Ownership 2.703
72.99

Cultivation type 3.062
75.38

Orchard type 3.495
77.75

Income sources 3.926
79.70

Credit source 7.290 87.94

Marketing channel 7.333 88.00

From Table 39 it could be inferred that the marketing efficiency could be further

improved to extent of 69.76 per cent by acquiring more experience.

Scoring procedure was arranged from 1 to 3 respective for owned, leased and

both owned + leased land. The result revealed that the farmer who has purely owned

land had relatively least area under mango cultivation when compared to the farmers

with both owned and leased area. The lessee farmers were more market oriented and

\o\
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tended towards seeking of more market avenues. Subsequently, the results also

revealed that when a farmer move from owned land to having more leased land, the

marketing efficiency increases (72.99 per cent), it should also equate to the lease money

they paid.

Income source of the respondent was significant at 5 per cent level of

significance and it could be inferred that the marketing efficiency could be enhanced

up to 79.70 per cent with respect to the income sources of the farmers. This point out

that the farmers with more income sources were highly innovative and their

entrepreneurial behavior and achievement motivation were also high.

Cultivation type of the respondents had significant influence on the marketing

efficiency. The marketing efficiency could be further improvised to the extent of 75.38

per cent as the farmer moved from organic farming to integrated practices, this shows

the commercial interest of the farmer towards the mango sector. This was also evident

fi-om Table 26. Farmers doing commercial mango cultivation in a large area tends to

prefer integrated practices to enhance the production.

In case of orchard type, the marketing efficiency could be improved up to 77.75

per cent as the farmers move from conventional orchards to a mixed type of orchard

where both conventional planting and High Density Planting (HDP) or intercropping

were followed. They practiced innovative techniques to enhance their profit and this

could be the reason for high marketing efficiency.

Marketing efficiency could be enhanced up to 87.94 per cent by way of availing

credits from institutional sources. When the producer avail credit from non-

institutional source (traders and pawn brokers), they will come into an agreement
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wherein the farmer will sell his produce directly to the trader. This hinders the farmer

from choosing other marketing channel, thereby affecting the marketing efficiency.

Marketing channel undoubtedly influence the marketing efficiency at 5 per cent

level of significance. The marketing efficiency could be increased to about 88 per cent,

if the farmer choose a marketing channel with less number of intermediaries.

4.4.6. Results of Mann Whitney U test

The respondents were categorized into two groups, group I and group 11 based

on the area owned. Group I comprised of the respondents having less than 5 acres of

land area and group II comprised of respondents possessing more than 5 acres. Mann

Whitney U test was carried out to find the difference in attributes between the two

groups. The result obtained was as follows:

Table 40: Comparison of two groups using Mann Whitney U test

Variables Mean rank U Sig

Group I Group 11

Annual

income

23.42
37.58 237.50 0.001*

Total area 15.50 45.50 0 .000*

Mango area 21.42 39.58 177.50 .000*

Cultivation

type

27 34 345.00 0.065^

Production

cost

24.97 36.03 284.00 0.002*

♦Significance at 1% level, ̂ Significance at 10% level

[0 3



86

Table 40 shows that five variables were significant at five per cent and ten per

cent levels which points towards some variation among the two groups. These variables

were annual income, total area, area under mango, cultivation type and production cost.

Annual income and production cost of the respondents were significantly

different for the two groups, which was clearly evident from Table 27 that, with

increase in area there was hike in the annual income of the respondent and reduction in

the production cost. Since the demarcation of the groups were based on area owned,

total area and area under mango will undoubtedly be contrasting for the two groups.

The cultivation type was the key discriminating factor, wherein with increase

in area farmers tend to change the type of cultivation. It may be due to the simple fact

that the farmers found it more economical to carry out combination of organic and

inorganic type of cultivation for a large area. This scenario was evident during the field

survey, where the farmers having large area maintained a portion of their orchard under

organic cultivation.

4.4.7. Perception of the stakeholders

The measurement of the perception of stakeholders about the enhancement of

the value chain through fanner inclusiveness showed that these percepts were strong

in the farmers.

•  The absence of a common collection center was the main reason for

unfair pricing.

• Muthalamada mangoes are competent as it captures the early market.

•  Lack of transparent market system is the primary cause for

unavailability of market information in mango.

loy
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Inability of the FPOs show in promoting marketing activities is the main

reason for the farmers to remain in the claws of the profit extracting

intermediaries.

The following percepts manifested poorly among the stakeholders.

• Awareness about the quality consciousness of the present day.

consumers

• Need for taking up other marketing functions to get a better profit.

4.5 Constraints faced by the farmers

The farmers faced several problems during mango cultivation. The constraints

were listed out in the interview schedule and the respondents were asked to rank it

during the survey. Using Garret ranking technique, the ranks were then converted into

mean score to identify the major constraints existing in the mango sector of

Muthalamada.

Table 41: Constraints faced by the farmers

Si No Constraints Mean score Rank

1 Over dominance of middle men 67.25 1

2 Difficulty in getting reasonable price 66.64 2

3 Dearth of enough collection center 65.28 3

4 Poor availability of market infoimation 60.99 4

5 Improper post-harvest practices 44.90 5

6 Lack of government support 43.67 6

7 Deficit of timely labor 42.01 7

(03



88

8 Dearth of local markets 36.75 8

9 Improper cultivation practices 26.63 9

10 Lack of coordination 26.53 10

The major constraints identified were over dominance of middlemen in the

marketing channel, difficulty in getting reasonable price for the produce, dearth of

enough common collection center, poor availability of market information and

improper post-harvest practices. John (2014) and Varghese (2014) also identified

similar marketing constraints among jackfruit farmers.

'.tV.
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Plate 3: Group discussion conducted with stakeholders
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4.6 Strategic options

To arrive at strategic options SWOC analysis and scenario analysis were carried out

and the strategic options were derived from the results obtained from SWOC matrix

analysis, scenario analysis and constrain analysis.

4.6.1. Scenario analysis

Table 42: Trends and drivers in mango value chain

Trends Drivers

1. Quality consciousness 1. Commercialization

2. Farmers organization 2. Price fluctuation

3. High Density Planting 3. Labor shortage

4. Allied industries 4. Consumer preference

5. Mechanization 5. Government policies

6. Involvement of women and youth 6. Export opportunities

7. Off season production 7. Increase in cost of

8; Large number of market production

9. Processing improvement 8. Technical support

10. Branding 9. Change in technology

11. Utilizing large quantities of chemicals

12. High cost of labor

13. Involvement of intermediaries

Table 42 shows the thirteen trends seen in the mango sector in Muthalamada

along with nine drivers to predict the possible future for this sector.
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Trends Uncertainty Importance Total

Quality consciousness 13 4 17

Farmers organization 10 5 15

High Density Planting 11 3 14

Allied industries 8 8 16

Mechanization 9 6 15

Involvement of women and

youth
7 9 16

Early and regular bearing 1 7 8

Large number of market 2 1 3

Processing improvement 12 2 14

Branding 6 12 18

Utilizing large quantities of
chemicals

3 11 14

High cost of labor 5 13 18

Involvement of intermediaries 4 10 14

Table 43 shows the scenario analysis, wherein the trends are given ranks based

on uncertainty and importance. Through uncertainty- importance ranking, final score

was obtained for each of the trends. The trends with least uncertainty and

comparatively high importance ranking, i.e. early and regular bearing and large number

of markets were selected for deriving future by plotting in a graph
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Early and regular bearing

Low

FUTUREA

Increased processing

Increased export

Fair price

Mixed cropping

Ecotourism

FUTURE C

Decrease in price

Diversification

Increase in cost of production

Export opportunities

wastage

FUTURE B

Increase in price

Involvement of middle men

Low availability for
processing

Large number of markets
N

FUTURE D

Fair price

Allied industries

Increased agricultural income

Export and employment
opportunities

High

Fig. 10: Four futures of scenario analysis

Fig. 6 shows the futures derived from scenario analysis and it was noticed that

FUTURE D was the most ideal future which provide fair price for the commodity,

establishment of allied industries, increased agricultural income, more export and

employment opportunities.

Whereas FUTURE A was the most likely future with increased processing,

enhanced export, fair price for the commodity through processing and export,

following mixed cropping and encouraging ecotourism.
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4.6.2. SWOC analysis

Strengths (internal positive factors) Weakness (internal negative factors)

1. Large area under cultivation 1. Labor shortage

2. Commercialization 2. High cost of labor

3. Long term investment 3. High input usage

4. High density planting 4. Perishability

5. Diversity in mango varieties 5. Lack of infrastructure facility

6. Availability of technical support 6. Ignorance of the farmers

7. Capture early market 7. Harvesting loss

8. Lack of funding

9. Improper management practices

Opportunities (external positive Challenges (external negative factors)

factors)

1. Export potential 1.Unexpected change in climatic

2. Processing demand condition

3. Large scale market demand 2.Lack of market information

4. Related industries 3.Price fluctuation

5. Job opportunities 4.1ncidence of pest and diseases

6. Large number of markets 5.Change in consumer preference

7. Branding of the produce 6.Political intervention

8. Involvement of women and youth 7.Lack of policies for mango sector

9. Ecological benefits 8. Lack of research

10. Investment from MNCs

no
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By subtracting the subtotal of positive statement (STl) from the subtotal of

negative statement (ST2), strategic options were obtained and the strategic options

having the highest value were selected as the best strategic options.

The following were the strategic options derived from SWOC analysis and

scenario analysis:

1. Enhancing value addition and product development (15)

2. To promote branding of the produce (13)

3. To educate the farmers on building competitiveness (10)

4. To increase export potential by addressing quality parameters (7)

These strategic options address the constraints faced the farmers and contribute

to scenario in FUTURE A of scenario analysis. Similar suggestions were given by

Mannambeth et al. (2015) and Vignesh and Santhiya (2014).
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CHAPTER V

SUMMARY AND CONCLUSION

Mango is a crop that is being cultivated over a substantial area in Palakkad

District, and is being exported to a number of countries other than being sold in the

domestic markets. Being a perennial crop that requires minimum care, farmers stick on

to this crop and area under mango is actually on the rise in this major mango growing

tract of Kerala. However, the sector is not devoid of any problems. There are a large

number of farmers growing mango. Marketing, generally, is not very efficient for the

farmers. A series of actors are involved in the value chain before the commodity is

graded and exported. Improper plant protection measures adopted, largely due to

ignorance, is another factor that might lead to poor marketability and quality of

produce.

Being one of the few substantial agricultural commodity value chains existing

in Kerala, which provides hope for the farmers, the mango value chain of Palakkad

district needs urgent attention to improve its performance. With the apprehensions

regarding pesticide residue dangers being rife in the minds of the public, it is

immediately necessary that the primary producers be made aware of this.

This study aims to come up with suggestions to improve the prospects of the

mango growing farmers after doing a value chain analysis. The objectives of the study

were;

1. To identify the stakeholders in mango value chains, their functions and value

share.

2. To analyze the institutions and institutional roles in mango value chains.

3. To identify the marketing channels utilized by farmers.
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4. To analyze the price spread and marketing efficiency of the farmers.

5. To understand the constraints faced by the farmers.

6. To arrive at suggestions for value chain enhancement in favor of producer

farmers.

The Muthalamada Panchayat in Palakkad district was selected as the study area

as it had the largest area under mango cultivation. From among the mango producers,

60 farmers were selected as the respondents using random sampling procedure, which

will represent small, medium and large mango growers. About 30 respondents were

also chosen separately representing other stakeholder groups in the value chain through

random sampling and snowballing technique and their respective functions were

identified.

The data collection was done using pre-tested structured interview schedule and

direct observation and from secondary sources of information.

Stakeholder analysis, scenario analysis and SWOC matrix analysis were done

based on inputs obtained from the survey and interviews and strategic options were

formulated. Price spread analysis and measures of marketing efficiency was calculated

using Acharya's approach and the efficiency in marketing by the fanners was analyzed.

Binary logistic regression was used to identify the major socio-economic factors

affecting marketing efficiency. Mann Whitney U test was used to compare the two

groups of respondent farmers.

Statistical Package for Social Sciences (SPSS version 20) was used to tabulate,

analyze and interpret the data. The statistical tests used for the analysis and

interpretation of data included; percentage analysis, cross tabulation, frequency. Binary

logistic regression and Mann Whitney U test.

Ub
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The salient findings of the study were;

• Majority of the respondents with age in between 51 and 70 years depended on

agriculture alone (64.70 per cent).

• They marketed more than 75 per cent of their produce to distant markets such

as Delhi, Mumbai, Ahmedabad, etc.

• The respondents had good educational status with experience more than 20

years and medium extension contact.

• The farmers cultivating in leased land along with their own orchard (78.26 per

cent) tend to go for combined cultivation practices.

• Two third of the respondents (68.62 per cent) relied on collection agent for

marketing their produce.

•  The mango growers were well organized, with about 51 respondents (49 per

cent) having membership in Farmer Producer Organization (FPO).

• Alphonso, Benganpally, Bennett Alphonso and Tottapuri are mainly preferred

for cultivation.

•  Stakeholder analysis revealed that intennediaries like mandi walas, trader and

collection agent over dominated the value chain.

•  The major institutions involved in mango value chain include Krishi Bhavan,

State Horticulture Mission (SHM), APEDA, FPOs, Chittur Agro Park and

NABART).

m
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The marketing channel utilized by the farmers varies according to the grade of

the produce, grade 1 is the export quality, grade 2 is usually the undersized

mangoes that does not fulfil the export requirement and grade 3 is malfonned

mangoes or mangoes having external discoloration, etc.

In case of grade 1 mangoes both channel 1 and channel 2 were having

marketing efficiency 0.14. Margin was highest for the wholesaler and the

exporting agency for channel 1 and channel 2 respectively.

For grade 2 mangoes, channel 4 was found to be more efficient (0.24) due to

absence of an intermediary.

Grade 3 mangoes, channel 5 was found to be efficient (0.4) whereas in case of

channel 6 involvement of too many intermediaries affects the efficiency.

The important factors affecting marketing efficiency according to binary

logistic regression include experience, ownership, income source, type of

cultivation, orchard type, credit source and marketing channel.

A comparative study made among two groups of farmers revealed that

cultivation type was significantly different for the respondents of these two

groups.

Major constraints faced by the fanners during marketing include over

dominance of middle men, difficulty in getting reasonable price, dearth of

enough collection centres and poor availability of market information.
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•  The strategic options developed from the study are enhancing value addition

and product development, promotion of branding of the produce, to educate the

farmers on building competitiveness and to increase export potential by

addressing quality parameters.

In conclusion, among the different marketing channels identified the channel

involving collection agent, wholesaler, distributor and retailer other than the producer

famer and end user, was found to carry the bulk volume of mango transacted. This

channel carried almost 75 per cent of the produce during the study year. The channel

that benefited the producer farmer the most was Channel 4 because it earned them the

highest marketing margin (21.84 per cent). The reason for this is seen as the producer

farmer playing another marketing function too in this channel, as collection agent.

Marketing efficiency was the highest in Channel 5, which is attributed to few number

of marketing functions and hence lower marketing cost. However the net profit

obtained to the producer farmer in this channel is very less, as the marketing margin in

this channel is very less due to the inferior quality of the produce.

Thus, the mango sector seems to hold promise if the producer farmer becomes

market oriented and improve the quality of the produce through proper post-harvest

handling. Channelizing the produce to new domestic markets would benefit the small

holder farmers. Increasing health consciousness among the public, escalating

consumption of fruits in regular diet and widening product diversification

opportunities, offers hope for the mango producers and point towards a brighter future

for this nutritious, delicious and easily grown fruit.
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□  (TOJcnnaocQil ^feDfOOo^cfeDftim f^fOYDildBO^cm^

D  fmi]aJ6)(tmy) oaofOYO) ajjOnJOfoltfieV QceaDs^teo^cm^

n  (Tuoojortmn ^gjo ojjDnJoralcefiT GitfeDS^ceo^cm^

□  dfo^O^ gnJ(2(§Dce(D)3t06)yb (SCDfOl§^ QJfm^ rU065T3^CnD^

□ 006073 CT0o(§f06m <2(fe(.03(070)1(03 (Or^OU gS0) 6)(feDS^c06)^Om^

□ 0(SQ6)(0)aa)1&j^o (olcml

21.ojiJ&JOJ^<feo?):

a) (fcCSDQGJ^o ^OtfiOeJ^o:

b) (0)(Oo(ofl(t)1ce6)(03:

■ c) njoai;<fio1o(0:

fifiO



d) c/D(U)Dcnflj)o:

e)

22. oa(ij)0DCDo aoflJiGCEDDGm oJlelnJCD 6)jiJ^^crn(m?

a) C&JDc06)fO3 1Z10d>SQq:

b) rusG(fi6)ais)jn?) oJlnJcrrTl:

c) dEbCWfl^artnl:

d)

23. ctcooij 6)jiJCQ)(m aoematfisg^os c/a«naD(no

a) P'cfeJDglQl :

b) 2"'' (feJDglfjTl :

c) 3"^ teaJDgngri :

24. (0)D89bab c&Df^rdlcfe (G^ojoDjaJYolcnocQ)! ri^QODaatn&j^o niDcWfy

□ gen# □
Q6)6n§eas1(Di fi^ojloscnlfm (^ii? ajiJD3j{umnm Gcmlf^ cB>jsj(U)(uS
Q(umcQ6m3(/b mlroQenmsjddQO^p.

Q  6nJD£&

□  (TUJcBaDfOJ tDCTlcfoOf^Jj (TUDDnJCpemaO?)

□

□ 6rucTUj^d9O0?)/ (r\)^nr>^(mi^sG)ub



1

25. aDDf^r^dlcft) oj1ojfO6?yi0c^d90^o (smjojmemag^o mfo^dfo^cm

rxfl)sa^fnj1cfegji23Dcmjgg Giucnuo:

oQsn&cnj'l m (GraoJ^riciiaDCQ)'! ^SCQ)cfi€)

(gOJnb

cfoDf^r^ldft)

(TUf^OJtfeeJDOBDaJ

alf^nb

cnjjtfisDfoj

a^sn?)mil

(bocnxrug/

dfolscDDoalcrTl
•

26. c6brt)facfoOCQ 0^&jjcya^o6u&jain(?^ gcAooJS^fiyY^jnmfaflGmos^gg

(GTdOJ(S6aJD(JJo:

SI.

NO

oilruaGmo SA A N D SD

1 oJIrtJGnfl oJlruroesflo?)

ejiglce^^nrrneTej

H



2 c&rirffltfe (fe^gDODia 63fD^ njcolcul ojoro
(fef^r^tftpfo^os fWDeTnJfojsBisai) nJralcoGrrTI^
(GWOJQfD Q^ccmoDnb mjaoocoflcfio^nnn^

3 Q^rranctt) ^mo aDeffflAot) cforiraAfitfiei
(Gtaoiltfls ojrti^ffloaio gOry^rufD^foro^fm^

4 tfefiffflcfefitfio cfe^rffll tfe^sDOrtj)
t/3^oQJ&JC£l)l6)&J ^nJOJf5(OYaiCn65T3gn(Oi
r^jjfborysoon^gg (GraojoufOo ggnsDceoemo

5 g(ErinJfDtfaY3g^6)S oJIruemm m)3UjjfEn<&6)g
(fe^ol^ (fef^fait&ri crijen§(fli) cGnJDCDOJDnamgj

6 cfofirfflA cft>^§DCQjnacsD^s)s tfolyHfoi ctujcqjo
oJlnJemcD fmDcujtmcfccA
(rtJCCODsmonJS^firroDQfW

atujojfifDyiFncfcog cs/lg^fm
oja^aofnfjmjDfi^ c&^s^onn^

7 (flsls-CfODW m1cQ)t.my)6m aDrt)t/)6BT86)g cfo^ol^
(flD^s^fOxijJ to0(2UOjijej^fff«n3tnTD)fd)'
gfd)'nj(m6m3g^6)S w^cmcDlejojDfaoflTfO)
cruDfoaDcajl GajDu/lceo^oD^

8 CTUJCQoaoJInJGrrn aD(ftJ)aDem

Afif^eeafi A^raDojLKSi^cmfn)'
(ST3(m^6)AD6n§^(D)6)fm Aca)g^0(oflceo
{Gt^ojc/ajaocw w^GmrnlojajDroo

gOnjJ^OJa^fDYD)Dn5 A(^naAfi
njaDSCQJO^S^fm^

9 AfirflJAfftceo Ga)fcn§ m)a]fijl<eoDnb
Aylcm^oD nJlcuo
(TUo(§a6rncA(,fi3fUTD)1ni6)o (craisDOJo

aujjojfifaroflAg^os mjJDUjlaio
OJf4cul^(fiO^(TD^

Iif3



10 gfln^DGOlo t&^slOD m)Dfxn^fOj63Y3§1fi^
a^&jjojrifaum m)ort)o(563T30?)
cfefir^Jcfcrticfio air^s0^6n§D(SO^nm^

11

Q^Qjjoa^oeu&JODlflji (fofiraicfeHD^Gis nruJouJlmo
oj(^uj1^1(fio^cTT)ajnm3cn3l fmgjtfegl&Jigg
^S(TnaJ<fi6)D6)f?)OCQ)8fc1&J^o 63ynOJOC<fi6)6n§fl5)D6rn

12

nJ&Jc^Dy^o tftHsmooalml nflfiaofoiDtfifiig^o
as^jOJStfioofo^'^oGTn (feftirfldtfericBO o/lg
cruor&c&fflemortjyu) nnli^cooaeBYBO?)

fOfOiA^ODflJ)'

13 aDOlJydBOD&JfDYm n^qOJ^o (GT^GJo

rinfU6rnmfDTD)1nri r^^fDnji^cmdri a^foajascsDlfija
0D6BT3dft)gD6m

14 (Ojcmcrn&JOJOfOQjgg gtmrUrmsmgcgDs^gg
gnJ<S®DdM5)DOjlfnQO (ODeJnJfOJo ^(I5)^aJ0f&
rtj^ricrnQDCwl (.nJcscQ}DannQ^s^ftrra)Dcift
c&rar^c03f?)(fi6V

15

16

gnJC(§Oc9<TODOJlm fOlDni) nJ36518^(Tn
Qtoi'njrTTifarDflmoo ri/l(/9JD(njj(0)
gOry^ojfo^fimj>DCT)^gg C3f0^ (Tuorulujofoaj^o
^cTD^o a^rtnajas ao^iscsD^os

a^ai^ oa^oeuajaylcoi
tpJ(!CQ)DSa)Q^S^farD)nC!Ul§l^

QnJC(§Dte<0)Dd9OC/?) (0r^C(i)D(/DjrTi)ofo<MJQfDnrrD)1m

aoautfo CnJoaj^SQ

(OOflD^OJ^fSUcflsaDCQ) nJ^CLl(t{f)6l^(/bSQ

(njotooonjo ^cdIod^o Gfo^nJos ojr&u/lcBo^o
SA- oJ^riGmaDCW^o coDoslteo^fm^ A-ccQjDSlceo^cm^ n- nJ<3&flJnJ3(oangj

D- ccsDDslefio^nrrigj SD- nJ^f?)6maocQ)^o (saDDsl^fio^cmlij



27. (smfols^om ruralizilfofltfec/b;

nJ(6](2i](G)]S>db fmfl3(T)o

1 OjlaJGm'l oilriKOffffBg^QS

2 da>^aJSc6€^9fO^OS eO(2llfO)(29aD ̂ SOnJSfO^

3 mjOCSDOJl&J

4 oilgoojs^^'lcn^ eodrfldizijgg

t.nJOJf?)fDYU)m^cgos^gg (^a3^ce€)^ooj

5 CTOofgc?)6m(Sd0b[n3f?yirm1moo (fe^ooj

6 63fO^ OnJOfm^coaojfOGrT) nruoc^lmomforalmoo (

(flbgefiflin?) ocrucnor^) mx^oci^o

7 (I5)00l&J^gg frUnDc&f?)6rT)(2ngJ9CQ)lQ

8 OroiDy'lOJDgldfog^QS &J(§J(U) &200J

9 (osgc/a ojlnJcmloD^os taref§DOJo

10 CTOf^dB^Ofi (rOfir>DWo d0D^s^(U)&J9ai)l

&j(§1cfi6^oforo)fm



APPENDIX II: INTRODUCTORY LETTER TO JUDGES FOR JUDGES

RATING

KERALA AGRICULTURAL UNIVERSITY

COLLEGE OF HORTICULTURE

Department of Agricultural Extension

Dr. Jayasree Krishnankutty Vellanikkara

Professor 11. 01. 2017

Dear Sir/Madam,

Attached with this is a list of statements to assess the perception of the stakeholders on

farmer inclusiveness in mango value chain by my student, Nadhika. K, as a part of her

thesis work. Her work entitled, 'Stakeholder analysis for enhancing the role of primary

producers in mango value chains'.

1 would like to request you to spare a little of your valuable time to go through them

and rate them according to their relevance so as to formulate the final questionnaire.

The objectives of the study are given overleaf.

Thanking you in advance

With best regards

Jayasree Krishnankutty



APPENDIX III: PERCEPTION STATEMENTS FOR STAKEHOLDERS-

JUDGES RATING RESULTS

SI.

NO

aJlojfOGmo Total

score

Percentage

(%)

1 ce3^so6)(D) (Zig^ 0(Di3yn&J^tfec/i)
oju^^cTDfiyncnDflja tflajrailcQ/lflja luam

S3(hrai<&>(%SQ m)Dui1(fl0^fm1u

69 57.5

2 d03(ifad«&f^d9O CTUJCQJo Qrtji'ojmgsrao?)
oJlfi^dBO^OJOOb

72 60

3 oJlnJcrrTl oJIrufoeTOob

ajelceei^rrnl^
90 75

4 (&firai£fe {&^§3cc)Q rUfcTIujI ojof?)
<&fJffldc&fo^os (ODeToJ^ajfiBtaob oj(?ri(/)6frn^
(Gi0OJO(?i 0^ccmoDni) fnjr^DCQ)1<s6)^cm^

101 . 84.17

5 a^froTICQ) ^(Do QO^dBaO?) (GTdUn<fe
ojfO^ciDmo gOr^^ojro^fDYo^om^

93 77.50

6 QD60T3 c03^fflnCCB)(fiODC/& QJDlSo 036018 C(0)3§o
nJO^ajToflai O(fe3s^d06)^(mfij)D6rn

84 70

7 (fl3firaiAfi(6€) (fia^SDQfDl 0^&ij
oajocuajcsino&j 0q (rtJOjfiayrDicneoYBgnaji
rt^ftlOr^SDfDj^^^ (0T9OJnn)fOo ^GTTSD^OCTDo

95 79.17

8 g^inJCDsimg^os oflfYJcmfTi cnj^tujdjicfiaog
dBa^dl^ (ferif^cfefi coJ6rT§Lf0i CGniDUjaJDOzirogj

93 77.50

9 (flafftraitfc cfe^§3CQ)l0ay^e)s teDlylfoJ ctdjodo
oJInjemcD mj3a)jftD(fec/fe ^nJcauDsmGaJS^amjiDocD)

0a)JOJf5(0TOflc03Og <01^(C/0CQ)1^J
OJ0^03a)(0ttrnfid 63(0)^6?rr3l <fc^s^fTD^

90 75
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18 (Gractwo oJOfftteo Cnjoeajco)^^

mjorooigfisisyb «Jfo1cul ruortj c63fir^tfo(?>^o
QrtJceDaftDDOj^o foiizalaj^g^ (GTBcfe&Jo
(fe^OceoDni) rrunODCQ/ltSo^o

83 69.17

19 CDiPmjoldfcgl&j^os coj6mfT)1aJOJott>0jg3e
OQ(D)<fc(/b aj(§1ce€)Drt5T0)(0)' cmfols^cm
C3f0^ tnJUJDCT) orygj^oi1glcfl)36rn

86 71.67

20 QQnT) oojufncrulgl <^DcnolGB Cnjo&jjgg
t.nJCCQ)DaCD6)aJS^fUTDn

6)jij(2j3n?> tferifaJcesfJcee) fijioeJaJfojal^fOYOfin
^(OiroifOo m^finni (njoG83if0)1cftpOJlGjc&>c/&(fi6)
c&rdrSdc&Qfo (G^dBsfbrflDdBO^nDftyDcoi nJ^Hco)
rJl^jiJCEDDGrn 0(mg1cQj1cBO^(rnfai

79 65.83

21

a^QJJC/a^oQJ&JCtU'lfDi Si(f)rQi<&,(O^QS fTOJOCUlfOo
mficolnJlcQO^miflynmocQjn
^smloJcBODOfOoaDasbloj^o eBynoJDCeee^Gn^ftnDern

94 78.33

22

fOD(r^ylQW ̂ S6)njsej^c03o?) a^ejo aonuy
ojInJemmafarEnDsm^Gmmul^^gg nJeu a/l<fe(n)nn
(njruf^firrmmfiBTQg^o (maailc^jIfmfmjraYon&Joern

73 60.83

23

eojni) c^ceum aisftmsi^cni 0D6GY3Dd9D^f^6)CQ)
cfejol-qjjgg nJfOloal&JfD
nJoafes^ceoDcrb <A3(tr^<&>(h (woejajfojo
cftiDGmlceoDdlgj

61 50.83

24

GfD)D§o rUD§(mtFnQfT)S^fITmi'
ojlnJGrTnaifloQj

(GT^nja9j<fi3aj)ce6)m^(TUfen^ ajoeGao cOf^Gao
gensDCQJDej^o (s^QseiSi(Jh<BO nJo§ce6)(?)Dd1(oi
nrflcffiicsfl^ mfoJcceiSTTslojfo^o

78 65

25

oj&JG^oy^o cejlsmoodlofl crnr^QonjiOceog^o
(fe^oJSdBooro^aoem S3<hf^Si(f)cBQ oilg

99 82.50



(TUofBc&^emOfiJYO) m'1^(2009^0?)

(T)(Oic03^(TnrtJ)

26 QaaijydB^D&jfDYin

oilnJGmmflJTfijnm a^foyoi^nnnan ci^finajasaDlflji
fflD63i3cfogD6m

89 74.17

27 (Ojflmcrn&JOJDfPOigg QfCTnJcmfiqyacQPSjQQ

gnJG(§Dcefij)DO-nmoo fiDDeJnJfojo ^foi^ojora
nj^f?)6rT)QDCQ)1 (aJccQJDsmQ^s^fffrtnDnti
c0Dfif^(fefi£0o mjDa/l^§1u

87 72.50

28 ©^raiajas moemsQ gnJC{§Dc0<mD(j9Og^6)S

^QSODlfOJ (^riJCfDlA (GT9 o (7)1(05 3 fOo
^(tn^ruexooD^o gGnsDdBoonb cnjDu/l^1§ngj

66 55

29 (31301(0) Oilaj fT)(0i(fi5laDDSn) £nJ(S(§3(fi(D)DaJ

nj^emub nJ365t3^fTD(m

78 65

30 oJlcGoa goJC(gDce<0)Dteo6)g (Bi^£fl5(0f^<fi€)^nm
ajl(JU(OrD)l£JjQQ (pJOJfi(OYD)(D^g1(Oi
f^rio^sDO?) cSjfif^c&fJtee) ^mlcQj^o
nruDcjil^llgj

82 68.33

31 m)o(TUilDnD65lQg1aji (31^0J(fe3eJ^S0glaJ^gg
fflD63BCQ)^OS oilgOOJS^^ 0^(U)&J0S
QD63T3(fl5(7&(e6) ocugj^ciilglcsyDOJ^fm^ens

85 70.83

32 o^fD)&Josc2)1(0i (Si3(5rr)(ft)o CQfTxaYon&jjeg ODcnjyo
&J(gj03O6rTlc05l&J^o ^("UCOflfDi (tJCSCnSD O^CfmD
^(D^O?) 0D((O)OD6rn QnJ(S(§3(fi(0)3<e6)C/b<fi6)
f^OO (nJlCWo

78 65

33 (olcfo-^^o 6)6)SOJO3f^C/)(0r0)'1&J^o (GOgJDOflDOD^o
g(OlnJD0lr^4j Q3(TlJy63r3C^(fi6) oJ1&JCQ)^6)S
(&D(3J(nYOnaj2 O31(0)o (nJCdJlcaaH^ OJj(0)J3(nJo
(&D€m3nt mj3(i)1(fid1^

83 69.17

30



34 Q^(D)&J(aSCQ)10GJ QDOUyo OJSCifi^^(T0)JCQ/l6)&J
oilrtjcrnlt&og (0i^(O0CQ)1^

63 52.50

35 goJceDc&flDDoJlcn flnont) oJD60i3^rm
QtmnJcmtnTDflfnoo oilo8JOfn)jfD)

mjooilcDomoj^o

^om^o lZlD6St3Cft)^G)S

oa^ocu&joi/lajj
tnJCCQ)Dam6)^S^rt3YOfIC£»l§lgJ

89 74.17

36 gftj(2(§D<fi(n)D(eo(/b ((r^arDO(/)j(TUorD<fla6m(uroflnT
(fc^s^(0)«^ t08(ai)6)^&j^(mm^(TT) nruDr^jiJfOjciiTontni
0Dmjy>o CfUD&j^gg ujDftJi^ojfOfaudDsizioai)

nJyOJriCO6013C/2)c0O (nJDtUDfDJo ^Ollc^^o
63fi)^nJDS OJ(^u/l(e0^o

100 83.33
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Abstract

India is the largest mango producing and the chief exporting country in the

world with an annual mango production of 18 million metric tons, which accounts for

about 50 per cent of the global mango supply. In total India has about 8.97 lakh ha

dedicated to mango farming, out of which Kerala accounts for about 77.30 thousand

ha under mango cultivation during 2014-' 15. Mulhalamada in Chittur taluk of Palakkad

district, is known as the 'Mango City' of Kerala. The mango orchards in Muthalamada

covers around 4000 hectares, with about 5000 mango cultivators. The annual

production of mango in Muthalamada Panchayat is approximately 40,000 tonnes.

However, the mango sector in Palakkad district is not devoid of any problems, which

hinders its economic advancement.

In this background, the present study entitled "Stakeholder analysis for

enhancing the role of primary producers in mango value chain" was taken up in the

Department of Agricultural Extension, College of Horticulture, Vellanikkara, during

2015-17. The study was formulated with the objectives to identify the stakeholders in

mango value chains, their functions and value share, to analyze the institutions and its

role in mango value chain, to identify the marketing channels utilized by the farmers,

to examine the price spread and marketing efficiency of the farmers, to understand the

constraints faced by the farmers and to suggest value chain enhancement measures in

favor of producer fanners.

Survey was carried out among the mango growers and other stakeholders in

Muthalamada Panchayat. About 60 farmers and 30 stakeholders were randomly

selected for the study. Stakeholder analysis, SWOC matrix analysis and Scenario
analysis were carried out through group discussions.
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The results of the baseline information of the respondents revealed that the

farmers with age in between 51 and 70 years depended on agriculture alone (64.70 per

cent) and hence they were more cautious about marketing their produce. They marketed

more than 75 per eent of their produce to distant markets such as Delhi, Mumbai,

Ahmedabad, etc. The respondents had good educational status with experience of more

than 20 years and medium extension contact. The farmers cultivating in leased land

along with their own orchard (78.26 per cent) tend to go for combined cultivation

practices.

Two third of the respondents (68.62 per cent) possessing different areas relied

on collection agent for marketing their produce as they are easily approachable and the

farmers had to incur only transportation cost. The mango growers were well organized,

with about 51 respondents (49 per cent) having membership in Farmer Producer

Organization (FPO). Alphonso, Banganpally, Bermett Alphonso and Tottapuri are

mainly preferred for cultivation as these varieties are having huge demand in both

international as well as domestic markets.

Stakeholder analysis according to importance- influence scoring revealed that

intermediaries like mandi walas, trader, collection agent and pre-harvest contractor had

more influence in the mango sector. The major institutions involved in mango value

chain include Krishi Bhavan, State Horticulture Mission (SHM), APEDA (Agricultural

and Processed Food Products Export Development Authority), FPOs (Fanner Producer

Organizations), Chittur Agro Park and NABARD (National Bank for Agriculture and

Rural Development). The marketing channel utilized by the farmers varies according

to the grade of the produce, grade 1 is the export quality, grade 2 is usually the

undersized mangoes that does not fulfil the export requirement and grade 3 is

malformed mangoes or mangoes having external discoloration, etc.
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In case of grade 1 mangoes both channel 1 and channel 2 were having

marketing efficiency 0.14. Margin was highest for the wholesaler and the exporting

agency for channel 1 and channel 2 respectively. For grade 2 mangoes, channel 4 was

found to be more efficient (0.24) due to absence of an intermediary. Grade 3 mangoes

are mainly sold at the local markets and for processing, wherein marketing of mangoes

directly to local market was found to be efficient (0.4) whereas in case of processing

involvement of too many intermediaries affects the efficiency of the marketing

channel.

The important factors affecting marketing efficiency according to binary

logistic regression include experience, ownership, income source, type of cultivation,

orchard type, credit source and marketing channel. A comparative study was made

among two groups of fanners, group I comprising of fanners with less than 5 acres of

land and group II encompassing farmers with more than 5 acres. The result highlighted

that, cultivation type was significantly different for the respondents of the two groups.

Major constraints faced by the farmers during marketing include poor availability of

market information, absence of a common collection center, over dominance of middle

men and deficit of timely labor. Finally, SWOC analysis and scenario analysis were

conducted to arrive at strategic options. The strategic options developed from the study

are enhancing value addition and product development, promotion of branding of the

produce, to educate the farmers on building competitiveness and to increase export

potential by addressing quality parameters.
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