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PARTICIPATORY GROUP MARKETING ACTIVITY OF KHDP
AN ANALYSIS

Abstract

Thesgtudy on participatory group marketing Activitiesof KHDP, ananayssisconducted
with apurpose of

a) Toanalysethefactorsthat lead to the successand failure of the existing group
marketing practicesin selected 5 centres of KHDP.

b) Toddineatetheprocess whichlead to effectiveformation of the group marketing.
c) Todraw lessonsformtheexperience.

In the scenario of fruit and vegetable marketing the presently existing system is
Commission Agent Marketing System. Commission Agentsusually operatefrom the urban
areasnearer to vegetable production centres. They deal with both local and out station
products, mainly from Tamil Nadu.

Inthissystem farmerseither directly or through amiddielevel agent taketheir product
tothecommission agent. Theagent sellsthe product to traderswho takeit to distant places
and contribute to thewholesaler, for thisservice of selling, farmer'sproduct to thetrader, the
commission agent usualy changes 10% of the product asfee. In some casesafixed amount
islevied fromthefarmer. Thefarmer or the agent of thefarmer supposeto take the product
to the commission agent, bearing the full cost of transportation from the farmgate to the
commission agent dong with the payment for unloading.

Another systeminvoguein surrounding areas of K ottayamistaking the product tothe
wholesaler directly andthey sdll it toretailers. Inthissystem usually the paymentismadeto
thefarmer only after theproduct issold. Inthiscaseunlikethecommissonagent thewholesder
takesthe product at apricefixed by him.

There are chains of agents exist between the producer and the commission agent,
commission agent and thewholesaler, wholesder and retallers. Theagentsbetweenthefarmer
and commission agent doesthejob of collecting productsfromindividua farmersand taking
It to the commission agent.

KeraaHorticulture Devel opment Programme as organi sation of the Government of
Keralawith the support of European union has entered the horticulturefield with focuson



production, training, credit and marketing aspectsof thevegetables & fruitssector. Thebasic
unit of KHDP'sfunctionsareself help groups (SHGS). Thesdf help groupsarefacilitatedto
havelinkswithfinancid ingitutions, researchingtitutionsand other relevant organisations.

With aview that farmers becomefinancially dependent on middlemen and become
open to exploitation as they borrow from them, the programme gave shape to its credit
packages. The credit packageis supposed to liberate the farmersfrom the debt burden,
imposed by themiddle menin order to ensure steady supply of their products. KHDPalso
has production support unitswhich hel psthefarmersto optimisetheir profit by reducing the
cost of production and enhancing their income. To reinforcetheideasof optimising profit
KHDP hastraining units, consultancy giving training tofarmersingrouplevel. KHDPaso
has Technical Officersand Technica Assstantsguided by Assstant Co-ordinatorsall coming
fromtheagricultural backgroup dongwith Ass stant Project Managersfrom variousdisciplines
such asManagement, socia work etc. to organisefarmersisto groupsand gradually become
sf heping.

Inthefirst phase of KHDPfrom 1992-1994 the project believed that by developing an
atogether pardld marketing sysemscaled Rurad Marketing Organisation (RMO) candiminate
Commission agents, traders and other middlemen and help the farmerstowards afairer
marketing systems. Theidea could not be operationalised due to the complex nature of
vegetablesmarketing suchasa) high perishability, b) Bulk handling, ) Timely ddivery tothe
consumer which requiresovernight trading activities d) high volatilefluctuations, €) varied
regional preferences, f) nonavailability of proper marketinginformation, g) low market share
of Keralaproduce, h) low range of vegetable products.

Asit becameclear by the second half of 1995 and particularly by the European union
during January 96, theideawas abandoned and group marketing emerged asan alternative
strategy. The proto type of group marketing wastested at Venganoor with limited success.
Other experiments carried out Ma ayattoor and Kaduthuruthi out of which Maayattoor has
became defunct and Kaduthuruthi gradually emerged asasuccesscase- Theexperiments
contained with thelater onfarm markets, at Kanakkari, Manjeri, Athirampuzha, Athani,
Maloor, Mannarkad and till theideaisan evolution. It can bebelievedif the process of
evolutioniswdl| facilitated with professiona skill and patience, they would bring usaternative
marketing systemswith fair practices.

The present study is conducted with an idea of extracting persons from the group
marketing effortsfocusing onafew significant locations. Thelocationssd ected and thereasons
ae



Kaduthuruthi : Thefield centrelocated inthe Kottayam districtisselected asitisthe
one among the earliest group marketing efforts of KHDP. It hasthe other meritsof
having itsownland and growing steadily with farmer participation.

Athani : inErnakulam districtisan exclusivefarmer participatory market of Banana-
Unlike Kaduthuruthi it hasaretail outlet. Themarket isintendedto beadistrict level
market. Unlike Kaduthuruthi the market issituated on amain road away fromthe
production centre.

Manijeri: Initidly isintended to beamarket of one sdlf help group emergedinto abig
market with the participants of 60 SHGS and |ater on become defunct due to poor
management by the project.

Athirampuzha: AthirampuzhaintheKottayam districtisunliketheother marketsisa
farmer market functioning within the established marketing set up and tothemarket is
set up with an objective of supplying local farmers producesto the traderswhere
outdationvarietiesalsoavailable.

M alayattoor market in Ernakulam district isone among the earliest experiments of
KHDPwherethe project could redisewith out farmersparticipationin decis onmaking
it cannot have animpact in vegetable marketing scenario.



LIMITATIONS

Thelimitationsof thestudy arethefollowing:

1. Itisashort duration study completed within thefour monthsand henceitisless
elaborative and requiresfurther investigation.

2. Ithascovered only 5 markets where as presently KHDP claimsto have 29
farmer markets. Thenewer understandingsinthiscould not beanalysed in depth
asKHDP expressed itsunwillingnessto co-operatewith theresearchinitiative.

METHODOLOGY
1.  Thesubjectsof thestudy includes

a  Farmer participants

b)  Thedessentant farmers

c)  Thefidddgaff of KHDPincluding Technica Officers Technicad Assgtants, Project
Managersand Assistant Co-ordinators.

d) Commissionagentsandtradersof thelocality.

2. Procedure

1.  Farmergroupsof thespecifiedlocationswere coveredindividually and asgroups
and they arethoroughly interviewed using semistructured questionnaires, by
following participatory dial ogue methodol ogy.

2. The persons who are in charge of participatory group marketing are also
interviewed indepth.

3.  Thepointsdiscussed fromthefarmer groupswerefurther discussed with KHDP
staff coveringthearea

4.  Itwasfurther analysedindetail by conducting detailed interview with theformer
director of KHDP, who had been working with the programmesinceitsinception.

5. A Historical transect into the evolution of the marketing mechanism of the

respectivelocalitiesis conducted asapart of historical mapping of thelocal
market systems.



OBSERVATIONS

Case Study No. 1
Farmer Market at Kaduthur uthi

Kaduthuruthi issituated inthe K ottayam district adjacent to Neendoor, Kallara, Vaikom
Panchayats. TheM.C. Road passersthrough Kaduthuruthi. The Farmer Market issituated
in Adithyapuram, near to thefamous suntemple. Thelocationistraditionally avegetable
cultivation areaand the specidity isat present thefarming isdonein wet |lands on mounts of
varying heightsranging from 2 feet to 7 feet. Many of themounts are permanent structures.
Thefarmerspay rent based on the number of the mountsand cultivate onthem.

Kuruppantharaisthe nearest vegetablemarket. Kottayam and Thaayolaparambu are
the other mgjor markets. Herein thesemarketswholesaer buysthe productsfromthefarmers
at the pricefixed by them based on the supply and demand.

The major crops grown in this area are Bittergourd, Snakegourd, Cowpea and
Littlegourd.

History of thelocal market system

During 1960-70, thefruit & vegetablefarming wascarried out mainly inthe upland.
Thevarietiescultivated wereBittergourd, Snakegourd, Chilli, Ridgegourd and Nendran banana.
They useto taketheir productsto Kuruppuntharamarkets by head load. No pesticidesor
chemicd fertilizerswereused. Incidencesof pest and diseasewerefew and cost of cultivation
wasaso very low compared to the present. During 1970's, agentsstarted coming tothefarm
gateand they useto givetheir productsthereitself on every Mondaysand Tuesdays. The
priceisdecided by the Agent, and farmersgradually becameignorant of the market price.
Chemical fertilisersand pesticideswere used on trial and error method and no technical
advicewasavailable. During 1985 Tempo trucks started coming to collect the vegetablesat
thecollection points. Vegetablecultivation became popular and profitable. Thereforevegetable
cultivation started replacing paddy cultivationinwet land dso. Towards90'stheindiscriminate
use of fertilizersand pesticidesresulted increased production cost, frequency of pest and
disease attacks.

During 95 KHDP entered the scene, and as started giving technical advice, credit,
gradually helped to evolve afarmer market.



Present farmer mar ket

KHDP camewith itsgroup marketing ideain 1995. Thiswasfollowed by KHDP
establishingitscredibility by itscredit package. Eventhoughthefarmerswerefedling even
beforeKHDP's entry to have afarmer market to escape from the unfair marketing practices,
thelocal agents practices, but it could not be possible as nobody could takeinitiative to
organisefarmersfor thecollectiveventure. The Asst. Project Manager of KHDPhasexplained
the concept of group marketing saying that if they could get organised soon they will begiven
amarket centreof their ownwith cold storagefacility by theprogramme. Initialy thefarmer
participation wasvery poor. Only afew farmer got influenced by theideaand brought their
product tothe centre. Astheeffort wasgradualy becoming defunct ameeting wasconvened
by the Asst. Project Manager to analysewhat can bedone. Asaresultit wasdecided totake
the product to Ernakulam Market thinking that thiswould enhancetheir profit whentheidea
was executed, the farmers made abig loss of Rs.3000/-. Thiswas communicated to the
Programme Director by the Asst. Project Manager a ongwith thefarmer, and the Programme
decidesto grand thisamount ascredit to therespectivefarmers. Thishasgivenaboost upto
their morale and they started co-operating with the KHDP staff with sincerity. Followingto
theincident anew convener to the group is selected by thefarms considering thefact of his
proximity to thefield centre. The committee met under the new convener decidedtoinvite
tradersto their market. Thefarmerswent for acampaign and convinced 4 tradersto take
their product at thefarmer centre. Inthe meantimethetradersformed Curtleandtriedto
takefarmersproductsat lower prices. Then it wasfixed that the Kuruppanthana market
price should bekept asreference price. But again thetraderstried to offer lower pricesthan
themarketing priceby playing atrick onthat. That isthey takeloadsof vegetable productsto
Kuruppantharamarket and pull down the pricewith out unloading the product by creating a
falseimpression of surplusarrival. Farmerscould very soonrealisethistrick asthey useto
collectively discusson theseissuesinther group meetings.

Asaresult thefarmsdecided to boycott those traderswho followed unfair practices.
Thishasresultedin traders getting aggressive against thefarmersand afight between farmers
and traders. Theincident paved way to greater unity among thefarmersasall thefarmers
joined together and decided that they will give productsto only thosetraderswho follow fair
trade practices.

At present 10-15 tradersgpproach Kaduthuruthi farmer market. Theaverageproduction
during seasonisaround 5 mtsper day. Asthereisahighdemandfor their productsand aso
al thefarmersintheareaunited and sell only through thefarmer market thereisarush of
traderswhichisregulated by thefarmer organisation by providing them the productsinrotation.



Earlier to the group marketing practice thetraders demand harvesting as per their needsand
requirements. Farmersuseto obligetheir demand and often make | osses, sometimesthe
tradersask farmersto harvest and keep but they fail to take the product hasvegetablesare
highly perishablethefarmsareforced to sell the productsat athrow away prices. But after
the group marketing started the farmers decide when to harvest and how much to harvest
based onthedemand. Earlier thefarmersused to produce snakegourd in large quantities.
Now asthey are more aware of the marketing mechanism they have abetter product mix.
They haveintroduced cultivation of Amaranthus, Chilli, Brinja, Bhindi etc. dong withtheir
traditioned crops such as Snake gourd, Bitter gourd and Cowpea. The attendanceisto
group meeting areamost 100%. It isto be noted that the meeting isno longer convened to
satisfy KHDP officias, butitisfor their own betterment. Eventhoughthe KHDP officials
including the Programme Director wasimpetuousto theinitiation growth and devel opment of
themarket the present daysthefarmersstrongly feel, KHDP could nolonger remain capable
of helping them. They said they have demanded better knowledge and skill training from
KHDPinthefront of marketing where as KHDP could not meet thisdemand. Now it has
becomeafarmer enterpriserun by thefarmers. All that KHDP doesiscollecting dataregarding
their marketing activity and itsaccountsand keeping arecord of it intheir office. When asked
about their difficultiesthey said that having sub centresat distant locationsisvery difficult to
co-ordinate. Having asked about their greatest merit, they said that their proximity to each
other asthey livein neighbourhood which hel psthem to devel op essence of unity whichis
very essentid for the participatory marketing.

KHDP haspurchased 18 centsof land to build their field centre asked about that the
farmersexpressed that they are hardly consulted about it and it hasbecomeaprogramme of
politiciansand KHDP, and not that of thefarmers.

Thefarmersof Kaduthuruthy areon aforward marchto active self helpinvegetable
farmingwith avison of their own market building and asdlf organised credit systemin near
future.



Case Study No. 2
Farmer Market at Athani

Onefineday evening in October 1997, the people of Parakkadavu Panchayat, near
Angamdi, Ernakulam got astonished in seeing adifferent kind of raly of about 300 people, dl
men, women, children, Chrigtians, Hindus, Mudims, Marxigts, congressand dl otherstogether.
Thisrally waslead by no leader but under the leadership of one name'fruit & vegetable
farmer’. Thisraly wasquiteanew experiencefor theparticipantsaso. Thefarmer marketin
Athani, one can find such kind of onenessin many other aspects. They collectively buy
fertilizersand other plant protection chemicals, Bananasuckers, lime and other inputsand
reducethe cost of cultivation. The collective strength of farmershaseven, compelled an
Insurance company to reprint their gpplicationformsin Maayaam. TheBank Manager of the
locality hasnewly purchased sofaset to offer 'decent’ seetsto farmerswho arenow their most
'valuable customers. Thefarmersof Athani becomese oquent in describing how muchtheir
socid statushasimproved after their group marketing isinitiated.

TheAthani farmer market isstuated in Athani junction onthesdeof Nationa Highway.
Thefarmersof Kunnukara, Nedumbassery and Parakkadavu panchayats have decided to
opentheir market there, after they have collectively visited afarmer market at Manjeri. When
KHDP'sfield staff cameto organisethem, by providing technical support and credit, it took
nearly 3 yearsfor themto understand the collective strength of group and to win confidenceto
start the market.

During 1960-70 the cultivation of Bananawas doneonly in uplands. The markets
were Kottapuram, Parur and Aluvaand Traders comedirect to farm gate and bargain the
price based on the s ze of the bananabunches. Thepriceisfixed by thetraders. The Transport
systemwasby Vanchi (boats). During 70'sand 80'sthe cultivation and marketing practices
remained thesame. During 80-85 thefarming shifted from upland to wetland and along with
‘vanchis. Trucksalso started arriving to farm gatewhich asoincreased the number of traders.
The price appraisal was done by appearance and number of fingers on abunch and this
practice continued till early 1990's. During these days commission agent system became
more popular and the commission gradua ly enhanced to 8-10%. Thenthefarmscollectively
started taking their productsto commission agents. 1995, farmswere organised by KHDP
andfinally started marketing at Athani and a so at Kundoor and Meloor. Thecommission
went down from 10% to 5% at these farmer markets.

Now in Athani themain market daysare Thursdaysand Sundays. Onanaverage8to
10 mtsof Bananaand afew quintalsof vegetablesarrivewith aturn over of Rs.70,000to
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Rs.1,00,000. Thefarmersheredirectly sall their producetothetradersand the priceisfixed
based on Aluvamarket. Herethefarmer need not have to bear the marketing costslike
unloading, entry pass, Atti (heaping charge) Thanduchethu' (feeto cut short the bunch) etc.
inadditionto 10% commissiontotheagent. Itisasoapracticein commission agents market
to cheat farmerswhileweighing. Now infarmer market afair market practiceiscarried out.
A 5% servicefeeischarged by thefarmer market to meet the expenses. Thesalary tothe
staff including honorarium to market co-ordinator and general co-ordinatorsare paid out of
this. Themarket isnow functioning inarented yard for which therent and goodwill arepaid
out of themembershipfee, initialy collected from thefarmers.

Thefarmer can avalil petty loan from their farmer centre. The credit facility from
commercia banksisavailableto the members based on the recommendation of thefarmer
market. i.e. only market members get theloan facility from the banks. Thissystemalso
ensures correct and prompt repayment.

At present thefarmersare not satisfied with therole of field staff of KHDP. They are
not ableto contributeto the softer skillsof marketing. Now theofficiasareinterested mainly
in obtaining the accounts of themarket. Morefarmersareto beattracted to the market, to
ensureyear round arrival of banana. Thearrival of vegetableissowly increasing, and asa
result of training from KHDP. Inthesetrainingsfarmersget practical ideason self help but
they say they lack trainingson the principlesof self help. For example, farmerscomplaint
evena5b0paiselossor dday for afew minutesin marketinginfarmer market, evenif onehas
toloose even Rs.2 or hasto spend an over night in other markets. Whereasacollective
approach and dial ogue with the trade unions based on the principlesof self help hascreated
ahedthy relationship with them, which still continues.

The Athani farmer market now runsaretail vegetable market also inthe samevenue.
Theshopisrun by afarmer on contract basis, wherethe consumersare offered dmost al the
itemsincluding the outstation producesat aratelower to ordinary retail shops.

The proximity of thefarmer market to the production centreisaproblem now facedin
thismarket. From KunnukaraPanchayat it ismorethan 10kmsaway to Athani. Now the
farmersare planning to open sub centresin two different production centres, Kurummassery
and Kunnukara. Thefarmershopethat infuturethe market will becomeadaily market.
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Case Study No. 3

Farmer market at Manjeri

It was quite anew experienceto the farmers of Manjeri to introduce with an officer
who becamevery friendly and who used to spend timewith them in detail ed discussionson
their farming situations, and who could make them think on their problemsand to sort out
effectivesolutions. 1t washow KHDPIinitiated thework in Mal appuram district. Thefarmer
meetings extended even upto late hoursto realisetheir true situation and to draw concrete
action planto start their own markets. A group of farmers made a study tour to all other
digtrictsto meet and discussfarmerswhere KHDP has organised itsimportant activities, The
ingghtsinto technica aspectsand credit support from KHDP hasgiventhemanew vigour in
farming. Thesituationsof fruit and vegetablefarmersin Manjeri waspitiable before. The
history of their marketing revealsit.

Therewereonly 3 shopsin Manjeri who trade the vegetableson commission basis.
They used to send the vegetablesto Ernakulam and Thrissur markets. Thefarmersusedto
taketheir products by head loadsto Manjeri Market. During these days, Kuruthola Payar,
Vellappayar, Pachapayar - long &shirt were the popular varieties. There were no
Thathachundanpayar. Theother varieties cultivated were Bittergourd, long snakegourds,
Big Cucumber, ash gourd and pumpkin varieties. Therewasno amaranthusinthosedays.
Therewas no system of weighing and the product was sold on number based on size and
appearance. Cultivationinwet land wasacommon practicethenitself but only during
summer seasons. Thecultivation wasdoneonly inlessarea. Those days per day labour
chargewasRs.2.50 only per litreof ricewasRs.6/-. Sofarming wasaprestigiousjob. The
cost of cultivation was quitelessand based on organic sourcesonly. Themaininput was
labour. During 1970'sK urutholapayar vanished, Amaranthusappeared. Snakegourd variety
become short and the small size cucumber, Ashgourd and pumpkin became popular. Till
these daysonly 3 small shops mentioned above weretaking the products. But '72 onwards
fishtruckswhilereturning sarted taking farmers products mainly vegetablesto Cdicut market.
Thusdemandincreased. Thepricewasvery low but theintensity of cultivationinwet land
increased. People started going to Gulf Countriesfor job and farming hasbecomealess
prestigiousjob.

1980'sManjeri becameamoreimportant market centre and which becomeatransit market,
and operational only during night hours. More private busesstarted plying to Calicut, which
facilitated farmerson themain road sidesto take their product to Calicut market wherethey
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received abetter price. A few farmerswho have more cultivation started collection of other
farmersproduct by offering adightly better pricethan Manjeri market and sold at Calicut.
Thusfarmerson mainroad sideto Calicut started sending their product to Calicut and others
toManjeri market. 1980'sthevegetable cultivation wasvery profitableand costing less. So
many farmersstarted undertaking vegetablefarming and production increased. Agrochemica
companies started aggressive marketing in thisareaconcentrating on each and every farmer.
During 1990-95 the Manj eri market become abig vegetable marketing complex having over
80 commission agents. Thedemand for vegetablesa so increased asit hasbecameamaor
supply point to northern districtsof Kerala. Tamilnadu vegetablesad so startedtoflow. Asthe
profit margin for Tamil Nadu productsis high such as Onion, Potato, Cabbage, Tomato etc.
Themaintrust of themarket becameto sell Tamilnadu products. Eventhough agentswanted
to sell Tamil Nadu products, Nadan product had very high demand in northerndistricts. To
attract agentsfor thosedistricts, they useto sell the nadan products at alesser pricethan
Cdlicut market at the cost of local farmers. Thisresulted infarmersgetting alower priceat
Manjeri. Theproduction of vegetablesin Calicut regionisless. The Cdicut Tradersto attract
farmers, offering higher price, and they became pro-farmer and farmers get better price.
During 1996 KHDP started intervention at Narukaraaplace 4 kmsaway from Manjeri and
55 kmsaway from Calicut. Inspiteof per day market arrival around 10 mtsat Narukara
farmer market it wastoo insignificant compared to Manjeri and Calicut markets. Sothe
market i ntervention could not make muchimpact. Thefarmerswere otherwise benefitted by
credit facility of KHDP. Littlegourd, (Kovakka), Sponge gourd, new varieties of Cowpea,
Redl variety of Amaranthus, while Bittergourd were established asnew commercial crops.

Thefarmersof Manjeri sarted thinking critica and creative and the processof expansion
resulted in salf helping groupswhich together decided to start agroup market at Narukara4
kmsfrom Manjeri, aprominent production centre. The market was opened on 2nd October
1996. Themarket waslead by ageneral co-ordinator of marketing co-ordinators of each
group. The participation of thegroup wasvery high. Every day new groupsjoined and a
network of group co-ordinatorswasestablished. Therewastransparency indl themarketing
activities. But here the product was taken on a price and was taken over to Kozhikode
market for sale. A few tradersaso came and directly took the produce but not regular. The
bulk arrival inthemarket a so increased and the proximity to thegroupsgradually decreased.
At thisjuncture, atrade union problem arised on unloading.

Later ontheofficidsof KHDP changed. Thenew officidscould net redisetheinterna
rel ationshipsamong farmers, tradersand the actua marketing principlesbased on which the
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whole market situation wasbased. KHDP started suspecting each and every activity. Further
thegroupsand groups meeting becameweek, eventhetimingsof group meetingschanged for
theinterest of officids. Integrationislowest. Thenthemarketing activity became static based
onrigidrules. Inorder to expand the market it was decided by the officialsby obtainingfalse
consensusto shift the market to Manjeri town from Narukara. Thisin turn reduced the
proximity of themarket to farmers. The problem of unloading by the unionworkersbecame
seriousand thisin turnwasworsen by theintervention of tradersof Manjeri whowerehaving
bitter experienceswith thefarmer market. KHDP officia swho werequiteinexperiencedin
practical marketing directed thefarmersto fight out the situation, thanto resolve the conflict
andfinaly themarket now isdefunct.

Case Study No 4
Farmer market at Athirampuzha

AthirampuzhaPanchayat is 10 kilometresaway from K otayam and atraditiond vegetable
area. When KHDP'stechnical staff approached farmersand introduced themselvesasan
organisation of European Union, most of them werereluctant to comeforward. Later on
whenthefield officersproperly explained theobjectivesand could realise, asanimmediate
result, the cost of cultivation could substantially reduced by proper management practices.
Thegroupsgrew fast resulting in enthus asmin group activitiesand new farmerscameforward
resulting inincreased production. Foreseeing increased bargaining power, thefarmerssoon
decided to tart their own market. Athirampuzhaaready hasatraditional market and quite
near by other major marketsat K ottayam (10kms) and Kuruppanthara(8 kms). By thistime
farmersat Kaduthuruthi has started their own market and was picking upfast. A seriesof
group discussionsmadethemto start their market insdethe Athirampuzhamarket itself. The
Panchayat hasallotted aportion where they started group marketing with the assistance of
KHDP. Eachfarmer collected Rs.200 asshare. A committee of master farmerswasinitialy
in charge of the management but soon conflictsresulted in gradual withdrawal of master
farmers. Now master farmershaveno role; and run by acommittee of farmers.

KHDP officid scould not became successful in resolving the conflictsinthegroup and
asaresult the extent of participation hasreduced to minimal.

Thefarmersnow participateinthismarket by sending their product to thefarmer market.
Thepaid secretary takesinitiativeto sdll, thejoint convener isusually present on all market
days. Asthemarket share of farmer market covers morethan 80% of |ocal vegetables, the
control over thepriceiswith the Secretary and Joint Convener who takes spot decisions. On
anaverage 3-4 mt arrival isexpected per day. Monthly averageis45mts. A farmer usualy
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obtains an additional Re.1 in comparison to Kottayam market. The farmers are now
comparatively freefrom marketing. Themarket begin at 5.15 am and 90% of the produceis
sold out onthat day itself. The price obtained for aparticular gradeissame, irrespective of
timeof arrival. The payment ismostly madeonthat day itself. The priceinformationfrom
KHDPisamost of no useinfixing day to day market price, which variesfrom hour to hour.

The participation of farmersonce established in bulking hasresulted in bargaining power
and afair market practice, whichisnow benefiting thefarmers by obtaining ahigher and
uniform price, aso by saving marketing timeand wastage. Thehistory of fruit and vegetable
farmingin Athirampuzhaisasfollows.

Thefarmerscould recollect cultivation of vegetablessince 1945 inthelocality. During
these dayscultivation wasdonemainly in uplands. The cowpeavariety wasmuch short and
was bunched insmall lotsand the sale was based on the number of bunches. Therewas no
cultivation of littlegourd and Amaranthus & bhindi. Cultivation wasnot onacommercid
scale. But spongegourd, ridgegourd, bottlegourd winged beans, clovebeanswere cultivated
onacommercial but small scale. The market price of 1 mannu (10kg) of cowpeaon an
averagewasRs. 1.50; Bittergourd was Rs.4.00. They useto take vegetablesto K ottayam
markets by Kalavandi (bullock cart). Towards 1950, Traders useto approach farmersin
their farm gates. During 1960's demand for vegetabl e increased as more and more people
started buying. They started cultivating 'Koval' (littlegourd) but not on commercial scale.
Amaranthscultivation wasamost vanished, Bottlegourd and spongegourd areadiminished.
Cucumber, Yarn and Colocas astarted commercid cultivation. From Cherthala, Muhamma
& Alappuzha, Vanchi (boats) useto cometo Athirampuzhaand market at Athirampuzhafor
vegetableson Mondaysand Tuesdays started. During 1975, boats became unpopular and
finaly stopped asroad routeto these areas got devel oped. During 1985, the demandincreased
much and farming gradually replaced paddy inwet land. New long varietiesfor cowpeaand
largewhitevariety of Bittergourd got introduced. Eventhough the cost of cultivation of above
cropswere much higher, the profit a so substantially increased which resulted in extensive
vegetablecultivationinevery possblearea. Theindiscriminate useof pesticidesand chemical
fertilizersresulted inhighincidence of pest and diseaseand the returns started diminishing and
by 1992-93 the farming has become comparatively less profitablethanin 1989-90. By the
middle of 1995 KHDP cameforward and farmersgot credit and technical support. During
October 96 farmers have started the market.
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Case study No: 5
Farmer Market at Malayattoor

TheMalayattoor panchayat in Ernakulamdistrict isatraditional bananagrowing area.
Thisareaisfamousfor itsNendran varieties, itssize colour and taste.

InJune, 1994, KHDP started thework in organising farmershby providing easy credit
and technica guidancefor bananacultivation. Severd training alsoweregiventofarmerson
these aspects. Theideaof amarketing system owned by farmerswasintroduced by the
marketing unit of KHDP asthe part of their target fixed. They promised supportsfor a
market likerent for building, furniture, slary for astaff, telephone and Rs 25,000 asworking
capital. Seven groupsof farmerslocated withinaradiusof 20 kilometresnamely Thottuva,
[lithodu, Sebiyoor, Mundangamattam, Y MA, Naduvattom and K ottamam were connected
together to create the bulk. The group had no proximity and this resulted in lack of
communication among groups, and with much difficulty for 3 groups meetingswere conducted
to discussthefunctions of themarket and future plans. A marketing master farmer and one
marketing agent were selected.

Thismarket wasstarted in Thottuvafunction in arented building by August 1995. Out
of 170 farmers only 30 were participating. There was no bye law for the market. The
farmersstarted bringing the produce and based on previousdaysprice at Aluvamarkets.
Themarketing centre purchased the producefrom thefarmers, and the agent in turn takethe
produceto Ernakulam or Perumbavoor markets, sellsthe products. 5% commissionispaid
to themarketing agent for hisservice. Soon thefarm gate agents, of that areastarted paying
an extramargin of 50 paiseto farmersand farmers started turning away from the marketing
centre.

In the Ernakulam and Perumbavoor markets, thefarmer agent being anewcomer had
to pay moretall, commission, deductioninweight against damageandlot more. Thefarmers
also cheated the agent by giving their second grade products. They also kept damaged
product beneath good oneswhichresulted in heavy lossand final closure of the marketing
centre. Infact themarketing had no relationship with the group.

KHDP had targetsto take over the vegetable outlets of Civil Supplies Corporation so
that the farmers can run them. Asthe market centre at Malayattoor failed, KHDP now
offered the vegetableretail outlet of the Civil Supplies Corporation at Ernakulam to the
marketing master farmer and the marketing agent. Interest was shown by the marketing
master farmer to tun theoutlet. The marketing agent hasby thistime stopped evenfarming
and started hisown businessand he now ownsatempo truck. Themarketing master farmer



16

also hasnow stopped hisfarming business and now running businessisthe Civil Supplies
Corporationretail out let and per day histurn over isestimated to the tune of Rs10,000 or
more. At present the KHDP hastakentheretail outlet directly from the revenue authorities
and hasdirectly given to the 'marketing master farmer’ who isnow asuccessful "marketing
man’.

L ack of participation, and proximity of the group with the marketing centrearethetwo
major reasonsfor thefailure. The KHDP has seen marketing only asphysica structurerather
camelateto understand the"spirit of marketing”.

Case Study No: 6
Interview with Dr. Jacob Thomas, former director of KHDP

Dr. Jacob Thomaswasthedirector of KHDP sinceitsinceptionin August 1992 to
October 1996.

Theproject KerdaHorticulture Devel opment Programmecamedownfrom State Planning
Board. KerdaStateHorticulture Products Devel opment Corporation (KSHPDC) wasdready
exigingwithfocusinmarketing of horticulture products. The European economic community
showninclinationin funding of the project. Agrotech Consultancy, Rome, wasgiventhe
contract for starting the project. Dr. Jacob Thomaswas appointed as arepresentative of
Government of Indiaalong with few staff and arented office buildingin Trivandrum. A
detailed preliminary study was conducted by visiting organisationsinvolved in Horticulture
and alied sector. Meanwhile he was appointed as the Managing Director of KSHPDC
which gave him exposureto marketing problemsof fruit and vegetable marketing, and aso
gaveway to understand therole of farmersin marketing. 1t wasneeded to organisefarmers
to ensure steady and assured supply of products. It isseen that unorganised farmersare
exploited by traders, by afarmersorganisation. Itispossibletolower the cost to compete
with the outstation produce. Production promotion incentivesand inputs could be collected
by them and utilised at lower costs. Being ahighly perishable product, proper packaging,
handling and transportation canminimisetheloss. The pricefluctuationsadversely affectsthe
farmersand thiscan betackled by proper information on marketing.

TheKHDPsideas on marketing wasto establish farmer marketing centrescomprising
of 200-300 farmerscontributing from 10to 15 self help groups. Theinformation on price,
quantity, quality, seasonality, outstation arrivasetc required for themarket isgenerated by the
market information centrein KHDPsoffice. Post harvest handling and processing aspects
areasotrainedtothefarmers. Thefina programmewasto formamarketing organisation as
an apex body to farmer markets.
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It waslearned that farmers need to ensure quantity at aprocurement centre, production
planning to coordinate planned procurement, transport plan etc. Theexisting traderscould
trangport the producefrom thefield centerstothe market. In Keraa, everywherethereare
established marketing outlets. Thereforeitisneedlessto crestean additiond infrasiructureto
s, but wanted anetwork of producer marketing groups. Inorder to createaraport, weighing
bal anceand plagtic crateswere proposed to be supplied to theretail ers on therecommendation
of thefarmer markets.

The European Union's Regul ated Market concept was basi cally to decongest the city
marketsand provide hygienemarket placewith al infrastructuretotraders, in 3citiesand 3in
rurd areas. Eventhosewhoimplement arenot clear about the purpose of massiveinfrastructure
being constructed at 6 placesinKerda. Originally KHDPwasexpected toimplement 6 pilot
projectsto ensure productsof fruit & vegetable within 30 kmsradius of these markets.

Regarding the concept of farmer centres, the concept was to integrate them with
backward and forward, technical and managerid assistancefrom KHDPdirectly or through
contributing organisations. Thebackward linkageincluded organising sufficient number of
farmersto have enough supply of productsat thefarmer centres, to runthemin asustainable
pattern. Theformation of groupstoitsperforming stageisadow process, and only very few
groupsreached thisstagewithin 3 years. Consdering theforward linkages, the strengthening
of traders who need produce from the FC and to be transported to the market instead of
collecting fromindividua farmersaslong earlier wastotakeplace. Further it waspresumed
that sufficient quantity of producewill beavailableinthefarmer centre, al thefarmersare
united together. So no product directly availablewith thefarmer, and that arange of product
isavailable at farmer market. In thiscondition the farmers could have brought a higher
bargaining power with theexisting traders. Since someof thefarmersdid not get credit and
delink the bondage with the tradersresulted aretarded growth of thefield centres.

Themarketing effortstaken by KHDPwas percel ved as an experiment of many issues
infarming scenario. Venganoor farmer centre wasfocused on marketing organic farming
productsfor which trainingweregainto farmers. However lack of appropriate technology
andlack of promotional effortson thevirtuesof organic productsresultedin theenthusiasm of
farmersfading. Maayattoor wasbasically to promote bananacultivation. It waspresumed
that aFC can motivatefarmer action and the FC wasnot viewed just asamarketing instrument.
In Kaduthuruthy basically the spirit of self help to the market wasthefocus. Thatiswhy the
farmersthemselveswere engaged in search of |and and own themselves, releasing money
from KHDP and they themsal veswere deciding everything even on devel opment of theland.
In Manjeri, the experimentation wasto create amass ve peopl€s movement without aigning
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withany interest groupsincluding politica parties. Cutting acrossal politicd effiliationsfarmers
joined together to develop market skills. Exploitationispossiblewhen skill islacking. The
pressureto subward the activity at Manjeri by local interest group was maximum. Hence
therewas pain for others at Manjeri was the farmer centre focussed movement, gained
momentum, threatening variousinterests. It wasfocussed to replicatethe dependency remova
processstarted in Manjeri in other parts.

One can find deeper insightsin the marketing strategy of theformer director. The
dismissal of histenure has created an abrupt ending to the vision and created confusion all
throughout the programmeresulting in passvity in groupsand thed ow deeth of the participatory
process.

Case study No: 7
Kerala StateHorticultureProducts Development Cor por ation (K.S.H.P.D.C)

KeradaState Horticulture Products Devel opment Corporation started in 1989 with an
initial objective of devel oping ornamental plants. Production and marketing of vegetables,
supply of essential commodities werea so envisaged later on. The head quarter iscitedin
Trivandrumwith 5regiond officesat Trivandrum, Kollam, Ernakulam, Pal akkad and K ottayam
also has procurement centre at Trichur, Palakkad, and Idukki districts. A farm at
Kazhakkoottam, Trivandrumisdirectly run and al'so co-opt farmersin variousdistrictsfor
contract farming. BesidesKeralaproduces, outside state producesareaso handled to the
tuneof 25%. Per day 10 mtsof producesare handled out of which 7.5 mt of bananaand rest
2.5mt vegetables. Itistargetedto open 640retail outletsthroughout Keralaof which more
than 50% aready started functioning. Theretail shopsarelicensed out to vendorsindifferent
towns. Thevisonof KSHPDC isto providethe public quality good horticulture productson
low rates, and to control the market.

The KSHPDC issuelicenseto fresh retail shops. The productsare procured from
farmersand bulked at procurement centres. Theoutstationitemsand also brought inthere
and then distributed to retail shopsby own and hired vehicles. Themaximumretail priceis
fixed 10% lesstotheactual retail price. Theproduceisprocured fromfarmsat arate 30%
lessof thisMRP 12% isgiven asretailersshare. The Trivandrum region handle 2.5 mt of
vegetablesand 7.5 mt of nendran bananaper day which may cost Rs2.5lakhs. 50% banana
and 40% of vegetablesare out station arrivals.

KSHPDC now functionwith agrossprofit but net loss. When all theretail centresare
opened itisexpected that the net losswill diminish and make profits. The KSHPDC thus
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operatesall thefunction right from own production, contracted productions, credit card to
farmers, assembling, transporting, retailing and finally to producersclubs (coconut club)

Theactivitiesof KSHPDC other than retailing of fruit and vegetablesarefloriculture
and apiculture. The corporation provides loan to agricard members at 6% interest on
repayment. Thecoconut club consstsof small growersof Trivandrum town fromwhomthe
produceistakenddivery fromthe farm itself ontheday of harvestitself based on previous
arrangements.

Infact thereisatendency for firmsand individua sto specidiseisaparticular distribution
function andto do it reasonably well; seven firmseach do oneexcellently. 1nsomemarkets
around theworldthereareafew firms who do most of thefunctionswell and thesefirmshave
asmuch as 15-20% of themarket. Their market share seldom rise any higher becausefew
firmsareefficient enough to compete with thelargenumber of small specidists(J.LeGdlias
thecasehigtory of successful marketing group "scientific horticulture Vol 25, Page-115,1974).

Asapart of the government policy to control the market and to sell to consumersat a
lower pricethan the ongoing market price, the managersand the civil servantswho haveno
expertisein commerceor horticulture making operationsisquite questionable.

L essons learned and Conclusions

1.  Theproximity of farmer groupsand thefarmer market isoneimportant factor leading
tothesuccessor failureof thegroup market. TheManjeri marketinitialy wassuccessful.
Whenthe proximity wasmore, when the market has been shifted tothetown, it became
animportant factor for thefailure. Onecan findinthe case of Athani alsothat the
farmersarenow planning to open subcentresin different production areas. Theincreased
number of self help groups aso can be negatively affecting since it reduced the
'togetherness of thefarmers.

2. Limited number of functions

One canfind that asand when the number of market functionsthat afarmer triesto
handlethedegree of successreduces. It can be seen fromtheexampleof Manjeri and Athani
markets. Itisinteresting to notethat the marketing master farmer became 'marketing master'
andleft farming. On contradictory to thisthe Athirampuzhamarket and Kaduthuruthi, lighter
theresponsibilitieslarger the success. Even though one cannot draw conclusions, the case
study onK.S.H.PD.C. d sojudtifiesspecialisation of functions.
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3. Accounts

In Kaduthuruthi market the farmers started keeping individual passbook fromthe
beginningitself and thiscan be seento beafactor of successof themarket. 1nother markets
it can be seenthat theintervieweescomplaint that their individua accountsare not maintained.
Thisinturn reduces participation. Onecanfind that thisissueiswelcomed by al farmers.

4.  Mithonprice

A group marketing system cannot improvethefarmersshare by reducing thechannel.
It can only reduce afew middlemen in between farmer and wholesaler. A group market can
avoid unfair practicesand thereby improvetheir share. Inall the case studiesthisfactis
expressed by thefarmers.

5. Mith ontraders

Initially when all these markets were started it was the objective to eliminate the
middlemen of themarketing sysemwho 'exploit' thefarmers. Onecanfindin Farmer Market
and Trader Market price obtained from Farmer market isnot much high, but almost similar.
But farmersgainintermsof transportati on expenses, package expenses, wastage and other
market expensesincur dueto thelack of organisation of thefarmers. It canbeseenthat a
wholesaler givesabetter priceto aregular sender than anewcomer. Thefact isthat traders
will try to buy for thelowest price possible and buy cheaply if thefarmersareill-formed.
Similarly thefarmerstry to sell for the highest prices possible onemay even put good quality
produce on thetop of the bad inorder to cheat thetraders. The casestudy of Malayattoor is
anexample.

Thefact that amarginis50% rather than 30% doesnot indicate that it isexcessiveand
still lessdoes not indicate that what are the problems or how to tacklethem (P. Bowbrick,
somelimitationsof market margin anaysis, Irish Journal of Agrl. Economics& Sociology
4(2) P-23-28 1973/74; The economics of grades - Oxford Agrarian Studiesvol X1 p. 65-
92 - 1982).

Inaninterview withawholesdededler, itisargued that it isvery easy for anew trader
toenter themarket in Kerdaand evenif they could makelarge profitsby ‘cutting out middlemen'
they would. Therefore'eradication' or 'cutting out' middlemenisamith.

6. Mithon Market Information

Itislearned from the detail ed case studiesthat efficient market information isamith.
No agency can supply amarket information regarding fruit and vegetablewhere price structure
varieson every minute, every grade, every region, every customer etc. A farmer cannot
depend on any agency for market information other than he generateshimself. For thisa
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wholesaler can help him (J. Le Gallias 'The Case history of asuccessful Marketing group'
Scientific Horticulturevol 25 & 115, 1974) asender canring up to thewholesaler and fix the
quantity oneday earlier; and hecan evenreceiveforecasting if heisafriendly wholesder. The
tradersal so consult their own counterpart in gathering informations. It can be seen that the
KHDPfarmersnever waited for thefax message of theyesterdaysmarket pricefromKHDP's
office, rather than telephone and get informationsfrom Manjeri market of the price of the
sameday itself. The priceinformation systemisso complex and many agenciesand the
Government are spending croresof rupeesfor thesame. Thisarearequiresfurther research.

7. Confrontationwith Traders

The example of Manjeri clearly indicatethat the farmer market should never try to
antogoni sethe existing marketing systems. On reverse one can find behind the success of
Athirampuzhaand Kaduthuruthi markets, aclosdy knitted rel ationship between farmer market
and theexisting marketing system.

8. Confrontation with Trade Unions

Onecanfindfromtheexampleof Manjeri market and abetter exampleat Kozhinjampara
market in Palakkad that confrontation with trade unionsmay bring out favourable court orders
but thelongivity of market becomeabig question. On contradictory tothisin Athani market,
thefarmers made apeaceful dialogue with the Trade unionsbased on the principlesof self
help and there they continue avery healthy relationship eventoday. It would have beena
different scenein Manjeri if thetrade unionswere allowed to get |oading chargesfrom the
tradersinstead of which the official stried to antagonisethem against the Trade Unions.

0. L ong term support by the organisation

It can be seen from the case studiesthat an organi sation cannot support farmersinlong
termintheir marketing activitiesunlessthefarmersgain experience and sustainability. The
organisation canonly supervisetheactivities. KHDP after certain stageishel plessto support
farmers. It can beseenthat farmerscomplaint lack of training support, management support,
support for processof self help etc. It can also beseenin caseof Manjeri and Kaduthuruthi,
the changesin thetenure of the Directorshastotally changed theworking patterns. Itisavery
interesting exampleto notethat the convener of the Manjeri market who haslow academic
standards even though effectively regulated al the Marketing activities, was asked to keep
account in double entry system and thisin turn resulted in the change of leadership. The
former director in hisinterview made clear about the experimentsthat werecarried out in
each market. But hissuccessors could not understand to virtue behind many actionsof the
farmersand tried to control them for the sake of accountability beforethe Government, which
hasresulted in serious apprehensionsin the process of salf help.



