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Preface

Agricultural commodities produced have to undergo a series of operations such as
harvesting, threshing, winnowing, bagging, transportation, storage, processing and exchange before
they reach the market, and as evident from several studies across the country, there are appreciable
losses in crop output at all these stages. A recent estimate by the Ministry of Food and Civil
Supplies, Government of India, puts the total preventable post-harvest losses of food grains at 10 per
cent of the total production or about 20 million Mt, which is equivalent to the total food grains
produced in Australia annually. In a country where 20 per cent of the population is undernourished,
post-harvest losses of 20 million Mt annually is a substantial avoidable waste. The purpose of
conducting a needs assessment is to validate the hypothetical judgment with actual training needs to
ensure that solution addresses the most needed subjects and effectively focuses the appropriate
resources, time and effort toward targeted solutions. Training need assessment is to identify the gap
between the model situation and the actual situation and the way in which it can be bridged. As the
gaps are identified, they are evaluated to determine the manner in which the gaps can be bridged.
Some situations will indicate training needs. Some may need non-training solutions (e.g., financial
aspects, institutional strengthening, providing the right tools etc.). The results of training needs
analysis will highlight the subject wise need to bridge the gap to, help in the preparation of training
modules. In order to have the foundation to develop the human resources training plan for the
agriculture marketing sector, NIAM conducted a survey and Training Need Assessment of officers
of Directorate of Agricultural Marketing across the country. Dr K. C. Gummagolmath, Assistant
Director NIAM was associated with the study. It is expected that the study will be helpful for policy

makers, planners and researchers, etc.

(Dr.R.P.Meena)
Director General,
NIAM, Jaipur
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l. Introduction

Agriculture is an important sector of Indian economy as it contributes about 15% to
the total GDP and provides employment to over 60 per cent of the population. Indian
agriculture has registered impressive growth over last few decades. The foodgrain
production has increased from 51 million tonnes (MT) in 1950-51 to 250 MT during 2011-
12 highest ever since independence. Currently horticulture contributes 28 per cent of
agricultural GDP. Country has emerged as the world's largest producer of Mango, Banana,
Coconut and the second largest producer and exporter of Tea, Coffee, Cashew and Spices.
About 39 per cent mango and 23 per cent banana of the world are produced in India. The
country has recorded highest productivity (25.4 tonnes/ha) in the case of grapes in the world.
Only 2 per cent of horticulture produce is processed, 0.4 per cent is exported and about 20-
30 per cent is lost or gets wasted in market chain. However, on marketing front, Indian
agriculture is still facing the problems such as low degree of market integration and
connectivity, accessibility of reliable and timely information required by farmers on various
issues in agriculture. Also, the agricultural marketing sector is characterized by fragmented
supply chain. Huge postharvest losses, multiple market intermediaries; higher transaction
cost, lack of awareness and several other socio-economic factors are some of the acute
problems being faced by the Indian agriculture.

Agricultural marketing occupies an important place particularly in the context of the
new liberalization and specific requirements of the Agriculture sector. The existing
marketing system needs to be updated through improvement in skills, knowledge, attitude
etc., of the personnel working in agricultural marketing. The reasons for lack of returns in
agriculture are traditional way of marketing through middlemen, fragmented supply chain

and absence of awareness about undergoing developments in agricultural marketing. The
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other reasons are unscientific and inadequate crop planning, crop husbandry, post-harvest
management and inadequate alternative marketing channels.

Adequate knowledge on production and marketing aspects are key to improve the
competitiveness of farmers that allow them to capture increased income generating potential
associated with a number of emerging trends in Indian agriculture, including: shifting
demand towards high value agriculture and higher quality of produce, greater urban demand,
and the move of large corporations into agricultural marketing. Empowerment of farmers
through market led extension, which is a prime mandate of officers working in agricultural
marketing, it is necessary to make them able to respond positively to these changes in the
food market for production systems diversification, increased farm productivity, improved
product quality and standards, and realization of value addition opportunities.

Traditional agricultural extension programs are only production oriented and are not
sufficient for educators working with innovative, value-added agri-business environment.
Value-added businesses require a focus on business and marketing principles and skills. In
meeting the needs of producers focused on value-added businesses, extension agents need
to: (1) develop their own professional capacity to understand the principles and skills
involved in business and marketing, and (2) develop and/or find appropriate resources and
information to aid farmers in business planning and marketing (Schlough and Streeter,
2002).

Knowledgeable and well-trained people and effective institutions are critical for
achieving growth in any of the sectors. More so in the field of agricultural marketing as it is
the threshold point where in the economy of the entire farming community is dependent.

Agricultural marketing scenario in the country is continuously evolving and taking a shape



with the implementation of reforms to modernize the sector. Reforms in agricultural

marketing are underway, as most of the states / UTs have adopted the Model APMR Act.

More than 26 states and UTs have amended their Acts in respect of major areas of reforms

proposed in the Model Act. Major areas of reforms include provisions like;

1.

2.

Promotion of competitive agricultural markets in private and co-operative sector,
Encouragement of Direct Marketing and Contract Farming programmes,

Promotion of dissemination of market information, grading and standardization by
setting up a bureau for the purpose at state level,

better marketing extension by setting up of an exclusive cell for the purpose at state
level, Facilitate procurement of agricultural produce directly from farmer’s fields,
Establish effective linkages between farm production and Retail Chains,

Facilitate Private Investment in owning, establishing and operating markets;
Public-Private-Partnership to promote professionalism in existing markets,
Stepping-up of Pledge Financing and Marketing Credit, Introduction of Negotiable
Warehousing Receipt System in Rural Storage Projects, and

IT to Promote Trade and Market led Extension Services.

These initiatives will help in overcoming the problems of fragmented supply chain in

the field of agriculture. Marketing extension is also one of the important areas envisaged in

recent agricultural marketing reforms in the country. However, these initiatives also

necessitated the capacity building of the personnel involved in implementing the same.

Several Studies listed the constraints of small holders linking to the market in the

changing marketing scenario to become more competitive in existing markets.
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An attempt to review the literature regarding training need assessment of personnel

engaged in agricultural marketing/ marketing extension revealed that there were no such

attempts in the past were made and thus, the focus of the present study will act as a solid

basis for policy makers. In order to have the foundation to develop the human resources

training plan for the agriculture marketing sector, an attempt was made in this study to

assess the training need of officers engaged in agricultural marketing and marketing

extension across the country.

Enhanced roles of Agricultural Extension personnel in light of Market-led Extension:

SWOT analysis of the market: Strengths (demand, high market ability, good price
etc.), Weaknesses (the reverse of the above), Opportunities (export to other places,
appropriate time of selling etc.) and Threats (imports and perishability of the
products etc.) need to be analyzed about the markets. Accordingly, the farmers need
to be made aware of this analysis for planning of their production and marketing.
Organization of Farmers’ Interest Groups (FIGs) on commodity basis and building
their capabilities with regard to management of their farm enterprise.

Supporting and enhancing the capacities of locally established groups under various
schemes / programmes like watershed committees, users groups, SHGs, water users’
associations, thrift and credit groups. These groups need to be educated on the
importance, utility and benefit of self-help action.

Enhancing the interactive and communication skills of the farmers to exchange their
views with customers and other market forces (middlemen) for getting feedback and
gain the bargaining during direct marketing ex. Rythu Bazaars, Agri-mandi and

Uzavar Santhaigal etc.
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Advice on product planning: selection of crops to be grown and varieties suiting the
land holding and marketability of produce will be the starting point of agri-
enterprise. Extension system plays an important role in providing information in this
regard

Educating the farming community: to treat agriculture as an entrepreneurial activity
and accordingly plan various phases of crop production and marketing

Capacity building of FIGs in terms improved production, post harvest operations,
storage and transport and marketing

Acquiring complete market intelligence regularly on various aspects of markets
Regular usage of internet facility through computers to get updated on market
intelligence

Publication of agricultural market information in newspapers, radio and Television
besides internet

Organization of study tours of FIGS: to the successful farmers/ FIGs for various
operations with similar socio-economic and farming systems as the farmers learn
more from each other

Production of video films of success stories of community specific farmers

Creation of websites of successful FIGs in the field of agribusiness management

with all the information to help other FIGs achieve success

The Major Areas of Extension and Training in Marketing are as follows:

1
2
3.
4

Legal Reforms

Direct Marketing
Group Marketing
Contract Farming

Grading & Standardization
Packaging
Storage and Cool Chain

© N o o

Pledge Financing
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9. Warehousing 11. L.T. in Agricultural Marketing
10. Market Infrastructure

In order to have the foundation to develop the human resources training plan for the
agriculture marketing sector, NIAM conducted a survey and Training Need Assessment of
officers of directorate of agricultural marketing across the country with the following specific
objectives

Objectives of the study

1. To determine the knowledge gaps and training needs of agricultural extension agents

2. To determine whether any training is needed

3. To determine the areas in which training is needed

4. To determine the gap to be bridged

5. To determine desired training outcomes

6. To provide a basis of monitoring and evaluation

7. To assess the training needs vis-a-vis education qualification, experience in the field of

agricultural marketing and number of trainings undergone
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1. Methodology
The whole country was divided in to four regions i.e. North, East, West and South and

the following are the States selected for the study

1. Northern Region : Himachal Pradesh, Uttar Pradesh Haryana and Rajasthan
2. Eastern region : Assam Orissa, Nagaland and Jharkhand

3. Western Region : Madhya Pradesh and Maharashtra

4. Southern Region : Karnataka Tamil Nadu and Andhra Pradesh

Table-2.1 The Region-wise Distribution of Sample Respondents

SN Regions No. of Respondents

1. Northern Region 37

2. Eastern region 94

3. Western Region 43

4. Southern Region 23
Total 197

For assessment of training needs, a model questionnaire was prepared incorporating all
the variables relating to the policy issues and knowledge of physical infrastructures. The
questionnaire so prepared was pretested for incorporating all possible issues to be addressed for
assessing the training needs of the extension personnel. The resultant variables of pretest were
incorporated in the final questionnaire and data were collected by mailing the same to different
state government officials. Apart from it, the questionnaire was also addressed to the participants
in the various training programmes organized across the country and in NIAM campus. The
variables were tested on five point Likert scale to know the relative knowledge intensity among
the respondents. The information provided by the respondent officers was analyzed using simple

averages and percentages.
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Analytical tools used

In order to assess the training need, responses of the respondents were rated on three
point continuum viz., mostly needed, somewhat needed and least needed by assigning a score of
3, 2 and 1, respectively. The Training Need Index (TNI) was computed with the help of
following formula (Kanaga 1988, Patil and Kokate, 2011).

Total Score obtained
Maximum Score Obtainable

The training need index was also used to prioritize the training needs of officers working
in agricultural marketing. The respondents were divided into three groups with low, medium and
high level of training needs (Kanaga 1988).

Karl Pearson’s correlation (r) was employed to analyze the association between training
needs and personal attributes of officers working in agricultural marketing (Bekele and Pillai,
2011; Gomez, 1984; Kothari, 2003). Apart from it, Chi square test was also used for assessing
the goodness of fit.

Multiple linear regression equation (MLR) was used to analyze the influence among
variables with the object of using the independent variables whose values are known to predict
the single dependent value (Hair et al., 1998). The linear regression equation of the following
form was used.

TNI = a + 8, AGE + , EDU + B3 EXP + B,TRG + Bs KNS ..........(1)
Where, TNI is the training need index, AGE is the Age of the respondent, EDU is the

education level of the respondent, EXP is the experience, TRG is the number of trainings
attended and KNS is the knowledge score obtained. It was hypothesized that with the higher age,

education level and experience, the training needs of the respondent reduces.
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I11. Results and Discussion

Training is an important process of capacity building of individuals as to improve the
performance. Hence, training needs assessment is vital to the capacity building process. It helps
to identify present problems and future challenges to be met through training and development. It
is required to find out the needs of individual trainee on which professional competencies should
be built to carry out the assigned job in the organizations. A training need exists when there is a
gap between what is required of a person to perform competently and what he actual knows. A
“training needs assessment”, or “training needs analysis”, is the method of determining if a
training need exists and if it does, what training is required to fill the gap. The expectation of
knowledge, skills and abilities of officials at different levels is different so their training needs
are also different. Training needs assessment has therefore to be for different target groups for

exactly knowing what training is required for each group.

In the present study, an attempt was made to ascertain “training needs’ of the officers
belonging to the State Agricultural Marketing Board and officers from the Directorate of
Agricultural marketing. The respondents were divided into four regions namely, North, East,
West and South regions and overall analysis was also done with respect to all the variables

addressed in the questionnaire.

3.1 Educational Qualification of Sample Respondents in Different Regions:

The results on educational qualification of the respondents across the regions are
presented in the Table-3.1. It is reflected from the table that, most of the respondents were
having Masters Degree (54.31%) followed by Bachelors Degree (37.56%) and Ph. D holders

(3.55%). There were some respondents with matriculates and twelfth class. Across the regions,
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the same trend was prevalent wherein, most of the officers possessed Masters Degree and

Bachelors degree. However, it is encouraging to know that, six Ph. D holders were found in

Northern region and one in Western Region.

Tables-3.1: Educational Qualification of Sample Respondents in Different Regions

Education North East West South
level
No. % No. % No. % No. %
Matriculation 2 541 3 3.19 2 4.65 0 0.00
Post 0 0.00 2 2.13 0.00 0 0.00
Matriculation
Bachelors 13 3514 38 4043 13 30.23 10 43.48
Degree
Masters 16 4324 51 5426 27 62.79 13  56.52
Degree
Doctoral 6 16.22 0.00 1 2.33 0 0.00
Degree
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00
Doctoral Degree
Masters Degree
= Overall
H South
Bachelors Degree West
® East
Post Matriculation = North
Matriculation

20

30

40

50

60

70

Overall
No. %
7 3.55
2 1.02
74 37.56
107 54.31
7 3.55
197 100.00

Figure-3.1: Educational Qualification of Sample Respondents in Different Regions
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3.2 Awareness of Sample Respondents about Agricultural Marketing Reforms in Different

Regions
Awareness of officers regarding all the variables addressed through questionnaire was

ascertained using the five point Likert scale as detailed in the methodology.

The results on awareness level about agricultural marketing reforms are presented in the
Table-3.2. It is apparent from the table that, about six percent of the respondents did not answer
for the query. While only one respondent was not aware about the reforms in agricultural
marketing and four percent of them had a poor knowledge of it. It is pertinent to note that
majority of the respondents (47.72%) were having fair knowledge and 14.21 percent of them had
an excellent idea about agricultural marketing reforms. However, it is concerning to know that
about 27 percent of the officers across the country had an average knowledge of reforms in

agricultural marketing.

Tables-3.2: Awareness of Sample Respondents about Agricultural Marketing Reforms in
Different Regions
Scales North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 2 5.41 6 6.38 3 6.98 1 435 12 6.09
Unaware 1 2.70 0 0.00 0 0.00 0.00 1 0.51
Poor knowledge 2 5.41 5 5.32 0 0.00 1 4.35 8 4.06
Average Knowledge 12 3243 25 2660 11 2558 6 2609 54 2741
Good Knowledge 16 4324 42 4468 26 6047 10 4348 94 47.72
Excellent Knowledge 4 1081 16 17.02 3 6.98 5 2174 28 1421
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 9 2432 22 2340 9 20093 7 3043 47 23.86
Training Required 21 56.76 54 5745 23 53.49 7 3043 105 53.30
Training not Required 7 1892 18 1915 11  25.58 9 3913 45 2284
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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It is also reflected from the response about the requirement of training, wherein about 50
percent of them said they need a training to know more about reforms. It is surprising to know
that, about 24 percent of the respondents were not in a position to answer whether they require
training or not. An equal number of respondents opined that training on this issue is not required

as they are already aware about agricultural marketing reforms.

Excellent

Good 60.47

u Qverall
Average
u South
= West
H East

u North

Unaware

Unanswered

70

Figure-3.2: Awareness of Sample Respondents about Agricultural Marketing Reforms in

Different Regions
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Overall 53.3
§ 39.13
South 30.43
30.43
| g Training not required
West 20.93 53.49 H Training required
H Unanswered
East 57.45
234
North 56176
24.3
0 10 20 30 40 50 60

Figure-3.3: Training Requirements of Sample Respondents about Agricultural Marketing

Reforms

The above findings revealed that, even after a decade of initiation of the reforms,
substantial part of personnel working in the field of agricultural marketing system have poor
knowledge about the reforms in agricultural marketing. It is clear from the regional analysis that,
major proportion (>50%) of respondents from all the regions except the southern region
(39.13%) opined that they require adequate capacity building in this area. The reason being, in
some of the eastern States like Orissa and northern States like UP, there is no specialized cadre
service meant for agricultural marketing. Often personnel from cooperatives and line department
are deputed to work in the APMCs and marketing boards for limited period. Hence, they find
very limited time to understand the different facets of agricultural marketing. While in the
southern states like Karnataka, they have separate cadre for serving agricultural marketing
department. Hence, they will be working throughout their service in the department of

agricultural marketing. In spite of having an exclusive cadre of services, the capacity building of
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the officers is required to update the latest development in the field of agricultural marketing as
opined by 40 percent of the respondents in southern region. Agricultural Marketing Reforms
aims at providing competitive market environment and to move away from regime of controls to
one of regulation and safeguards to avoid exploitation of farmers. Hence, the apex institutes like
National Institute of Agricultural Marketing should be given adequate support for extensive
training on agricultural marketing reforms and other issues for the officers of department of

agricultural marketing and line departments.

Tables-3.3: Awareness of Sample Respondents about Contract Farming in Different

Regions
Scales North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge
Unanswered 3 8.11 3 3.19 3 6.98 0 0.00 9 4.57
Unaware 1 2.70 1 1.06 0 0.00 0 0.00 2 1.02
Poor knowledge 5 1351 13 1383 0 0.00 0 0.00 8 4.06
Average Knowledge 11 29.73 47 50.00 22 5116 06| 26.09 92 46.70
Good Knowledge 14 3784 27 2872 14 3256 12 5712 61 30.96
Excellent Knowledge 3 811 03 3.19 4 9.30 5 2174 25 12.69
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 10 27.03 24 2553 11 2558 7 3043 52 26.40
Training Required 21 56.76 = 48 51.06 20 46.51 6 26.09 95 4822
Training not Required 6 16.22 22 2340 12 2791 10 4348 50 2538
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00

3.3 Awareness of Sample Respondents about Contract Farming in Different Regions:

Contract Farming is one of the prime components of recent reforms in agricultural
marketing. The new market realities due to focus on liberalization, privatization and

globalization of the post- WTO regime are here to stay, bringing in its wake new opportunities
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and challenges as well. Agriculture being the key sector of the Indian economy has got to gear up

for facing the challenges of LPG. This calls for paradigm shift in its focus and approach.

Contract farming is a vital instrument to address many of the traditional ills affecting the
agriculture sector and the farmers, such as fragmentation of holdings, long chain of market
intermediaries, ignorance about the requirements of the buyers, low farm mechanization,
inadequacy of capital and distress sale and consequent heavy losses to farmers etc. Contract
farming is an exciting way of giving the power of scale to the small farmers. Contract farming
will pave way for corporate management skill to the agriculture field, providing assured markets
for the produce, reducing the transaction costs involved in the value chains of the commodities

and of ensuring vertical integration through forward and backward linkages (B.K.Paty).

21.74
Excellent Knowledge .
8/11
57/12
Good Knowledge 32.56
317.84
46.y
A K led 5116 = Qverall
verage Knowledge .

29.73 50 ® South

4.06 = West

. .
B East
Poor knowledge 13.83
1351 = North
1.02
0
Unaware 06
2.7
457
Unanswered 6.98
8/11
0 10 20 30 40 50 60

Figure-3.4: Awareness of Sample Respondents about Contract Farming in Different

Regions
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56.76
North 27.03
0 20 40 60

Figure-3.5: Training requirement of Sample Respondents about Contract Farming in

Different Regions

In the backdrop of the above facts, an attempt was made to assess the knowledge level of
the respondents regarding the various facets of contract farming and the results of the same are
depicted in the Table-3.3. It is revealed from the table that, almost all the respondents were
aware of contract farming except five percent who were either not knowing the contract farming
concept nor were aware of it. However, the degree of awareness varied wherein, about 50
percent of the respondents had a poor knowledge of the concept. While, 31 percent of them had a
fair knowledge and 13 percent of them had an excellent knowledge about the contract farming.
Thus, it is once again revealed that, the different provisions and contents of contract farming
arrangements are not popular among the personnel working in the field of agricultural marketing.
Moreover, contract farming is successful in few regions and confined to few crops across the

country.
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The region wise analysis also revealed that the know-how about contract farming was
extensive in the southern region followed by northern region, western region and eastern region.
In southern region, several models of contract farming arrangements are found to be successful
in crops like gherkin baby corn, cotton and vegetables. This trend is observed in the northern
regions like Punjab and Uttar Pradesh for basmati rice and for soybean and vegetables in western
region. However, the scope for contract farming in the eastern region though exists but limited
due to one or two crops. Hence, there is a need to sensitize the officers regarding provisons of

contract farming in the Model Act. The

3.4 Awareness of Sample Respondents about Group Marketing in Different Regions:

Inefficient marketing system has lead to an avoidable waste of around Rs 50127 crores.
A major part of this can be saved by introducing scale and technology in agricultural marketing.
Milk and eggs marketing are two success stories of role of scale and technology in marketing.
The extent to which the farmer-producers will benefit (out of saving of avoidable waste) depends
on the group-marketing practices adopted by the farmers. In this sense, farmers’ organizations
need to be promoted for undertaking marketing activities on behalf of the individual members of
the group. Promotion of such organization should be assisted or helped to create basic
infrastructure for their effective functioning. Some of the interventions which have really helped
the farming community are MAHAGRAPES and MAHAMANGO in Maharashtra, Amalsad and
Gadat Cooperatives in Gujarat, ORMAS in Orissa, Self help groups in Kerala and Andhra

Pradesh, etc (Singh etal, 2008).

Keeping in view of the significant contribution of these interventions, an attempt was
made to know the awareness level about them among personnel working in the marketing

department. The results presented in the table-3.4 showed that, about 10 percent of the
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respondents were neither aware of it nor were able to answer the question addressed. Majority of
the respondents (43.15%) were having average knowledge of group marketing. While, 27.41
percent of respondents had a good knowledge and 8.63 percent of them had an excellent

knowledge about group marketing.

Tables-3.4: Awareness of Sample Respondents about Group Marketing in Different

Regions
Scales North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge
Unanswered 4 10.81 3 3.19 4 9.30 1 435 12 6.09
Unaware 1 2.70 4 4.26 0 0.00 3 13.04 8 4.06
Poor knowledge 6 1622 10 10.64 2 4.65 3 1304 21 10.66
Average Knowledge 15| 4054 38 4043 19 4419 13 5652 85 43.15
Good Knowledge 8 2162 29 308 15 34.88 2 870 54 2741
Excellent Knowledge 3 811 | 10| 10.64 3 6.98 1 435 17 8.63
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 9 2432 25 2660 12 27091 7 3043 53 26.90
Training Required 25 6757 48 5106 21 4884 11 47.83 105 53.30
Training not Required 3 811 21 2234 10 23.26 5 2174 39 19.80
Grand Total 37  100.00 94 100.00 43 100.00 23 100.00 197 100.00

An analysis across the region revealed some interesting findings. More than 50 percent of
the respondents in southern region had average understanding of the group marketing and 26
percent of them were not even aware of it. While in western and eastern regions the awareness
level of the respondents was higher compared to other regions. Even, the northern region fared

better than southern region in knowing about group marketing.

In all the knowledge of group marketing was better among sample respondents. However,

majority of them opined that, more insight is required to know in detail about group marketing.
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Figure-3.7: Training requirements of Sample Respondents about Group Marketing in

Different Regions

Regarding requirement of training programme, only about 20 percent of the respondents

said they don’t need training in this area, while 26 percent of them were not in a position to say
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anything about whether they require training or not. About 50 percent of them said training is

required to know more about the advantages of group marketing.

3.5 Awareness of Sample Respondents about Private Markets in Different Regions

An efficient agricultural marketing is essential for the development of the agriculture
sector as it provides outlets and incentives for increased production and contributes greatly to the
commercialization of subsistence farmers. Worldwide Governments have recognized the
importance of liberalized agriculture markets. Agricultural markets are to be developed in private
and cooperative sectors and to be provided a level competitive environment vis-a-vis regulated
markets; the existing framework of State APMC Acts will have to undergo a change. As per the
provisions of model act, in a market area, more than one market can be established by private

persons, farmers and consumers.

Tables-3.5: Awareness of Sample Respondents about Private Markets in Different Regions

Scale North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 3 8.11 2 2.13 4 9.30 0.00 9 4.57
Unaware 0.00 6 6.38 2 4.65 1 4.35 9 4.57
Poor knowledge 5 1351 11 11.70 4 9.30 3 13.04 23 11.68
Average Knowledge 15 4054 36 3830 21 4884 8 3478 80 40.61
Good Knowledge 10 2703 30 3191 11 2558 8 3478 59  29.95
Excellent Knowledge 4 1081 9 9.57 1 2.33 3 13.04 17 8.63
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 2 541 8 8.51 & 6.98 8 3478 21 10.66
Training Required 31 8378 64 6809 29 67.44 6 26.09 130 65.99
Training not Required 4 1081 22 2340 11 2558 9 3913 46 2335
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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The Director/Managing Director/ Prescribed authority may grant license to purchase
agricultural produce by establishing private yard or directly from farmers, in one or more market

area for:

1. Processing of the notified agricultural produce;

2. Trade of notified agricultural produce of particular specification

3. Export of notified agricultural produce;

4. Grading, packing and transaction in other way by value addition to the notified

agricultural produce;

Keeping in view of the importance of private markets, it was felt to assess the level of
knowledge among the officers of Directorate of Agricultural Marketing about the private
markets. The results of such assessment are presented in the Table-5. It is apparent from the table
that, only about eight percent of the respondents were fully aware about the provisions of private
markets. Majority of them (40.61%) had an average knowledge and about 30 percent of
respondents had a good knowledge of private markets in agriculture. Remaining proportion of
the respondents had a poor know-how about the private markets. The region-wise analysis
revealed the same trend across the country. However, relatively, higher proportion of
respondents from southern and eastern region had a fair idea about the private agricultural

markets.

The results of the study revealed that, an intensive capacity building programme is
required to make aware the officials about the provisions for setting up of private markets for

marketing of agricultural produce. This fact was supported by more than the 65 percent of the
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respondents saying that training in this area is essential to know more about the different aspects

of private markets and help in promoting private markets.

3.6 Awareness of Sample Respondents about Farmers Market in Different Regions:

Farmers’ Markets were introduced with a view to eliminate the middlemen and arrange
facilities for the farmers to sell their produce directly to the consumers at reasonable rates fixed
every day. On account of the scheme, both the farmers and the consumers are benefited. Some
examples of these channels are Apni Mandi, Rythu Bazars, and Uzhavar Sandies. These channels
are mostly adopted in sales transactions of agricultural commodities like fruits, vegetables and
flowers which are highly perishable. In this channel, the produce move quickly from farmers to
consumers due to absence of middlemen. If farmers directly sell their produce to the consumers,
it not only saves postharvest losses but also increases farmers’ share in the price paid by the

consumer.

Tables-3.6: Awareness of Sample Respondents about Farmers Market in Different Regions

Scales North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 10 27.03 9 9.57 2 4.65 0.00 21 10.66
Unaware 2 541 8 8.51 0.00 0.00 10 5.08
Poor knowledge 4 1081 15 1596 3 6.98 0.00 22 1117
Average Knowledge 9 2432 | 27 2872 22 51.16 6 2609 64 3249
Good Knowledge 10 2703 20 21.28 6 1395 12 5217 48 2437
Excellent Knowledge 2 541 15 1596 10 23.26 5 2174 32 16.24
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required

Unanswered 12 3243 10 1064 17  39.53 4 1739 43 2183
Training Required 31 8378 62 6596 20| 4651 10 4348 123 62.44
Training not Required 0 0.00 16 17.02 6 13.95 9 3913 31 1574

Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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Directorate of Marketing and Inspection under the auspices of Ministry of Agriculture
has launched a scheme to encourage setting up of such farmers market. Hence, the personnel
working in the marketing department or board should be aware o f these schemes so that more
and more such markets can come and reduce postharvest losses and also benefit consumers at the
same time. Realizing the importance of farmers market, an attempt was made to know the level

of awareness of officers of marketing department was assessed.

The findings presented in the table-3.6 reflected that, the respondents put together in the
category of unanswered, unaware and poor knowledge about private market amounted to 27
percent and thus indicating the scanty awareness about the issue. Only 16 percent of them had

holistic understanding of the farmers market and 24 percent of them had a fair knowledge of it.

Region-wise analysis revealed that in Southern region more than 70 per cent of the
respondents had a fair knowledge about the farmers market. Especially the Rythu Bazaar
initiative in Andhra Pradesh and Raitha Santhe in Karnataka are proven to be successful model.
Looking into the success of the initiative, Andhra Pradesh government went on to set up a
separate wing to look after the farmer’s market project. Thus, the officers in southern region
knew this concept very well. On the contrary, in the northern region, more than 30 percent of the
officers are not at all aware of it, while 10 percent in western region and about 19 percent of the

respondents in the eastern region were not aware about the farmers market.

The training need assessment revealed that, more than 60 percent of the officers
demanded that, the details of the concept should be addressed by giving appropriate training to

the personnel working in agricultural marketing department.
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3.7 Awareness of Sample Respondents about Modern Terminal Markets in Different

Regions:

The MTM operates on a Hub-and-Spoke Format wherein the Terminal Market (the hub)
would be linked to a number of Collection Centers (the spokes). The spokes would be
conveniently located at key production centers to allow easy farmer access. The commodities
covered by the markets include fruits, vegetables, flowers, spices and meat products. The
Modern Terminal Market will have all sorts of modern infrastructures that are envisaged in the
State of Art Complex. Provision of funds for the construction of MTM is with National

Horticulture Mission (Bhatnagar and Gummagolmath,2008).

Tables-3.7: Awareness of Sample Respondents about Modern Terminal Markets in

Different Regions

Scales North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 1 2.70 4 4.26 2 4.65 0.00 7 3.55
Unaware 2 541 13| 13.83 3 6.98 5 2174 23 11.68
Poor knowledge 7 1892 28 29.79 15 34.88 5 2174 55 2792
Average Knowledge 14 3784 32 3404 14 3256 9 3913 69 3503
Good Knowledge 11  29.73 14 14.89 7 16.28 2 870 34 17.26
Excellent Knowledge 2 541 3 3.19 2 4.65 2 8.70 9 4.57
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 4 1081 14 14.89 2 4.65 3 1304 23 1168
Training Required 30 8108 71 7553 30 69.77 15 6522 146 74.11
Training not Required 3 8.11 9 957 11 2558 5 2174 28 1421
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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In the light of the new concept of MTM being promoted by GOI, it is important to know
as to what extent officers of Directorate of Agricultural Marketing are aware of it. The results of
such assessment have been presented in the Table-3.7. It is reflected from the table that, more
than 40 percent of the respondents are not aware of the concept of Modern Terminal Market.
Only about five percent of them were fully aware and about 17 percent of them had a fair
knowledge of it. About 35 percent of them have heard of the concept and possess average
knowledge of the same. The same trend was noticed across the regions wherein about 21 percent
of the respondents in southern region are not aware about the concept of MTM and equal number
of them had a poor knowledge about it. Hence, about 80 percent of the officers opined that they

need to know more about the Modern Terminal Market.

3.8 Awareness of Sample Respondents about Public Private Partnership in Different

Regions:

Public Private Partnership is the new buzzword in almost all the sectors of the economy
of India. The different motivators for this, inter alia, are the need for mopping up private capital
and the managerial efficiency of private sector. The agricultural marketing system of the country
is at a critical juncture. The gradual globalization of agricultural marketing and the attendant
challenges reinforce the need for bridging the existing infrastructural gaps in the sector through
requisite reforms in the system. Thanks to the concerted efforts of the states and the central
Government, the reforms are taking roots in different states portending to enable the agricultural
marketing sector to reap the benefits of private participation. The major factors coming up as
hindrances for private investment in the sector are low level of awareness about various

Government schemes, low return on investment, high degree of risk in the sector due to
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dependence on weather. Hence, there is a need to create awareness among officers so that they in

turn reach the stakeholders regarding various Government Schemes (Paty, 2010).

In the wake of importance of PPP, the level of awareness of officers working in the

Directorate of Agricultural Marketing in different States was assessed and the results are

presented in the Table-3.8

Tables-3.8: Awareness of Sample Respondents about Public Private Partnership in

Different Regions

Scale/Region

Unanswered
Unaware

Poor knowledge
Average Knowledge
Good Knowledge
Excellent Knowledge
Grand Total

Unanswered

Training Required
Training not Required
Grand Total

No.

10
11

37

32

37

North
%

8.11
541
24.32
27.03
29.73
541
100.00

8.11
86.49
541
100.00

East West South

No. % No. % No.
Level of Knowledge

3 3.19 2 4.65
17 18.09 4 9.30
21 2234 6 13.95
31 3298 21 4884
15  15.96 7 16.28
7 7.45 3 6.98
94 100.00 43 100.00 23
Training Required

12 12.77 3 6.98 2
65 69.15 35 8140 14
17 18.09 5 11.63 7
94 100.00 43 100.00 23

N W 0 0 N
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% No. %
0.00 8 4.06
870 25 12.69
3478 44 2234
3478 70 35.53
13.04 36 18.27
8.70 14 7.11
100.00 197 100.00
870 20 10.15
60.87 146  74.11
3043 31 15.74
100.00 197 100.00
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It is apparent from the above table that, the trends in the level of awareness about PPP is
more or less same as that of other variables studied so far. More than 70 percent of the officers
are either unaware or have a poor knowledge as to how PPP works in attracting the private
investment in Agricultural Marketing Sector. The trend across the region is also similar to the
overall situation. Hardly about 25 percent of the respondents are having full knowledge of PPP.
The proportion of respondents having average knowledge of PPP is quite high in Western region
(48.84%). It is interesting to note that, despite successful initiatives being implemented in the
southern region, about 35 percent of the respondents have poor understanding of PPP. While, in

on the contrary very few respondents in Western region (14%) had a poor knowledge of PPP.

Training requirement analysis revealed that about 75 percent of the respondents wanted
to know more about the PPP through various capacity building programmes across the regions.
More than 80 percent of the respondents in the northern and Northern and Western region were
of the opinion that, they require comprehensive training programme to understand the concept of

PPP.

3.9 Awareness of Sample Respondents about Market-led Extension in Different Regions:

In the changing scenario of Indian agriculture, with reforms taking place in agricultural
marketing, the extension system is likely to undergo changes. Thus, today there is a need to shift
from a production oriented extension approach to a marketing oriented extension approach.
Apart from the production technologies, the extension worker now, have to get equipped with
market information which requires further training for skill up-gradation in the field of
agricultural marketing. Marketing Extension Network is required to be formed by integrating the

extension network already available with Agriculture Department.
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Tables-3.9: Awareness of Sample Respondents about Market-led Extension in Different

Regions
Scale/Region North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge
Unanswered 1 2.70 1 1.06 2 4.65 0 0.00 4 2.03
Unaware 2 541 0 0.00 3 6.98 0 0.00 5 2.54
Poor knowledge 5 1351 4 4.26 5 11.63 1 435 15 7.61
Average Knowledge 6 1622 35 37.23 7 16.28 2 870 50 25.38
Good Knowledge 20 54.05 41 4362 23 5349 12 5217 96 48.73
Excellent Knowledge 3 811 13 13.83 3 6.98 8 3478 27 1371
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 0 0.00 0 0.00 0 0.00 0 0.00 0 0.00
Training Required 27| 7297 76 8085 33 76.74 2 8.70 138 | 70.05
Training not Required 10 2703 18 1915 10 2326 21 9130 59 29.95
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00

Officers of Agriculture, Horticulture and Agricultural Marketing departments will be
given training on various aspects of Agricultural Marketing for the purpose of carrying out
extension works effectively and efficiently. Whenever, farmers approach for getting solutions on
production aspects, under such circumstances, the officers in the line department will be able to
convey farmer regarding marketing aspects also. The results on the level of awareness about
Market-led Extension are presented in the Table-3.9. It is interesting to know from the results
presented in the table that, more than 60 percent of the personnel working in the department of
agricultural marketing and Marketing board are aware about Market-led Extension. Majority of
the Directorates and Boards are involved in creation of awareness about various issues of
agricultural marketing such as dissemination of market information, weather forecasting,
schemes being implemented by the board/directorate, grading and standardization, storage and

transportation etc.
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The main mandate being Market-led extension, the personnel in working in the
directorate/board have fair understanding of the concept. However, about 70 percent of the
respondents desired to have training to understand more about the Market-led Extension. It also
reveals that, respondents are interested in getting the updates about the various issues listed
above in the agricultural marketing. Market-led extension being the crucial mandate needs to be
strengthened by having the coordination committee in all the States on the lines of government
of Karnataka. The committee consists of representatives from all the line department, board and
directorate. Once in every month, the coordination committee takes place in which, the
development in each sector are discussed openly. This helps in sensitizing the officers of line
department about the latest developments in the agricultural marketing. Such an exercise will
help the officers of line department to advice the crop planning to the farmers and there by
regulating the supply which will help in minimizing price fluctuations. Also price signals, when
to store the produce, when to market and how to take the benefits of government schemes. The
above mentioned strategy is essential as farmers approach frequently, the officers in the line
department to get solution for problems in production. Along with giving information on

production technology, farmers can also be oriented about marketing issues.

3.10 Awareness of Sample Respondents about Special Commodity Markets in Different

Regions:

By and large, the trading of all kinds of notified commodities grown in the hinter land
takes place at Agriculture Produce Market Committees (APMCs) premises. However, some of
the agro-climatic regions are specialized and predominant in the production of specific
commodities. In some cases over 90 percent of the area is put under a particular commodity. For

example seed spices in Western Rajasthan are grown extensively and hardly 5-10 percent of area

41



is meant for other commodities. In view of this, several States have set up commodity specific
markets in such areas. By doing so, it becomes easy for total supply chain management for the
crop for which the market has been exclusively meant for. It also helps in specialization of trade
practices for such commodities. Tinda market, Aonla market and spices market in Rajasthan and
tender coconut market in Karnataka are some of the examples for such markets.

In view of the significance of the commodity special markets, it assumes importance in
assessing the level of awareness of personnel working on the agricultural marketing. The results
of such assessment are given in the Table-3.10. As revealed from the table, more than 35 percent
of the respondents were not at all aware about such markets. Only around five percent across the
region had an excellent knowledge and 20 percent of them had a fair knowledge of commodity
specific markets. Among different regions, 30 percent of respondents in southern region had a
good knowledge and equal number of respondents had an excellent knowledge of commodity
specific markets. Whereas, knowhow of these markets was very much low in the case of
northern and eastern region. Respondents in the Western region fared better as about 23 percent

of them had a good understanding about it.

It is apparent that, capacity building with regard to Commodity Special Markets has a
narrow scope as it can be implemented in the regions where the commodity specific markets are
located. More regions need to be identified and specific capsule has to be prepared for capacity
building of officers working in such regions. With the rise in the level of marketable surplus,
setting up of commaodity special markets assumes importance. Hence, there is a need to develop

commaodity specific training module to address different needs of training in different regions.
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Tables-3.10: Awareness of Sample Respondents about Special Commodity Markets in

Different Regions

Scale/Region North East West South
No. % No. % No. % No. %
Level of Knowledge
Unanswered 2 541 3 3.19 2 4.65 1 4.35
Unaware 8 21.62 9 9.57 6 13.95 1 4.35
Poor knowledge 6 1622 24 2553 4 9.30 1 4.35
Average Knowledge 14 3784 29 3085 11 2558 2 8.70
Good Knowledge 6 1622 22 2340 10 23.26 7 3043
Excellent Knowledge 1 2.70 7 745 10  23.26 7 3043
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00
Training Required
Unanswered 8 2162 24 2553 9 20.93 7 3043
Training Required 27 | 7297 56 5957 28 6512 10 43.48
Training not Required 2 541 14 14.89 6 1395 6  26.09
Grand Total 37 100.00 94 100.00 43 100.00 23| 100.00
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Regarding training requirement, more than 60 percent of the respondents are willing to
know more about the commodity specific markets and sizeable proportion of them were not in a
position respond anything. The proportion of respondents seeking training was higher in the case

of Northern region (72.91%0 followed by Western region (65.12%) and eastern region (59.12%).

3.11 Awareness of Sample Respondents about Market Information System in Different

Regions:

The application of Information and Communication Technology (ICT) can play a pivotal
role in efficient dissemination of information. The ICT can deliver fast, reliable and accurate
information in user-friendly manner for practical utilization by the end user. The information
disseminated facilitates farmers decide what and when to plan, how to cultivate, when and how
to harvest, what post harvest management practices to follow, when and where to market the
produce (USAID). In order to get the desired results from use of ICT for information

dissemination in a country where majority of farmers are illiterate, land holdings are small or
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marginal, level of infrastructure development is very poor in rural area, there is need to assess the
information requirement of the farmers. Further, how effectively ICT may be used to deliver the
required information to the satisfaction of the user and identifying the suitable model for Indian
farmers is required. To reach the basic stakeholders through ICT, it is imperative for the
personnel working in agricultural marketing to know about the different facets of it (Shalendra

etal, 2011).

Tables-3.11: Awareness of Sample Respondents about Market Information System in

Different Regions

Scales/Regions North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 3 8.11 2 2.13 2 4.65 1 4.35 8 4.06
Unaware 3 8.11 4 4.26 3 6.98 1 435 11 5.58
Poor knowledge 2 541 17  18.09 5 11.63 5 2174 29 1472
Average Knowledge 14 3784 31 3298 12 27.91 4 1739 68 3452
Good Knowledge 13 3514 31 3298 19 4419 11 4783 67 3401
Excellent Knowledge 2 541 9 9.57 2 4.65 1 435 14 7.11
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 8 2162 5 5.32 6 13.95 7 3043 26 13.20
Training Required 25 6757 71 7553 25 5814 10 4348 131 66.50
Training not Required 4 1081 18 19.15 12 2791 6 2609 40 20.30
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00

Realizing the importance of ICT, it becomes appropriate to know the level of awareness of the
officers working in agricultural marketing. It is apparent from the results presented in the Table-
3.11 that, about four percent of the respondents did not answer this query and six percent of them
were not at all aware of it. About 35 percent of them had a poor knowledge as to how ICT is
working to help the activities in agricultural marketing. Only seven percent across the region had
an excellent understanding of the use of ICT, while 34 percent of them had fair knowledge of it.
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It is interesting to know that, more than 40 percent each in the case of southern and western

region had a good knowledge of ICT.
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It is evident from the fact that, the ICT initiatives being taken up in these regions are
proven to be effective and are predominant in most part of the regions. Hence, the marketing
personnel working in this region had a better understanding of the ICT initiatives. However,
situation in the eastern and northern region is also quite convincing as more than 30 percent of
the respondents also knew about ICT very well. Since, GOI is promoting extensively the use of
the technology (ICT) in the recent days; the understanding of this concept has become inevitable

for the staff working in agricultural marketing.

3.12 Awareness of Sample Respondents about Bureau of Grades and Standards in

Different Regions:

Promotion of standardization and grading of agricultural commodities is an important
aspect of agricultural marketing. The agricultural commodities are heterogeneous and hence it is
very essential to grade these commodities as per standards to command better price either at
domestic or international market. Commodity grading and inspection systems differ from
commodity to commodity because of wide variations in the nature of the products, production
and processing methods, and marketing practices for each commodity. Agricultural commodity
graders apply a thorough knowledge of the quality characteristics and grading standards for
products in a commaodity group. This knowledge is reinforced by familiarity with the production
methods and marketing practices pertaining to these products (DM, 2010).

Grading at farmers level is not taking place as hardly few farmers go for on farm grading.
Due to absence of on farm grading, the farmer is not in a position to realize the right price for his
produce. In an effort to promote grading and standardization, Directorate of Marketing and
Inspection, GOI has been entrusted the work of developing the grades and standards for

agricultural commodities. However, due to vide variation in quality, quantity and size of the
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produce produced in different agro-climatic regions, the harmony of the grades and standards
prescribed at national level is not uniform across the regions. Hence, a think tank has suggested
having Bureau of Grades and Standards at State level.

Tables-3.12: Awareness of Sample Respondents about Bureau of Grades and Standards in
Different Regions

Scales/Regions North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 2 541 4 4.26 1 2.33 2 8.70 9 457
Unaware 4 1081 23 2447 4 9.30 0.00 21 10.66
Poor knowledge 15 4054 20 21.28 7 16.28 5 2174 40 20.30
Average Knowledge 13 3514 38 4043 19 4419 13 5652 76  38.58
Good Knowledge 2 5.41 6 6.38 7 16.28 3 1304 35 17.77
Excellent Knowledge 1 2.70 3 3.19 5 11.63 0.00 16 8.12
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 8 2162 14 14.89 7 16.28 5 2174 34 17.26
Training Required 29 7838 65 69.15 28 6512 12 5217 134 68.02
Training not Required 0.00 15 15.96 8 18.60 6 2609 29 14.72
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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Figure-3.22: Awareness of Sample Respondents about Bureau of Grades and Standards in
Different Regions
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Figure-3.23: Training Requirements of Sample Respondents about Bureau of Grades and

Standards in Different Regions

In view of above facts, the query relating to Bureau of Grades and Standards was
addressed to the respondents and the results of the same are presented in the Table-3.12. As
reflected from the results presented in the table that, 4.57 percent of the respondents did not
answer for this query and about 11 percent of them are not aware of this issue. About 20 percent
of them have very poor knowledge. Majority of the respondents (38.58%) were having average
knowledge of the same. Only 8.12 percent of them were fully aware about Bureau of Grades and
Standards. Across the regions, only in western region about 11.63 percent were fully aware and
16.28 percent of them had a fair understanding about the concept. While in rest of the regions,
the level of awareness was more or less very poor. The same is reflected in willingness to have
training programme to know about it wherein about 68 percent of officers showed inclination to

have capacity building programmes in this area. It is also concerning to know that about 17
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percent of the respondents were unable to express anything about Bureau of Grades and

Standards. This proportion is surprisingly highest in the case of southern region.

3.13 Awareness of Sample Respondents about Food Safety and Quality Standards in
Different Regions:

Food safety is now one of the most urgent issues that confront both Asia as a region and
the international community as a whole. Consumers are becoming increasingly concerned over
food quality and safety arising from the globalization of trade in food, intensive agriculture,
environmental pollution and natural and manmade disasters. Such concerns have now been
articulated via higher quality and safety standards required by markets, with producers under
immense pressure to meet such standards in their efforts to build consumers’ confidence. For the
developing countries in Asia, quality and safety management systems, product certification and
standardization regarding food safety and quality are still in their infancy and need immediate
attention.

Tables-3.13: Awareness of Sample Respondents about Food Safety and Standards in

Different Regions
Scales/Region North East West South Overall

No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 1 2.70 7 7.45 1 2.33 2 870 11 5.58
Unaware 9 2432 13 1383 4 9.30 3 13.04 29 1472
Poor knowledge 4 1081 34 3617 15 3488 12 5217 65 3299
Average Knowledge 13 3514 27 2872 19 4419 5 2174 64 3249
Good Knowledge 8 2162 11 11.70 2 4.65 1 435 22 11.17
Excellent Knowledge 2 541 2 2.13 2 4.65 0.00 6 3.05
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 8 2162 22 2340 7 16.28 5 2174 42 2132
Training Required 27| 7297 62 6596 35 8140 15 65.22 139 70.56
Training not Required 2 541 10 10.64 1 2.33 3 1304 16 8.12
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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Figure-3.25: Training Requirements of Sample Respondents about Food Safety and
Standards in Different Regions
Governments should provide the legal framework and platform to facilitate the

implementation of food quality and safety management systems. In view of it, GOI has set up

The Food Safety and Standards Authority of India (FSSAI) under Food Safety and Standards
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Act, 2006 which consolidates various acts & orders that have hitherto handled food related issues
in various Ministries and Departments.

FSSAI has been created for laying down science based standards for articles of food and
to regulate their manufacture, storage, distribution, sale and import to ensure availability of safe
and wholesome food for human consumption. Keeping in view of importance of food safety and
quality standards and an authority being set up, it was essential to ascertain the level of
knowledge about it among officers working in agricultural marketing. The results of such
analysis are presented in the Table-3.13. It is apparent from the results presented in the table that,
more than 30 percent of the respondents across the region were not knowing and an equal
number of participant had a poor knowledge about the issue of food safety and quality standards.
Only about three percent of the respondents were fully aware of the issue and 11 percent of them
had fair understanding of the issues in food safety and quality standards.

The same trend was noticed across the region wherein more than 50 percent in southern
region, more than 30 percent in eastern and western region were not even aware about the issue.
However, northern region fared better than other regions in terms of know how about food safety
and quality standards. Obviously more than 70 percent of the respondents across the region
opined that the need to know more about this issue through capacity building programmes. A
substantial portion of respondents (21.32%) could not answer for this query. The capacity
building programmes are very much required for personnel working the marketing extension
division as they frequently come in contact with all the stakeholders in the supply chain. It is
pertinent to have a separate cell for implementing programmes addressing the issue of Food

Safety and Quality Standards at regional level.
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3.14 Awareness of Sample Respondents about Warehouse Receipt System in Different

Regions:

Warehouse Receipts, negotiable instruments backed by the underlying commodities, are
an integral part of the marketing and financial systems of most industrial countries. The overall
efficiency of these markets, particularly in the agribusiness sector, is greatly enhanced when
producers and commercial entities can convert inventories of agricultural raw materials or
intermediary or finished products into a readily tradable device. Since Warehouse Receipts are
negotiable instruments, they can be traded, sold, swapped, used as collateral to support
borrowing, or accepted for delivery against a derivative instrument such as a futures contract.

Tables-3.14: Awareness of Sample Respondents about Warehouse Receipt System in
Different Regions

Sclaes/Regions North East West South Overall
No. % No. % No. % No. % No. %
Level of Knowledge

Unanswered 1 2.70 5 5.32 2 4.65 2 8.70 10 5.08
Unaware 1 270 16  17.02 8 18.60 1 435 26 13.20
Poor knowledge 7 1892 22 2340 7 16.28 2 870 38 19.29
Average Knowledge 7 1892 23 2447 13  30.23 4 1739 47  23.86
Good Knowledge 15 4054 24 2553 11 2558 6 26.09 56 2843
Excellent Knowledge 6 16.22 4 4.26 2 4.65 8 3478 20 10.15
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 5 1351 24 2553 7 16.28 4 1739 40 20.30
Training Required 31 8378 51 5426, 28 6512 12 5217 122 61.93
Training not Required 1 270 19 2021 8 18.60 7 3043 35 17.77
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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Figure-3.26: Awareness of Sample Respondents about Warehouse Receipt System in
Different Regions
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Figure-3.27 Training Requirements of Sample Respondents about Warehouse Receipt
System in Different Regions
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Warehouse Receipts provide farmers with an instrument that allows them to extend the
sales period of modestly perishable products well beyond the harvesting season. When delivering
the product to an accredited warehouse, the farmer obtains a Warehouse Receipt that can be used
as collateral for short-term borrowing to obtain working capital. That way, the farmer does not
need to sell the product immediately to ease cash constraints. Of course, this option will be
attractive only if the farmer expects that seasonal price increases will make it worthwhile to store

the product and sell it later (GOI, 2006).

In order to avoid glut in the sale of agricultural commaodities, storage at warehouses cold be
an effective mechanism. This necessitates knowing about it by the officers working in
agricultural marketing. This fact was also assessed and the results of the same are depicted in the
Table-3.14. The trends of results presented in the table revealed that, only about 10 percent of the
respondents were aware about the warehouse receipt and 28 percent of them had a good
knowledge of the same. Whereas, about 13 percent of the respondents were unaware and 19
percent of them had a poor understanding of how ware receipt system works. Northern and
southern regions faired better in understanding the ware receipt system. While in eastern and
western region, very few of them had an excellent knowledge about the same. The analysis of
requirement of training revealed that more than 80 percent in the northern region desired to know
about the different aspects of warehouse receipt system followed by 65 percent in the case of
western region. In all about 62 percent of them wanted training programmes to know more about
warehouse receipt. WDRA has been mandated to promote orderly growth of warehousing
business. Hence, with the help of WDRA, capacity building programmes can be conducted for

the benefit of officers working in agricultural marketing.
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3.15 Awareness of Sample Respondents about Good Agricultural Practices in Different

Regions

In India, agricultural practices are highly localized occupations and display a lot of
variability in cultural practices and varietal preferences across regions. Further, with the opening
up of the world market, there is a flow of trade in the agricultural products. It is, therefore,
necessary to define and assign certain common minimum standards to facilitate trade in these
products and to win the confidence of the consumers within the country and outside. Such
standards envisaging focused approach for implementing good agricultural practices, traceability
etc. through appropriate infrastructure, record keeping and monitoring to reap the benefits of
export or niche markets.

Tables-3.15: Awareness of Sample Respondents about Good Agricultural Practices in

Different Regions

Scales/Regions North East West South Overall
No. % No. % No. No. % No. %
Level of Knowledge
Unanswered 2 541 7 7.45 2 4.65 0 0.00 11 5.58
Unaware 3 8.11 6 6.38 0.00 2 870 11 5.58
Poor knowledge 4 1081 16 17.02 5 11.63 3 1304 28 1421
Average Knowledge 11 29.73 35 3723 16 3721 4 1739 66 3350
Good Knowledge 12 3243 27 2872 12 2791 4 1739 55 27.92
Excellent Knowledge 5 13.51 3 3.19 8 1860 10 4348 26 13.20
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
Training Required
Unanswered 11 29.73 27  28.72 8 18.60 9 3913 55 27.92
Training Required 22 59.46 48 51.06 25 58.14 8 3478 103 52.28
Training not Required 4 1081 19 2021 10 23.26 6 2609 39 19.80
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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The issue of Good Agricultural Practices is production oriented concept and thus it is
more relevant to the personnel working in the line department. However, the aspects like
postharvest management, traceability, packaging, etc. are part of marketing. Hence, the officers
working for agricultural marketing are required to know about GAP. Worldwide, there are
several GAPs like Global-GAP, Euro-GAP, US-GAP, India-GAP etc. In order to explore export
market, farmers in our country need to follow either of the International Standards as mentioned
above.

In this connection, the level of know how of marketing personnel was assessed. It is
revealed from the results presented in theTable-3.15 that, about 13 percent of the respondents
had an excellent knowledge of GAP and it is encouraging that about 33 percent of them had a
good understanding of GAP. Region-wise analysis revealed that, major proportion of
respondents in southern region had thorough knowledge of GAP followed by western region
(18.60%). In almost all the regions, good knowledge and average knowledge of GAP was
observed for nearly 30 percent each of the respondents except southern region (17.39%).
Average idea of the concept was known to around 33 percent of the respondents on overall basis.

The training requirement analysis revealed that, more than 50 percent of the officers
desired to have training across the region. The same trend was noticed in all the regions except,
southern region wherein only 35 percent of the respondents said that they want training to

understand the concept of GAP.

3.16 Awareness of Sample Respondents about Modern Agricultural Marketing

Infrastructures in Different Regions

Marketing infrastructure includes all those facilities and amenities needed for the smooth

conduct of marketing in the economy. The infrastructural facilities in development are as
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necessary as foundations of a building. The existence of adequate marketing infrastructure are

important not only for the performance of various marketing functions and expansion of the size

of the markets but also for the transfer of appropriate price signals leading to improved

marketing efficiency. The availability of different infrastructures affects the choice of technology

to be adopted, reduces the cost of transportation, produces powerful impetus to production and

also affects income distribution in favour of small and marginal farmers by raising their access to

the market. The agriculture sector needs heavy investment for creation of basic infrastructures

necessary for the overall economic development.

Tables-3.16: Awareness of Sample Respondents about Modern Agricultural Marketing

Infrastructures in Different Regions

Scales/Regions

Unanswered

Unaware

Poor knowledge

Average Knowledge

Good Knowledge

Excellent Knowledge
Grand Total

Unanswered

Training Required
Training not Required
Grand Total

North

No.
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8
14
10

37
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37
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No. % No.
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4 4.26 2
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16 17.02 3
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94 100.00 43
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In a developing country like India, marketing infrastructures play a pivotal role in
fostering and sustaining the tempo of rural and economic development. Marketing is as critical to
better performance in agriculture as farming itself. Though the role of infrastructure is the key
element of any development programme, yet their role in distribution and marketing is the

supreme. (M.S.Jairath, 2010).

Status of different agricultural marketing infrastructures, their geographical spread in the
different states of India and also the policy measures for strengthening of these infrastructural
facilities are crucial. In this regard, it was felt necessary to assess the understanding of different
market infrastructure among the officers working in agricultural marketing. Responses were
sought and the results are presented in the Table-3.16. A view of the results from the table
revealed that, about 10 percent of the respondents had an excellent understanding about the
markets infrastructures. About 30 percent of the respondents across the region had a fair
knowledge of markets infrastructures, while 35.53 percent of them possessed average knowledge

about the same.

Region-wise analysis revealed that, the majority of the respondents in the southern
region (47.83%) had a good knowledge of market infrastructure, while in rest of the regions
about 25-27 percent of the respondents fall in this category. Despite fair number of respondents
having knowledge of market infrastructure, the training need assessment revealed that more than
70 percent of the respondents wanted to know more about the market infrastructures especially

northern and eastern region (83.78% and 72.34% each).
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3.17 Awareness of Sample Respondents about Cool Chain and Postharvest Management in

Different Regions:

The post harvest management of fruit and vegetables in most developing countries in the
region is far from satisfactory. The major constraints include inefficient handling and
transportation; poor technologies for storage, processing, and packaging; involvement of too
many diverse actors; and poor infrastructure. Linking operations and actors involved more
closely and systematically, modernizing marketing infrastructure and technologies, capacity
building of individual actors, and strengthening the policy/institutional settings for better
marketing. The concerted efforts of all, including the private and public sectors are required to

alleviate these constraints.

Tables-3.17: Awareness of Sample Respondents about Cool Chain and Postharvest

Management in Different Regions

Level of North East West South Overall
Knowledge

No. % No. % No. No. % No. %
Unanswered 2 5.41 6 6.38 2 4.65 0 0.00 10 5.08
Unaware 5 1351 20 21.28 8 18.60 2 870 35 17.77
Poor knowledge 7 1892 19 20.21 = 10 23.26 3 13.04 39 19.80
Average Knowledge 12 3243 30 3191 16 37.21 5 2174 63 31.98
Good Knowledge 7 1892 15 15.96 4 9.30 7 3043 33 16.75
Excellent Knowledge 4 1081 4 4.26 3 6.98 6 26.09 17 8.63
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00

Training Required

Unanswered 5 13.51 7 7.45 3 6.98 6 26.09 21 10.66
Training Required 27 7297 72 7660 35 8140 12 5217 146 7411
Training not Required 5 1351 15 15.96 5 1163 5 2174 30 15.23
Grand Total 37 100.00 94 100.00 43 100.00 23 100.00 197 100.00
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Fruits and vegetables being soft and delicate, are more prone to damage and spoilage
during handling and storage. Due to their high perishability, the postharvest management
required is also high. Postharvest management is energy intensive. It starts right from harvesting,
field handling, transportation to pack house, pre-cooling and subsequent storage. Cold chains are
essential component of horticultural postharvest infrastructure. It ensures maintenance of

freshness of produce for extended period of storage.

It is apparent from the results presented in the table 3.17 that, about 20 percent of the
respondents had a poor knowledge and 18 percent of them did not know about cool chain
management. While, about 32 percent of them said they have average knowledge about the cool
chain and postharvest issues. Only 8.63 percent of the respondents had an excellent
understanding and 16.75 percent of them had a fair knowledge of cool chain and postharvest
issues. Region-wise analysis revealed that, most of the respondents from eastern region and
western region had a poor knowledge about this issue. It is quite encouraging in the case of
southern region that about 50 percent (26.09 with excellent knowledge and 30.43 with good
knowledge) of the respondents had a good understanding of cool chain and postharvest issues.
This might be due to the initiatives taken in the region for putting in place the postharvest
infrastructures. Especially, in Andhra Pradesh, it is learnt that cold chain is extensively used for

storing red chilies and fruits and vegetables.

The training need analysis revealed that more than 50 percent of the respondents in the
southern region who have an average understanding inclined to know more about the postharvest
issues. The proportion was still higher i.e. more than 70 percent in other region expressed their
willingness to understand more about the postharvest issues. On overall basis also more than 70

percent of the respondents wanted capacity building for cool chain and postharvest management.
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Training need Index, Correlation and Regression Analysis

The area specific training need index was worked out based on the responses received
from the officers working in agricultural marketing and the results are presented in the
Table-3.18 It is apparent from the table that, training need index for Alternative Marketing
Methods was the highest (77.59%) followed by Infrastructure Management (76.99%), issues in
Food Safety and Quality Standards (73.48%) and Institutions and Policies in Agricultural
Marketing. The training need index was the least for Supply Chain Management (64.72%)
followed by Market Information System (68.83%). The extent of overall training need was 72.20
per cent. Patil and Kokate, 2011 reported that training need index of subject matter specialists of

Krishi Vigyan Kendras was 82.08 per cent.

Table 3.18. Area specific training need index of agricultural marketing officers.

Sr No Areas of Training Need Assessment Index Rank
1 Alternative Marketing Methods 77 59 I
2 Institutions and Policies in Agricultural Marketing 79 18 v
3 Supply Chain Management 64.72 VI
4 Infrastructure Management 76.99 I
5 Market Information System 68.83 V
6 Food Safety and Quality Standards 73.48 Il
Overall Training Need Index 79 90

Schlough and Streeter, 2002 reported that a majority of respondents place “moderate” to
“high importance” on training in business planning (78%) and marketing analysis (82%). A
cross-tabulation of educational support with those who have more experience reviewing business
and marketing plans reveals that; offering business plan training is considered more important by
those who have reviewed more business plans, offering marketing training is considered more

important by those who have reviewed fewer marketing plans. Cho and Boland, 2004 also
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assessed training needs of extension workers and ranked them in Myanmar, and reported that
market information service and post harvest techonology ranked third and fifth, respectively in
terms of training need.

Thus it can be concluded from the above results of analysis that, even after a decade of
reforms being introduced, the training need index is on higher side ranging from 65-78 per cent.
The trends of the results indicated that, an optimum combination of short duration and long
duration training to the officers working in the agricultural marketing is required to update
knowledge of them with regard to various aspects of agricultural marketing. This in turn will
help the officers to pass on knowledge to different stakeholders to have orderly marketing. The
efficient and orderly marketing will help farmers get better price for his produce and at the same
time, the consumer will get the commodities at a reasonable price. It will also help in reducing
the avoidable postharvest losses. Hence, there is need to develop appropriate training modules to
impart training to the officers working in the department of agricultural marketing. Hence, the
apex training institutes in agricultural marketing should be given adequate support for extensive
training on agricultural marketing reforms and to address other issues for the officers of

department of agricultural marketing and line departments.

Cross Tabulation of Knowledge and Need for Training in Agricultural Marketing
Knowledge of officers regarding all the variables addressed through questionnaire was
ascertained using the five point Likert type scale, i.e. 0 if unanswered, 1 if knowledge about the
issue is nil, 2 if knowledge about the issue is poor, 3 if knowledge about the issue is average, 4 if
knowledge about the issue is good and 5 if knowledge about the issue is excellent. The training
need assessment was done using three point Likert type scale i.e. 1 if training is not required, 2 if

training is required and 3 if training is very much required. The respondents were divided into
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three groups with the low, medium and high level of knowledge and training need based on
mean + standard deviation of the respective scores obtained.

Table 3.19 Cross tabulation of knowledge and need for training in agricultural marketing.

SrNo Knowledge Level Need for Training on Agricultural Marketing
Low Medium High Total

1 Low 1 24 8 33
(3.03) (72.73) (24.24) (100.00)

2 Medium 7 113 16 136
(5.15) (83.09) (11.76) (100.00)

3 High 13 15 0 28
(46.43) (53.57) (0.00) (100.00)

4 Overall 21 152 24 197
(10.66) (77.16) (12.18) (100.00)

Test of Independence y°= 49.37, df= 4, p< .000004

The results on cross tabulation of knowledge and need for training in agricultural
marketing are presented in the Table-3.19. It is revealed from the table that, higher proportion of
officers with low and medium knowledge (77.16%) desired to participate in the training
programmes on various issues of agricultural marketing. Only about 12 per cent of the
respondents were of the opinion that, training is very much required. It is interesting to note that,
among the officers with high knowledge, more than 50 per cent of them have expressed their
desire to undergo training. It is apparent that even though most of the respondents were highly
qualified and with high knowledge level, they were willing to under go training to know the
latest developments in agricultural marketing. The reason being, in some of the eastern States
like Orissa and northern States like UP, there is no specialized cadre service meant for
agricultural marketing. Often personnel from cooperatives and line department are deputed to
work in the APMCs and marketing boards for limited period. Hence, they find very limited time
to understand the different facets of agricultural marketing. While in the southern states like

Karnataka, they have separate cadre for serving agricultural marketing department. Hence, they
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will be working throughout their service in the department of agricultural marketing. In spite of
having an exclusive cadre of services, the capacity building of the officers is required to update
the latest development in the field of agricultural marketing as opined by the respondents in
southern region. All the issues covered under study are dynamic in nature and hence necessitated
knowledge updation. This is also supported by the higher level of significance of x* test (Rimawi,
2003). The goodness of fit was highly significant as indicated by the p value.

Association between Training Needs and Personal Attributes

The Association between Training needs and personal attributes were worked out using the Karl
Pearson’s correlation method and the results are presented in the Table-3.20.

Table 3.20 Correlation between training needs and personal attributes.

Correlation Coefficient

St No Variables Training Need Score (r) p-value
1 Age -0.0448 0.256
2 Education 0.027558 0.350
3 Total Experience -0.15345 0.015
4 Trainings Attended -0.21546* 0.001
5  Knowledge Score -0.46343* 0.000
* Significant at 1% level of probability

In this study, five independent variables as presented in the Table-5 were tested for their
association with training need (Bekele and Pillai 2011). It is revealed from the table that, out of
five variables, only one variable i.e. education was found to be positively associated but was not
statistically significant (r=0.028 and p=0.350). This indicated that, even though, the level of
education increases, the need for training increases moderately. The association of variables
apparently indicated that, though the respondents had higher qualification, desired to undergo
training in order to update their knowledge with respect to recent developments in agricultural

marketing sector. This is in conformity with findings quoted above in the cross tabulation of
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training needs and knowledge level. It is apparent that with the increase in number of trainings
attended (-0.215) and increased knowledge scores (-0.463), the desire to have training will come
down as evident from the significant negative association of these variables. This implies that the
training needs of the respondents who have undergone more number of trainings was less.
Obviously, the training need of the respondents with increased knowledge score was also less.
The correlation between training need and experience (-0.15) and age (-0.044) are also negative
with a lower magnitude, but not significant. In other words as the experience and age of the
respondents increases, the training need decreases. The officers nearing retirement age were not
inclined to go for training.

The Influence of Independent Variables on Training Needs

The analysis of important variables, that are expected to have influence on knowledge and
training need of members were discussed. For this purpose, the independent variables were
entered into multiple linear regression (MLR) models so as to pick the factors influencing
training needs of personnel working in agricultural marketing. As a matter of fact, the model was
fitted to estimate the influence of each independent variable through utilizing SPSS for the
analysis. Using bivariate analysis, in the methodology section, age, education, total experience,
trainings attended and knowledge score were selected for assessing their influence on the

training needs of personnel working in agricultural marketing.

As indicated in Table 3.21, among 5 independent variables entered in MLR analysis, only
two independent variables were significantly influencing the training needs of the personnel
engaged in agricultural marketing. These variables include, trainings attended and knowledge
score. The remaining three independent variables do not have statistically significant influence

on training needs of the officers. As hypothesized, with the more number of trainings attended,
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knowledge score improved leading to a negative influence on the dependent variable, i.e., need
for training of the respondents.

It is revealed from the results presented in the Table-6 that, as seen from the value of
coefficient of determination (R?), only about 26 per cent of the total variance could be explained
by the independent variables included in the function. This implies that, the training needs are
largely determined by the factors not included in the function. Similar findings were found by
Lu, 2002 in his findings on influence of different independent factors on the area sown where in
only to the extent of 20-25% variation was explained by the variables included in the function.
The factors which may have influence on training needs not included in the function may be the
information seeking behavior, extension participation, level of motivation, perception on various

issues, etc.

Table 3.21 Coefficients of regression function for training needs

S.No. Variables Coefficients t Stat P-value
1 Intercept 97.18317 7.574763 1.5E-12
2 Age -0.06692 -0.53505 0.59324
3 Education 0.593976 0.894987 0.371921
4 Total Experience -0.12921 -1.11811 0.264925
5 Trainings Attended -1.159** -1.88508 0.060937
6 Knowledge Score -0.48973* -7.25435 9.83E-12

R 0.26

Adj R 0.24

F 13.36 (significance 0.0000)

*Significant at 1% level of probability, ** Significant at 5% level of probability

Among the factors influencing the training needs of the officers, number of trainings
attended and knowledge score exerted negative influence and significant at 10% and 1% level of
probability. The variables like total experience and age of the respondents also had negative but
non-significant influence on training needs. Thus, it can be inferred that, with the increase in

number of trainings attended and knowledge score, there is a decline in the training needs.
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However, education had positive influence on training needs indicating that, training need would
be more among the respondents with higher level of education, which is in conformity with the
findings in this study presented in the Table-4.

The results of Multiple Linear Regression model implied that, the imparting training to
officers engaged in agricultural marketing will lead to increase in the knowledge score so that, a
better marketing extension can be carried out by the officers. The low coefficient of multiple
determination was observed in the study, suggesting that apart from the variables included in the
equation, the impact of other variables like information seeking behavior, extension
participation, level of motivation and continuance of the personnel in agricultural marketing may

be explored for further research in the sector.
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IVV. Summary and Policy Implications
Introduction

Agriculture is an important sector of Indian economy as it contributes about 17% to the
total GDP and provides employment to over 60% of the population. Indian agriculture has
registered impressive growth over last few decades. India stands among top three in terms of
production of various agricultural commodities like paddy, wheat, pulses, groundnut, rapeseeds,
fruits, vegetables, sugarcane, tea, jute, cotton, tobacco leaves, etc (GOI, 2008-09). The
agricultural marketing sector is characterized by huge postharvest losses, multiple market
intermediaries; higher transaction cost, lack of awareness and several other socio-economic
factors are some of the acute problems being faced by the Indian agriculture.

Agricultural commodities produced on the farm fields have to undergo a series of
operations such as harvesting, threshing, winnowing, bagging, transportation, storage, processing
and exchange before they reach the consumer, and there are appreciable losses in crop output at
all these stages. A recent estimate by the Ministry of Food and Civil Supplies, Government of
India, puts the total preventable post-harvest losses of food grains at 10 per cent. Production of
Fruits and Vegetables in India currently pegged at level of 202.68 million tonnes (NHB, 2008),
which was planned to increased to 300 million tonnes by 2012 (GOI, 2002). In the case of
Horticulture crops, about 20-30 per cent is lost or gets wasted in market chain. Exports of fresh
and processed fruits, vegetables, cut flowers, dried flowers have also been picking up.

Physical aspects for postharvest management
B Cleaning, grading, waxing for perishables
B Threshing, handling etc. for non-perishables
B Packaging( grading and packing line)

B Storage (Controlled Atmosphere storages, Cold storage, and silos for food grains etc.)
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B Transportation (refrigerated vans/wagons etc.)

B Wholesale markets with requisite infrastructural facilities

Policy issues for postharvest management
In the changing scenario of Indian agriculture, with reforms taking place in agricultural
marketing, the extension system is likely to undergo changes:

The major areas of extension and training in marketing are as follows:
1. Legal Reforms 6. Packaging

2. Direct Marketing 7. Storage and Cool Chain

3. Group Marketing 8. Pledge Financing

4. Contract Farming 9. Warehousing

5. Grading & Standardization 10. Market Infrastructure
11. 1.T. in Agricultural Marketing

The purpose of conducting a needs assessment is to validate the hypothetical
judgment with actual training needs to ensure that solution addresses the most needed
subjects and effectively focuses the appropriate resources, time and effort toward targeted
solutions. Training need assessment is to identify the gap between the model situation and
the actual situation and the way in which it can be bridged. As the gaps are identified, they
are evaluated to determine the manner in which the gaps can be bridged. Some situations
will indicate training needs. Some may need non-training solutions (e.g., financial aspects,
institutional strengthening, providing the right tools etc.).

In order to have the foundation to develop the human resources training plan for the
agriculture marketing sector, NIAM conducted a survey and Training Need Assessment of
officers of directorate of agricultural marketing across the country with the following
specific objectives
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Objectives of the study

To determine the knowledge gaps and training needs of agricultural extension agents
To determine whether any training is needed

To determine the areas in which training is needed

To determine the gap to be bridged

To determine desired training outcomes

To provide a basis of monitoring and evaluation

To assess the training needs vis-a-vis education qualification, experience in the field

of agricultural marketing and number of trainings undergone

The whole country was divided in to four regions i.e. North, East, West and South. Two

states in each of the region were selected. Following are the States selected for the study

1.

2.
3.
4.

Northern Region : Himachal Pradesh, Uttar Pradesh Haryana and
Rajasthan

Eastern region : Assam Orissa, Nagaland and Jharkhand

Western Region : Madhya Pradesh and Maharashtra

Southern Region : Karnataka Tamil Nadu and Andhra Pradesh

The region-wise distribution of sample respondents is as under

SN

Il ™

Regions No. of Respondents

Northern Region 37
Eastern region 94
Western Region 43
Southern Region 23
Total 197

For assessment of training needs, a questionnaire was prepared and pretested. The

resultant variables of pretest were incorporated in the final questionnaire and data were

collected by sending the same to different state government officials. Apart from it, the
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questionnaire was also addressed to the participants in the various training programmes
organized across the country and in NIAM campus. The information provided by the

respondent officers was analyzed using simple averages and percentages.

Findings of the Study:

In the present study, an attempt was made to ascertain “training needs’ of the officers
belonging to the State agricultural Marketing Board and officers from the Directorate of
Agricultural marketing. The respondents were divided into four regions namely, North, East,
West and South regions and overall analysis was also done with respect to all the variables
addressed in the questionnaire. The assessment was done using the five point Likert Scale
i.e. 0 point scale of unanswered response, point 1 scale for not knowing the issue, 2 point
scale for poor knowledge of the issue, 3 point scale for average know how of the issue, 4

point scale for good knowledge of the issue and 5 point scale for excellent knowledge.

Educational Qualification of Sample Respondents in Different Regions:

Most of the respondents were having Masters Degree (54.31%) followed by
Bachelors Degree (37.56%) and Ph. D holders (3.55%). There were some matriculates and
twelfth class. Across the regions, the same trend was prevalent wherein, most of the officers
possessed Masters Degree followed by Bachelors degree. However, Ph. D holders were
found only in Northern region and Western Region.

Awareness of Sample Respondents about Agricultural Marketing Reforms in Different
Regions

Only one respondent was not aware about the reforms in agricultural marketing and

four percent of them were unaware of it. However, it is pertinent to note that majority of the

respondents (47.72%) were having fair knowledge and 14.21 percent of them had an
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excellent idea about agricultural marketing reforms. But it is concerning to know that about
27 percent of the officers across the country had a poor knowledge of reforms in agricultural
marketing. It is also reflected from the response about the requirement of training, wherein
about 50 percent of them said they need a training to know more about reforms. It is
surprising to know that, about 24 percent of the respondents were not in a position to answer
whether they require training or not. An equal number of respondents opined that training on

this issue is not required.

Awareness of Sample Respondents about Agricultural Marketing Reforms in Different

Regions

All the sample respondents studied were aware of contract farming except five
percent who were either not knowing the contract farming concept nor were aware of it.
However, the degree of awareness varied wherein, about 50 percent of the respondents had a
poor knowledge of the concept. While, 31 percent of them had a fair knowledge and 13
percent of them had an excellent knowledge about the contract farming. The region wise
analysis also revealed that the know-how about contract farming was extensive in the

southern region followed by northern region, western region and eastern region.

Awareness of Sample Respondents about Group Marketing in Different Regions:

About 10 percent of the sample respondents were neither aware of it nor able to
answer the question addressed. Majority of the respondents (43.15%) were having average
knowledge of group marketing. While, 27.41 percent of respondents had a good knowledge
and 8.63 percent of them had an excellent knowledge about group marketing. An analysis

across the region revealed some interesting findings. More than 50 percent of the
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respondents in southern region average understanding of the group marketing and 26 percent
of them were not even aware of it. While in western and eastern regions the awareness level
of the respondents was higher compared to other regions. Only about 20 percent of the
respondents said they don’t need training on this issue. About 50 percent of them said

training is required to know more about the intervention i.e. group marketing.

Awareness of Sample Respondents about Private Markets in Different Regions

It is apparent from the study that, only about eight percent of the respondents were
fully aware about the provisions of private markets. Majority of them (40.61%) had an
average knowledge and about 30 percent of respondents had a good knowledge of private
markets in agriculture. Remaining proportion of the respondents had a poor know-how about
the private markets. The region-wise analysis revealed the same trend across the country.
However, relatively, higher proportion of respondents from southern and eastern region had
a fair idea about the private agricultural markets. More than the 65 percent of the
respondents saying that training in this area is essential to know more about the different

aspects of private markets and help in promoting private markets.

Awareness of Sample Respondents about Farmers Market in Different Regions:

The findings of the study revealed that, only 16 percent of them had holistic
understanding of the farmers market and 24 percent of them had a fair knowledge of it.
Region-wise analysis revealed that in Southern region more than 70 per cent of the
respondents had a fair knowledge about the farmers market. Especially the Rythu Bazaar
initiative in Andhra Pradesh and Raitha Santhe in Karnataka are proven to be successful
model. On the contrary, in the northern region, more than 30 percent of the officers are not
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at all aware of it, while 10 percent in western region and about 19 percent of the respondents
in the eastern region were not aware about the farmers market. In view of it more than more
than 60 percent of the officers demanded that, the details of the concept should be addressed
by giving appropriate training to the personnel working in agricultural marketing

department.

Awareness of Sample Respondents about Modern Terminal Markets in Different

Regions:

More than 40 percent of the respondents are not aware of the concept of Modern
Terminal Market. Only about five percent of them were fully aware and about 17 percent of
them had a fair knowledge of it. About 35 percent of them have heard of the concept and
possess average knowledge of the same. The same trend was noticed across the regions
wherein about 21 percent of the respondents in southern region are not aware about the
concept of MTM and equal number of them had a poor knowledge about it. Hence, about 80
percent of the officers opined that they need to know more about the Modern Terminal

Market.

Awareness of Sample Respondents about Public Private Partnership in Different
Regions:

More than 70 percent of the officers are either unaware or have a poor knowledge as
to how PPP works in attracting the private investment in Agricultural Marketing Sector. The
trend across the region is also similar to the overall situation. Hardly about 25 percent of the
respondents are having full knowledge of PPP. It is interesting to note that, despite

successful initiatives being implemented in the southern region, about 35 percent of the
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respondents have poor understanding of PPP. While, in Western region 14 percent of the
respondents had a poor knowledge of PPP. Training requirement analysis revealed that
about 75 percent of the respondents wanted to know more about the PPP through various

capacity building programmes across the regions.

Awareness of Sample Respondents about Market-led Extension in Different Regions:
The study revealed that, more than 60 percent of the personnel working in the

department of agricultural marketing and Marketing board are aware about Market-led

Extension. However, about 70 percent of the respondents desired to have training to

understand more about the Market-led Extension.

Awareness of Sample Respondents about Special Commodity Markets in Different
Regions:

As revealed from the study, more than 35 percent of the respondents were not at all
aware about such markets. Only around five percent across the region had an excellent
knowledge and 20 percent of them had a fair knowledge of commodity specific markets.
Among different regions, 30 percent of respondents in southern region had a good
knowledge and equal number of respondents had an excellent knowledge of commodity
specific markets. Whereas, knowhow of these markets was very much low in the case of
northern and eastern region. Respondents in the Western region fared better as about 23
percent of them had a good understanding about it. More than 60 percent of the respondents

are willing to know more about the commodity specific markets through training.
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Awareness of Sample Respondents about Market Information System in Different
Regions:

About four percent of the respondents did not answer this query and six percent of
them were not at all aware of it. About 35 percent of them had a poor knowledge as to how
ICT is working to help the activities in agricultural marketing. Only seven percent across the
region had an excellent understanding of the use of ICT, while 34 percent of them had fair
knowledge of it. It is encouraging to know that, more than 40 percent each in the case of
southern and western region had a good knowledge of ICT.

Awareness of Sample Respondents about Bureau of Grades and Standards in Different
Regions:

As reflected from the study, about 20 percent of them have very poor knowledge.
Majority of the respondents (38.58%) were having average knowledge of the same. Only
8.12 percent of them were fully aware about Bureau of Grades and Standards. Across the
regions, only in western region about 11.63 percent were fully aware and 16.28 percent of
them had a fair understanding about the concept. While in rest of the regions, the level of
awareness was more or less very poor. The same is reflected in willingness to have training
programme to know about it wherein about 68 percent of officers showed inclination to have
capacity building programmes in this area.

Awareness of Sample Respondents about Food Safety and Quality Standards in
Different Regions:

It is apparent from the results of the study that, more than 30 percent of the

respondents across the region did not know and an equal number of participants had a poor

knowledge about the issue of food safety and quality standards. Only about three percent of
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the respondents were fully aware of the issue and 11 percent of them had fair understanding
of the issues in food safety and quality standards. The same trend was noticed across the
region wherein more than 50 percent in southern region, more than 30 percent in eastern and
western region were not even aware about the issue. However, northern region faired better
than other regions in terms of know how about food safety and quality standards. Obviously
more than 70 percent of the respondents across the region opined that the need to know
more about this issue through capacity building programmes.

Awareness of Sample Respondents about Warehouse Receipt System in Different

Regions:

The trends of results revealed that, only about 10 percent of the respondents were
aware about the warehouse receipt and 28 percent of them had a good knowledge of the
same. Whereas, about 13 percent of the respondents were unaware and 19 percent of them
had a poor understanding of how ware receipt system works. Northern and southern regions
faired better in understanding the ware receipt system. While eastern and western region,
very few of them had an excellent knowledge about the same. In all about 62 percent of

them wanted training programmes to know more about warehouse receipt.

Awareness of Sample Respondents about Good Agricultural Practices in Different

Regions

The results presented study reflected that, about 13 percent of the respondents had an
excellent knowledge of GAP and it is encouraging that about 33 percent of them had a good
understanding of GAP. Region-wise analysis revealed that, major proportion of respondents
in southern region had thorough knowledge of GAP followed by western region (18.60%).

In almost all the regions, good knowledge and average knowledge of GAP was observed for
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nearly 30 percent each of the respondents except southern region (17.39%). Average idea of
the concept was known to around 33 percent of the respondents on overall basis. The
training requirement analysis revealed that, more than 50 percent of the officers desired to

have training across the region.

Awareness of Sample Respondents about Modern Agricultural Marketing

Infrastructures in Different Regions

About 10 percent of the respondents had an excellent understanding about the
markets infrastructures. While, 30 percent of the respondents across the region had a fair
knowledge of markets infrastructures and 35.53 percent of them possessed average
knowledge about the same. Region-wise  analysis revealed that, the majority of the
respondents in the southern region (47.83%) had a good knowledge of market infrastructure,
while in rest of the regions about 25-27 percent of the respondents fall in this category. The
training need assessment revealed that more than 70 percent of the respondents wanted to

know more about the market infrastructures.

Awareness of Sample Respondents about Cool Chain and Postharvest Management in

Different Regions:

It is apparent from the results of the study that, about 20 percent of the respondents
had a poor knowledge and 18 percent of them did not know about cool chain management.
While, about 32 percent of them said they have average knowledge about the cool chain and
postharvest issues. Only 8.63 percent of the respondents had an excellent understanding and
16.75 percent of them had a fair knowledge of cool chain and postharvest issues. Region-

wise analysis revealed that, most of the respondents from eastern region and western region
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had a poor knowledge about this issue. It is quite encouraging in the case of southern region
that about 50 percent (26.09 with excellent knowledge and 30.43 with good knowledge) of
the respondents had a good understanding of cool chain and postharvest issues. The training
need analysis revealed that more than 70 percent of the respondents wanted capacity

building for cool chain and postharvest management.

Training need Index, Correlation and Regression Analysis

Findings of the study revealed that, the training need index was on higher side for all
the issues addressed in the study. It is also revealed that, even though most of the
respondents were highly qualified and with high knowledge level, they were willing to
under go training to know the latest developments in agricultural marketing. Agriculture,
being dynamic in its nature and with the changes in policies and programs of the
government, the personnel working in marketing extension are required to cope up with the
changes. In view of recent changes in agricultural marketing, capacity building of the
officers should be conducted regularly so that, the knowledge and skills of the officers are
updated time to time. It is also required to assess the training needs of the officers with
regular intervals. This will give an opportunity for all the stakeholders including farmers to

wider range of markets for their produce and also help in total supply chain management.

Policy Implications:

1. As revealed from the findings of the study, except few issues of supply chain in
agricultural commaodities, majority of the respondents either had a poor knowledge or
were having average knowledge of most of the issues. Hence, there is a need to upgrade

the knowledge of officers about the latest issues in agricultural Marketing by developing
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an appropriate capsule of short duration and follow up programmes to make it more
effective.

. As reflected from the findings of the study that, the solutions for postharvest losses are
inadequate in terms of knowledge as well as initiatives being taken up by different State
governments for creation of infrastructure due to over emphasis on production extension.
The postharvest losses can be minimized by having complimenting Strategy of both the
hardware part and software part. Policy part can be through capacity building
programmes for both marketing personnel and officers working in the line department.
The infrastructure part will help in attaining higher returns to the farmers and at the same
time consumers will get a quality produce at a reasonable price.

Majority of the States though have specialized ‘Training Institutes’ for imparting
capacity building programmes in the field of agricultural marketing but lack in
coordination. West Bengal, Karnataka and Haryana are some of the States which are
active in capacity building programmes in agricultural marketing. NIAM being an apex
institute has taken an initiative with West Bengal State Marketing Board by having an
MOU for capacity building programmes on various issues in agricultural marketing. In a
similar way, the training institutes located in the other states can also have such
arrangements. It is also recommended that, each States should have such arrangement
and also have specialized training institute for capacity building of the personnel
working in the field of agricultural marketing.

. The results of the study uncovered several knowledge gaps among the officers of
Directorate of Agricultural Marketing and among personnel working in the State

agricultural Marketing boards. These knowledge gaps relating to postharvest losses
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needs to be addressed on war footing manner. Ministry of Agriculture, Government of
India has earmarked the funds for capacity building under various schemes. The State
governments should utilize such opportunity to train their personnel on various issues of
agricultural marketing.

In an effort to promote grading and standardization, developing the grades and standards
for agricultural commodities will help in having proper supply chain management.
However, due to vide variation in quality, quantity and size of the produce produced in
different agro-climatic regions, the harmony of the grades and standards prescribed at
national level is not uniform across the regions. Hence, a think tank has suggested
having Bureau of Grades and Standards at State level. This will ensure specific training
needs in different regions about grades and standards.

. A full training need analysis using workshop approach should be taken up by the Apex
Institutes like NIAM in order to understand the training needs of the different personnel
working in the various departments. The present study is a bird’s eye view of the
training need analysis. Hence, it is recommended that workshops involving all officers at
the headquarters of different states can be organized and assess the training needs so that
the specific course capsules can be addressed based on the outcome of need assessment.

. The issues in agricultural marketing such as Contract Farming, Group Marketing,
Modern Terminal Market, Private Wholesale Markets, Public Private Partnership, Direct
Marketing etc. needs to be popularized by conducting the Training and Awareness
Programmes on massive scale on the lines of Market Infrastructure Scheme and Rural
Godown Schemes. Encouragement of these initiatives will help in total supply chain

management.
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