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Abstract

The present study entitled, ‘Economic analysis of marketing of Bajra in Alwar district of Rajasthan’ is
based on a sample of 90 Bajra farmers drawn from Behror and Neemrana tahsil of Alwar district. The
present study was carried out to find out the Marketing costs, Marketing margins, price spread of Bajra.
The data pertained to the agricultural year 2020-21. The findings of study regarding disposal of produce
showed that around 86.48 percent was the total marketable surplus at overall level. The total marketed
surplus was 70.95 percent at overall level. The maximum quantity was sold through channel-IlI
(Producer —Wholesaler — Retailer — Consumer) i.e., 58.98 percent and 23.37 percent was sold through
channel-11 (Producer — Village Trader-Wholesaler -Retailer — Consumer) and 17.66 percent was sold
through channel | (Producer-Consumer). The per quintal marketing cost was maximum in channel-1l i.e.,
Rs. 231 per quintal and in channel-111 and channel-I marketing cost were Rs. 320.75 and Rs. 46.25 per
quintal respectively. The marketing margin per quintal was Rs.180 and Rs. 125 in channel-Il and
Channel-111 respectively. The producer's share in the consumer's rupee was the maximum in channel-I
(97.37 percent), followed by channel-I1l (85.64 percent), and channel-Il (81.46 percent). The marketing
efficiency was maximum for Channel-1 (38.07 percent), followed by Channel-111 (6.97 percent) and
Channel-11 (5.39 percent) respectively which shows that Channel | was the most efficient channel in
marketing of Bajra.

Keywords: Marketing costs, marketing margins, price spread, marketing channel, marketed surplus,
marketable surplus

Introduction

Bajra is popularly known as “Pearl millet”. It is one of the most widely grown cereal crops in
tropical and semi-arid regions of the world. Its scientific name is Pennisetum glaucum L. It is
also known as cattail millet or bulrush millet. Bajra is the most widely grown millets in India
due to its tolerance to harsh growing conditions such as drought, low soil fertility and high
temperature and it can be grown in areas where other cereal crops such as maize (Zea mays) or
wheat (Triticum aestivum) would not survive. Bajra is the second most important millet crop
in India in terms of area and production after sorghum crop (Kumari et al., 2021) 1%, Pearl
millet is a warm-season crop and grows best between 20 to 28 degrees Celsius. Bajra tolerates
higher temperatures than any other cultivated cereal. The best temperature for pearl millet to
germinate is 23 to 32 degrees Celsius. Pearl millet does not germinate and grows well in cool
soil conditions. The optimum rainfall required for pearl millet ranges between 35-50 cm but
pearl millet can also survive in areas that receives less than 35 cm of annual rainfall. India
produced 9.13 million tonnes of bajra from an area of 7.38 million hectares with an average
yield of 1237 kg/ha (GOI.,2019). Rajasthan, Uttar Pradesh, Haryana, Gujarat, Madhya Pradesh
are the major bajra producing states in India. Rajasthan is largest Bajra producing state with a
production of 4.68 Mt and contains maximum area of about 4.15 M ha. The nutritional value
of bajra seed is quite high with carbohydrate (69.40 percent), fat (5.00 percent), marginal
protein (9-11 percent) and minerals (2.70 percent).

Research Methodology

The research used a two stage purposive and random sampling strategy with the sample tehsil
functioning as the primary unit of sampling and the village functioning as secondary unit of
sampling. Alwar district is selected for the study because it contains maximum production in
state of Rajasthan and it is one of the largest growing regions of Bajra in terms of area. On the
basis of area under Bajra cultivation, three villages each from Behror and Neemrana tehsils
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were selected for study on the basis of information collected
from village revenue office. A list of Bajra growers was
constructed for each of the selected villages, together with
their operating area and area under Bajra cultivation. The
Bajra growing farmers were arranged in descending order of
their area under Bajra cultivation for each of the selected
villages and farmers from each village categorized under three
predetermined size classes based on area under Bajra
cultivation viz., Group | (below 1ha), Group Il (1to 2 ha) and
Group Il (2 ha and above). Thereby making a total of 15
farmers from each village was selected randomly. Thus, the
total sample size for the study consists of 90 Bajra farmers
comprising 30 Marginal, 30 Small, 30 large farmers.

Analysis of data
For achieving the stated objective, following analytical
procedure was used.

Total Marketing Cost
C = Cf+ le + sz ............ le

Where,

C = Total marketing cost.

C¢ = Cost paid by the producer from the time of produce
leaves the farm till he sells it.

Cni= Cost incurred by middleman in the process of buying
and selling the product.

Price Spread
Price spread: It is the difference between Price paid by
Consumer and price received by the farmer

PS:Cp_Pf

Where,

P, = Price spread

Cp= Consumer’s price

Pr = Price received by farmer

Marketing Margin
MT=X (§;- B)/Q;

Where,

MT = Total Marketing Margin

S; = Sale value of a product paid by it" firm

P,= Purchase value of a product paid by it" firm
Q; = Quantity of product handled by i" firm

Marketing Efficiency
The marketing efficiency will be calculated by using the
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modified method as suggested by Acharya and Agarwal
(1999) 231,

MME = RP/ (MC+ MM)

Where,

MME = Modified measure of marketing efficiency.
RP = Price paid by consumer or retailer’s sale price.
MC = Total marketing cost

MM = Net marketing margin

Results and Discussion

Production process of an any agricultural commaodity is said
to be complete only when it reaches to their ultimate users,
i.e., the consumers. India is a country with diverse climatic
conditions so that all the commodities may not be produced in
all the parts of country. Hence, there is need arises for the
movement of goods from producers to ultimate consumers.
Here, a study has been conducted to study the marketing
channels and to estimate the marketing costs and margins and
prices received by the various marketing agencies and farmers
involved in the marketing of bajra in that study area.

Production and Disposal Pattern of Bajra

The Table 1 shows that the majority of the Bajra crop was
marketed after being given away to people, as well as
livestock feed and some quantity was kept by the farmers. At
the overall level, the total quantity of Bajra produced was
23.44 q per farm. Whereas, 1.54 q (6.56 percent), 1.05q (4.48
percent) and 0.58q (2.49 percent) of total produce were
utilized for home consumption, livestock feed, and wages in
kind, respectively. At the overall level, the marketable surplus
was 86.48 percent.

The Total Bajra produced per farm was 10.20 g for marginal
size group of holding and for home consumption, livestock
feed, Wages in kind, and marketed surplus were, 1.46q (14.31
percent), 0.22q (2.16 percent), 0.10q (0.98 percent), 8.42q
(82.55 percent) in marginal size groups, respectively. The
total Bajra produced per farm for small size group of holding
was 22.85q and for home consumption, livestock feed, Wages
in kind, and marketed surplus were, 1.50q (6.56 percent),
0.93q (4.07 percent), 0.37q (1.62 percent), 20.05q (87.75
percent) in marginal size groups, respectively. The total Bajra
produced per farm for large size group of holding was 37.27q
and for home consumption, livestock feed, Wages in kind,
and marketed surplus were, 1.65q (4.43 percent), 2.00q (5.37
percent), 1.28q (3.43 percent), 32.34q (86.77 percent) in
marginal size groups, respectively. The total quantity kept by
farmers at overall level was 3.64q (15.53 percent) and the
total marketed surplus at overall was16.63q (70.95 percent).

Table 1: Production and disposal pattern of Bajra Production (g/farm)

. Size Groups
sr. No. Particulars Marginal Small Large Overall

1 Total Production 10.20 (100.00) 22.85 (100.00) 37.27 (100.00) 23.44 (100.00)
2 Home consumption 1.46 (14.31) 1.50 (6.56) 1.65 (4.43) 1.54 (6.56)
3 Livestock feed 0.22 (2.16) 0.93 (4.07) 2.00 (5.37) 1.05 (4.48)
4 Wages in kind 0.10 (0.98) 0.37 (1.62) 1.28 (3.43) 0.58 (2.49)
5 Marketable quantity 8.42 (82.55) 20.05 (87.75) 32.34 (86.77) 20.27 (86.48)
6 Quantity kept by farmers 1.42 (13.92) 3.25 (14.22) 6.24 (16.74) 3.64 (15.53)
7 Marketed guantity 7.00 (68.63) 16.80 (73.52) 26.10 (26.10) 16.63 (70.95)
8 Per farm size(ha) 0.68 1.55 2.74 1.66
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Marketing Channels of Bajra

Marketing channels describe how produce moves from the
producer to the consumers through various marketing
channels. During the current study, it is essential to highlight
the marketing channels utilized in Bajra marketing. Various
marketing channels noticed throughout the study are listed
below.

Channel-I: Producer — Consumer

Channel-11: Producer - Village trader — Wholesaler-
Retailer- Consumer

Channel-111: Producer — Wholesaler — Retailer — Consumer

Table 2 provides extensive information on the quantity of
produce sold through various marketing channels by Bajra
producers. It can be seen that in Bajra marketing three
different marketing channels were used. Among the three
marketing channels, the most popular was channel Il
(Producer — Wholesaler — Retailer — Consumer), which
accounted for 58.98 percent of total produce sales, followed
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by channel Il (Producer—Village Trader-Wholesaler-Retailer—
Consumer), which accounted for 23.37 percent of total sales.
The amount of produce sold through channel-1 (Producer —
Consumer) was 17.66 percent of the total. The maximum
quantity of 52.86 percent was marketed through channel-I
(Producer — Consumer) in the case of marginal size group,
followed by channel-1l  (Producer —Village Trader-
Wholesaler- Retailer — Consumer) accounts for 26.43 percent,
whereas channel — 111 (Producer — Wholesaler — Retailer —
Consumer) accounts for 20.71 percent. The small sized Bajra
farmers sold the most produce, 51.37 percent, through
channel-111 (Producer —Wholesaler — Retailer — Consumer),
followed by 33.10 percent for channel-11 (Producer — Village
Trader-Wholesaler -Retailer — Consumer) and 15.54 percent
for channel-1 (Producer — Consumer. In the case of large
group, channel-111 (Producer —Wholesaler — Retailer —
Consumer) accounted for the largest amount of 74.14 percent
of total produce, followed by channel-Il (Producer — Village
Trader-Wholesaler -Retailer — Consumer) at 16.28 percent
and channel-1 (Producer — Consumer) at 9.58 percent.

Table 2: Channel Wise Quantity Sold (g/farm)

Sr. No. Marketing channel Size Groups
Marginal Small Large Overall
1 1 (P-C) 3.70 (52.86) 2.61 (15.54) 2.50 (9.58) 2.94 (17.66)
2 Il (P-VT-W-R-C) 1.85 (26.43) 5.56 (33.10) 4.25 (16.28) 3.89 (23.37)
3 111 (P-W-R-C) 1.45 (20.71) 8.63 (51.37) 19.35 (74.14) 9.81 (58.98)
Total quantity marketed 7.00 (100.00) 16.80 (100.00) 26.10 (100.00) 16.63 (100.00)

(P-C=Producer-Consumer, P-VT-W-R-C=Producer-Village Trader-Wholesaler-Retailer-Consumer, P-W-R-C=Producer-Wholesaler-Retailer-

Consumer)

Marketing Cost

Marketing cost is the cost required for performing different
marketing functions. Cost of marketing affects the producer’s
net share in the consumer rupee. An attempt has been made
here to work out the item wise per quintal cost of marketing
of Bajra. It can be seen from the Table 3 that in channel-I per

quintal marketing cost was 46.25 Rs per quintal while in
channel-11 per quintal marketing cost was 231 Rs per quintal
while in channel-I11 per quintal marketing cost was 195.75 Rs
per quintal. It can be clearly shown from the Table that
marketing cost is maximum in case of channel-ll because
there are more middlemen are involved in this channel.

Table 3: Marketing Cost in Different Channels (Rs/q)

Sr. No. Particulars | Channell | Channelll |  Channel Il
a) Marketing cost incurred by producer
1 Transportation 10 10 15
2 Loading and unloading 8.75 8.75 8.75
3 Weighing 2.5 2.5 2.5
4 Cost of gunny bags and sutli charges 15 15 15
5 Losses and miscellaneous charges 10 15 15
Sub total 46.25 51.25 56.25
b) Marketing cost incurred by village trader
1 Transportation 0 20 0
2 Loading and unloading 0 8.75 0
3 Weighing 0 2.5 0
4 Cost of gunny bags and sutli charges 0 17.5 0
5 Losses and miscellaneous charges 0 10 0
Sub total 0 58.75 0
C) Marketing cost incurred by Wholesaler
1 Transportation 0 17.5 20
2 Loading and unloading 0 10 10
3 Weighing charges 0 2.5 2.5
4 Market fees 0 10 10
5 Commission charges 0 15 15
6 Cost of gunny bags and sutli charges 0 20 17.5
7 Losses and miscellaneous charges 0 10 20
Sub total 0 85 95
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d) Marketing cost incurred by Retailer
1 Transportation 0 15 17
2 Loading and unloading 0 8.5 10
3 Weighing charges 0 2.5 2.5
4 Losses and miscellaneous charges 0 10 15
Sub total 0 36 445
Total 46.25 231 195.75

Price Spread in Different Marketing Channel

The difference between the price paid by the customer and the
price received by the producer is known as the price spread.
This includes marketing costs and margins for various
channels. The costs and margins of agency in various
channels were estimated, and the results are shown in Table 4.
The net price obtained by the producer in Channel-1, Channel-
I, and Channel-1ll, respectively, was Rs. 1714.58, Rs.
1805.37, and Rs. 1913.45, as shown in Table 4. In channel-I
(Producer — Consumer), the price spread was the lowest (Rs.

46.25) because there was no marketing margin between the
producer and the consumer. Channel-11 had the largest price
spread (Rs. 411.00), followed by channel-11l (Rs. 320.75).
This is owing to the fact that as the number of intermediaries
increases does the price spread. Consumers paid the highest
price in channel Ill, followed by channel II. Table 4.16
reveals that in channel-1; the producer's share in the
consumer's rupee was the maximum (97.37 percent), followed
by channel-111 (85.64 percent), and channel-I11 (81.46 percent).

Table 4: Channel Wise Price Spread (Rs/q)

Sr. No. Particulars Channel | Channel 11 Channel 111
1 Gross Price received by Producer 1760.83 (100.00) 1856.62 (83.19) 1969.70 (88.16)
Cost incurred by Producer 46.25 (2.63) 51.25 (2.31) 56.25 (2.51)
Net price received by Producer 1714.58 (97.37) 1805.37 (81.46) 1913.45 (85.64)
2 Village trader
Price paid by village trader - 1856.62 (83.77) -
Cost incurred by village trader - 58.75 (2.65) -
Margin of village trader - 50 (2.26) -
3 Wholesaler
Price paid by Wholesaler - 1965.37 (88.68) 1969.70 (88.16)
Cost incurred by Wholesaler - 85 (3.83) 95 (4.25)
Margin of Wholesaler - 70 (3.16) 75 (3.36)
4 Retailer
Price paid by Retailer - 2120.37 (95.66) 2139.70 (95.77)
Cost incurred by Retailer - 36 (1.62) 445 (1.99)
Margin of Retailer - 60 (2.71) 50 (2.23)
5 Consumer
Price paid by consumer 1760.83 (100.00) 2216.37 (100.00) 2234.20 (100.00)
Marketing cost 46.25 231 195.75
Marketing margin - 180 125
Price spread 46.25 411 320.75
Producers share in Consumers Rupee 1714.58 (97.37) 1805.37 (81.46) 1913.45 (85.64)

Marketing Efficiency in Different Marketing Channels

Marketing efficiency was worked out by using modified
method as suggested by Acharya and Agarwal. In Table 5 it
was seen that, the marketing efficiency was maximum for

Channel-l (38.07 percent), followed by Channel-Ill (6.97
percent) and Channel-11 (5.39 percent) respectively. Channel-I

was the most efficient channel in marketing of Bajra.

Table 5: Marketing Efficiency of Identified Channels of Bajra (value in Rs)

Sr. No. Particulars Channel-I Channel-I11 Channel-111

1 Net price Received by the farmer 1714.58 1805.37 1913.45

2 Total marketing cost 46.25 231 195.75

3 Total marketing margin - 180 125
MM+MC 46.25 411 320.75

4 Price paid by consumer 1760.83 2216.37 2234.20

5 Marketing efficiency ratio 38.07 5.39 6.97

Conclusion 81.46 percent in channel 11, and 85.64 percent in channel 111.

The per quintal marketing costs for channel I, channel 11, and
channel 1lI1 were Rs. 46.25, Rs. 231, and Rs. 195.75,
respectively, for channel I, channel Il, and channel I1I. Costs
such as transportation and packing were shown to be the most
important. Certain solutions, such as effective transportation
facilities, can help to reduce these expenses. The producer's
share of the consumer's rupee was 97.37 percent in channel I,

Thus, in channel I, the producer's share of the consumer's
rupee was higher than in channels Il and 111, and the Channel
Il and Channel 11l margins were Rs. 180 and Rs. 125 per
quintal, respectively. Due to no involvement of middlemen,
the producer's share of the consumer's rupee was higher in
channel I than in channels Il and 1ll. As a result, the study
recommends that farmers be encouraged to form Bajra
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Producers Organizations in order to reduce the number of
middlemen in distant marketing and gain a larger share of the
consumer's rupee.

References

1.

10.

11.

12.

13.

14.

15.

16.

Asmatoddin M, Ansari AA, Gulghule JN, Jadhav MS,
Maske VS. Economic analysis of cereal crops on medium
farm in Marathwada region. The Asian Journal of
Horticulture. 2010;4(2):318-321.

Chamrong HC, Suzuki N. Characteristics of the Rice
Marketing Systern in Cambodia. J Fac. Agr., Kyushu
Univ. 2005;50(2):693-714.

Kale A, Kamble S, Wavdhane V. Economics of
marketing of bajra in Solapur district. Trends in
Biosciences. 2017;10(20):3751-3755.

Karim MR, Alam MQ. Economics of hybrid Maize
production in some selected areas of Bangladesh.
Bangladesh J. Agril. Res. 2010;35(1):83-93.

Karuni YA, Suhasini K. Marketing analysis of rice in
Nalgonda district of Andhra pradesh. Annals of Plant and
Soil Research. 2015;17(1):102-107.

Kumar A, Kumar R, Yadav V, Kumar R. Impact
Assessment of Frontline Demonstrations of Bajra in
haryana state. Indian research journal of extension
education. 2010;10(1):107-108.

Kumar V, Singh M. Economic analysis of scientific
sorghum fodder production technology and its
comparative impact on farmers’ livelihood. Agro
Economist - An International Journal. 2015;2(2):41-44.
Kumar V, Kumar V, Kumar A, Kochewad S. Marketing
Channels, Marketing Cost, Margin and Producer’s Share
in Consumer’s Rupee in Paddy Marketing. Agro
Economist - An International Journal. 2017;4(1):21-27.
Kumari P, Singh G, Thanuja, P. Economic analysis of
marketing of pearl millet in Jhunjhunu district of
Rajasthan. Annals of Biology. 2018;34(3):297-301.
Kumari S, Rahman SM, Nayak S, Varun Vijay K, Swami
S. Opportunity of pearl millet (Bajra) production: A case
study in bihar. The Pharma Innovation Journal.
2021;10(10):272-276.

Kumbhar JS, Pawar PP, Patole SD, Gavali AS. Economic
analysis of green fodders in western Maharashtra.
International Research Journal of Agricultural Economics
and Statistics. 2015;6(1):150-154.

Lamba HK, Srivastva SC, Kumar R, Rundla S. A study
on cost of cultivation, marketable and marketed surplus
of pearl millet in gird region of Madhya Pradesh. The
Pharma Innovation Journal. 2022;11(2): 674-678.
Mounika M, Maurya MK. An Economic Analysis of
Sorghum to Estimate Marketing Channels, Marketing
Cost, Marketing Margin and Price Spread in Each
Channel of Distribution in Kurnool District of Andhra
Pradesh. Ind. J. Pure App. Biosci. 2020;8(6):262-266.
Nirgude RR, Sonawane KG. An Empirical Analysis of
Bajra Production Technology in Western Maharashtra.
Trends in Biosciences. 2017;10(28):5935-5942.

Okech SO, Kimurto PK, Ngigi M. Profits and Efficiency
along Pearl Millet Market Chain: A Value Addition
Approach. Industrial Engineering Letters.
2016;6(5):2224-6096.

Reddy AA, Raju S, Suresh A, Kumar P. Analysis of pearl
millet market structure and value chain in India. Journal
of Agribusiness in developing and emerging economics.
2018;8(1):01-19.

17.

18.

19.

20.

21.

22.

23.

~i182 "

https://www.thepharmajournal.com

Sharma S, Singh IP, Rao PP, Basavaraj G, Nagaraj N.
Economic analysis of pearl millet marketing in
Rajasthan. International Journal of Commerce and
Business Management. 2013;6(1):66-75.

Shashikant V, Dubey LR, Kumar D. Marketing of Red
gram in Gulbarga district of India. Indian J. Agric. Res.
2013;47(5):461-464.

Singh H, Singh VP, Kaur I. Marketing Pattern and Price
Spread of Green Fodder in Punjab. Indian Journal of
Economics and Development. 2018; 14(2): 267-273.
Tawale JB, Paware BR, Maske VS, Jagde SA. Marketing
cost, marketing margin and price spread through different
channels of rabi jowar in Osmanabad district of
Mabharashtra. International Journal of Commerce and
Business Managaement. 2009;2(1):28-30.

Verma PK, Banafar K. Economics analysis of minor
millets in Bastar district of Chattisgarh. African Journal
of Agricultural Research. 2013;8(39):4928-4931.
Vishwakarma VK, Gupta D. Price Spread and Marketing
Efficiency of Bajara (Pennisetum americanum) and
Chickpea (Cicer arietinum) in Allahabad District, Uttar
Pradesh, India. Advances in Life Sciences.
2016;5(1):9848-9851.

Agarwal R, Acharya M, Tian JI, Hippensteel RL,
Melnick JZ, Qiu P, et al. Antiproteinuric effect of oral
paricalcitol in chronic kidney disease. Kidney
international. 2005 Dec 1;68(6):2823-2828.


https://www.thepharmajournal.com/

