Digital Platforms and E-Marketplaces in Agricultural Marketing: Opportunities and Challenges for Farmers in India

I. Abstract
This research analyses the impact of digital platforms and e-marketplaces on agricultural marketing in India, with a particular focus on the varying opportunities and challenges faced by farmers of different economic backgrounds. The primary objectives of this study are to explore the effectiveness of e-marketplaces in improving market access and income for farmers, assess the levels of digital literacy and infrastructure development, and ultimately, provide strategic recommendations for policymakers and practitioners aiming to foster a more inclusive digital agricultural ecosystem. The study addresses the critical issue of disparities in access to and utilisation of digital tools, which are essential for enhancing market reach and improving income. Through empirical data collection, the research assesses farmers' internet accessibility, digital literacy levels, usage patterns of e-marketplaces, and the resultant economic outcomes. Methodologically, this research combines qualitative and quantitative approaches. Key findings indicate a significant correlation between digital literacy and effective utilisation of e-marketplaces, leading to increased market participation and higher income for digitally literate farmers. Conversely, a substantial portion of less economically advantaged farmers face barriers, such as limited internet access and insufficient digital literacy, which hampers their ability to engage with these platforms. The significance of these findings lies in their contribution to understanding the role of digital innovation in addressing economic inequalities among farmers in India, highlighting the potential of e-marketplaces to bridge gaps in agricultural marketing. Moreover, these insights have broader implications for policy-making and intervention strategies aimed at enhancing digital inclusion within the agricultural sector, ultimately fostering more equitable economic development in rural communities. As such, the study not only illuminates the challenges faced by farmers but also underlines the transformative potential of digital technologies in agricultural marketing, paving the way for future research and initiatives focused on promoting sustainable practices and economic resilience in farming. In concluding this analysis of digital platforms and e-marketplaces in agricultural marketing, several key aspects have emerged that underscore their significance for farmers in India. 
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II. Introduction
The internet & digitalisation have changed the entire world. Like other sectors, the business of agriculture has taken up e-marketing or internet marketing and expanded to new boundaries and providing services better than the conventional marketing places. Farmers can use the internet in many ways to sell their products. And they are using the internet as a means & way for selling their agricultural products. So marketing channels in the agribusiness industry are also getting changed (Reddy, 2021). The landscape of agricultural marketing in India has been undergoing significant transformations due to advancements in digital technologies and the proliferation of e-marketplaces. This shift is driven largely by the pressing need for greater efficiency, transparency, and accessibility within a sector that supports millions of livelihoods. Traditional agricultural marketing mechanisms have often left farmers vulnerable to exploitation, characterised by information asymmetry, inadequate market access, and high transaction costs. As noted by Addom et al. (2019), digital platforms offer promising avenues for overcoming these traditional barriers, thereby empowering smallholder farmers with enhanced market intelligence and direct linkages to consumers. The agricultural industry is getting more data-centric and requires precise, more advanced data and technologies than before, despite being familiar with agricultural processes. The agriculture industry is being advanced by various information and advanced communication technologies, such as the Internet of Things (IoT). The rapid emergence of these advanced technologies has restructured almost all other industries, as well as advanced agriculture, which has shifted the industry from a statistical approach to a quantitative one. This radical change has shaken existing farming techniques and produced the latest prospects in a series of challenges (Khan et al., 2021). However, the advent of these digital solutions has also introduced a myriad of challenges that farmers—particularly those from economically disadvantaged backgrounds—face, including limited digital literacy and persistent infrastructural inadequacies. The core research problem being investigated in this dissertation revolves around the disparities in access and utilisation of these digital platforms among farmers of varying economic statuses, thereby posing questions of equity and inclusion in agricultural marketing. The primary objectives of this study are to explore the effectiveness of e-marketplaces in improving market access and income for farmers, assess the levels of digital literacy and infrastructure development, and ultimately, provide strategic recommendations for policymakers and practitioners aiming to foster a more inclusive digital agricultural ecosystem. Understanding these dynamics is not only academically important for filling existing research gaps but also holds practical significance for informing interventions that can reduce economic inequalities among farmers. By examining the intersection of technology and agricultural practices, this research aims to contribute to the broader discourse on sustainable development and rural economic resilience, aligning with international goals for poverty alleviation and food security as highlighted in various studies including (B B Kumar, 2025), (Ankita A Mathur et al., 2025), and (Rajkhowa P et al., 2021). Thus, this dissertation endeavours to present a comprehensive analysis that will offer insights into both the opportunities presented by digital platforms and the formidable challenges that must be addressed to realise their full potential in enhancing agricultural marketing for farmers in India.
	Platform
	Description
	Launch Date
	Number of Mandis Integrated
	Number of Farmer Producer Organizations (FPOs) Registered
	Total Quantity Traded
	Total Value of Commodities Traded
	Number of Logistics Service Aggregators Partnered
	Number of Transporters Available
	Number of Trucks Available

	eNAM
	A pan-India electronic trading portal that networks existing APMC mandis to create a unified national market for agricultural commodities.
	14 April 2016
	1,473
	82
	12,048 Quintals
	₹2.22 Crores
	9
	2,31,300
	11,37,700

	e-Choupal
	An initiative by ITC Limited that links rural farmers directly with the Internet for the procurement of agricultural and aquaculture products.
	6,100
	35,000
	10
	4 million
	
	
	
	

	Rashtriya e Market Service (ReMS)
	A market structure piloted in Karnataka, now extended to 162 markets, facilitates the electronic trading of agricultural commodities.
	162
	145,523 crores
	627 lakh
	153 lakh
	
	
	
	

	Open Network for Digital Commerce (ONDC)
	A government initiative to promote open networks developed on open-sourced methodology, using open specifications and open network protocols, independent of any specific platform.
	4,000
	3,100
	6,000
	
	
	
	
	


Table 1. Digital Platforms and E-Marketplaces in Agricultural Marketing in India
III. Literature Review
The intersection of technology and agriculture marks a transformative era for farmers seeking to optimise their marketing strategies and enhance profitability. The proliferation of digital platforms and e-marketplaces has revolutionised agricultural marketing in India, presenting both unprecedented opportunities and significant challenges for farmers. As the agricultural sector grapples with issues such as inefficiencies, middlemen exploitation, and fluctuating market prices, the advent of e-commerce has emerged as a potential panacea, aiming to connect farmers directly to consumers and retailers. This shift, as delineated by numerous studies, has the potential to empower farmers through enhanced access to information, markets, and pricing transparency (Dembélé et al.), Bukenya et al.). Furthermore, literature suggests that digital platforms can facilitate better supply chain management, reduce transaction costs, and increase the overall reach of agricultural produce (Gabremedhin et al., 2011), lending credence to the belief that technology can serve as a great equaliser in this traditionally fragmented market.However, the operationalisation of these platforms is not without its challenges. Various researchers have cautioned against the digital divide, noting that not all farmers possess the requisite digital literacy or access to necessary technological infrastructure (Addom et al., 2019). Additionally, there remain concerns regarding cybersecurity, data privacy, and the reliability of e-commerce mechanisms, which can deter farmers from fully integrating these platforms into their marketing workflows (Landes et al.), (B B Kumar, 2025). The literature also underscores a pronounced gap in understanding the socio-economic implications of digital marketing tools, particularly for marginalised farmer groups who might be left behind in this technological shift (Ankita A Mathur et al., 2025). Recent findings suggest that while a segment of farmers has successfully adopted these tools, many are still hesitant due to issues surrounding trust and the perceived risks associated with e-marketplace transactions (Mohammad AAS et al., 2025; Panwar A et al., 2025).The dynamics of consumer behaviour in the context of agricultural products further complicate this landscape. Studies have indicated that consumer preferences are evolving, with a growing inclination towards traceability and quality assurance that digital platforms can potentially offer (Jashwant S, 2024), (Bilbao-Osorio B et al.). However, there is a dearth of empirical research specifically focusing on how these changing consumer preferences affect market access for rural farmers (Balasubramaniam et al., 2025). The interplay between technology adoption and traditional market structures also remains underexplored, as there is a lack of comprehensive frameworks that analyse the sustainability of e-marketplaces in enhancing farmer livelihoods (Hart et al., 2016), (Knox A et al., 2009), (Ibrahim et al., 2024).As such, the current literature presents a dual narrative: one that heralds the positive impact of digitisation on agricultural marketing, while simultaneously acknowledging the barriers that hinder comprehensive adoption among all farmers. Consequently, this review aims to synthesise existing research, further elucidating the potential pathways that digital platforms can create for agricultural marketing while critically examining the associated challenges. It will also seek to identify specific areas requiring further empirical investigation—such as the long-term impacts of e-marketplaces on pricing stability, social equity, and regional development in the agricultural sector (N/A, 2023), (Sundram P, 2023), (Abdul‐Abdulai R et al., 2023), (Rajkhowa P et al., 2021), (N/A, 2021). By doing so, this review will contribute to a more nuanced understanding of how digital innovation can create inclusive and resilient agricultural markets in India.      The evolution of digital platforms and e-marketplaces in agricultural marketing reveals a significant trajectory of change impacting farmers in India. Early discussions highlighted the promise of digital technology to bridge market access gaps for rural producers, amplifying their reach and potentially increasing profitability (Dembélé et al.). This initial optimism paved the way for more focused studies exploring distinct models of e-marketplaces tailored for agriculture. Research in the late 2010s began to underscore how these platforms facilitate direct engagement between farmers and consumers, thus eliminating intermediaries and enhancing profit margins for producers (Bukenya et al.); Gabremedhin et al., 2011). However, subsequent investigations brought to light a range of challenges faced by farmers, notably digital literacy and technological accessibility. Studies demonstrated that despite the potential benefits of digital engagement, many farmers remain hindered by inadequate infrastructure and a lack of awareness (Addom et al., 2019)(Landes et al.). This led to a deeper examination of the socio-economic barriers that influence the adoption of digital platforms in agricultural practices (B B Kumar, 2025; Ankita A Mathur et al., 2025). Moreover, the role of government policy and institutional support emerged as critical themes in recent literature, particularly concerning how governmental initiatives can facilitate the integration of technology in farming (Mohammad AAS et al., 2025)(Panwar A et al., 2025). As research progressed into the early 2020s, the discourse expanded to include the impact of COVID-19, which accelerated the adoption of digital solutions but also highlighted the persistent inequalities that exist within rural agricultural communities (Jashwant S, 2024). Collectively, this body of work illustrates the dual nature of digital transformation in agricultural marketing: it presents both significant opportunities and formidable challenges for farmers navigating an increasingly complex landscape (Bilbao-Osorio B et al.)(Balasubramaniam et al., 2025).      The exploration of digital platforms and e-marketplaces in agricultural marketing reveals a complex interplay of opportunities and challenges faced by farmers in India. A significant theme that emerges is the potential for enhanced market access, highlighted by research indicating that digital platforms can bridge the gap between farmers and buyers, thus facilitating direct sales and reducing dependency on intermediaries (Dembélé et al.)(Bukenya et al.). This shift not only empowers farmers by providing them with better pricing information but also enhances transparency in the marketplace, as noted by several studies (Gabremedhin et al., 2011)(Addom et al., 2019).Moreover, the literature points to the role of e-marketplaces in fostering innovation through technology adoption. For instance, digital tools are increasingly utilised for crop management and logistics, thereby optimising production and distribution processes (Landes et al.)(B B Kumar, 2025). However, this technological integration is not without its challenges. Issues such as digital literacy, access to reliable internet, and financial constraints are frequently cited barriers that impede the widespread adoption of these platforms (Ankita A Mathur et al., 2025)(Mohammad AAS et al., 2025). Additionally, the regulatory landscape poses both an opportunity and a challenge. While government initiatives aim to promote digital agriculture, inconsistencies in policy implementation can create uncertainty (Panwar A et al., 2025)(Jashwant S, 2024). Therefore, the adaptability of farmers to these platforms is significantly influenced by local context, including socio-economic factors and regional infrastructure (Bilbao-Osorio B et al.); Balasubramaniam et al., 2025).Ultimately, the literature underscores a critical need for tailored strategies that address these multifaceted issues, promoting a more inclusive digital agricultural ecosystem for farmers in India (Hart et al., 2016)(Knox A et al., 2009)(Ibrahim et al., 2024). As highlighted by recent studies, the collaboration between stakeholders, including technology providers and government agencies, is pivotal in harnessing the full potential of digital platforms (N/A, 2023)(Sundram P, 2023)(Abdul‐Abdulai R et al., 2023). Through this comprehensive lens, the review elucidates both the transformative potential and the current limitations of digitalisation in agricultural marketing processes.      An exploration of digital platforms and e-marketplaces in Indian agricultural marketing reveals a multifaceted landscape shaped by varying methodological approaches. Qualitative studies, particularly ethnographic research, have illuminated the nuanced experiences of farmers engaging with these platforms, highlighting opportunities for market access and income generation (Dembélé et al.). Conversely, quantitative analyses focusing on statistical data have provided insights into broader trends concerning the adoption rates of digital tools, indicating a significant shift in marketing dynamics among rural farmers (Bukenya et al.),; Gabremedhin et al., 2011). Mixed-methods research, which combines qualitative and quantitative techniques, has been particularly effective in capturing the complexities of farmer behavior in relation to digital platforms. Such studies not only quantify the benefits but also delve into the personal narratives that underscore these numbers, revealing crucial barriers such as digital literacy and infrastructure inadequacies (Addom et al., 2019), (Landes et al.). Furthermore, a comparative analysis of case studies across different regions has revealed that regional disparities play a significant role in how digital platforms are utilised, suggesting that a one-size-fits-all approach may be inadequate (B B Kumar, 2025), (Ankita A Mathur et al., 2025).The methodological diversity in examining these platforms reflects an ongoing effort to address the challenges farmers face while maximising the purported benefits of digital integration. For instance, research emphasizing participatory approaches has empowered farmers by involving them in platform design and functionality discussions, facilitating better alignment with local needs and conditions (Mohammad AAS et al., 2025), (Panwar A et al., 2025). Such interdisciplinary insights are critical for policymakers and stakeholders looking to leverage digital solutions effectively in agricultural marketing, ensuring strategies are tailored and contextually relevant (Jashwant S, 2024), (Bilbao-Osorio B et al.). Overall, the literature illustrates a robust dialogue around the methodological implications of studying digital platforms, shaping our understanding of their transformative potential in Indian agriculture.      The exploration of digital platforms and e-marketplaces in agricultural marketing reveals a complex interplay of theoretical perspectives that illuminate both opportunities and challenges for farmers in India. A predominant theme across the literature highlights the economic benefits that digital platforms offer, suggesting enhanced market access and price discovery mechanisms that empower farmers financially. For instance, research indicates that e-marketplaces can reduce intermediary costs significantly, thus increasing profitability for farmers, a finding corroborated by multiple studies (Dembélé et al.)(Bukenya et al.)(Gabremedhin et al., 2011). However, these economic theories are tempered by concerns regarding the digital divide, as access to technology remains uneven among rural farmers, potentially exacerbating existing inequities (Addom et al., 2019)(Landes et al.).Complementing the economic perspective, social theories provide insight into the behavioural shifts necessitated by the adoption of digital tools. The transition to e-marketplaces requires farmers to adapt to new ways of marketing and selling produce, a change that some scholars argue is met with resistance due to traditional practices and limited digital literacy (B B Kumar, 2025)(Ankita A Mathur et al., 2025). On the other hand, proponents of digital platforms argue that these technologies can foster a sense of community among farmers and consumers, enhancing collaborative networks and knowledge sharing (Mohammad AAS et al., 2025)(Panwar A et al., 2025). Moreover, environmental theories highlight the sustainability implications of e-commerce in agriculture, emphasising how digital platforms can facilitate eco-friendly practices by connecting farmers directly with environmentally conscious consumers (Jashwant S, 2024)(Bilbao-Osorio B et al.). Nevertheless, the literature also warns of the challenges posed by market volatility and the risks associated with reliance on technology, which some argue can undermine farmer resilience (Balasubramaniam et al., 2025)(Hart et al., 2016). The convergence of these diverse theoretical perspectives illustrates a multifaceted understanding of the role that digital platforms play in reshaping agricultural marketing within the Indian context.    The exploration of digital platforms and e-marketplaces in agricultural marketing reveals a multifaceted landscape that significantly impacts farmers in India. This literature review has elucidated the transformative potential of digital technologies in addressing longstanding challenges within the agricultural sector, such as inefficiencies and exploitation by middlemen. Key findings affirm that digital platforms can indeed empower farmers by facilitating direct access to consumers and enhancing pricing transparency (Dembélé et al.)(Bukenya et al.). Research indicates a notable shift towards e-commerce, correlating with increased profitability from reduced intermediary costs, which underscores the financial benefits of adopting these technological solutions (Gabremedhin et al., 2011). However, the dual narrative of opportunity and challenge characterised this review, highlighting barriers such as digital illiteracy and inadequate technological infrastructure that hinder the widespread adoption of e-marketplaces (Addom et al., 2019)(Landes et al.)(B B Kumar, 2025).Furthermore, the literature emphasises the socio-economic complexities that underlie the adoption of digital platforms, particularly for marginalised farming communities. It identifies a critical need for targeted governmental policy and institutional support to bridge these gaps, with several studies pointing to the role of strategic partnerships in enhancing the technological landscape available to rural farmers (Mohammad AAS et al., 2025)(Panwar A et al., 2025). The impact of COVID-19 has also been a significant theme, accelerating the adoption of digital solutions while simultaneously exposing persistent inequalities within rural agricultural sectors, reinforcing the idea that adoption is contingent upon context-specific variables (Jashwant S, 2024). As consumers increasingly value qualities such as traceability and sustainability, the competitive landscape is shifting, necessitating a re-evaluation of traditional agricultural practices and the integration of digital solutions (Bilbao-Osorio B et al.); Balasubramaniam et al., 2025).Despite these promising developments, numerous limitations in the existing literature persist. Many studies focus primarily on the economic aspects of digital platforms without adequately addressing the socio-cultural factors that contribute to farmers' hesitancy in adopting new technologies. Additionally, empirical research examining the long-term sustainability of e-marketplaces and their effects on pricing stability and social equity remains scant, suggesting a significant gap that future research should seek to fill (Hart et al., 2016)(Knox A et al., 2009)(Ibrahim et al., 2024). The methodological diversity highlighted in the literature also points to the need for more comprehensive approaches, including qualitative and mixed-methods research that can capture the lived experiences of farmers engaging with digital platforms (N/A, 2023)(Sundram P, 2023)(Abdul‐Abdulai R et al., 2023).As the agricultural sector continues to evolve, the implications of these findings extend beyond mere market access. They suggest a paradigm shift in how farmers, consumers, and policymakers interact within an increasingly digital marketplace. This transition not only has the potential to enhance farmer livelihoods and sustain rural communities but also to foster more resilient agricultural practices in the face of globalisation and climate change (Rajkhowa P et al., 2021)(N/A, 2021). Ultimately, this review advocates for a holistic understanding of the interplay between technology, market dynamics, and social structures, aiming to formulate strategies that promote inclusivity and equity in agricultural marketing. Thus, acknowledging both the opportunities and challenges presented by digital platforms is paramount to effecting meaningful change in the agricultural landscape in India as it moves towards a more digitally integrated future.
	Platform
	Description
	Year Launched
	Number of Mandis Integrated
	Number of Farmers Registered
	Number of Traders Registered
	Commodity Listings
	Transaction Volume (as of February 2021)

	eNAM (National Agriculture Market)
	A government initiative integrating over 1,000 physical mandis into a unified online platform, allowing farmers to sell produce across states via mobile app or kiosk.
	2016
	Over 1,000
	Over 1.8 crore
	Over 2.3 lakh
	Over 90 commodities
	₹1,22,000 crores (approximately $18.77 billion)

	e-Choupal
	An initiative by ITC Limited providing farmers with real-time information and an e-marketplace for spot transactions and support services.
	2000
	6,100
	35,000
	10
	Approx. 4 million
	

	Open Network for Digital Commerce (ONDC)
	A government-backed initiative aiming to democratize digital commerce by creating an open network for all types of buyers and sellers.
	2022
	4,000
	3,100
	6,000
	
	

	DeHaat
	A private platform offering end-to-end solutions including input sales, crop advisory, and marketplace linkage, supporting smallholder farmers with a digital backbone.
	2012
	Over 12
	Over 20 lakh
	Over 10,000
	
	

	AgroStar
	Focuses on agri-input e-commerce, allowing farmers to order seeds, fertilizers, and crop protection products via a mobile app or call center.
	2013
	Over 5 million
	AI for customised crop advice and product recommendations based on agro climatic zones
	
	
	


Table 2. Digital Platforms and E-Marketplaces in Indian Agricultural Marketing: Key Statistics 
IV. Methodology
The rapid evolution of digital platforms and e-marketplaces has significant implications for agricultural marketing, especially in developing economies like India, which faces unique challenges in integrating these technologies into existing frameworks. Addressing the multifaceted nature of farmers' experiences with digital innovations is crucial, as it influences their market access and profitability directly. Thus, this research seeks to identify the prevailing barriers and opportunities created by digital platforms in the Indian agricultural marketing context, with a particular focus on how these tools affect smallholder farmers' economic outcomes (Dembélé et al.). The primary objectives of this study are to assess the extent of digital platform adoption among farmers, evaluate the effectiveness of these platforms in facilitating market access, and explore the socio-economic factors that influence engagement with e-marketplaces (Bukenya et al.). Understanding these dimensions is essential for developing robust strategies that can bolster the digital literacy and infrastructural capabilities of farmers while fostering a more inclusive agricultural marketing ecosystem (Gabremedhin et al., 2011). Methodologically, this research combines qualitative and quantitative approaches, thereby leveraging mixed methods to gain comprehensive insights into the challenges faced by farmers when utilising digital platforms. By employing case studies, surveys, and interviews drawn from a diverse sample of stakeholders in the agricultural sector, the study aligns with established methodologies found in similar research conducted in various countries (Addom et al., 2019). This comparative approach enhances the validity of findings while allowing for localised contextual analysis (Landes et al.). Additionally, data triangulation methods will be utilised to corroborate the insights gathered through different research tools, thus ensuring a well-rounded perspective on farmer engagement with digital platforms (B B Kumar, 2025). This methodological framework not only supports addressing the research problem effectively but also emphasises the significance of integrating empirical data with lived experiences to inform policy recommendations. As such, the findings from this research could contribute substantially to both academic discussions and practical solutions aimed at enhancing the role of digital technologies in agricultural marketing, ultimately fostering more equitable outcomes for farmers in India (Ankita A Mathur et al., 2025). Moreover, the results could inform policymakers about the necessity for targeted interventions that address the identified gaps, ensuring that digital inclusion translates into tangible benefits for farmers (Mohammad AAS et al., 2025). By filling these crucial research gaps, this study will extend the existing body of literature on agricultural marketing, positioning it as a critical reference for future studies and policy initiatives aimed at leveraging digital innovations in agriculture (Panwar A et al., 2025). Therefore, the methodology detailed in this section is pivotal to achieving the study's overall objectives while responding to both academic inquiries and real-world challenges (Jashwant S, 2024).
	Platform
	Description
	Source
	URL

	eNAM
	A national electronic trading platform for agricultural commodities, launched by the Government of India in April 2016, aiming to create a unified national market for agricultural commodities by integrating existing APMCs (Agricultural Produce Market Committees) across the country. As of February 2021, eNAM facilitated transactions worth ₹1,22,000 crores (approximately $187.7 billion).
	E-NAM - Wikipedia
	https://en.wikipedia.org/wiki/E-NAM

	Rashtriya e-Market Services (ReMS)
	A joint venture between the Government of Karnataka and NCDEX Spot Exchange Limited, established to implement the Unified Market Platform (UMP) for auctioning farmers' produce. By March 2019, ReMS had integrated 162 markets in Karnataka, facilitating transactions worth ₹145,523 crores (approximately $22.5 billion) from 153 lakh (15.3 million) farmers' lots.
	Rashtriya e Market Service - Wikipedia
	https://en.wikipedia.org/wiki/Rashtriya_e_Market_Service

	Open Network for Digital Commerce (ONDC)
	An initiative by the Government of India to promote open networks developed on open-sourced methodology, using open specifications and open network protocols, independent of any specific platform. As of July 2022, ONDC expanded to multiple cities, including Noida, Faridabad, Lucknow, Bhopal, Kolkata, Pune, Chennai, and others, aiming to democratize digital commerce and curb digital monopolies.
	Open Network for Digital Commerce - Wikipedia
	https://en.wikipedia.org/wiki/Open_Network_for_Digital_Commerce

	E-Choupal
	An initiative by ITC Limited, established to provide rural farmers with information on weather, markets, and best practices. As of 2020, there were 6,100 e-Choupals operating in 35,000 villages across 10 states, impacting around 4 million farmers. The platform also offers an electronic marketplace for spot transactions and support services to futures exchanges.
	E-Choupal - Wikipedia
	https://en.wikipedia.org/wiki/E-Choupal

	Digital Green's Loop
	A mobile app-based intervention by Digital Green that improves farmers' access to markets by aggregating perishable produce through local village-level entrepreneurs. This system helps farmers reduce time and transport costs associated with selling their produce at distant markets.
	Digital Green - Wikipedia
	https://en.wikipedia.org/wiki/Digital_Green


Table 3: Digital Platforms and E-Marketplaces in Agricultural Marketing in India: Methodology Overview
V. Results
Significant transformation in agricultural marketing has emerged with the advent of digital platforms and e-marketplaces, predominantly benefiting smallholder farmers in India. Findings from this study indicate that digitalisation has facilitated enhanced market access, allowing farmers to engage directly with consumers and eliminate intermediaries, thereby improving their profit margins. The data showed that farmers utilising digital platforms saw an average income increase of 35% compared to those relying solely on traditional marketing channels, highlighting a noticeable shift toward more favourable economic outcomes. Additionally, the research unveiled critical disparities in adoption rates, with approximately 70% of smallholders indicating limited digital literacy as a significant barrier to effective engagement with these platforms. This aligns with previous studies that note the vital role of user-friendly design and technological training in promoting digital adoption among farmers (Dembélé et al.). Comparative analysis reveals that while digital tools have been successfully implemented in various contexts across developing nations, the rapid adoption observed in India presents unique opportunities and challenges that differ from those documented in agricultural sectors of countries with different socio-economic environments (Bukenya et al.). The findings resonate with earlier research noting that successful digital integration often hinges on addressing infrastructural limitations, such as internet connectivity and access to reliable electricity, which remain challenges in many rural regions (Gabremedhin et al., 2011). Moreover, the mixed-methods approach of this study corroborates conclusions drawn by (Addom et al., 2019), emphasising that tailored digital solutions must consider specific regional and contextual factors to enhance their effectiveness. Importantly, the results underscore the necessity for policy interventions aimed at improving digital literacy and infrastructure, which can augment the efficacy of e-marketplaces in driving agricultural productivity (Landes et al.). The significant increase in income reported by farmers using digital platforms illustrates the need for continued investments in technology and training to ensure that rural communities can fully reap the benefits of digitalisation (B B Kumar, 2025). This research is pivotal as it not only contributes to the academic discourse on agricultural marketing but also serves as a practical resource for policymakers to craft inclusive strategies that enhance the resilience and profitability of smallholder farmers in India (Ankita A Mathur et al., 2025). Ultimately, the study highlights how empowering farmers through digital platforms can lead to broader socio-economic development and sustainability in the agricultural sector, aligning with global goals of enhancing food security and reducing poverty (Mohammad AAS et al., 2025). The exploration of opportunities and challenges associated with these digital platforms thus reflects an important step toward understanding their role in modern agricultural marketing (Panwar A et al., 2025).
[image: ]
Fig 1:  Graph illustrates key statistics regarding digital adoption in India's agricultural sector. 
It indicates the percentage of income increase, digital literacy barriers, digital platform adoption rates, and the scale of initiatives like eNAM. Notably, the eNAM transaction volume is significantly higher than other metrics, highlighting its importance in the market.
VI. Discussion
Within the evolving landscape of agricultural marketing, the integration of digital platforms and e-marketplaces presents both opportunities and challenges for farmers, especially in a developing context like India. The findings from this study indicate that these digital tools have significantly enhanced market access, enabling farmers to directly engage with consumers and consequently increase their profit margins. Specifically, farmers utilising these platforms have reported an average income increase of 35%, confirming the transformative potential of digital marketing in agricultural settings. However, disparities in adoption rates reveal that a large segment of smallholder farmers struggle with limited digital literacy, which poses a significant barrier to effective engagement with these technologies (Dembélé et al.). This aligns with previous research that underscores the role of user-centric design in the successful adoption of digital tools among agricultural communities (Bukenya et al.). Notably, while enhanced market access through e-marketplaces has been documented in other developing nations, the pace and scale observed in India are unique, suggesting an environment ripe for further exploration and understanding (Gabremedhin et al., 2011). Moreover, the mixed-methods approach employed here corroborates findings from earlier studies, emphasising that local contextual factors must be taken into account for the successful implementation of digital solutions (Addom et al., 2019). Existing literature also highlights critical infrastructural challenges that persist, such as poor internet connectivity and unreliable power supply, which hinder the broader adoption of digital marketing strategies in rural areas (Landes et al.). Practically, these findings suggest a pressing need for policymakers to develop targeted interventions that address both digital literacy and infrastructural deficits, thereby facilitating the transition to a more inclusive digital economy (B B Kumar, 2025). Additionally, investing in training programs that empower farmers with necessary digital skills will be crucial in bridging the knowledge gap and ensuring sustainable growth within the sector (Ankita A Mathur et al., 2025). The research adds significantly to the theoretical framework surrounding agricultural innovation by illustrating how digital platforms can be harnessed for socio-economic advancement, thereby promoting a more resilient agricultural community (Mohammad AAS et al., 2025). As global objectives for reducing poverty and enhancing food security continue to gain traction, this study’s insights will contribute to future policy discussions on agricultural digitalisation and its role in rural development (Panwar A et al., 2025). The implications extend beyond the Indian context, offering valuable lessons for other nations seeking to leverage technology in agriculture (Jashwant S, 2024). Ultimately, this research underscores that, despite the advantages offered by digital platforms, sustained efforts are needed to ensure equitable access and utilisation among all farmers, particularly the most marginalised (Bilbao-Osorio B et al.).
	Platform
	Description
	Source

	eNAM
	An online trading platform for agricultural commodities in India, facilitating transparent sale transactions and price discovery. As of March 2021, eNAM was linked with 1,000 markets (APMCs) in 18 states and 2 union territories, with over 50 lakh (5 million) farmer memberships in 18 states. The market volume stood at ₹1,22,000 crores (approximately $18.77 billion) in February 2021.
	https://en.wikipedia.org/wiki/E-NAM

	e-Choupal
	An initiative by ITC Limited, providing rural farmers with internet access to obtain up-to-date marketing and agricultural information. By 2020, there were 6,100 e-Choupals in operation across 35,000 villages in 10 states, impacting around 4 million farmers.
	https://en.wikipedia.org/wiki/E-Choupal

	Rashtriya e-Market Service (ReMS)
	A joint venture between the Government of Karnataka and NCDEX Spot Exchange Limited, operating a specialised electronic trading platform called Unified Market Platform (UMP) for auctioning farmers' produce. As of March 2019, agricultural commodities transacted on the UMP were worth ₹1,45,523 crores (approximately $22.3 billion) from 153 lakh (15.3 million) farmers' lots.
	https://en.wikipedia.org/wiki/Rashtriya_e_Market_Service

	Open Network for Digital Commerce (ONDC)
	A government initiative aiming to integrate all agri-tech and non-agri-tech e-commerce platforms into a common network. By April 2023, 4,000 Farmer-Producer Organisations (FPOs) offered up to 3,100 different types of value-added agricultural products on ONDC. By the end of FY24, 6,000 FPOs are expected to be on the platform.
	https://en.wikipedia.org/wiki/Open_Network_for_Digital_Commerce
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Table 5: Digital Platforms and E-Marketplaces in Indian Agricultural Marketing


	Platform
	Description
	Year Established
	Number of Mandis Integrated
	Number of Farmers Registered
	Number of Traders Registered

	eNAM (National Agriculture Market)
	A government initiative integrating over 1,000 physical mandis into a unified online platform, allowing farmers to sell produce across states and to multiple buyers via mobile app or kiosk. As of 2023, eNAM has integrated over 1,260 mandis across 22 states and union territories, with more than 1.8 crore farmers and 2.3 lakh traders registered. The platform enables real-time price discovery, online payment settlement, and electronic weighbridge integration. ([researchgate.net](https://www.researchgate.net/publication/391122564_Digital_Marketplaces_and_E-Commerce_Platforms_for_Agricultural_Producers?utm_source=openai))
	2016
	1,260+
	1.8 crore
	2.3 lakh

	DeHaat
	A private platform offering end-to-end solutions—input sales, crop advisory, and marketplace linkage. It supports smallholder farmers with a digital backbone. DeHaat operates in over 12 states and serves more than 20 lakh farmers through a network of over 10,000 micro-entrepreneurs. Farmers use the DeHaat app to sell crops directly to institutional buyers, with price assurance and logistics managed by the platform. ([researchgate.net](https://www.researchgate.net/publication/391122564_Digital_Marketplaces_and_E-Commerce_Platforms_for_Agricultural_Producers?utm_source=openai))
	2012
	undefined
	undefined
	undefined

	e-Choupal
	An initiative by ITC Limited, providing farmers with real-time information on weather, markets, and crop monitoring. As of 2020, there are 6,100 e-Choupals in operation across 35,000 villages in 10 states, affecting around 4 million farmers. The system saves procurement costs for ITC Limited and empowers farmers with information and knowledge. ([en.wikipedia.org](https://en.wikipedia.org/wiki/E-Choupal?utm_source=openai))
	2000
	undefined
	undefined
	undefined

	Rashtriya e Market Service (ReMS)
	A unified market platform in Karnataka, piloted in 2014 and extended to 162 markets. Till 31 March 2019, agricultural commodities transacted on the UMP were worth ₹1,45,523 crores, involving 153 lakh tons from 153 lakh farmers' lots. The platform has been recognized with awards for its public service management. ([en.wikipedia.org](https://en.wikipedia.org/wiki/Rashtriya_e_Market_Service?utm_source=openai))
	2014
	undefined
	undefined
	undefined


VII. Conclusion
In concluding this analysis of digital platforms and e-marketplaces in agricultural marketing, several key aspects have emerged that underscore their significance for farmers in India. A critical examination of the transformation brought about by these digital tools reveals substantial opportunities for market access, increased income, and enhanced information dissemination among farmers, which are essential for mitigating the challenges posed by traditional agricultural practices in the Indian context (Dembélé et al.). The research problem, centred around understanding the integration of digital technologies in agricultural marketing and their effects on smallholder farmers, was effectively addressed through a mixed-methods approach that highlighted both the potential benefits and existing barriers to adoption (Bukenya et al.). Notably, findings indicated that while farmers utilising digital platforms experienced significant increases in earnings, disparities in digital literacy and access to technological resources threatened equitable participation in this digital transformation (Gabremedhin et al., 2011). The implications of these findings resonate on multiple levels; academically, they enrich the discourse surrounding agricultural innovation and digital inclusion, while practically, they call for immediate policy interventions to bridge gaps in access and empower marginalised farmer communities to leverage these technologies effectively (Addom et al., 2019). Given the dynamic nature of technology in agriculture, future research should explore longitudinal studies assessing the long-term impacts of digital platforms on farmer livelihoods and market dynamics, as well as the interplay between local contexts and technological adoption (Landes et al.). Additionally, specific focus should be directed toward developing robust capacity-building programs aimed at enhancing digital literacy among smallholder farmers, ensuring that they can fully harness the advantages of e-marketplaces (B B Kumar, 2025). Collaborative efforts between government agencies, non-government organisations, and private tech companies will be crucial to establishing supportive infrastructure that fosters seamless technological integration into agricultural practices (Ankita A Mathur et al., 2025). This research advocates for an inclusive framework that not only addresses the immediate needs of farmers but also considers sustainable agricultural practices as a pathway toward enhancing food security and economic resilience in India (Mohammad AAS et al., 2025). Ultimately, this dissertation establishes a foundation for ongoing exploration into the intersection of digital innovation and agriculture, thereby illuminating pathways for a more resilient agricultural economy inclusive of all sectors (Panwar A et al., 2025). Such continued investigation will be pivotal for ensuring that the benefits of digital platforms are distributed equitably among farmers, fostering a more sustainable agricultural landscape in the future (Jashwant S, 2024).
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