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Abstract 
Our nation's foundation is its agriculture. Right now, India is the second-largest producer of 

various fruits and vegetables in the globe. An important resource for accelerating agricultural 

growth in rural areas is agricultural marketing information. In India, a large portion of the 

population still makes their living from agriculture, either directly or indirectly. Since other 

industrial sectors rely on India, the country has long been seen as a valuable tool for economic 

progress. All of the services and facilities required for efficient marketing in the economy are 

referred to as marketing infrastructure. This article aims to analyze the current situation of 

various agricultural marketing infrastructures, their geographical distribution throughout 
Indian states, and government initiatives aimed at bolstering these infrastructures. The adoption 

of various infrastructures influences the type of technology that is used, lowers transportation 

costs, boosts productivity, and improves income distribution by providing small and marginal 

farmers with more access to markets. Significant investment is required in the agriculture 

industry to build the fundamental infrastructure required for overall economic growth. The 

promotion and maintenance of rural and economic development pace is greatly dependent on 

marketing infrastructures, particularly in emerging nations such as India. We will talk about in 

this essay. Agriculture product advertising in India.  
Keywords: Advertising, Agriculture Products, Fruits, Vegetables. Growth, Seasonality, Product 
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Introduction: 

The business activities involved in moving agricultural products, such as farm, horticultural, 

and other related products, from producer to consumer are known as agricultural marketing. 

The movement of agricultural products from producers to consumers via time (storage), 

location (transportation), form (processing), and ownership transfer at different stages of 

marketing channels is all included in agricultural marketing. The core of the Indian economy 

is agriculture. 170 million of the 320 million people in the workforce work in agriculture. In 

addition to meeting the food needs of India's enormous population, it also generates profitable 

returns. Agriculture in India grew significantly and quickly after independence, at a rate of 2.6% 

annually. In terms of milk production, India is the world first. India is ranked third in the 

production of coffee and 2nd in the production of wheat, rice, groundnuts, and tobacco. India 

has the second-highest arable land area in the world, but productivity is a problem as well; by 

global standards, crop yields are just 30%. India has sufficient technology, but because our 

producers are not aware of it, it is not completely utilized. Producers toil day and night in their 

fields in the hopes of receiving greater profits, but they never do. Marketing for agriculture 

should be carefully thought out and prepared. [1] 

Agricultural markets in developing nations such as India are characterized by inadequate 

infrastructure, inadequate communication and transportation, a weak rule of law, restricted 

access to credit, etc. 

The foundation of the Indian economy is agriculture, of which 42.6% of the workforce is 

underage. India is ranked second globally in terms of arable land and first globally in terms of 

milk output. The purchase and selling of agricultural products is the primary function of 

agricultural marketing. back in the past. when the community had a mostly self-sufficient 

economy Agricultural product marketing was easy because the farmer could sell his produce 

to a customer for cash or in exchange for barter. The technique of placing a farmer and a 

consumer on the same platform is known as agricultural marketing. This grows to be a 

significant component of the economy. Agriculture marketing encompasses more than just the 

sale of finished agricultural products; it also involves providing farmers with inputs. The 

primary idea of agricultural marketing is the integration of all the organizations, initiatives, and 

regulations related to farmers' purchases of agricultural inputs and the transportation of 
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agricultural goods from the farms to the end user. [2] 

Characteristics of Agricultural Products and Production: 

Due to the unique qualities that distinguish agricultural commodities from manufactured goods, 

the field of agricultural marketing has been given its own academic designation. The following 

list contains the unique qualities of agricultural commodities: 

1. Product perishability: The majority of agricultural products have a limited shelf life, which 

can range from a few hours to many months. Fixing a reserve price for farm-grown items is 

nearly hard for farmers due to their perishable nature. 

2. Production seasonality A specific season of the year is when farm products are produced. 

They are not able to be produced all year long. Pricing seasonality occurs during the year as 

a result. 

3. Product bulk the bulkiness of most agricultural goods makes storage and transportation 

challenging and costly. This constraint further limits the production site to a location close 

to the processing or consuming center. 

4. Differences in product quality It can be challenging to grade and standardize agricultural 

products due to the wide range in their quality. With manufactured things, there is no such 

issue because they can be created in a consistent quality. 

5. Small holding size and dispersed output All around the nation, farm products are produced, 

and the majority of these producers are small businesses. This complicates supply prediction 

and causes issues with marketing. 

6. Product costing Apart from the challenge of estimating the overall supply in small-scale 

farming, a lone farmer encounters a standard marketing scenario. He has little control over 

the market supply because his portion of the overall supply is so small. [3]  

Recent Trends in Agricultural Marketing: 

The agricultural sector has shifted from being deficit-oriented to being surplus-oriented. It's 

evident that new marketing strategies, including contract farming, are improving farmer profits. 

Corporate houses such as the Tata, Birla, Mahindra, and others are venturing into and growing 

the agricultural industry. Commercial banks and regional banks, with more than 68,000 

branches, are exceptionally strong at funding agribusiness projects. Increased financial market 

openness and a decrease in tariff and non-tariff obstacles to cross-border agricultural output 

flows have been made possible by bilateral, regional, and trade agreements. Opportunities to 

change India's agro-food markets have been made possible by liberalizations and globalization. 

Another kind of nationalized transparent electronic spot exchange with its headquarters located 

in Mumbai was founded in 2005 and is called National Spot Exchange Limited. Agricultural 

producers, processors, exporters, importers, investors, and other players in commodities can 

find tailored solutions to a range of issues in this cutting edge marketplace. The e-seva Kendra, 

run by the Grameen Sanchar Society (GRASSO), offers agri-related services such market 

access, agricultural product pricing, the availability of cold storage facilities, labor availability, 

and job opportunities. [4] 

Challenges: 

• Lack of storage facilities: About 18–24% of the crop is damaged as a result of poor storage 

facilities, which forces farmers to sell their produce at a cheap price after harvest. 

• Distress Sale: Farmers who, under social pressure, are unable to wait for a better price, sell 

their produce to moneylenders or dealers for a very low price. 

• Unfavorable market conditions and procurement centers: Because of cartelization, high 

transaction costs, and unfair billing practices to large farmers, the state of procurement 

centers is still unfavorable for marginal farmers. Farmers are forced to sell their produce at 

a significantly lower price than the market price as a result. The results of the study show 

that 32% of rice purchases involve middlemen, 29% involve vegetables, and 46% involve 

fruits. 

• A healthy and financially sustainable collective of farmers is lacking in a significant number 

of areas. This is known as a vibrant farmers association. Farmers were unable to maximize 
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the potential benefit due to their isolation and homogeneous behavior. 

• Lack of Market Intelligence: Farmers accept any manipulative price that a trader or marketer 

offers them since they are unaware of the dominant price in the large terminal market. 

• Lack of Grading and Standardization: Farmers that do not place a high value on grading and 

standardizing their produce do not get paid a fair price. [5] 

Review of Literature: 

To meet the objective of the study necessary data on agricultural marketing infrastructures such 

as agricultural produce markets, sub yards rural periodic markets, storage and warehousing 

facilities, roads, transport vehicles, grading, communication, and post-harvest technology were 

collected from the annual report of various ministries & their directorate dealing in the subject 

i.e. Directorate of Marketing & Inspection, Ministry of Agriculture, GOI, New Delhi, National 

Horticulture Board, Ministry of Agriculture, GOI, New Delhi, Ministry of Transport, GOI, 

New Delhi, Directorate of Surface Transport, Department of Telecommunication, Ministry of 

Communication, Warehousing Corporations working under Ministry of Food & Civil Supply, 

Report of Expert Committee on Strengthening and Development of Agricultural Marketing etc. 

The entirety of the data was extracted from the ministries' websites and published reports Singh 

Sukh Pal (1996). [6] 

The agricultural marketing system creates vital connections between the non-farm and farm 

output sectors in a dynamic and expanding economy (Acharya, 1997c). In addition to carrying 

out the logistical and enabling tasks involved in moving commodities from producers to 

consumers, the marketing system also finds pricing at various points in the marketing process 

and sends signals about prices throughout the marketing chain. The performance of the 

marketing system, which is reliant on the composition and dynamics of the market, is the 

primary concern in agricultural marketing. The government has taken a number of actions to 

alter the composition and operation of agricultural produce markets in response to the ongoing 

criticism of the marketing system's performance. [7] 

Objectives: 

• To examine consumer preferences on agriculture products. 

• The aim of this study is to know preference and satisfaction level of customers on 

agricultural products 

• To understand the agricultural performance in India. 

• To analyze and evaluate the better marketing activities for selling of agricultural products. 

Research Methodology: 

The secondary data used in this study was gathered from numerous websites and journals. This 

research paper's primary goal is to examine current agricultural marketing trends in India. 

Adding to the body of knowledge on agricultural marketing already in existence is the goal of 

this research work. The study is limited to reviewing already published works. Results will 

differ and be more effective if primary data is used. Based on secondary data information 

gathered from a variety of secondary sources, including websites, published yearly reports on 

agricultural marketing, and numerous published research papers, this article presents its 

findings. 

Result and Discussion: 

Changing Perspectives of Agricultural Marketing in India: 

The flow of goods from producers to consumers is significantly aided by agricultural 

marketing. India's food production is rising dramatically. An significant source of raw materials 

for industry, agriculture accounts for roughly 14% of India's GDP (Gross Domestic Product) 

and is vital to the country's economic structure. 

Transporting an agricultural product from the farm to the consumer is known as agricultural 

marketing. It involves a number of tasks, including distribution, processing, storage, and 

transportation. 65 percent of the workforce in the nation works there. Primary, secondary, and 

terminal marketing functions are the three market stages into which agricultural marketing is 

subdivided. The farmer, or producer, the cultivator, and the merchants are the primary market 
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participants. [8] 

The processing agent is involved in the secondary market function, and the shipping 

agents involved in the primary and secondary market functions are part of the third 

terminal market function. The marketing initiatives provide the greatest possible 

welfare for the consumers. The wants and needs of the customer are met. The field 

of input marketing is expanding at a rapid pace in agricultural marketing. A vital 

input for agriculture is seeds, equipment, farm implements, pesticides, insecticides, 

and fertilizers. Modern agriculture is always looking for new technologies. 

Consequently, the field of agricultural marketing is expanding, and by guaranteeing 

farmers receive their agricultural input on time, it aids in raising production. The 

country is experiencing a rise in food gain and horticultural production. Marketing of 

produce, particularly perishable products, requires cold storage while transporting the 

stuff from one location to another. The graph below compares the predicted food 

commodity demand for the years 2020–21 with the food commodity demand for the 

years 2016–17. [9] 

1 Graph: Projected demand of Food Commodities in India during 2020-21 (in million 

tons) 

 
Source: Indiastat, https://www.indiastat.com/table/agriculture-data/2/agricultural-

marketing/14278/996183/data.aspx 

Marketing functions 

The ownership of the items is transferred from farmers or producers to customers through 

marketing. The marketing functions listed below are categorized as follows: [10] 

(1) Function of transfer of Ownership (a) Selling 

(b) Buying 

(c) Demand creation and 

(d) Price determination 

(2) Function of Physical Movement (a) Transportation and 

(b) Storage 

(c) Function of changing the form of the product 

 (a) Standardization and grading 

(b) Packaging 

(3) Facilitating Function (a) Market financing 

(b) Risk bearing and 

(c) Market information 

Reforming Agricultural Market 

A stronger relationship with worldwide practices and quality is required to meet the challenges 
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of a more competitive globalized world, and agricultural market reform is essential to 

enhancing the sector's contribution to the country's GDP. 

APMC Act 

The state's Mandi, or agricultural market, is regulated by the Agriculture Produce Market 

Committee Act. No individual or agency is permitted to carry out wholesaler and marketing 

activities outside of the designated market area, which is determined by the authorities. The 

state government in the state constituted this committee board. [11]  

Market Integration 

To create an electronic farm produce market that is available to the entire nation of India, all 

of the current APMCs must be integrated. With a single license that is valid for trading 

throughout the State and a single point levy of tax for the first wholesale purchase from the 

farmer, E-NAM seeks to accomplish this goal through a comprehensive licensing system for 

buyers without any requirements of having a physical presence or possession of a shop 

properties in an APMC. 

E-commerce in Agricultural Marketing 

E-commerce refers to the exchange of money and the purchase and sale of items over an 

internet platform. A system that would enable buyers and sellers to broadcast their buying 

wants and product requirements to one another would be in place thanks to the e-trading 

system, which enables producers, user organizations, electronic traders, and prevailing traders 

to be accomplished in offering a product to the market. 

With appropriate and improved management techniques, Indian agriculture can be balanced 

and made more effective. This research highlights the agricultural marketing landscape that 

exists in India today, along with its obstacles and suggestions for the future. Additionally, 

marketers should make efficient use of the potential that agriculture marketing presents 

(Shakeel-Ul-Rehman et al., 2012). [12] 

DATA ANALYSIS AND INTERPRETATION 

Table-1: All India Estimates of Area of Food Grains 

 
Sources: Government of India: State of Indian Agriculture 2012-13, Ministry of Agriculture, 

Department of Agriculture and Co-operation, New Delhi. 

Given the enormous demand for RICE in India, the government made the strategic choice to 

set aside more land for production. The decision's result is more output in terms of quintals as 
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well as more output units. This clarifies why rice is in higher demand in India. For formers as 

well, this is a beneficial step. Formers can also boost sales, which will allow them to make 

more money. If formers are able to establish or learn the strategic steps for selling things in the 

market, their situation will improve. India needs to create this kind of climate because it is an 

agriculturally dependent nation. The majority of people rely on the agricultural sector, which 

explains how the Indian populace makes their living. There are several innovative ways to 

market products to ultimate consumers, and the retail sector is very heavily involved in this as 

well, even in India. Growing the sales of the formers in India also requires the Internet, blogs, 

communities, and other sources to play a major role. Marketing of agricultural products requires 

the use of agricultural marketing. This has been a major factor in boosting our economy. [13] 

Table-2: All India Estimates of Production of Food Grains [14] 

 
Sources: Government of India: State of Indian Agriculture 2012-13, Ministry of 

Agriculture, Department of Agriculture and Co-operation, New Delhi 

Background and legislative environment for agricultural marketing in India: After China, 

India is the world's second-largest producer of fruits and vegetables, with a growing trend in 

both output and area used for cultivation (see Fig. 1). The Food and Agriculture Organization 

(FAO) of the United Nations states that India is the world's top producer of onions, 

pomegranates, and okra. A significant amount of fruits exported are pomegranates. 

Figure 1: Trends in area and output of fruits and vegetables in India, 1990–2020. 
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Two major laws on agricultural marketing were passed by the Indian government (GoI). First, 

by lessening reliance on market middlemen, the Agricultural Produce Marketing Act of 1963 

helped smallholders. Second, to increase marketing effectiveness and draw in both domestic 

and international direct investments, the GoI passed a number of domestic market changes in 

the first ten years of the twenty-first century. The Agriculture Produce Marketing Regulation 

Act was developed in 2003 with the aim of curbing the oligopsonistic market power of large 

retailers and narrowing the disparity in prices between farms and retail establishments. [15] 

The Agricultural Produce Market Committee (APMC) is an expert panel that oversaw the 2003 

legislation. As a result, the APMC Act currently governs agricultural markets in every Indian 

state. Local agricultural markets, or mandis, may be established by state governments under this 

statute. The APMC mandis are located in distinct sites for each state. A region's mandi count is 

correlated with the state's overall area. It is mandatory for farmers to sell their produce within 

their local area. The state government requires licenses for vendors in the mandi. It is not 

possible for retailers and wholesalers to buy goods straight from farmers. A commission agent 

acts as a middleman between farmers and traders to oversee the auction procedure used in the 

mandis to sell farm commodities. [16] 

Conclusion: 

The primary topics of this essay are marketing strategies for agricultural products and issues 

that crop producers face while trying to sell them. The soil tiller has to know the market 

knowledge. What is the best way to create marketing material that will help businesses sell 

their goods at higher prices? The marketing of agricultural products is essential to the simple 

delivery of agricultural products to consumers. Its goal is profit-making, just like all marketing 

initiatives. It facilitates farmers in getting their products to consumers with very little lead time. 

To prevent small-scale farmers from being cut off from the advantages of agricultural produce, 

they must be integrated into the market and educated about concepts such as supply and demand, 

which are fundamental to the economy. In summary When all of the following requirements 

are met, a good marketing system guarantees the farmer a fair price for his produce. 
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