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CHAPTER 1
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 Qariety 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 fruit 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, Karnataka, Bihar, Gujarat, Tamil Nadu, Kerala and Maharashtra (GOI, 2016;
GOI, 2017). About 30 varieties of mangoés 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 12 per cent, 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. Muthalamada 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, efc. 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 farmers 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
To analyze the institutions and their 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

Ov th g WY I3

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.
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CHAPTERII
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
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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:

e Mapping all the activities in the value chain with respect to the earnings
achieved through each activity by different actors.

e 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.

e 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 al., (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 Anjani (2011) the major reasons for India’s low crop productivity
were small holdings of the farmers, insufficient accessibility of inputs, poor advisory
and infrastructural 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.
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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 jackfruit 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 farmers 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 information 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 information 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 information 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.
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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 al., (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 farm 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 information is not well

conveyed among them due to their huge numbers.

In the case of Makueni County, Mwangangi et al., (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 farmers 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 al., (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.



11

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, efc.

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 farmers 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 farmers
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 efc. 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 informed 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 (FCI) 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).

Alterfin (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.

20
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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 information 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 farmers and
compel them to sell product at lower price as farmers 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 er 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 intermediaries who fix and control the price in the marketing system according to

their interest without leaving any negotiation power for the farmers.

Gor et al., (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.
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Kumaresh and Sekar (2013) studied the marketing channel used by the farmers
and it was found that the farmers 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 farmers 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 Ernakulam 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 farmers 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 farmers 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. Farmers had no role in price

fixation.

24



19

Honja ef 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
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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, efc.

According to Msabeni, ef al., (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 ef 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 fruit crops mangosteen was cultivated by

the farmers in their own land, the cultivation was not of commercial nature.
Lack of collection agents, low price for the produce and exploitation by
middlemen were the main constraints faced by the jackfruit 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 111
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.
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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.

1%
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Table 1: Summary list of variables and their measurement procedure

SLLNO | 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
¥ 30-50 years 2
3 51-70 years 3
4 >70 years R

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.

45



29

Table 3: Education qualification scoring procedure

SI No Category Code

1 Primary 1

2 High school 2

3 Plus two .

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 +government 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
v 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 number 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
- 15-20 years 4
5 20-25 years 5
6 25-30 years 6
7 >3(0 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
B 11-15 acres B
5 >15 acres 5

N7
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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
(FPO), 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.

“4
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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

from among the options given. The options encompassés 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 Yés 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 Grade 3 >50% 1
25-50%
<25% 3
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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, efc. Total score was obtained for each

respondent.

Table 20: Categorization based on mean and standard deviation

Category Range Value

High (= mean + standard deviation) Z mean

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

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.
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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 intermediaries for carrying out

various functions in the marketing channel.
Marketing margin

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

producers to consumers by carrying out various marketing functions.

St
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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
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Table 22: Statements for measuring the perception

management advices and recommendations

SI Statement Options

No

1 Farmers are not getting timely market information SA/ A/ N/ D/ SD

2 Farmer Producer Organization is supporting the farmers | SA/ A/ N/ D/ SD
to improve their situation

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

B Farmers need to take up other marketing activities/ | SA/ A/ N/ D/ SD
functions

5 Farmers are unaware about the available marketing | SA/ A/ N/ D/ SD
opportunities

6 Farmers are not using the market opportunity available | SA/ A/ N/ D/ SD
through the Farmer Producer Organization, instead they
remain in the conventional marketing itself

7 Lack proper knowledge about the control of pests and | SA/ A/ N/ D/ SD
diseases by farmers affect the quality of the produce

8 Farmers mainly focus on the domestic market and give | SA/ A/ N/ D/ SD
less importance to the quality requirement for exporting

9 Absence of a common collection centre where the | SA/ A/ N/ D/SD
farmers can market their produce directly

10 Lack of processing units leads to losses during surplus | SA/ A/ N/ D/ SD
production

11 For enhancing farmer inclusiveness there is a need for | SA/ A/ N/ D/ SD
shortening the marketing channel by eliminating
intermediaries

12 Farmers mostly consult input dealers for crop | SA/ A/ N/D/SD
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demand for nutritious food items like mangoes

13 Muthalamada mangoes capture the early markets all over | SA/ A/ N/ D/ SD
the world

14 Opportunities from quality consciousness of the | SA/A/N/D/SD
consumers are not yet exploited by the farmers

] There is no facility available for the consumer to check | SA/ A/ N/ D/ SD
the trustworthiness of Muthalamada mangoes

16 Quality consciousness of the consumers increases the | SA/ A/ N/ D/ SD

Table 23: Scoring procedure for the statement

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 = Nj

Where, Rjjis the rank for i constraint by the j™ individual

N; is the number of constraints ranked by the j"™ 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).
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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 (ST1) 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 (ST1).

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

A
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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,

o\
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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 [ 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.

b
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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 farmers 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 farmers 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.

b5
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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 al.30
Both owned and|21.74 78.26
leased

Table 26 shows that, the respondents who own the orchards were distributed
almost equally éunong organic type of cultivation (48.65 per cent) and integrated
cultivation practices (51.35 per cent). Whereas, the farmers 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.

6%
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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.
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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 | Annual income Rs. /ac (%) Production cost Rs. /ac (%)

area | =55 000 | 25,000- | 50,000- [ > 1| 10,000- | 20,000- | 30,000~ | 50,000-
(acre) 50,000 | 1lakh |lakh | 20,000 30,000 | 50,000 | 75,000
2-5 36.67 36.67 |20 6.67 |10 83.33 | 6.67 0
6-10 | 31.25 3125 |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, efc.), 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.

91
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4.1.6. Income of the mango growers

Income sources

m agriculture ® agriculture + buisness / job

m agriculturet+ 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.

A AN
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4.1.7. Organizational membership of the respondents

Organisational membership

00 49%
50
» 35.60 %
30
20
10 3.80 % 4.80% 1.90 % 4.80 %
0 Resroes L& Sl —— R
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.

P3
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4.1.8. Source of credit utilized by the producers

Sources of credit

® [nstitutional source ® Non institutional sourcec ® 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.

W
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4.1.9. Varietal distribution of mangoes grown by the respondents

Malgova Nadasala
0,
Kalapad NS

|

Benette
alphonso
16%

\
\

Alphonso
19%

Imampasanth

Banganpally
N 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).

w5



59

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

Sino | Stakeholders Role / Function

1 Nursery developers Provide good quality planting materials to the
farmers.

2 Input suppliers Supply inputs such as fertilizers, pesticides,

machineries, efc.

3 Growers They can be either the orchard owners, leased
contractors, farmer cum merchants who are

involved in cultivation activities.

- 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.

16
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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.

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.

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, efc.
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

Nurseries at Collection agents
Thirupathur, : / # Export

Krishnagiri i }i Traders \ :

Retailers |g¢——p| Terminal market
Input Farmers / )
_ _ ¢ (domestic)
suppliers [ cum traders \
Processing unit
—— Sporadic relationship A 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
farmer 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 terminal market and the collection agent and processors depended on the



traders and retailers to market the produce. The traders had only sporadic relationship

with the exporters.

4.2.2 Stakeholder analysis

62

Table 30: Stakeholder analysis: importance-influence ranking

Sino 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

G
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Mandi walas . Growers |
e e e |
Traders Consumer

Collection agents Mandi walas _f

| SR SRSV ATAY Shss )

Exporters . Traders

Processors

Retailer | ==

Consumer ~ Processors

Pre-harvest contractor f R Iets

Growers | Pre-harvest contractor

Input suppliers Input supphers

Development personnel : | Collectlonagent |

Land owners ‘ Landowners . !

Local body member _ I;ocal bod; m;mbers
Nursery developers Nursery developers ‘

(a) (b)

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

: 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
fruits, 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).

9!
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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

Sl no

Institution

Role

1

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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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.

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.

Chittur Agro Park

It is a modern 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, efc.), processing of
mangoes (juice, jam, jelly, efc.) and also

exporting of these products to other countries

National Bank for
Agriculture and Rural
Development
(NABARD)

NABARD provides financial support to post-
harvest and processing units and also for the
formation of farmers clubs. Chittur Agro Park
is a model processing unit recognized by SHM,

which was financially supported by NABARD.




Plate 2: Farmer’s club meeting and field visit
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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

¢o
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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

orchards and carry
out post-harvest

Shed owners

Stages of chain Functions Agents Output
Producer Cultivation Farmers Raw mango
practices Farmers cum
(collection in some | traders
cases) Leased farmers
Collection agents | Procure mangoes Farmer cum Graded and
from different traders packed mango

farmers or from
collection agents

activities
Local traders Collect mangoes Shed owners Graded and
directly from the Fruit merchants packed mango

Mandi walas

Procure mangoes
from all over the
country and sell it
in the key markets
such as Delhi,

Wholesalers
Fruit merchants

Graded and

'| packed mango

ripened mangoes
from traders,
collection agents or
farmers and make

Fruit processing
units
Juice stalls

Mumbai,
Ahmedabad, efc.

Retailers Collect the Fruit shop owners | Graded mangoes
mangoes or value | roadside vendors Value added
added products Juice stalls products (pickle,
from farmer, Super markets juice, jam, jelly,
collection agents, etc.)
traders or
distributors and
sell it to the
consumers

Processors Collect raw or Private and public | Mango pulp,

pickle, juice, jam,
jelly and canned
products

90
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value added
processed products
Exporters Procure mangoes Farmers High quality

from farmers, Processing unit graded and
collection agents, Exporting agencies | packed mangoes
traders, retailers or value added
and processors and products
export to other
countries in raw or

| value added
product

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 th‘e actors
involved wete 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.

Q2
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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 -

2 Collection agent | Grading & Packing 20
Loading and unloading + |5
Transportation

3 Wholesaler Transportation 20
Loading & unloading

4 Distributor Transportation 10
Loading & unloading

5 Retailer Loading & unloading 10
Unpacking and arrangement

6 Processor Value addition (pulp, juice, | 25
etc.)

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.

10
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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 65 155 60 40 20 55
cost
Total marketing 535 445 380 340 20 .
margin
Consumer’s price | 700 700 500 500 70 130
Price spread 600 600 440 380 40 100
' (85.71) | (85.71) |(88.00) |(76.00) |(57.14) |(76.92)
Producer’s share 14.29 14.29 12 24 42.86 23.08
in consumer’s
rupee (%)

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 rupee 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, efc.

17
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4.4.5. Volume of mango channelized through the different marketing channels

Total production

35% . 1.25 lakh tons 20%

I
{ T 1

Grade 1 Grade 2 45% Grade 3
43,700 tons 56,250 tons 25,000 tons

i
i

MC 1 MC 6
| 32,8000 5,000
tons tons

Fig. 8: Physical flow of mangoes from Muthalamada durin-g 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).

i\
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40,000 tons

25%

L) L

Grade 1 Grade 2 A% Grade 3
10,000 tons 18,000 tons 12,000 tons
MC 5 MC 6
8,400 2,400
tons 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.

1
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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 J63**
Orchard type 1.884 3.442 1 064%*
Production cost 2.642 1.952 1 162
Market avenue 1.145 413 1 S22
Credit 5.744 3.197 1 074
Credit source 3.220 5.127 1 024*
Organizational

—— 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%
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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 2307 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
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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
from 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

(02
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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 II based
on the area owned. Group I comprised of the respondents having less than 5 acres of
land area and group I 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 3445 37.58 237.50 0.001*

income

Total area 15.50 45.50 0 .000%*

Mango area 21.42 39.58 177.50 .000*

Cultivation 27 34 345.00 0.065"

type

Production 24.97 36.03 284.00 0.002*

cost

*Significance at 1% level, “Significance at 10% level
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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 farmer inclusiveness showed that these percepts were strong
in the farmers.

e The absence of a common collection center was the main reason for
unfair pricing.

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

e Lack of transparent market system is the primary cause for

unavailability of market information in mango.

lel¥:
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o 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.

e Awareness about the quality consciousness of the present day.
consumers

o 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

SINo | 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
B Poor availability of market information 60.99 4
3 Improper post-harvest practices 44.90 5
6 Lack of government support 43.67 6
7 Deficit of timely labor 42.01 7
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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.

log



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
0. 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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Table 43: Scenario analysis

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 7 9 16
youth

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 3 11 14
chemicals

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

0%
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Early and regular bearing

Low :
/ FUTURE A \ / \
Increased processing j : FUTUI_{E B_
Increased export nerease In price
Fair price Involvement of middle men
. ! Low availability for
Mixed cropping : processing
\ Ecotourism / \ /
; ' | High |
Large number of markets '
Low
/ FUTURE C \ : FUTURE D
Decrease in price ' Fair price
Diversification Allied industries
Increase in cost of production Increased agricultural income
Export opportunities Export and emp!oyment
\ wastage / K 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
Commercialization

Long term investment

High density planting
Diversity in mango varieties

Availability of technical support

= B Tk g b 39

Capture early market

1. Labor shortage

High cost of labor

High input usage
Perishability

Lack of infrastructure facility
Ignorance of the farmers
Harvesting loss

Lack of funding

g o Oy My o A R

9. Improper management practices

Opportunities (external positive

Challenges (external negative factors)

Investment from MNCs

e

factors)

ls 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. Incidence 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
0. Ecological benefits 8.Lack of research

IHo
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By subtracting the subtotal of positive statement (ST1) 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)
To promote branding of the produce (13)

To educate the farmers on building competitiveness (10)

B

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 beiﬁg 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 farmers 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.

\b
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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 intermediaries 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
NABARD.

h7
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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 malformed

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 farmers 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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e 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.

14



<)

REFERENCES

\R©O




REFERENCES

Acharya, S. S. and Agarwal, N. L. 1987. Agricultural Marketing in India (5™ Ed.).
Oxford and IBH Publishing CO. PVT. LTD., New Delhi, 538p.

Aiswarya, P. A. 2014. Value chain management of mango — a study on Pfeeja agro
food limited, Kottappadi, Thrissur district, B.Sc. thesis, Kerala Agricultural
University, Thrissur, 136p.

Akand, M. A. L. and Isoda, H. 2006. Expansion of distant marketing of vegetables in
Bangladesh —A case study on Losmanpur village in Sherpur district. J. Fac.
Agr., 51(2): 441-448. Available: https://www.researchgate.net/publication/
31904262 Expansion_of Distant Marketing of Vegetables_in Bangladesh_
A case study on_Losmanpur village in_Sherpur_district [21 Sep. 2016].

Alterfin. 2016. Alterfin home page [on-line]. Available: http://www.alterfin.be/
en/news/access-market-small-scale-farmers-innovative-cooperation-models

[21 Sep. 2016].

Anjani, K. 2011. Value chain of agricultural commodities and their role in food security

and poverty alleviation. Int. J. Inf. Manag. 24: 92-109.

Anshul, P. 2012. Agricultural value chain: problems and solutions. Institute of

Development Studies Working Paper, 120: 3-35.

APEDA [Agricultural and Processed Food Products Export Development Authority].
2016. APEDA home page [on-line]. Available: http://apeda.gov.in/
apedawebsite/SubHead Products/Mango.htm [6 June 2017].



11

Arifa, C. V. 2013. Value chain management in banana (nendran) - a case study of
Kizhakkencherry panchayath, B.Sc. thesis, Kerala Agricultural University,
Thrissur, 126p.

Arshad, F.M. and Rahim, K.A., 2008. New agri-food marketing system: structural and
impact analyses, In: FAMA Agribusiness Marketing Conference 2010, 23
February 2010, Malaysia [on-line]. Available: http://econ.upm.edu.my/
~fatimah/Fatimahnew%20marketing%?20system%20structural %20impat%201
00224.pdf [4 Aug. 2016].

Arshad, F.M., Mohamed, Z., and Latif, I. 2006. Changes in agri-food supply change in
Malaysia: Implications on marketing training needs. In: Proceedings of the
FAO/AFMA/FAMA Regional Workshop on Agricultural Marketing Training,
Food and Agriculture Organization of United ations (FAO) and Agricultural
and Food Marketing Association for Asia and the Pacific (AFMA), 21 June
2006 [on-line]. Available: http:/econ.upm.edu.my/~fatimah/Fatimah-Annex-
3.pdf [4 Aug. 2016].

Ashithadevi, P. J. 2014. Value chain mapping of njaalipoovan variety of banana — a
case study with special reference to Meloor grama panchayath, B.Sc. thesis,

Kerala Agricultural University, Thrissur, 94p.

Briones, R.M., Turingan, P.A.S., and Rakotoarisoa, M.A. 2013. Market structure and
distribution of benefits from 295 agricultural exports: The Case of the
Philippine mango industry. FAO Commodity and Trade Policy Research
Working paper No. 32. p. 22. Available: http://hdl.handle.net/10419/126937
[21 Sep. 2016].

|22



1

Deulgaonkar, P. 2014. Sweet deal: Alphonso prices fall 50% in Dubai, Emirates 247,
2 May 2014 [on-line]. Available: http://www.emirates247.com/news/emirates/
sweet-deal-alphonso-prices-fall-SO-in-dubai-2014-05-02;1.547685 [6 June
2017].

DFID [Department for International Development]. 1995. Guidance note on how to do
stakeholder analysis of aid projects and programmes [on-line]. Available:
https://beamexchange.org/uploads/filer_public/5d/4c/5d4c7b02-a25d-43ab-
ae33-0e4811b7c5fb/guidance_stakeholderanalysis.pdf [4 July 2017].

FCI [Farm Concern International]. 2014. FCI home page [on-line]. Available:
http://www.farmconcern.org. [4 Aug. 2016].

Fischer, E. and Qaim, M. 2012. Linking smallholders to markets: Determinants and

impacts of farmer collective action in Kenya. Elsevier, 40(6): 1255-1268.

Food and Agriculture Organization [FAO]. 2003. Value chain analysis: a case study
of mangoes in Kenya [on-line]. Available: https://www.academia.edu/8801257/
VALUE CHAIN_ANALYSIS_A CASE_STUDY_OF MANGOES_IN_KE
NYA.pdf[21 Sep. 2016].

Garrett, H, E and Woodworth, R, S. 1969. Statistics in Psychology and Education.
Vakils, Feffer and Simons Pvt. Ltd, Bombay, India, 329p.

George, S. 2014. Value chain analysis of pineapple — a case study of Mulakulam
Panchayath, B.Sc. thesis, Kerala Agricultural University, Thrissur, 87p.

)< 3



GOI [Government of India]. 2016. Agricultural Situation in India [on-line]. Available:
http://eands.dacnet.nic.in/PDF/April2016.pdf [6 June 2017].

GOI [Government of India]. 2017. Agricultural Situation in India [on-line]. Available:
http://eands.dacnet.nic.in/PDF/January2017.pdf [4 July 2017].

GOI [Government of India).2016a. Horticultural Statistics at a Glance 2015 [on-
line]. Available: http://www.mospi.gov.in/statistical-year-book-india/2016.pdf [6
June 2017].

GOK [Government of Kerala]. 2016. Agricultural Statistics 2014-15 [on-line].
Available:http://www.ecostat kerala.gov.in/docs/pdf/reports/agristat/1415/agristat
_1415.pdf [6 June 2017].

Gopalakrishnan, S. 2013. Marketing system of mangoes in India. World Appl. Sci. J.
21(7): 1000-1007.

Gopinath, S. 2007. Agriculture value chain management: prospects and challenges.
Lakshmi, P. P. 2014. Value chain analysis of cow pea in Nagalassery grama
panchayath of Palakkad District, B.Sc. thesis, Kerala Agricultural University,
Thrissur, 85p.

Gor, C. O., Agong, S. G., Achieng, L., Akuno, W., and Andika, D. 2012. The interface
between mango value chain analysis and the socioeconomic determinants. Afr.
J. Hort. Sci. 6: 1-16. Available: http://www.hakenya.net/ajhs/index.php/
ajhs/article/view/101/89.pdf [21 Sep. 2016].

s



Harikrishan, A. 2014. Value chain management of cashew nut — a study on Safalam
project in Kasargod district, B.Sc. thesis, Kerala Agricultural University,

Thrissur, 75p.

Honja, T., Geta, E., and Mitiku, A. 2016. Mango value chain analysis: the case of
Boloso Bombe Woreda, Wolaita zone, Southern Ethiopia. J. Developing Ciry.
Stud. [e-journal] 6(1). Available: http://www.iiste.org. ISSN 2225-0565 [13
July 2017].

Hussen, S. and Yimer, Z. 2013. Assessment of production potentials and constraints of
mango (mangifera indica) at Bati Oromiya zone, Ethiopia. Int. J. Sciences:
Basic and Appl. Res., 11(1): 1- 9. Available: http://gssrr.org/ index.php?
Journal=JournalOfBasicAndApplied&page=article&op=download &path%35B
%5D=951&path%5B%5D=951 [21 Sep. 2016].

Imaita, I. G. 2013. Training as a factor influencing adoption of innovations along
mango value chains in Meru County, Kenya. Int. J. Mark. Stud. [e-journal] 5(2).
Available: http://dx.doi.org/10.5539/ijms.v5n2p74. ISSN 1918-7203 [21 Sep.
2016].

Jawale, S. V. and Ghulghule, J.N. 2015. Constraints and suggestions of Kesar mango
production in export zone of Marathwada region. Int. J. Commerce, Bus. and
Manag.  [e-journal]  4(5).  Available: ~ www.iracst.org/ijcbm/papers/
vol4n052015/13vol4no5.pdf. ISSN 2379-2828 [21 September 2016].

John, J. 2014. Value chain mapping of jackfruit- a case study with special reference to

Angamaly block Panchayath, B.Sc. thesis, Kerala Agricultural University,
Thrissur, 73p.

(25



VI

Jose, S. 2014. Value chain analysis of mangosteen — a case study of Pariyaram village,

B.Sc. thesis, Kerala Agricultural University, Thrissur, 72p.

Kaplinsky, R. 2004. Spreading the gains from globalization: what can be learned from
value-chain analysis. Problems of Econ. Transition, 47(2): 74-115. Available:
https://www.ids.ac.uk/files/Wp110.pdf [21 Sep. 2016].

Khushk, A.M. and Sheikh, A.D. 2004. Structure, conduct and performance of the
marketing system, margins and seasonal price variation of selected fruits and
vegetables in Pakistan. Kushk, A. M., Memon, A., and Lashari, M. 1. 2006.
Marketing system of selected fruits in Pakistan. Bangladesh J. Agrl. Res. [e-
journal] 31(1): 39-68. Available: https://www.researchgate.net/publication/
284438217 [4 Aug. 2016].

Kirsten, J., Doward, A., Poulton, C., and Vink, N. 2008. Institutional Economics,
Perspectives on African Agricultural Development. International Food Policy
Research  Institute, 500p. Available: https:/entwicklungspolitik.uni-
hohenheim.de/uploads/media/INSTITUTIONAL_ECONOMICS_PERSPECT
IVES ON_AGRICULTURAL_DEVELOPMENT.pdf [4 Aug. 2016].

Kothari, C. R. and Garg, G. 1985. Research Methodology: methods and techniques.
New Age International Publishers, New Delhi, 449p.

Krishnan, A. B. 2014. Value chain analysis of cashew nut — a study at Shastamkotta

block in Kollam district, B.Sc. thesis, Kerala Agricultural University, Thrissur,

80p.

\&6



VI

Kumaresh, K. and Sekar, C. (2013). Price spread, marketing efficiency and constraints
in supply chain of mango in Krishnagiri district of Tamil Nadu. Agric. Update,
8(3): 446-451.

Lakshmi, P. P. 2014. Value chain analysis of cow pea in Nagalassery grama panchayath
of Palakkad District, B.Sc. thesis, Kerala Agricultural University, Thrissur,
85p.

Mangisoni, J. 2006. Markets, institutions and agricultural performance in Africa. ATPS
special paper series No. 27 [on-line]. Available: http://atpsnet.org/wp-
content/uploads/2017/05/special_paper_series_27.pdf [21 Sep. 2016].

Mannambeth, R., Parameswaran, N.K., Rajeevan, P.K., Zucker, J., and Sthapit, B.
2015. A preliminary appraisal of mango biodiversity in Kerala, India. Indian J.
Plant Genet. Resour. 28(1): 62-71.

Manu, C. M. 2013. Value chain mapping of Chengalikodan — a case study with special
reference to Arimpoor Panchayath, B.Sc. thesis, Kerala Agricultural

University, Thrissur, 75p.

Martey, E., Annin, K., Nimo, A.W., and Attoh, C. 2012. Does access to market
information determine the choice of marketing channel among smallholder yam
farmers in the Brong Ahafo region of Ghana? A multinomial logit regression
analysis. J. Econ. and Sustain. Dev. [e-journal] 3(12). Available:
http://www.iiste.org/Journals/index.php/JEDS/article/view/3467/3493. ISSN
2222-2855 [4 Aug. 2016].



VIII

Matin, M.A., Baset, M.A., Alam, Q.M., Karim, M.R., and Hasan, M.R. 2008. Mango
marketing system in selected areas of Bangladesh. Bangladesh J. Agril. Res.

33(3): 427-438. Available: http://www.banglajol.info/index.php/BJAR/
article/view/1602/1538 [21 Sep. 2016].

Mehdi, M., Adeel, A., Ahmad, Z., and Hussain, M. A. F. 2014. Effectiveness of a

"whole of chain" approach in linking farmers to market: a case of Pakistan

mango market. Elsevier, pp. 57 — 62.

Mohanan, R. K. 2013. Value chain analysis of kadali in Mattathur Panchayath, B.Sc.
thesis, Kerala Agricultural University, Thrissur, 65p.

Msabeni, A., Masinde, G., Matoke, S., and Gathaara, V. 2010. Sweetening the mango,
strengthening the value chain, an analysis of the organizational linkages along
and within the mango value chain in Mbeere District, Eastern Province, Kenya

[on-line]. Available: http://www.icra-edu.org/file.php/263/wd136.pdf [21 Sep.
2016].

Murthy, D. S., Gajanana, T. M., Sudha, M., and Dakshinamoorthy, V. 2009. Marketing
and post-harvest losses in fruits: its implications on availability and economy.

Ind. J. Agri. Econ. 64(2): 259-275.
Musa, S., Boniface, B., and Tanakinjal, G. 2014. Relationship marketing moderating
effect on value chain of horticulture produce: an intermediaries’

perspective. UMK Procedia, 1: 82-92.

Mustafa, K., Mahmood, A., and Ahmad, B. 2006. Barriers against export of mango
from Pakistan: Role of sanitary and phytosanitary agreement of WTO [on-line].

1R B



Available: http:/ www.pide.org.pk/pdf/PDR/203/Volume4/487-510.pdf [4
Aug. 2016].

Muthini, D.N., 2015. An assessment of mango farmers’choice of marketing channels
in Makueni, Kenya (No. 204866). Collaborative Master’s Program in
Agricultural and Applied Economics. DOI: 10.13140/RG.2.1.2684.5200.
Available: https://www.researchgate.net/publication/291146707 [21
September 2016].

Mwangangi, M., Mutie, M., and Mango J. 2012. Summary of baseline household
survey results: Makueni, Kenya. CGIAR Research Program on Climate
Change: Agriculture and Food Security (CCAFS), Copenhagen, Denmark.
Available: https://cgspace.cgiar.org/rest/bitstreams/18847/retrieve [7 May
2017].

Natawidjaja, R. S., Deliana, Y., Rusastra, W., Perdana, T., Napitupulu, T. A,
Sulistyoningrum, H., and Rahayu, Y. M. 2008. Linking mango farmers to
dynamic markets through a transparent margin partnership model. Acta Hort.
(ISHS) 794:257-260. Available: http://www.actahort.org/books/794/794 31
htm [21 Sep. 2016].

NHB [National Horticultural Board].2015. Indian Horticultural Database-2014.
National Horticultural Board, Gurgaon, 302p. Available: http://nhb.gov.in/
area-pro/NHB-Database 2015.pdf [4 July 2017].

Ogunleye, K., and Oladeji, J. 2007. Choice of cocoa market channels among cocoa

farmers in ILA local government area of Osun State, Nigeria. Middle-East J.

Sci. Res. [e-journal] 2 (1). Available: http://citeseerx.ist.psu.edu/viewdoc/

_4



download?doi=10.1.1.597.4202&rep=repl &type=pdf. ISSN 1990-9233 [21
Sep. 2016].

Panda, R. and Sreekumar. 2012. Marketing channel choice and marketing efficiency
assessment in agribusiness. J. Int. Food & Agribus. Mark. 24(3): 213-230.
Available: https://www.researchgate.net/publication/254365700 [21 Sep.
2016].

Parimaladevi, S. 2004. Effectiveness of agri-clinics and agribusiness training program

in Kerala. M.Sc. (Ag) Thesis, Kerala Agricultural University, Thrissur, 85p.

Rahman, S. M. K., Haque, A., and Islam, A. 2006. Production and marketing system
of guava in some important growing areas of Bangladesh, SA4RC Jn. of Agri.
4:55-65.  Available:  https:/www.researchgate.net/profile/M_A_Miah2/
publication/311234252_Marketing_of guava_in_some_selected_areas_of Ba
ngladesh/links/5843a78d08ae2d21756384be/Marketing-of-guava-in-some-
selected-areas-of-Bangladesh.pdf [4 Aug. 2016].

Ramamurthy, S. K. 1973. A study of factors influencing the use of NPK complex
fertilizers by farmers in Poonamalle block of Chingleput dstrict in Tamil Nadu,

M.Sc. (Ag) Thesis, Tamil Nadu Agricultural University, Coimbatore. 63p.

Rao, L. and Malik, P. 2011. Knowledge based economics study of agriculture value
chains in India. Available: http:/limeasia.net/wp-content/uploads/2010/07/
KBE-India-Mango-and-Pomegranate-final.pdf [4 Aug. 2016].



XI

Sajeev, K. V. 1987. Training programmes of Kerala Agricultural University, Krishi
Vigyan Kendras- an analysis, M.Sc. (Ag) Thesis, Kerala Agricultural
University, Thrissur, 126p.

Sarmiento, J. R., Aguinaldo, L., Digal, A., and Castillo, C. B. 2012. Mango production
in major areas in Davao Region: Value chain and net margin analyses. In:
ACIAR-PCAARRD Southern Philippine Fruits and Vegetables Programs, 1-3
July 2012 [on-line]. Available: https:/www.researchgate.net/publication/
282122476 [21 Sep. 2016].

Sekharan, L. 2013. Value chain analysis of banana (nendran) in Puthur panchayath,

Thrissur, B.Sc. thesis, Kerala Agricultural University, Thrissur, 81p.

Shinde, S. B and Sawant, G. K. 1999. Constraints in mango production and marketing
experienced by farmers from Maharashtra  (India). Available:
http://agris.fao.org/agris-search/search.do?recordID=TH2002003157 (4 Aug.
2016].

Sreedaya, G.S. 2000. Performance analysis of self-help group in vegetable production
in Thiruvanathapuram district, M.Sc. (Ag) Thesis, Kerala Agricultural

University, Thrissur, 150p.

Srinivasan. 2012. Competitiveness through value chain finance. Int. J. Prod. Econ.

57(4): 292-305.
Stara, M. S. 2014. Mapping the value chain of Vazhakulam pineapple in Muvattupuzha

block of Ernakulam district, B.Sc. thesis, Kerala Agricultural University,
Thrissur, 87p.

13|



XII

Sudha, M. and F. Kruijssen, 2008. Varietal differences in the supply chain of two
mango varieties in South India, Acta Hort., pp. 379-386.

Swathy, K. R. 2013. Value chain mapping of nenthran variety of banana- a study with
special reference to Pudukkad panchayat, B.Sc. thesis, Kerala Agricultural

University, Thrissur, 135p.

Tasnoova, S. and Iwamoto. I. 2006. Kataribhog rice marketing system in Dinajpur
dristrict, Bangladesh. Mem. Fac. Agri. Kagashima Univ, 41: 19-50. Available:
https://www.researchgate.net/publication/38409835 [21 Sep. 2016].

Trivedi, G. 1963. Measurement and analysis of socio-economic status of rural families.

Ph.D. Thesis, Indian Agricultural Research Institute, New Delhi, 102p.

Van Melle, C., Coulibaly, O., and Hell, K. 2007. Agricultural value chain development
in West Africa-Methodological framework and case study of mango in Benin.
In: 2007 AAAE Second International Conference, AAAE Confcrenée
Proceeding, pp. 49-52 [on-line]. Available: https://ageconsearch.umn.edu/
bitstream/51994/2/vanMelle.pdf [7 May 2017].

Varghese, A. J. 2014. Value chain analysis of jackfruit; a case study with special
reference to Mala block Panchayath. B.Sc. thesis, Kerala Agricultural

University, Thrissur, 83p.
Vermeulen, S., Woodhill, J., Proctor, F., and Delnoye, R. 2008. Chain- Wide Learning

for Inclusive Agrifood Market Development: A guide to multi-stakeholder

processes for linking small-scale producers to modern markets. International

152



XII

Institute for Environment and Development, UK and Wageningen University

and Research Centre, Wageningen, Netherlands, 5.86- 5.87.

Vignesh, G. and Santhiya, R. 2014. A study on difficulties in growing and marketing
mango (with special reference to Palakkad district). /nt. J. Mark. Manag.
2(2):141-148.

Yadav, R. N., Dutt, T., Singh, D., and Singh, V. K. 2010. Constraints faced by mango

orchardists and suitable strategy for promoting mango production. Prog. Agric.,

10 (1): 106-110.

133



)

APPENDICES

3Lt




A

APPENDIX I: INTERVIEW SCHEDULE FOR THE
STAKEHOLDERS

CHOG HhIDH | MAUBHLIDIAI
CHICR8E B3Ial CnNIAS 0D 2
Af12emom A foaim Aifledno

Stakeholder analysis for enhancing the role of primary producers in
mango value chains

Gnl®:

adlenme:

OA2006NI@ MA ld:

U@V

] <30 [J30-50 []51-70 ] >70
afla o6 omo:

O (eowualeo [0 0000 Magd [ ogm'sy [ enileasoe

O enfleyeommmoeniloyco

QU@IMEn6el (v c203(om 1 M &Js)oos

DOV O 0O H6)0):

O @ yesd] [0 Qlfdald@o

[0 oauemeamd 9e8 o O olgedu



7. ARG &HAUB)DIMe (aRee0]m): [0 25000 ool @6y
[] 25,000 - 50,000
0 50,000 - 1 eidsio
O 1 aiestoo | oydalod

8. e@IOMo & a3 | Munalo (aReO01M):

9. )@ TUOLIOMIEM QD683 & )1 6.21QY M@ ?

O<2afaed [0 2-5 aeed O 5-10 aeord
O 10-25aeod [ 25-50afeed [ >50 ajeed

10. af)(@ UAHRIW]| 2683 & Yo 1 6.21Q)2aM)?

11. @6QoMmEJd0 &\ o8 6ns?

12. MORIOM IMeQ HSAMAINUEHIWO:

O aqviamo 0 auogonilal Oeems)o caldmo

13. @@ al2BM 6.2121OT:

adlernasemo 0.alelq]

mundadilm ~aigo

M lelo 63086 @

00 Ud

g Is@d

@RE(NIOHA 1HO TV

& ) | ©nldb@6MEBBUD

0mo¥leng|

136




@R a0 AIganis)a] U088 (dxERg |0

g Is@

@R E(NIOHA |H6) TM

HE M (Mmemo

aflgenus)a]

NOOINMo

D@ oM | |H6) @D

D &6 loU)

00O lengl

14. £)S)oMId0NEBRE0s MY 1@ i lNl®o:

@RoWo

IYoRr Al

d»)S)o6nIMILONd

ezl &)1/ olgean /
enf iy lnay (rui@o 0¥ 1@d) /

fleadmal/ ag880

&)S06NIMILO

e=0efl/ & A1/ Olgeadn /
enln Iy (rvi@o 0@ \@d) /

aflejodmd]/ age80

OB/ AN

ezoefl/ & 1/ Olge@ad’/
enflImm) (rIWo @I @) /

aflsjodmal/ ag880!

A0/ AU

ez0all/ &)/ alge@an /
enNonImmy (rul@o eI 1@d) /

aflejodmd)/ Q880

@210/ @RAA

ez0efl/ & a1/ dlgemda /
enflImm) (o @I @) /

adlsjodmdl/ aQesn

k3




TN REIC ez0efl/ & A1/ Olge@dy /

MEANDIB® | end i Immy (rulwo 6mIY 1@d) /
aflejodmd]/ aQ 880

2Q880D ez0afl/ &)l olgeman /

enfla Iy (TVIWo @IV @) /

afleodmal/ ag880

15. aO®IOH6 EHMEBBEIEM & o 1 ©.21QJ M@ ?

ENMEBRUD

QOO MO0 allm@ldemo | (nld®o

af)emo (n(}CBW0)

@ROICADIMEMTVD

NloNMa |88 |

mlmyo

CmI5a D |

288l
1.

2
3
4.
5

| 5




16. a0 M®o0 (UG(ICWINAIM alCWIUI|HO)MM ?
] ee2010U80 ] @amugoe [] @ens)o

&S|

17. a0 M@0 & )1 Bl IwI6M 9ale@IUT1eeM®?

[ quowdmem @l [0 88a0 ewmdmIg] O eensgo

18. @260 eMED IMaQ®o IW®1 Aflgnl:

eMmeBRud aflgal (8@

2O 1@ Mm1m;o)

@ROICANIMETVD

oM |88 |

mlmyo

HOPEEDIL

2Q8s8
1.

2
3
4.
9

124



19. alOO& 120 MoralsMW 1@ @RoNMIo OEMBD (Y C-2/03 O N

Ml & 5@ DOMoIUD @ 106e0mS)H620)?
(] 003@23 &)(atdW | Jaud dmim]

[ e adajeoglal emdeamg]
[] ©aldaicensmy gyent
[] @10 @@ |d> Monalsm

[ aqussql
[] @romnmiaile]

20. a(])6B3OMM@IEM @IBUD OO nlMeBrtd Afl@oNn)MO® (v

2108/ 1 M8 &)@ OVOBD @ NOONNNS)L600)?
OISO @ SHOIOYHIOM UMY of)SH6)MM)

MIMMAIW]T &IINB:IOM  af)OV) 86T

UOBIOOD ORI (UJIaldTIHS A:ISHOM

moelo®m aflgjo (2aid@188) OdHIS)BOM

&$)02] ©alERIBMIGOUD M@y QAT (UIEBRA

O O 0O o060 0

Q688 (MoBEN CH(BOM @ (0-HW ©OSA) OHISIENM
O acgoossleo @O (af)90)d)

21. 621810 0d:

a) HWQLYo HOBNENo:

b) ®®o® @186 @:

¢) ald@ 6 lot):



d) VOINo:

e) @88

22. aff)(® RODIMo AI6BBIEM (el lim 6.21Q M@ ?
a) GRDOM AIDHOQ:
b) cuseaO M flateml:

0) HWQ)AD |:

d) @88l

23. QW 02O DIEBRHGOS RMAIMo
a) 1*&0g1Q]
b) 2% 10811 :
c) 3¢ &nglgl :

24. 02@0d I @BOUR(ODT 1MW Rodss]leRe UIWa
mile©12f15)e6ns2?
O oeng 1 engy
goamem o af)lesm My (v eo03jomln amiod &30 as
DOMOEBRD OIS H6)0)?

enID®>

MBI WMHIO) MU0dalMEBBUD

SULED

EIMUYBOUD/ M0 YO EOUD

aQ880d

O 0Oo0ogd

|2



25. 32018 ANlUEBBWEN0 CTVAIMEBBEJo M@dhYM

AR 1B:800W)88 nIMbo:

ageavl

enej [ @raRIDOW]

NS &6

OIS B OS

aff)eafo9o

& el BOUM

&IDH |

mdUSLIDmIel

TR
EaNIDS1B0d2d
@ ld

MU1dHI
afz0day]

@2mUg/
SIsmova1m]

NOE-Tule]

26. D HBHOO© DL v yoeueiw 1@ 9 UD0AIS)OMMD 1EMISYBS

@RUGNIIOWo:

Sl.
NO

o lcumemo

SA

SD

SHdHBDES flatem] lluoeasud

ai€lanymlelel

JLp 2




&HdHD HPVD B® ICIW] e
SHAHBHOOS MILTal0 6880 l@lnem]a]
@O EEMOIM MaNIWH6)mM)

MW Mo DIEBRELUD dbDHdDHE)
@RWld QUDIMo HOAJIOUIROMIM

BHDABDHE by dhYsI0m el
wyoalel@loal ag (wIaldemmesnglc
a)B0n]SOME88 @ROUMMC HENBIHOEMo

OO alMeBRges Alalemm MIW Od:e8
&)0a] HAHBHD ecUMB® CaIIWNAIIML]

HdHD 8300 0WY6S &9 1@ Mo
llatemm  MOW 0D
(AIEWIBMOAIS)OMOIOD DD
WA 508 Gr®lal) @&l5m
UREIMOD @ B8] dh)S)m

&15-¢00 MWmeM 2IANEBOG dhry() ]
$JS)OT DRV 2ILROD IO

O IMEBRGOS NEMM 12RO
moeadw] enuowlenymm

mledwnilalem] @@ lal admadem
SHAHBD & )10 21Q MO
GRMOHIMNS)OOM  db@QAM 186

@R DI®  VeMM lelnIdo

OO IMEBBE T ©OAOUGYODIM & DdHDHD
aJ@IBWOA S

HOHHDdHS M@l malailendm
Sl aflwe 8®)
MoBEEMES(BOD MO0 G@REIo
aw AIdom 1eg0s MIdwlmo
udwlaflenym,

3




10

O a]oB8Mo dSI® ManN.2lo 63 1M
@eljIBRLM Uo@oBEERUD ENE|IOM®
SHDABDHS MYSDNBIHE) M

11

@221}t Yol 1 & B )05 MIdwlmo
Wl {lesymamow] eame; @54681e,88
ensmlelandemeweas lelo a¥lnudesnamemiem

12

Bl |90 e lsmau ] aldad@oee g 0
& 2JOISENID)DIEM BdHdbDHS 18
MoPGHHMOOD &0 2] MdeawmRUD
M@ ) MO

13

DOMILENILIOD fJQNLRo @B o
Aflagemmomal «fooymo o)oelnsw 1o
Mg @26BR&EI6M

14

MMM RINIDEME8 DO ~IMEBRERIS) 88
9ale@demonilmen mdelaldjo en@RAIOD

@AM (A ICWIRMOA|S;ODIM

&HAHDHDBS MOWlaflglel

15

9ale@dsmoiln @dm IdeBsm

O@ almom a0 aflwldm o
D0aJAUROMOMEE B Mo flwdmaRe
@MYo DMAIDS AIEBRWYOS

@)el§w yoalelw e
(nle@ORMe ]SO0 115 le)

16

DalEEBIBMIBOHUD @REI | MoBHEM DD 1)
dhJS)OT  (VERLE.2ILRDDM

M2aN 2O 1@ DIMYo Calde)88
WIOYURRLGHAIW  ~IPUDBNEBBUDHE)
(cdWIMfo @MW 8IS UBUWIE0

SA- al@em@@Y0 CIETHEYM,  A-e@IE|H6OmM

D- e laeyailey

it

SD- adem@d@yo eI leeam gy

N- alddin 1DOE Q)




27. B cHBD M@ 1M i@ 12 10) | 0d:

alola o e vd

muodMo

flatem] aflaloemgjos eis j@#n)00l

&.2]LISENI0)6S BRA |MAIW ENSHAIST

moAilel ene>om

AN

aflgeus)aflm) cw-a288

(OB OMMEBRERIS) B (BRLEN)OAT

MVoBEMEE(BOD IM OO &N

§0) 0aId0)CURELEEM Mo lWIMOM MO (

HGSHUMD HTVM OM) BREI Lo

SHAHBD MR 1NBE MaNdEMaA 12> o

oMY 1eNE 58205 AIBJ® O]

®egu flalomiw)es @REI(Uo

10

MASNID MVaNIWo & )SYOEIDW ]

21E) B8O ®




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’.

I 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
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APPENDIX III: PERCEPTION STATEMENTS FOR STAKEHOLDERS-
JUDGES RATING RESULTS
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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. Muthalamada 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 farmers.

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.




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 cent of their produce to distant markets such as Delhi, Mumbai,
Ahmedabad, efc. 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, Bennett 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 (Farmer 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.

)B4



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 farmers, group I comprising of farmers 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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