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- Q1. a. What do you mean by agriculturai marketing? "0 7

e Ry

- Ans. . Agricultaral Marketing: Agricultural maiketing is thé,-_ﬂild')l;éf'g!l‘tl1§.‘_:ag';fi'\'iitiés_f,_'_'x.nge‘n'c‘i‘je'sf'5.}

and policies involved in the procurement of farm inputs by, the farmers-and the movément of...'
agricultural products from the farms to the consumers. - (R P

* .b. Explain the s¢ope and subject matfer of agricultural marketing; ' .U (3
. The ‘scope of agricultural marketing must..include :both -product -marketing -and  ifput *
marketing in this book: the subject-matter of agriculiural marketing must-inglude both product *-
marketing and input marketing. The sibject-matter of agriciliural marketing, has: beén dealt awvithy "
‘both from the theoretical and. practical points of view. 1 covers what-the systém 'is. hotw it -
functions, and how the given methods or techniques ‘may bé modified . to' get the maximuin: - .
benefits. - , , A et e Lot .
‘The subject of agricultural marketing includes marketing functions, agencies, chanpels”
efficiency and costs, price spread and market-integtation," producers siirplus, goveritent policies -
and research training and statistics on agricultural marketing, T ot LT et
., Ansi 1.On the-basis of Location!'- - .Village Markets, Primary Wholesale Markets;: Sécondary: . "+
EL A JaWh'éilé'szilé-Méi‘ké'ts",‘,Térﬂiiﬁ'&f,:'s:éél"l')"bard Matkets | 50l AT TIC

» Q2 »'a.A'E;hAli_'s't_thé_",A'c::_lfiés"i:f-l.‘é.éfioh'_bf ('t'héi-l.tn.ﬂ'l,'i‘(efs'in_‘,de'tﬁill SR T

2. On the Basig'of Area/Coverage : Local'or Village Markets, Regi'éilal}‘i\'iia.;ke;s,; "Nbiié@élﬁ'i'f B
" 3. On the Basis of Timé Si’-)'én":fShbrt"—;pe‘riod'Ma‘i‘k’ets,‘LohgéPe_riod~M‘a‘rket"v;:‘Sedlilarme'k'e_‘ts‘ R &

4. On-the Basis'of Volume of Transactions: Wholesale Markets, Retail Markets. . -
.., 3+ Onthe Basis of Nature of-Transactions: Spof or Cash, Market, Forward Markets:. . ... . e
" 6. On the basis of Number of Gomimodities in which Transaction Takes Place: 7 L
General Markets, Specialized Markets T :
7. On the Basis of Degree of Competition: Perfect Maikets, Imperfect Markets .
8. On the Basis of Nature of Commodities: Commodity Markets, Capital Market
9. On the Basis of Stage of Matketing: Producing Markets, Consuming Markets
10. On the Basis of Government “Intervention and Regulation: Regulated Markets, - -
Unregulated-Maikets ‘ ; e _ X
11.0n the Basis of Vision: Black Market or Invisible Markets, Open Markets or Visible Markets
b. Explain in brief the classification of market on the basis of volumne of transaction. cam
i. Wholesale Markets: A wholesale market is onc in which commodities are bought and sold in

large lots or in bulk. Transactions in these markets take place mainly between traders .

1
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ii, Retail Markets: A retail market is one in which commodities are bought by -and sold to the
consumers as per their requirements. Transactions in these markets take place between retailers
and consumers. The retailers purchase in wholesale market and sell in small lots to the
consumers. These markets are very near to the consumers.

Q.3. a.Define co-operative marketing. Explain the structure of co-operative qm)
marketing society
Co-operative marketing: Co-operative marketing is the marketing for the farmers and by the
farmers that aims at eliminating the chain of functionaries operating between the farmers and the
ultimate ‘chain of functionaries operating between ultimate consumers and thus securing the
maximuin price for the farmers produce.
Structure of co-operative marketing Society:

1. Base level: At the base level, there are primary cooperative marketing societies. They are located in
the primary wholesale market and their field of operations extends to the area from which the

produce comes for sale, which may cover one or two tehsils, panchayat samities or development
» -blocks.

2. Reglonal/Dlsmct fevel: At the 1eg10na| or district level, there are central co-opelanve marketing
unions or federations. Their main job is to market the produce brought for sale by the primary co-
operative marketing societies of the area.

3. State Level: At the state level, there are apex co-operative marketing societies of federations. These
© state level institutions serve the state as a whole. Their members are both the primary co-operative
marketing societies and the central co-operative unions of the state.

b. State the objectives and function of NAFED., _ (4D
Objectives of NAFED ' ‘
1) To organize, promote and develop markeling, processing and storage of agricultural,
horticultural and forest produce
2) To distribute agricultural machinery, implements and other inputs.
3) To undertake inter-state, import and export trade, wholesale or retail as the case may be
4) To act and assist for technical advice in agnicultuml production for the working of its
members and co-operative marketing, processing and supply societies in India.
I‘unctmn of NATFED: i) to act as warehouseman under the Warehousing Act and own and construct its
own godowns and cold storages; ii) to act as agent of any Government agency or cooperative institution,
for the purchase, sale, storage and distribution of agricultural, horticultural, forest and animal husbandry
produce, wool, agricultural requisites and other consumer goods; iii) fo act as insurance agent and to
undertake all such work which is incidental to the same; iv) to facilitate, coordinate and promote the
marketing and trading activities of the cooperative institutions in agricultural and other commodities.
articles and goods
Q. 4. a, Classify the Kohl’s & UhPs marketing functions,
Ans. *IKohl & Uhls™ have classified marketing functions as follows
i} Physical Functions: Storage and warehousing.
Grading '
Processing
. _ Transportation
ii) Exchange function: . Buying
Selling
iti) Facilitative Functions: Standardization of grades
Financing
Risk taking
Dissemination of market information

(4™)

Telegram - AgroMind



b, Wr ite in brief advantages and factms affecting the tx ansportatlon. I I [(f M)

Ans:.Advantages of transportation(Any four): B, A

I. Widening of the Market 2. Nalrowmg Price lefel ence-Over Space 3. Cx eat{on of Employment B

4, Facilitation of Speclahzed Farmmg 5 Tlansformatlon of the Economy 6 , Mobzl:ty__qf‘ the” * -

Factors of Production - . R
Factors aff‘ectmg the transportatlon (Any foun) ' . '

. Distance 2. Quantity of the'Product 3, Mode' of Tlansportat:on 4. Cohdmon oF Road

5. Natme of Products 6 Avallablhty of Retum Joun ney consugnment 7 Rlsk Assocrated

Q.5 ar Define marl(etable ahd malkete(l surplus. vl 4 - -
S Ans ‘ Max ketable" surplus I) The marKetable smplus is ﬂﬂt quantlty oF the Aproduce. whlch t:an
. be made available ‘to.the: jioh. _tjm popu!auon of the wunll\ ' it
u) The marketable sul‘pll'l's

......

cm]sumptlen. fa:m needb l0| seeds and feed tox cmtle,,p.iymém to laboun
“in kind payment i a1 tisans, payment to landlord as-fent; social and lcl[glO!‘lS pdymenl i kmdx : B
Malketed su:p!us : .Marketed surplus: is that quantlty of produce, whrch the p)oducen f'almea e
" -actually sells in the’ malket mespectlve of his requuet‘nents fot fam:ly consumptlon farm needs

o and other payments N, Y :

b.-Explain the factors. affectmg market'tble surplus. ' ' '<4M) L
Factors Affectmg Marketable surplus i) Size of holdmg u) Pr oductlon lll) Pri icé of
Commiodity iv) Size of famxly v) Requirement of Seed and Feed V|) Natme of
Commodzty vu) Consumptlon Hablts Y s R s
. (4*‘3 ‘
,Q 5 | a. Det“me Ploduct Llfe Cycle. Explam the Stages of Pr odnct hfe Cycle.

Ploduet Life' Cysle: A’ Product; passes th:ough certam distinet: stages dunng ite Itfecycle The

. stages through which mdwndual plodncts develop ‘over tlme is cal!ed the pr’ odllct life ¢yicle, ¢

Stagés of Product Life C‘yc!e 3

1. Introduction stage : 2, Markei; (nm\th qlage? Mml\ei M'\lu i
b Wn(e (he ol)jeclwes ol Stdie hn(lmg PR :
o ay To ‘make aVallabie.

\"sldgcd Mmku dwlmcd sla;,e -

AL Dxplam the concepts and importmlce of marketing margln. o
-;*Concepts of marketing margins:.- : : ' A et

1. Concurrent margin method : This method ettes‘:es on: the dlff‘erence m puce that plevalls fon a »

. commodity at successive stages'of marketing at a given point of tiine, . . L

, 2. Lagged Margm Method €1 This inethod takes into account the-time. that el S6s between buymg;--_;_\__'_
+ -, and selling of a commodity: by the intermediaries and also. between the farmer aiid:the: ultimate .
consumer.Lagged margm indicates the-différence: of .price received by an. agency and the one: pald .

by the same-agency in purchasing:i in equwalent quantlty of comm"odlt' il :

Importance of marlketing margin - VAT =
i) [t refers to the efficiency of the :ntermedlaues bet\\een the produce: and the constmer in

respect of the services rendered and the remuneration received by them,
i) Such studies help in estimating the total cost incurred on the marketing process in relation to

the price received by the producer and the price paid by the consumer.
iif) The knowledge of marketing margins helps us to formulate and implement appropriate price
and marketing policies.
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" b, State the different types of Market Integration. (4my

Ans:- 1. Horizontal Integration:2. Vertical Integration: 3 Congiomea ation:

1) Horizontal Integration: this occurs when a firm of agency gams control of other firms or
agencies performing similar marketing functions at the same level in the mar ketmg consequence.
In this type of integration, some marketing agencies combine to form a union with a view to
reducing their effective number-

2) Vertical Integration: this oceuirs when a firm performs more than one aotwuty in the sequence
of the marketing process. It is a linking together of two or more functions in the marketing
process within a single firm.

"' 1 3) Conglomeration: A combinations of agencies or activities on directly related to each other

Q.8.

may, when it operates under a unified management.

a. State the objectives and functions of Food Corporation of India, (4m)
Objectives:
1) An efficient management of the lood economy.
2) Equitable distribution of food grains at reasonable prices.
3) Market Operations prevent the speculative trader from acting against the interest of
the farmer by assuring him a remunerative price for his produce.

 Functions:

1) To procure a sizeable portion of the marketable surplus of food grains at incentive prices from
the farmer,
2) To make txmely release of the stocks through the public distribution system
3) To minimize seasonal price fluctuations by establishing a purchasmg and distribution network.
4) To build up a sizeable buffer stock to meet the sxtuatlous, may arise as a result of shortfalls.

b.. Explain the functions of Warehousing, A 1)

Q9.

1.Scientific storage: Here, a large bulk of agricultural commodities. may be stored. The
product is protected against quantitative and qualitative losses by the use of such methods of
préservation as are necessary.
. 2.Financing: Nationalized banks advance credit on the security of Warehouse receipt issued
for the stored products to the extent of 75 % of their value
3.Price stabilization: Warehouses help in price stabilization of agricultural commodities by -
checking the tendency to making post-harvest sales among the farmers. Warehouse helps in
+ staggering the supplies throughout the year. Thus helps in stabilization of agricuitural prices.
4, Market intelligence: Warehouses also offer the facility of market information to persons
who hold their produce in them. They inform them about the prices prevailing in the period,
and advice them when to market their products, This facility helps in preventing distress sales
for immediate money needs or because of lack of proper storage facilities. [t gives the
producer holding power; he can wait for the emergence of favourable market conditions and
* get the best value for his product

a, Define Risk, Dxplam the different types of visk in marketmg ’ ‘ C4m™)

Ans; Definition of Risk : Risk as uncertainty about cost, loss or damage.

Types of Risk : The risks associated with marketing are of three types, namely physical
risk, price and institutional risk.

i, Physical risk includes loss of quantity and quality. It may be due to fire, flood,
earthquake, rodents, pests, excessive moisture or temperature, careless handling,
'impxopel storage, looting or arson, '

ii. Price risk associates with fluctuation in pr ice from year to year or within the year,

iii. Institutional risks include the risks arising out of a change in the government
budget policy, imposition of levies price controls ete.

4
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b. State the factors: affecting demand for farm products. -
Ans;- Factors affecting demand for falm products are as
'I) ‘Size of populatlon
2) Per caplta income
3) ‘Changes.in taste, preference; and hablts
4y Income distribution v
~8) Levelof technology avallable .
+6) Availablé: substltutes :
i ;'-7)', '.ANdlnonal mcome it

Q 10 erte short notes on. (A‘ny Two)_ et Tyl PRI A
d WTO' i Mlmstenal leVel conferenoe Meet once in tWO years to take prnmpal pollcy
‘ WTO . Bodnes (a) stpute settlement Body, (DSB) (b) Trade pohcy Rev:ew
' Body(TPRB) .
f \/IamFunctlons ofWTO = ‘ N ' SRR IR
** 1.In addition to goods, it covers fr ade i servnces, TRlPs and TRIMs ol el T
¢ 2., Dispute settlement system is faster- and more automatic airs at solvmg tlade ploblems ey
-~ -3, WTO has global states s1m1|ar to IMF and World Bank :

b. AGMARK AGMARK  is the abbnewatnon of Agrtcultme Mati ketmg. It the quality certlf‘ cat|0n man‘ks,

under the Central Agricultural Produce’ (Grading and Mar keting) Act, 1937. This label: mdncates .

that the purity and. the quahty of the_produict on the_basis of the standards that' h'we beén. faid™ " 77

~down. The-labels of dlffe:ent coloms are used 1o mdloalc both grade -of the. pmduct The_.",

- AGMARK labels are plmled on the spec:al quahly pnpc rand. mucd by the- Agl iculfure Ma:l\elmg;.l: e

Advisor. 1hey are ‘serially - mlmbeted “and -the fir_is |equm.d [ mamtdm e account- ol the"-.ﬂ.:",:":’

labels;, whach ale igsued to- the B fader, in-a- register.. At is a volintaiy : ‘scheme. lntelested tradérs and. - -y
manufacturers are gwen Ilcence to, grade theu plocluots unde: AGMARK quallty certlf catlon“"’

4ma|k . T . . !

e Intellectual Propérty nght’s.‘Patents, Destgns, tradeA::jal‘ks, copyrxghts geograohlcal.' )
_'-mdlcatlons, tradé secrets.. Bxplanatnon‘ Copyx ights: musical’ work, artistic WOrk, literal 'y WOl‘k'-

: -f'-r_.-plays, maps, artxteproduotlons, models, photographs, computer soft'wate

7T l) Pﬁce Spread The dlfference between the prlce pa[d by the consumer and p: lce 1ece|. ed by L
Shlerd o the’ “farmer. Y i B
. '2) Specul'mon The speculatlon is the- purchase or sa!e of commodlty at: the preswt pu |ce w:th
the object of saleor-purchasc at some future date at a favourable price. . .
3) Grading: Grading means the sorting of the unlike lots of the puoduw mto dltfeuenl Iots S
according to the quality specthcatlons laid down, a T e
4) Marketing Channel::- Marketing, channels are routes through wlmh agncu!tural plodm.ts move hom
producers to. consuimers,: The: Iength -of the chaniel varie ﬁom.commodlty to commodlty -' b
depending on the quantsty to be moved, the form: of consiime” demand and’ degree ot‘

regional specialization in production

C4m
b. Give the full forms ! >

i.) DMI : Duectorate of Marketing and Inspection
ii.) CWC: Central Warehousing Corporation
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in-: October, 1958.-

f:Market functnon s:ah:-act; operatlon or. service: by: whlch
. ulinked together. = Trues ..

iii. Transportation”adds the tlme utlhty ot Eoods - [‘alse

iv. Marketing efficiency is the ratio of market output to marketing input. — True,

or ig,i_,{‘ijgﬂ;prc.duser,;ai_;d{i, final consumers are .

Cemd

b. Fill in the blank,
i. Those middlemen who do not buy and sell duect!y but assist in the marketing process are

Facilitative middlemen,
ii. The market which deals with durable goods is Secular Market.
iii, Trade marks, industrial design, pateuts ete, ¥ certain categories covered under TRIPS

agreement T

iv, Supply refers to the schedule or quantltles of products that-will be affected for sale at

different prices at the given time and in a given market. -
Signature of course Instructor Signature of Umversuy Lpé')& of the Department
Name: (D.K.Nemade) Namep Uf‘ﬂ onomics &
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