Analysis of Marketable Surplus and Marketing Efficiency in Fish Production in Raipur District of Chhattisgarh State, India
ABSTRACT
[bookmark: _GoBack]The state of Chhattisgarh of Indian nation has vast and varied natural water resources for fish production in the form of rivers, reservoirs, ponds and tanks which produce maximum production of fishes. About 1,53,873 hectare of water area is available for fish production, out of which 83,873 hectares (54.51 %) of water spread area is in the form of reservoirs which are famous for cage culture where high stocking density as well as very yield is taking. In 20 years back, fish and fish seed were supplied by West Bengal and Odisha states but now days, both are surplus and providing to nearby states (Singh, 2005).  In Raipur district, fish production was recorded at 11.53 units, out of which 3.47 units were used for home consumption, leaving a marketable surplus of 8.04 units (69.73%). The majority of fish (74.98%) was sold through Channel III, followed by Channels II and I. Despite its high usage, Channel III had the lowest marketing efficiency (7.79%). Channel I, though less used, showed the highest efficiency (76.27%), with producers earning 98.7% of the consumer’s price. In Channel II, producers received 92.23% of the final price, with an efficiency of 15.68% and a price spread of Rs. 1320 per quintal. The findings that direct marketing (Channel I) is more profitable for producers, while longer supply chains reduce their earnings and efficiency. Promoting shorter marketing channels can increase producer income and overall marketing performance.
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1. INTRODUCTION
Fisheries play a vital role in India’s economy, contributing significantly to food security, nutrition, employment, and exports. It is one of the largest fish-producing nations in the world and ranks second in fisheries production globally (18.4 million tonnes) and second in aquaculture too. The sector supports the livelihood of over 28 million people, including fishermen, fish farmers, processors, and traders. From traditional artisanal fishing to modern aquaculture practices, India’s fisheries sector is a dynamic blend of heritage and innovation. Marine, inland, and brackish water fisheries offer immense potential for sustainable development and blue economy growth. The Government of India has taken several initiatives such as the Pradhan Mantri Matsya Sampada Yojana (PMMSY) to enhance infrastructure, improve productivity, and ensure the welfare of fishers. With increasing emphasis on sustainability, conservation, and value addition, India is committed to becoming a global leader in responsible fisheries and aquaculture. (PMMSY) ₹20,050 crore (2020–25), targeting 22 MMT production by end‑2025, infrastructure, and doubling fishers' income. Chhattisgarh, a landlocked state with rich water resources, has established itself as one of India's leading states in inland fisheries. With over 1.96 lakh hectares of water area suitable for fish cultivation—including community ponds, reservoirs, and rivers—the state has effectively harnessed its aquatic potential to become a hub for freshwater aquaculture.As of 2023–24, Chhattisgarh produces approximately 6.52 lakh metric tonnes (MT) of fish annually, contributing significantly to India's inland fish production. The state is especially renowned for fish seed production, ranking first in the country, with over 4,500 crore fish seed fry produced annually. This has enabled Chhattisgarh not only to meet internal demands but also to supply quality seed to other states. The fisheries sector provides direct and indirect employment to more than 2 lakh people in the state, many of whom belong to rural and tribal communities. With focused government support through schemes like the Pradhan Mantri Matsya Sampada Yojana (PMMSY) and state aquaculture missions, investments are being made in hatcheries, cold storage, transportation, and modern aquaculture technologies. The Government of Chhattisgarh is committed to promoting sustainable fisheries through scientific management, cooperative development, and increased private sector participation. With a target to increase fish production and improve fishers' livelihoods, the state is paving the way for a "Blue Revolution" in Central India (Kantaria and Dudhagara, 2023).
2. MATERIALS AND METRHODS	
Chhattisgarh state consists of three agro-climatic sub zones, namely Chhattisgarh plains, Northern hills and Bastar plateau. Out of these Chhattisgarh plains sub zones, was selected for the present study, Raipur district of Chhattisgarh was selected purposively from the Raipur districts, Chhattisgarh plains, looking to the highest area and production of fish in these districts of Chhattisgarh Plains. Fish farmers of Raipur district are used to do production of quality fish seeds through circular hatchery, pond culture with high stocking density, cage culture in reservoirs, integrated fish farming with rice, ducks and pigs. Some progressive fish farmers are producing much more than National average. For this research study, randomly 120 fish farmers were selected from Raipur district. The required Primary data was collected from selected fish farmers. Data was collected through personal interview method with the help of pre-tested questionnaires. Following tools were applied for this study
Tools and techniques applied for analysis of data
A. Marketing efficiency Acharya’s approach method was used to estimate the marketing efficiency of every channel that has identified by marketing efficiency.
A. MME = FP/(MC+MM)×100
Where,
MME = modified measure of marketing efficiency
FP = Net price received by the farmer 
MC = Marketing cost
MM = Marketing margin
B. Price spread:- It is the difference between price paid by the consumer and price received by the producer for an equivalent quantity of the produce. It is used to identify the various cost incurred by the middlemen and what margin they add to sell their produce.
PS = RP – PNP
Where,
PS = Price spread (Rs. per kg) 
RP = Retailers Selling price (Rs. per kg) 
PNP = Producers Net price (Rs. per kg)
3. RESULTS AND DISCUSSION
Marketing channel of fish production in Raipur District
Various type of marketing channels were found in the study.  Three types of marketing 
Channels were found in the study area which is channel I, II. III given below.
 Marketable surplus of Fish in Raipur district
Marketable surplus of fish is Raipur district was presented (table 1).The marketable surplus 
Found to be 69.73percent
   Table 1. Marketable surplus of Fish  in Raipur district.
                                                                       (Quintal./farm) 
	S.N.
	Particular's
	Raipur 


	1
	fish production 
	11.53

	2
	Home consumption 
	3.47

	3
	Marketable surplus 
	8.04

	4
	Marketable surplus (%)
	69.73



 Sample farmers in Raipur,  District, sell their produce through three  channels such as
Channel – – I: - Producer               Consumer
Channel – II: - Producer               Retailer              Consumer
 (
    
)Channel: - III Producer               Wholesaler              Retailer            Consumer


 Disposal pattern of Fish in Raipur district
Table 2 shows the disposal pattern of fish in Raipur District. In was found that the about 74.98 percent of fish was sold out through channel – III, follow by channel II and I

   Table  2. Disposal pattern of Fish in Raipur district
	S.N
	Particulars
	Quantity sold in(q)
	Percentage%

	
1
	Channel – I
	0.8
	10.01

	2
	Channel – II
	1.2
	15.01

	3
	Channel – III
	6.02
	74.98

	4
	Total
	8.04
	             100.00

	
	
	
	



 Cost and margin of various agencies in the marketing of Fish in channel-I in Raipur district
Channel-I are representing the simplest marketing channel where producers sell their produce directly to consumers in field conditions or in nearby markets, acting as retailers. In this channel, no market intermediaries are involved, and all costs such as loading, unloading, weighing, transportation, and market fees are borne by the producer. Consequently, the net price received by the producer is relatively higher as compared to other marketing channels. (Table 3 )
In Channel I, the producer receives a high percentage (98.7%) of the amount paid by the consumer and marketing efficiency was found to be 76.27 percent.






 Table 3 Cost and margins of various agencies in the marketing of Fish in channel- I in Raipur district

S. N.      Particulars/ Market functionaries                                                  Amount (Rs./quintal)

A. Marketing costs at producer level
1 Loading, unloading, weighing                                                                   40
2 Icing                                                                                                           80
3 Transportation charge                                                                              100
4 Sub-  total                                                                                                  220 
5 Producer  sale price                                                                              17000
6 Net Price received                                                                                16780
7 Producers share in consumer rupees (%)                                              98.70
8 Marketing efficiency (%)                                                                      76.27                                

 Cost and margin of various agencies in the marketing of Fish in channel-II in Raipur district
In marketing channel II the producer retains a large share of the consumer's payment (92.23%), while the retailer also earns a margin of ₹580. The total price spread is ₹1,320, which represents the combined costs incurred by both the producer and retailer. The marketing efficiency of 15.68 percent indicates the effectiveness of the entire marketing process in transferring value to the producer, and the producer’s gets a significant portion of the total price paid by the consumer. (Table 4. )







Table 4 Cost and margin of various agencies in the marketing of Fish in channel-II in Raipur district 

S. No.      Particulars/ Market functionaries                                           Amount (Rs./quintal)
A. Marketing costs at producer level
1 Loading, unloading, weighing                                                                     40 
2 Icing                                                                                                           100
3 Transportation charge                                                                                   80
4 Commission charge                                                                                   100
5 Sub- total                                                                                                     320
6 Producer sale Price                                                                                16000
7 Net price Received                                                                                15680 

B. Cost incurred by Retailer

8 Loading, unloading, weighing                                                                     50 
9 Icing                                                                                                           100
10 Transportation charge                                                                                120
11 Commission charge                                                                                   150
12 Sub total                                                                                                     420
13 Retailer purchase price                                                                          16000
14 Retailer sale Price                                                                                  17000
15 Retailer margin                                                                                          580
16 Producers share in consumer rupees (%)                                                92.23
17 Marketing Efficiency(%)                                                                        15.68
18 Price spread                                                                                             1320

Costs and margins of various agencies in the marketing of Fish in channel-III in Raipur district
The producer incurs various costs such as loading/unloading, icing, transportation and commission charges which total costs around ₹420 per quintal. The producer sells the goods at ₹16,000 per quintal but receives ₹15,580 after deductions.  Wholesalers also face similar costs (loading/unloading, icing, transportation, and commission), totaling ₹470 per quintal. They purchase the product at ₹16,000 and sell it at ₹17,000, thus earning a margin of ₹530 per quintal. Retailers have similar costs as the producer and wholesaler, but their total marketing costs amount to ₹390 per quintal. They purchase the goods for ₹17,000 and sell it at ₹18,000, earning a margin of ₹610 per quintal.  The price spread, which is the difference between the producer's sale price and the final consumer price, is ₹2,420.The producer receives approximately 91.64% of the consumer’s final price, suggesting that most of the value is retained by the producer.  The marketing efficiency is 7.79, Percentage which indicates how efficiently the value is added as the product moves through the supply chain. (Table 5). 
It in concluded that the channel I demos traded  Highest marketing efficiency 76.27% while channel III had the lowest efficiency 7.79%
 Table 5 Costs and margins of various agencies in the marketing of Fish in channel-III in Raipur district.
S. No.     Particulars/ Market functionaries                                              Amount (Rs./quintal)

A   Marketing costs at producer level
1. Loading, unloading, weighing                                                                          50
2. Icing                                                                                                                100
3. Transportation charge                                                                                     120
4. Commission charge                                                                                         150
5. Sub- total                                                                                                          420
6. Producer sale Price                                                                                      16000
7. Net price Received                                                                                      15580
B    Cost incurred by Whole sellers
1 Loading, unloading, weighing                                                                     50
2 Icing                                                                                                           100
3 Transportation charge                                                                                120
4 Commission charge                                                                                   200
5 Sub- total                                                                                                     470
6 Whole sellers  purchase price                                                                16000
7 Whole sellers  sale Price                                                                        17000
8 Whole sellers margin                                                                                 530
C        Cost incurred by Retailer 
1 Loading, unloading, weighing                                                                     40 
2 Icing                                                                                                           100
3 Transportation charge                                                                                100
4 Commission charge                                                                                   150
5 Sub- total                                                                                                     390
6 Retailer  purchase price                                                                         17000
7 Retailer sale Price                                                                                  18000
8 Retailer margin                                                                                          610
9 Producers share in consumer rupees (%)                                                91.64
10 Marketing Efficiency (%)                                                                         7.79
11 Price spread                                                                                             2420

4. CONCLUSION 
In Raipur, the total fish production is 11.53 units, out of which 3.47 units are consumed at home. This leaves a marketable surplus of 8.04 units, accounting for 69.73% of the total production. This indicates that a significant portion of the fish produced is available for commercial sale, highlighting the region's potential for fish marketing and trade. Three types of marketing channel was found in the study area which are as follows.
Channel –  I: - Producer                 Consumer
Channel – II: - Producer                 Retailer            Consumer
Channel: - III Producer              Wholesaler              Retailer               Consumer
The marketable surplus was found 69.73% in Raipur district. the disposal pattern of fish in Raipur District. In was found that the about 74.98 percent of fish was sold out through channel – III, follow by channel II and I. In Channel I, the producer receives a high percentage (98.7%) of the amount paid by the consumer and marketing efficiency was found to be 76.27 percent. In Channel II, the producer receives a high percentage 92.23% of the amount paid by the consumer and marketing efficiency was found to be 15.68% and price spread are 1320 Rs. per quintal. It in concluded that the channel I demos traded  Highest marketing efficiency 76.27% while channel III had the lowest efficiency 7.79%.
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