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Abstract

Agriculture remains the primary source of livelihood for the rural population in Latur district, Maharashtra.
However, the economic well-being of farmers is influenced not just by production but also by the effectiveness of
agricultural marketing. This study investigates the impact of agricultural marketing systems on farmer income and
rural development in Latur, focusing on key crops such as soybean, tur (pigeon pea), sugarcane, and oilseeds.

The research employs both primary and secondary data sources, including surveys with 80 farmers and
various stakeholders such as traders, commission agents, and cooperative members. It analyzes the role of
Agricultural Produce Market Committees (APMCs), cooperatives, agro-based industries, and Farmer Producer
Organizations (FPOs) in supporting marketing activities.

Findings from the literature and field data suggest that efficient marketing practices contribute to increased
farmer income, reduced post-harvest losses, improved infrastructure, and employment generation. However,
challenges such as price volatility, dependency on middlemen, inadequate storage facilities, and limited bargaining
power persist.

The study concludes that strengthening agricultural marketing infrastructure and supporting farmer-led
organizations can significantly enhance rural livelihoods and promote sustainable rural development in the Latur

region.

Introduction

Agriculture is the main source of income for most

people living in rural areas. However, growing crops
is just the first step; farmers also need to sell their
produce to earn money. Agricultural marketing
includes all the activities that help farmers sell their
crops, such as storing, transporting, processing,
packaging, and getting fair prices. A good marketing
system helps farmers earn more, reduces waste, and
supports the development of rural villages.

Latur district in Maharashtra is an important
agricultural area known for crops like soybean, tur
(pigeon pea), sugarcane, and oilseeds. The presence
of regulated markets (APMCs), agro-based
industries, warehouses, and processing units around
Latur has created jobs and increased income
opportunities for farmers. These marketing facilities
not only help farmers get better prices but also
improve rural infrastructure and support local
cooperatives. This contributes significantly to the

overall growth and development of the rural areas
near Latur.

This study focuses on understanding how
agricultural marketing affects the income and living
standards of farmers in Latur, the role of markets and
industries, and the challenges faced by farmers in
selling their produce. It aims to show how better
marketing can lead to better rural development in this
region.

Definition of Agricultural Marketing
1. Simple Definition:
Agricultural marketing means all the activities
that help to move farm products from the farmer
to the final consumer, such as collection,
storage, processing, transportation, and selling.
2. National Commission on Agriculture (1976):
“Agricultural marketing is a process which starts
with a decision to produce a saleable farm
commodity and involves all aspects of market
structure or system, both functional and
institutional, based on technical and economic
considerations, and includes pre- and post-
harvest operations.”
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3. Thomsen’s Definition:
“Agricultural marketing comprises all the
operations and institutions involved in moving
farm products from the farms to the consumers.”

Objectives of the Study

1. To wunderstand the role of agricultural
marketing in the economic development of
rural areas around Latur.

2. To study the major crops and marketing
practices followed by farmers in Latur
district.

3. To analyze how agricultural marketing
affects the income and living standards of
farmers in the region.

4. To examine the contribution of markets,
cooperatives, and agro-based industries in
promoting rural development in Latur.

Review of Literature:-

Many researchers have studied how
agricultural marketing affects farmers and rural
development. Studies on soybean and tur (pigeon
pea) marketing in Latur show that farmers often
depend on middlemen, which reduces their profits.
Price fluctuations in these crops make farmer income
uncertain, and lack of proper storage forces them to
sell immediately after harvest. Research on chickpea
and soybean markets in Maharashtra found that
prices in Latur are linked with other markets, which
means that better regional policies can help stabilize
farmer earnings.

Studies on goat and cattle marketing in Latur
highlight problems like high commission charges,
limited buyers, and low bargaining power of farmers.
On the other hand, research shows that agro-based
industries such as sugar factories and oil mills in
Latur provide important support by buying crops,
processing them, and generating jobs, which helps
rural development. Some studies also use price
forecasting models for tur and find seasonal patterns
that can guide farmers in storage and sales decisions.
Overall, the literature shows that efficient agricultural
marketing improves farmer income, reduces wastage,
creates jobs, and leads to better rural development in
Latur.

Research Methodology:
1. Primary Data: Collected through structured
questionnaires and interviews with farmers,

traders, commission agents, and cooperative
members in Latur. Data were collected
fromaround 80 farmers, along with 10-15
traders/commission agents and  07-08
cooperative/industry representatives to get a
balanced view of the marketing system.The
survey included questions on Landholding
size, Main crops grown, price of their
produce.

2. Secondary Data:
government reports, APMC records, journals,
books, newspapers, and websites related to
agriculture and rural development.

Collected from

Scope of the Study
1. Geographical Scope
The study is limited to Latur district in
Maharashtra, with a focus on Latur city and
surrounding rural areas. It covers the marketing
of major crops like soybean, tur (pigeon pea),
sugarcane, and oilseeds, which are important to
the local economy.
2. Subject Scope
The study examines the system of agricultural
marketing in Latur, including APMCs,
cooperatives, agro-based industries, middlemen,
and Farmer Producer Organizations (FPOs). It
also studies how marketing practices affect
farmer income, employment, rural infrastructure,
and overall living standards.
3. Time Scope
The research mainly considers the current
situation of agricultural marketing, but also uses
secondary data (from past 5-10 years) to
understand trends in crop prices, market arrivals,
and rural development indicators.
4. Analytical Scope
The study analyzes both positive impacts (higher
income, employment, infrastructure
development) and challenges (price fluctuations,
middlemen, lack of storage and transport) of
agricultural marketing in Latur.

Limitations of the Study
1. The study is limited to Latur district only, so
the results may not apply to other regions.
2. Due to time and resource constraints, only a
limited number of farmers and traders were
surveyed.
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3. The research mainly focuses on selected growing oilseeds or other crops. The chart helps us
crops like soybean, tur, and sugarcane, understand the main farming trends in this area.

leaving out other crops and allied activities.
4. Some data is based on respondents’ answers,
which may not always be fully accurate.

5. Seasonal variations in production and prices Price fluctuations while Selling Crop
could not be studied in detail. Table No. 1.2
Data Collection & Int tation: Sr. | Price No. of | Percentage
a.a otiection & Interpretation: No. | Fluctuation | Respondents
Main Crops
Table No. 1.1 1. Yes, often 50 62.5%
2. Sometimes 25 31.3%
Sr. | Crops No. of [ %
No. Farmers 3. No 5 6.2%
Toal 80 100.00%
1 | Soybean 38 47.5%
2 | Tur (Pigeon 15 18.75%
Pea) No. of Respondents
3 | Sugarcane 20 25%
4 | Oilseeds S 6.25%
5 | Other (e.g., 2 2.5%
Wheat, Jowar,
Vegetables)
Total 80 100%

— B 1Yes, often =2 Sometimes INo
| 1 Soybean

No. of Farmers Table No. 1.3

= } Tur |Pigeon

Fea) Farming Based On
B 3 Sugarcane
Sr. | Farming | No. of | Percentage
4 Oilseeds No. | Type Respondents
1 Rainfed 36 45.00%
& 5 Other (e.g.,
Wheat, Jower, 2 Irrigated 24 30.00%
egetables)

_ _ 3 Both 20 25.00%
This pie chart shows the number of farmers growing Toal 80 100.00%
different crops.A total of 80 farmers are represented.

The largest number of farmers, 38 (47.5%), grow o 3
soybean, making it the most popular crop. 20 Eh

o . . -
farmers (25%) grow sugarcane, which is the gl 1 renmes
second most common crop. 15 farmers (18.75%) 50 -
grow tur (pigeon pea).A smaller group, 5 farmers o N s
(6.25%), grow oilseeds. Only 2 farmers (2.5%) 0 - ® Farming Type
grow other crops like wheat, jowar, and vegetables. | 13 ' I
This means most farmers focus on soybean, 1 2 3

Toal

sugarcane, and tur. Very few are involved in
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The X-axis of the chart represents the farming
types:1 = Rainfed, 2 = Irrigated, 3 = Both
(combination of rainfed and irrigated). The Y-axis
shows the number of respondents. Each orange bar
indicates the number of farmers in each farming
category. The height of the first bar (labeled "1")
corresponds to 36 respondents, representing farmers
who rely solely on rainfed agriculture. This is the
tallest bar, showing that 45% of respondents practice
rainfed farming. The second bar (labeled "2") shows
24 respondents who use irrigated farming, making
up 30% of the total respondents. The third bar
(labeled "3") represents 20 respondents who
practice both rainfed and irrigated farming methods.
This group makes up 25% of the respondents. The
last bar labeled "Total" represents the sum of all

popular source, used by 20 respondents, which
corresponds to 25% of the total. This is reflected in
the graph by the tallest bar in the first category.
Traders, with 18 respondents (22.5%), shown by the
second tallest bar labeled “3” on the X-axis. Mobile
Apps are used by 15 respondents, accounting for
18.75%. This category is represented by the third bar,
slightly shorter than the Traders bar. Fellow Farmers
are the source for 12 respondents, making up 15%,
and their bar is the fourth highest on the graph.
APMC Notices have 10 respondents or 12.5%, shown
with a shorter bar than Fellow Farmers. Others
represent the smallest group, with 5 respondents
(6.25%), and thus the shortest bar in the graph.

Table No. 1.5

Transport Used
respondents (80), with a minimal green line on top Sr. | Farming Type No. of | Percentage
indicating the total percentage (100%). No Responden
ts
Table No. 1.4 1 | Own Vehicle 22 27.5%
Main sources of market information: 2 | Rented Vehicle 17 18.75%
Sr. | Farming Type No. of Percentage 5
No. Respondents e Through 13 e
Middleman
1 TV/Radio 20 25% 4 | Cooperative 18 12.50%
2 Mobile Apps 15 18.75% Transport
3 Traders 18 22.5% 5 | Others 8 15%
4 APMC Notices 10 12.5% Total 80 100%
5 | Fellow Farmers 12 15%
6 Others: 5 6.25%
Total 80 100%
E 1 OwnVehicle
i
m ® 2 Rented
o Vehicle
w ’ 41:: : = 3 Through
. l 3 o1 Middleman
2 i ; X ] T 4 Cooperative
gt el s Al ooy | B e Transpor
: a i ? ! 5 Others

The Y-axis represents the number of
respondents, which aligns perfectly with the values in
the table. The graph effectively visualizes the
distribution of responses and helps quickly identify
that TV/Radio, Traders, and Mobile Apps are the
most commonly used sources of market information
among the respondents. TV/Radio is the most

No. of Respondents

The pie chart represents the mode of transportation
used by 80 farmers to deliver their produce to the
market. Among the respondents, own vehicle is the
most common mode, used by 22 farmers (27.5%),
indicating better access to personal logistics.This is
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followed by cooperative transport, used by 18
farmers (22.5%), highlighting the importance of
community-based transport systems in rural areas.
Rented vehicles are used by 17 farmers (21.25%),
offering flexibility without ownership.Middlemen
transport is used by 15 farmers (18.75%), often
involving reduced income due to intermediary cuts.
Lastly, 8 farmers (10%) use other modes such as
public transport, shared resources, or informal
systems. The chart reflects that a majority of farmers
prefer direct or semi-direct control over
transportation, but there is still a significant
dependency on intermediaries and alternative
methods due to lack of infrastructure or affordability.
This indicates a need for improved rural transport
policies and cooperative logistics support.

Findings:-

1. Efficient agricultural marketing through
APMCs, cooperatives, and agro-industries
contributes to rural employment and
infrastructure development.

2. Dependence on middlemen and lack of
proper storage facilities force farmers to sell
produce immediately, often at lower prices.

3. Agro-based industries like sugar factories
and oil mills support rural development by
providing processing facilities and generating
local employment.

4. Limited access to market information and
price forecasting tools restricts farmers'
ability to optimize marketing decisions.

5. Transportation challenges and infrastructure
gaps remain significant barriers to effective
agricultural marketing.

6. Marketing improvements have positively
influenced farmers’ income, rural
employment, and overall living standards in
Latur.

7. Seasonal price variations and production
uncertainties continue to impact farmer
income and decision-making.

8. Farmer Producer Organizations (FPOs) and
cooperatives play a growing role in
strengthening farmer bargaining power and
market access.

Conclusion:-

1. Agricultural marketing significantly
influences the economic well-being and rural
development in Latur district.

2. Major crops like soybean, tur, and
sugarcane dominate farming and marketing
activities in the region.

3. Price fluctuations remain a major challenge,
affecting farmers' income stability.

4. Rainfed farming is prevalent, highlighting
the need for improved irrigation facilities.

5. Farmers rely on diverse sources for market
information, with TV/Radio, traders, and
mobile apps being the most common.

6. Transportation modes vary, with a
considerable dependency on own vehicles,
cooperative transport, and middlemen.

7. Overall, agricultural marketing plays a
crucial role in promoting sustainable rural
development in Latur district.
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