AN ANALYSIS OF MARKETING PROBLEMS FACED BY THE FARMERS IN SALEM DISTRICT





ABSTRACT

For farmers in India, agricultural marketing is still a major obstacle, especially in areas like Tamil Nadu's Salem district, where informational, structural, and infrastructure limitations still obstruct development. With an emphasis on issues like middlemen exploitation, price volatility, a lack of storage and transportation facilities, restricted access to formal markets, and insufficient market information, this study attempts to identify and analyse the main marketing challenges that farmers in the district face. The study's foundation is a mix of secondary data from institutional and governmental reports and primary data gathered from local farmers' interviews and structured questionnaires. Due to inadequate connectivity and ignorance of alternative market platforms like e-NAM, the majority of farmers, according to the findings, rely significantly on intermediaries. To guarantee fair pricing and lower post-harvest losses, the study also emphasises the necessity of increased institutional support, Farmer Producer Organisation (FPO) promotion, and infrastructure development. The paper's conclusion makes recommendations for community-driven solutions and policy-level interventions to improve farmers' access to markets and profitability in the Salem district.
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INTRODUCTION
India's villages are the backbone of its economy. The prosperity of agriculture in many ways also affects people's economic standing. Comparatively speaking, to other nations, between 69 and 70 percent of Indians have worked directly in agriculture or related fields like agro-industries. Agriculture accounts for almost 40% of India's total national income. As a result, the agricultural sector bears a major role in the nation's economic growth. India is a major player in foreign exchange and international trade. About 38% of India's total exports are its agricultural products. Regular exports to various nations around the world include jute, tea, oilseeds, spices, tobacco, and millet.
Additionally, agriculture provides food grains to feed our nation's growing population of almost 100 crore people. Additionally, it increases the amount of food available for extensive animal farms. Furthermore, a variety of industries use food grains as raw materials. Thus, agriculture is the foundation of small-scale, cottage industries such as cotton, jute, handlooms, spinning, oil milling, rice, and sugar. Industrial production levels are rising in response to the demands of agricultural production. In summary, farming plays a significant role in the Indian economy.
Producing agricultural products is just as vital as marketing them. The process of agricultural marketing starts with the decision to produce a marketable good, considering all technical and financial factors as well as all aspects of institutional and functional systems. The pre- and post-harvest activities, as well as the grouping, grading, warehousing, transportation, and distribution of the farm products, should all be taken into consideration when marketing agricultural products. In addition to the actual movement of goods from producers to consumers, setting prices at each stage of the marketing process is crucial to the success of agricultural marketing. One crucial component of the marketing channel is the







transmission of price signals. Therefore, a key component of the agricultural marketing system has been the implementation of market policies.
The Salem district's profusion of agricultural products, particularly its paddy, sugarcane, and vegetable production, which occurs in two distinct seasons of the year, should have well-functioning marketing channels. Salem needs to have a large market network because the harvested goods must be distributed for consumption both domestically and abroad. As a result, the researcher tries to investigate the opportunities and problems that farmers in the Salem district have faced in recent years.
REVIEWS RELATED TO THE RESEARCH
Acharya and Agarwal (2011) offer a thorough analysis of the origins, development, and current state of agricultural marketing in India. The book lays out the main obstacles that farmers encounter when trying to reach markets. These include things like the dominance of middlemen, bad infrastructure, insufficient storage space, and a lack of up-to-date market information. Particularly noteworthy is the work's in-depth examination of agricultural trade regulation, marketing channels, and methods for determining prices. The authors stress the importance of more farmer involvement in organised marketing systems and changes to market institutions. Cooperative marketing, regulated markets (mandis), and direct marketing initiatives (like farmers' markets and contract farming) are also discussed in depth in the book. A key takeaway from the text is the historical background and policy recommendations that help put present marketing inefficiencies and the necessary reforms into perspective. This book provides a wealth of theoretical and practical information for studies that target marketing issues in particular areas, such as the Salem district. It offers frameworks for analysing interactions between farmers and markets and for identifying systemic bottlenecks.

Chand (2012) provides a critical examination of the connection between India's agricultural market structure and agricultural development policies. The study highlights the discrepancy between market-oriented reforms and production-centric policies, contending that although large investments have been made to increase agricultural output, little focus has been placed on fortifying the market connections required to guarantee farmers' equitable returns. Chand draws attention to important problems like middlemen's dominance, the inefficiency of regulated markets (APMCs), and the lack of integration between rural and national supply chains. In order to support competitive, transparent, and farmer-friendly marketing systems, he supports policy interventions such as infrastructure development, contract farming- enabling legal reforms, and the growth of digital and direct marketing platforms. The potential contribution of the private sector and public-private partnerships to closing gaps in logistics and post-harvest management is also discussed in the paper. Chand's work offers a solid policy-level framework for research on regional agricultural marketing issues, like those in the Salem district, to comprehend how macroeconomic reforms can affect farmer outcomes at the micro level.
Chigadolli, Shivalingaiah, and Lohar (2024) examined how smart agriculture technologies, like drones, AI, and precision farming, can help solve today's agricultural problems. The authors contend that by facilitating timely harvesting, quality control, and improved alignment with market demand, these innovations not only increase productivity but also improve market access. For farmers to get the most out of these tools, the study highlights the necessity of policy support and digital literacy. In areas like Salem, where technology adoption can close the gap between production and market connectivity, this research is pertinent to marketing challenges.
An extensive summary of the state's agricultural policies, programmes, and results can be found in the Department of Agriculture's Annual Report 2021–22, published by the

Government of Tamil Nadu in 2022. The report outlines continuous initiatives to enhance agricultural marketing through the development of infrastructure, including the creation of new regulated markets, online resources like the Uzhavan App, and campaigns to support Farmer-Producer Organisations (FPOs). It also points out marketing obstacles like unstable prices and insufficient storage space. With context-specific insights for areas like Salem, this report is an essential resource for comprehending the state's strategy for resolving farmers' marketing issues.
Gupta and Singh (2019) analysed how agro-based industries and value addition can boost Indian agriculture's sustainability and profitability. The authors emphasise how farmers can lessen their reliance on primary markets and increase market value by processing, packaging, and branding agricultural products. They also go over the issues that impede the expansion of the agro-processing industries, like poor infrastructure, restricted financial access, and a lack of technological adoption. According to the study, promoting value-added products can offer a workable solution to marketing issues, particularly for farmers in areas like Salem, where improved processing and direct marketing channels can boost agricultural outputs.
Jashwant (2024) offers a thorough qualitative examination of the opportunities and difficulties facing Indian agriculture marketing. The study identifies major barriers that prevent farmers from accessing fair prices and lucrative markets, including the dominance of intermediaries, a lack of market knowledge, and inadequate infrastructure. The study also identifies new opportunities to strengthen market connections and give farmers more power, including the potential of digital platforms, Farmer-Producer Organisations (FPOs), and contract farming. With insights pertinent to regional studies like those on Salem district farmers, this work helps comprehend the larger problems of agricultural marketing in India.

A thorough analysis of the socioeconomic circumstances of agricultural households in rural India can be found in the NSSO's 2019 Situation Assessment of Agricultural Households and Land and Livestock Holdings of Households in Rural India. The report highlights the pervasive reliance on traditional and informal market channels by providing useful data on farmers' market engagement, agricultural practices, and income sources. It also clarifies problems like low agricultural produce prices and restricted institutional credit availability. The results provide a vital empirical foundation for comprehending the obstacles farmers encounter when trying to reach fair markets, making them an indispensable tool for regional research such as that conducted in the Salem district.
Nair and Gupta (2021) examined the effects of recent agricultural market reforms in India, paying particular attention to the three contentious farm laws that the government enacted in 2020. The authors evaluate how these reforms affect farmers' access to markets, ability to negotiate prices, and bargaining power. The study criticizes the difficulties faced by small-scale farmers, particularly with regard to their susceptibility to market volatility and the waning influence of traditional market institutions, even as it highlights possible advantages like greater market liberalisation and private sector participation. Studies examining market access concerns in particular districts, such as Salem, will find this paper's critical viewpoint on the development of agricultural marketing policies and their effects to be extremely pertinent.
Saha, Sinha, and Saha (2024) analysed the convoluted terrain of agricultural marketing in India with an eye towards the policies, political dynamics, and challenges that define farmer market results. The paper covers problems including poor infrastructure, the importance of middlemen, and inefficiencies of the Agricultural Produce Market Committees (APMCs). The writers also investigate political elements affecting agricultural policies, including how actions of state and central governments affect market operations.  This study offers

insightful analysis of the larger background of agricultural marketing in India, which is directly relevant to grasping the difficulties experienced by farmers in areas like Salem by stressing both systematic problems and policy responses.
The Stallion Journal for Multidisciplinary Associated Research Studies (2024) offers a thorough qualitative research on the possibilities and difficulties in agricultural marketing for India. The paper points out ongoing problems, including the predominance of middlemen, lack of market access, and poor infrastructure, that impede farmers' capacity to get fair prices. It also looks at chances to strengthen Farmer Producer Organisations (FPOs), enhance direct marketing channels, and integrate digital technologies, so as to improve market systems. This study is a valuable resource for studies on agricultural marketing problems in particular areas like Salem since it offers pragmatic ideas on overcoming the marketing challenges faced by farmers.
Venkatesh and Anitha (2018), using a case study approach, look at the marketing issues Indian farmer’s encounter. Important problems, including middlemen's exploitation, lack of storage facilities, transportation problems, and poor access to market information, are underlined in the study. To help farmers guarantee better prices and lower post-harvest losses, it underlines the need for more robust institutional support and upgraded infrastructure. The results directly relate to knowledge of localized marketing challenges; thus, this study is especially helpful for investigating comparable problems in areas like Salem district.
The World Bank (2020) report Enabling the Business of Agriculture 2019 assesses how different countries' regulatory systems affect the operation of agricultural markets. It addresses things like supply chain logistics, market access, contract execution, and digital tool use. The paper emphasizes the need of simplified laws and infrastructure development to assist effective agricultural marketing. Its worldwide viewpoint provides insightful policies

and benchmarks that might guide initiatives aiming at bettering market conditions for Indian farmers, including those in the Salem area.
STATEMENT OF THE PROBLEM

Among the other districts in Tamil Nadu state, Salem is regarded as the one with sufficient infrastructure for all three sectors: primary, secondary, and tertiary. Particularly in well- equipped Many branch canals with enough cultivable land and irrigation facilities, agriculture is extensively practiced around the state. Principal crops grown in Salem's area are paddy, cotton, sugarcane, and turmeric. Sometimes summer rice is grown in some areas under a single or double cropped rice based cropping system; sometimes a third crop is grown. The abundance of rainfall during the north-east monsoon, the canal water source from the river Cauvery, and suitable soil favour full bowl of rice output. The issue here is that marketing agricultural products does not follow any set pricing structure. The loans taken for agricultural development and upkeep cause suffering for farmers.
OBJECTIVES OF THE RESEARCH
1. To find the problems faced by the farmers while marketing their agricultural produces.
2. To analyse the marketing support of various government agencies.

HYPOTHESIS
H0: There is no significant association between the types of government agencies supporting the marketing services and their extent of support to Salem district farmers.
RESEARCH METHODOLOGY
The study area will be the entire Salem district. The researcher chooses this issue since the increasing number of burdens among the local farmers in recent years forces him to do so. Comprising fourteen taluks in the Salem district—Salem (West, South), Yercaud, Valapady, Attur, Pethanaickenpalayam, Gangavalli, Thalaivasal, Sankari, Edappadi, Mettur, Omalur,

and Kadayampatti—the study area spans. The study runs for two years, from 2024 to 2025. Two years of secondary data collection have gone towards the researcher. About eight months have gone into gathering the main data; the remaining time is used for drafting and finishing the research paper. The study has a total sample size of 200. The sample size is determined with a fixed proportionate random sampling technique, depending on the farming population in every Taluk of Salem district.
MARKETING PROBLEMS IN SALEM GARRET’S RANKING TECHNIQUE
Marketing of agricultural products is a very hard task for farmers. The marketing of industrial goods can be done smoothly and effectively, because sales promotion facilitates to find ready market. But for farming produce, the cultivators himself have to search the fair market or fall prey to exploiting middlemen or in regulated markets. The recent innovations in agricultural marketing field, unlike industrial marketing fail to gain momentum among due to lack of literacy and awareness level. These are the few reasons to highlight the issues in farm marketing. The researcher identified nearly 21 complications lack of market information, inadequate storage facility, price fluctuation, improper weight and measures, interference of middleman brokers, etc. The seriousness of the above problems on the order of their rank is analysed using Garret’s Ranking Technique and presented in the below table.
Table 1 Marketing Problems in Salem District - Garrett’s Ranking Technique

	S.No.
	Particulars
	Total Score
	Rank

	1.
	Farmers do not have the right to fix the price for their products
	18018
	1

	2.
	Price instability
	14460
	2

	3.
	Impulsive demand and supply
	12096
	3

	4.
	Deficiency of regulated/co-operative selling societies in my place
	12042
	4

	5.
	Lack of transport/ set-up/ link roads
	07128
	5

	6.
	Lack of good local market yard capability
	07056
	6



	7.
	Lack of exclusive insurance capability for transport/arrangement of agricultural Yield
	07056
	7

	8.
	Deficiency of collective bargaining
	06984
	8

	9.
	Postponements in payment by sellers
	05760
	9

	10.
	High transportation charge
	05610
	10

	11.
	Loading/ unloading issues
	05610
	11

	12.
	The regulated market is too far from the farmer's place.
	04464
	12

	13.
	Farmers are not making their products as a brand.
	03204
	13

	14.
	Unsuitable wrapping materials and high packing costs
	03024
	14

	15.
	Middleman and brokers' problems
	01932
	15

	16.
	Lack of market data
	01908
	16

	17.
	Insufficient storage facility
	01896
	17

	18.
	Misconducts in the market
	01848
	18

	19.
	Farmers not educated
	01836
	19

	20.
	Ignorance about excellence testing & control
	00792
	20

	21.
	Weights and measurements are not satisfactory.
	00678
	21

	Total
	123402
	




Most of the farmers today deal with several marketing issues. There are twenty-one different types of these issues: lack of market information, insufficient storage facilities, price fluctuations, the producer does not decide the product price, etc.
Using Garrett's ranking approach reveals that the factor "Farmer could not determine the product price" is ranked first, and the factor "Price fluctuation" comes second. "Unpredictable demand and supply" and "Lack of regulated/co-operative marketing societies in my location, respectively" pose the third and fourth challenges.
The fifth, sixth, and seventh traits of the farmers are "lack of transportation/infrastructure/link roads," "lack of proper local market yard facility," and "lack of exclusive insurance facility for transportation/sorting of agricultural produce."

Ranked eighth, ninth, and tenth, respectively, are "Lack of collective bargaining," "Delays in payment by traders," and "High transport cost." Eleventh, twelfth, and thirteenth place respectively went for "Non-problem relating to loading/unloading," "Long distance from regulated market," and "Lack of proper branding."
The issue "Inappropriate packaging materials and high packaging cost" is ranking fourteenth, fifteenth, sixteenth, and seventeenth; "Interference of middleman and brokers," "Lack of market information," and "Inadequate storage facility" respectively.
The farmers in Salem district are ranking "Malpractices in the market," "Illiteracy of farmers," "Unawareness about quality testing & control," and "Improper weight and measures" as the eighteenth, nineteenth, twenty, and twenty-first issues.
Table 1 shows the graphic depiction of the several marketing issues Salem district farmers must deal with.
RELATIONSHIP BETWEEN TYPES OF GOVERNMENT AGENCIES AND THEIR SUPPORT–CHI-SQUARE TEST
The evaluation of marketing services provided by different government agencies is conducted using a two-way table and chi-square analysis. The services provided to 200 cultivators by government agencies such as B2B, BSM, CDP, and TANFED are assessed as good, poor, fair, or in need of improvement. The subsequent table illustrates the facilitating conditions of governmental agencies in the promotion of agricultural products.
H0: There exists no significant correlation between the categories of government agencies providing marketing services and the degree of support extended to farmers in the Salem district.

Table 2
Marketing Support from Government Agencies


	Opinion on the Government Support
	Types of Govt. Regulated Agencies
	Total

	
	B2B
	BSM
	CDP
	TANFED
	

	Good
	12
	10
	8
	10
	040

	Poor
	20
	14
	11
	15
	060

	Fair
	8
	10
	5
	2
	025

	Need for improvement
	10
	16
	11
	38
	075

	Total
	050
	050
	035
	065
	200

	Chi-square=24.92	df=9	Sig. 16.92*


*- Significant at 5% level

Since the p-value is significant, the null hypothesis is rejected. It is concluded that there is a significant association between the types of government agencies supporting the marketing activities and their extent of support to Salem district cultivators.


RESEARCH FINDINGS AND RECOMMENDATIONS
The primary complaint of farmers regarding the marketing of agricultural products is their inability to ascertain the prices of their own goods. Price volatility is the second most significant issue faced by farmers in Salem District. The third and fourth issues are 'Unpredictable demand and supply' and 'Absence of regulated or cooperative marketing societies in my area,' respectively. The eighteenth, nineteenth, twentieth, and twenty-first ranks identified are 'Market Malpractices,' 'Farmer Illiteracy,' 'Unawareness of Quality Testing and Control,' and 'Improper Weights and Measures,' respectively.
The Government of Tamil Nadu has enacted the APMC Act, among various other measures, to safeguard the interests of farmers. Nevertheless, the farmers in Salem district refrain from transporting their products to the APMC Yard owing to insufficient knowledge and

awareness. Therefore, it is essential to raise awareness of the APMC Act among farmers. Consequently, personnel at APMC can be educated to foster a congenial environment, and, most importantly, the policy can be relaxed in light of the prevailing circumstances in agriculture.
A significant finding of the study on marketing activities is that a vast majority of farmers in the Salem district have not sought assistance from government agencies for marketing. Non- governmental organisations and agricultural university students can collaborate with the government to raise awareness regarding the participation of various governmental agencies in promoting marketing activities.
The primary marketing issue identified and ranked as the most significant by the cultivators is the inability of farmers to ascertain product pricing, which reflects the concerns of farmers in the Salem district. The pricing of their labour-intensive products is dictated by intermediaries or traders, which discourages their participation in agriculture. The effectiveness of the benefits provided by the Government to farmers via 'Minimum Procurement Price' or 'Minimum Support Price' must be assessed, and if deemed ineffective, appropriate actions should be implemented.
CONCLUSION
The research paper indicates that farmers in the Salem district encounter various enduring marketing obstacles that substantially impede their income and long-term viability. Critical issues encompass insufficient access to dependable market information, the prevalence of intermediaries, inadequate transportation and storage infrastructure, price volatility, and restricted bargaining power. These issues are frequently intensified by inadequate educational attainment, a lack of awareness regarding government support, and insufficient cooperatives or farmer-producer organisations. Confronting these challenges necessitates a comprehensive strategy that includes policy reforms, enhanced access to market intelligence,

infrastructure development, and capacity-building initiatives customized to local requirements. Empowering farmers with enhanced tools, information, and institutional support can mitigate marketing inefficiencies, resulting in improved livelihoods and a more resilient agricultural sector in the Salem district.
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