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ABSTRACT:
The purpose of this research paper is to innovate a practical and viable model for establishing
a unique fair famer’s market using inclusive approach with special reference to
Nagapattinam, Tamil Nadu. Agriculture, always been aforethought as the backbone of the
Indian economy. The various reasons made agricultural sector a setback after the green
revolution. The size of cultivable land has come down drastically over the years. Farmers’
income directly relayed on income generated from agricultural output. The farmers often
neglected in fixing the price and instead the resellers and agents determine the price of the
agricultural output. These third parties make profit out of the loss forced upon poor farmers
by manipulating the market conditions. When this threatens the daily livelihoods of the
farmers, they search for better sources of income other then agriculture. This leads to transfer
of land for their livelihood, which makes the agricultural labour force out of employment.
The unique model of farmers’ market with direct farmer-consumer sales can create more
surpluses for small and poor farmers.
Fair price mechanism has to be imparted in the agricultural with atmost care. The factors like
fair price, market place, quality, quantity, weighment, facility to store and transport goods,
etc. have to be addressed. If these problems are addressed, then we can be positive that major
hurdles in the betterment for the farmers will be removed. In particular, the price should be a
profitable one for the farmers and should make some difference in their livelihood and give
enough impetus to them and their next generation to take up and continue farming as their
livelihood. This type of upholding fair marketing system can be drawn from examples of
weekly farmers’ Sandhais (markets) that were prevalent all around rural Tamil Nadu. This
research paper has analyzed the various factor and evolved a practical and viable model for
establishing a unique fair famer’s market using contract farming techniques, which creates
strong relationship between contract farming and country’s economic growth with farmer’s
standards of living.
Keywords: Unique fair famer’s market, Weekly markets (Sandhais), Contract farming.

INTRODUCTION:
Agriculture sector contributes 15.87% to GDP by 2018-2019 in the growth of economy of
our country, since late 19th century and early 20th century agriculture was the backbone of our
economy. India is primarily an agricultural country. The growth of the Indian economy is
dependent on the agricultural outcome. Agriculture contributes one of the major share of the
national income of our country. In India, agriculture provide major food requirements of the
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country. It also provides supplementary to dependent livestock, Which supports directly or
indirectly to growth of Agriculture.
In agriculture, marketing plays vital role in fixing the value of the product for Price, Quality
and Quantity and deliver them to the end users. Majority of the farmers sell their produce
through various channels such as village level markets, fairs, Mandies, Co-operative Societies
and street seller. In the present marketing system, middlemen enjoys maximum profit
(Benefits) rather then farmers and consumers. In 1999, the state of Tamil Nadu reframed the
system of marketing by majorly to remove middlemen, introduced the concept of Uzhavar
Santhai. Uzhavar Sandhai had its birth from the model of Kal Ghoj in Russia. This model is
replicated by initiating Apna Mandis in Punjab and Haryana in early 1987.

The Usual practice of reseller is to purchase the Agricultural products from the farmers at a
lower price and charge the commission from the farmers for the same. The reseller, purchases
fresh vegetables and fruits at the lower price from the farmers are sold out to retail
businessmen at higher price and the retail businessmen sell those Agricultural Products
further at high margin profit to the consumers. Eventually, the farmers get only the least price
for their produce whereas the consumers have to pay higher price for the farmers produce.
The uzhavar santhai has a potential to rephrase the agricultural sector into a dominant
contributory sector to our economy. The performance of these uzhavar santhai in most of the
district in not satisfactory due the reasons such as lack of infrastructure facilities like number
of shops, drinking water, canteen facility, open space, storage facilities and lavatory
provisions. Problems with executing judiciary like identity cards, low price, close supervision,
price fixation and demanding vegetable for free of cost. Communication problems like lack of
clarity and visibility of prices, improper communications and telephone facility. Transport
problems like bus stop, no bus facility, rare bus service, irregular transport service and overcharge
by private vehicle operation. Problems from vendors like supply of vegetables at the door step,
credit facility, English vegetables, small quantities of vegetables and maintaining social
relationship. Labour problems like labour on time, more wages, executing field work, migration
of labour.etc..

OBJECTIVES:
1. To identify the existing problems in the current farmer’s market.
2. To compare and contrast with the models existing in developed countries.
3. To develop a unique model of fair farmer’s market.
LIMITATIONS:
The limitations of the study include:
The area of the study is restricted to Nagapattinam district, Tamil Nadu only.
The researcher’s study is influenced by the response of the farmers taking into
account the particular season.
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LITERATURE REVIEW:
Mundar Ram (1999) in his article entitled ‘Agricultural Marketing Issues and Challenges’
has analysed that direct marketing by farmers to consumers in urban areas increased their
share in the consumer’s rupee. It was stated that reducing marketing channel, eliminated the
middlemen and bringing the producer–seller in direct contact with the consumers. It was also
added that experiences of direct marketing in the Punjab, Maharastra, Rajasthan and other
states have made the direct market very successful. It was suggested that by considering their
useful role, direct marketing plays in the interest of both producers and consumers, it should
be promoted in all the states and the union territories.
Rajendran and Karthikeyan (2014) has studied about agricultural marketing in India. They
listed out the necessary reforms blended with proper price discovery mechanism through
regulated market system may help streamline and strengthen agricultural marketing. It was
added that to avoid isolation of small-scale farmers from the benefits of agricultural produce
they need to be integrated and informed with the market knowledge like fluctuations, demand
and supply concepts which were the major contributory of economy. Marketing of agriculture
will be made effective if it was forward from the collective and integrative efforts from
various dimensions by addressing to farmers, middlemen, researchers and administrators. It
will be high time we bring out significant policies in agricultural marketing with innovative
and creative approaches to bring fruits of labor to the farmers.
METHODOLOGY:
The present study involves the primary and secondary information. The responses to
structured questionnaire will be collated with the help of SPSS package. The study is based
on the data collected from Nagapattinam district in Tamilnadu. The sampling technique
followed in this study is probability sampling. Simple random techniques are used to select
the respondent from the available database. Accordingly the researcher has selected 50
farmers in the study area. The data collected was analyzed using descriptive statistics.
Profile of the study Area:
Nagapattinam District was Bifurcated from Thanjavur District on October 18, 1991.
Subsequently it was further bifurcated in 1997 as Nagapattinam and Tiruvarur Districts. It is
a one of the small districts with a total geographical area of 2715.83 Sq. Kms. Which
constitutes only 2.09 % of the area of the State.
Farm Holding Pattern of the study Area:
S.No Type
Number of Farmers
1
Small Marginal Farmers
1,25,349
2
Other Farmers
47,651
3
Total
1,73,000
4
Agricultural Labourers
3,13,174
Source: Report of Nagapattinam district profile, 2017-2018
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Details of Uzhavar Santhai in Nagapattinam:
S. District Name Uzhavar
No Of
Veg
Value No.
No.
N
Santhai
Shops Arrival
(Rs.)
Farm Consumers
o
(Kgs)
er
1 Nagapattinam Nagapattinam 50
3502
81874 11
621
2 Nagapattinam Mayiladuthurai 52
3790
126725 12
631
3 Nagapattinam Sirkali
30
7860
193195 16
1470
Source: Report of Commissionerate of Agricultural Marketing & Agri Business, 2017

PROBLEMS IN EXISITING FRAMEWORK:
INFRASTRUCTURE PROVIDED IN UZLAVAR SANTHAI:
Factors
Mean Score
Numbers of shops
62.58
Drinking water
57.87
Canteen facility
53.41
Sale of vegetables in open space
49.98
Storage facilities
43.42
Lavatory provision and Maintenance
38.09
Source: Primary Data

Rank
I
II
III
IV
V
VI

PROBLEMS WITH EXECUTING JUDISORY:
Factors
Identity cards
Low price
Close supervision
Price fixation
Demanding vegetables free of cost
Source: Primary Data

Mean Score
67.54
62.32
61.56
40.98
32.54

Rank
I
II
III
IV
V

COMMUNICATION PROBLEMS
Factors
Lack of clarity and visibility of prices
Improper communications
Telephone facility
Source: Primary Data

Mean Score
61.23
49.67
28.63

Rank
I
II
III

TRANSPORT PROBLEMS
Factors
Bus stop
No bus facility
Rare bus service
Irregular transport service
Exorbitant charges levied by private vehicle operation
Source: Primary Data

Mean Score
65.89
61.40
59.62
31.76
29.93

Rank
I
II
III
IV
V

Mean Score
65.31

Rank
I

PROBLEMS FROM VENDORS
Factors
Supply of vegetables at the door step
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Credit facility
English vegetables
Small quantities of vegetables
Maintaining social relationship
Source: Primary Data
LABOUR PROBLEMS
Factors
Labour on time
More wages
Executing field work
Migration of labour to urban areas
Migration of labour
Source: Primary Data
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64.79
59.21
42.65
30.39

II
III
IV
V

Mean Score
66.42
61.67
60.12
31.27
30.61

Rank
I
II
III
IV
V

MODELS IN DEVELOPED COUNTRIES:
USA:
FMPP (farmers market promotion program), provides resources to support their outreach and
promotional activities that helped direct producer-to- consumer markets and to become selfsustained and It can be repeated in communities across their country. These investments bring
their people together, support strong local and regional food systems, and increase access to
healthy foods.
REQUIREMENTS FOR
THE MANUFACTURER

ENVIRONMENTAL






Payment of the fair-trade
Traceability of the product
Transparent trade relations
Provide pre-finance

 Environmentally friendly
Cultivation
 Protecting natural resources
 Banning Dangerous Pesticides
 Only Non-GMO seeds
 Promoting organic farming







SOCIAL

Democratic voting
Availability for workers
Regulated working conditions
Non-Discriminatory
Employment Practices
Banning Exploitative Child
Labour

Source: Farmers Market Promotion Program, United States Development of Agriculture.
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Uzhavar Santhai through Contract Farming Model:

FORWARD
AGREEMENT
*Market Setting
*Direct Purchase
*Facilitation

INSTITUTIONAL
APPROACH
*Wholesale Market
*Super Market
*Hyper Market

FARMERS’ MARKET
(eg. Uzhavar Santhai)

CAM & AB
TAMIL NADU

MARKETING

SBI / NABARD
(Financing)

MOA&FW
* Expansion Activity
* Technical training
* Certification
* Agricultural Input

MINISTRY OF AGRICULTURE
AND FARMERS’WELFARE

PRIVATE
PARTICIPATION
* Market Assurance
* Market Advocacy
* Market Setting

LLP
*Financing aid
*Agricultural
input

ICAR
(Technical Know-how/
new technology)

MARKET
COMMITTEE

COMMODITY
BOARD

*Grade facilities
*Competitive
Pricing
*Welfare of the
farmers

*Management
Strategy
*Innovation
*Capacity building

FDI
*Financing
*Infrastructure
*Technology

Source: Primary data - A practical and viable model for establishing a unique fair farmer’s market using contract farming as Inclusive Approach
a
Volume XI,
Issue VII, July/2019

Page No:370

The International journal of analytical and experimental modal analysis

ISSN NO: 0886-9367

MAJOR PARTICIPANTS IN CONTRACT FARMING:

The Ministry of Agriculture and Farmers’ Welfare in proposed Model Contract Farming Act
2018, Farmers and agriculture based industries has been linked for the first time by
Government of India. They provide expansion activity, Technical training to farmers, provide
genuineness certificate for seeds, provide agricultural inputs and so on. This will create the
Farmers to fetch better price for agriculture commodities and post harvest losses will be
minimized due to this act. This act will create avenues for new employment in rural areas.
In TamilNadu, Commissionerate of Agricultural Marketing & Agri-Business plays a vital
role in expanding market operations and ensures remunerative price to farmers. They fix-up
the daily trading price for the commodities dealt in the farmers’ market. Agricultural
Marketing and Agri-Business is the key driver of the Agriculture sector, due to new market
realities posed by the increasing accent on globalization, liberalization and privatization of
the economy. This Department is functioning with an objective of maximizing the benefits
from the available resources for production and to expand marketing operations to increase
income of the farmers.
After strong support for foreign direct Investment in retail sector, the institutional approach
can be helpful in understanding why there are specialized middlemen in the agricultural
industry. It is possible to imagine an agricultural system without middlemen. Thus
government agencies will market the products through several channels such as in wholesale
markets, super/Hyper markets, retailers, agro-based entrepreneurs and exports. They also
provide farm infrastructure, Market consultancy, information, advisory and development
process.
Contract farmers are encouraged to participate in Good farming Practice to create win-win
situation for both participants by ensuring production quality to meet the market demand.
There shall three methods of contract to ensure sustainable quality
1. Purchase contract based on agreed percentage between both parties.
2. MOA & FW or State Agency can buy 50% of farmer’s production while the
remaining 50% will be sold by farmers themselves (alternative selection on kharif
crop or Rabi crop).
3. Providing financial Assistance in terms of advance and will be deducted from the
product sold to government agencies.
In addition, Commodity boards and market committee provides attention to all matters
related to agricultural input aid, infrastructure facilities, financial assistance and training to
the farmers.
Apart from that the research and development process of contract farming shall be carried out
by Indian Council of Agricultural Research (ICAR). Their primary objective would be
transfer of technologies and commercialisation to improve agricultural productivity and food
quality to create viable agri business. They required to liason cultivatable seeds by the
farmers.
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In case of implementation , the initially government should target existing farmers registered
under e-Nam either individually or Group based on region.The government also should target
commercial producer and participants, who either directly or indirectly involves in
government projects.
CONCLUSION:
Contract farming shall be successful in increasing the production level and enhanced the
farmers’ income. The government shall demonstrate a strong commitment to support the
program by giving special attention. This may create major contribution to the national
economy, in turn making the country as one of the leaders in exporters in agricultural
products.
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