Marketing of Banana varieties in Thiruvananthapuram District of Kerala   
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ABSTRACT 
	Aims: This study aims to evaluate the marketing structure, price spread, marketing costs, and marketing efficiency of Red banana and Njalipoovan (syn. Neypoovan) in Thiruvananthapuram district, Kerala, with an emphasis on understanding the factors influencing marketing decisions and economic returns across major marketing channels.
Place and Duration of Study: The study was conducted in Thiruvananthapuram district, Kerala, India, during the 2024-2025 agricultural year.
Methodology: A multi-stage purposive sampling technique was adopted. Two major banana producing blocks were purposively selected based on highest production, and from each block two panchayats with the highest banana production were chosen, covering a total of 160 farmers (80 cultivating Red banana and 80 cultivating Njalipoovan) and 50 intermediaries, forming an overall sample size of 210. Data were collected through structured interviews. Major marketing channels were identified, and marketing cost, marketing margin, price spread, producer’s share, and efficiency were estimated following standard methodologies (Acharya’s and Shepherd’s methods).
Results: Analysis revealed a strong preference among farmers for organized sales channels, with 40 per cent of Red banana and 42.5 per cent of Njalipoovan growers primarily marketing through VFPCK. Co-operatives and private traders were also significant, while direct retailing was relatively limited. Diversification of produce was prominent among Red banana farmers, with 18.75 per cent selling ‘kulavazha’ and 13.75 per cent engaging in sucker sales. For Njalipoovan, 20 per cent of farmers marketed both fruit and leaves, indicating notable variety-specific ancillary market potential. For both varieties, fruit sales contributed over 84 per cent to average total income, though by-product sales provided valuable supplementary revenue. Price spread and marketing efficiency varied across channels: Channel V with fewer intermediaries (producer-retailer-consumer) demonstrated highest producer shares (up to 84.27%) and marketing efficiency, whereas Channel I (producer-VFPCK-wholesaler-retailer-consumer) incurred the greatest marketing costs, lowest efficiency, and reduced producer share (70.38%).
Conclusion: The findings suggest that reduced intermediary participation enhances farmer’s net returns and channel efficiency. Institutional and technological improvements in procurement models-such as strengthening VFPCK and co-operative outlets, implementing transparent purchase policies, and leveraging digital direct marketing platforms-are recommended to optimize banana marketing efficiency and income stability.
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1. INTRODUCTION 

[bookmark: _Hlk215469096]Banana (Musa spp.) ranks among the most important fruit crops grown globally, prized for its adaptability across diverse tropical and subtropical environments, its high nutritional value, and its substantial socio-economic importance. It plays a vital role in ensuring both food security and nutritional security in many developing countries. Rich in potassium, vitamin C and vitamin B6, bananas support cardiovascular and metabolic health and form an integral part of diets and food cultures across the world. At the global level, banana production and trade underpin rural livelihoods and provide significant export earnings. Bananas and other major tropical fruits generated around USD 122 billion in production revenues globally, with exports alone estimated at USD 11.5 billion in 2024 (FAO,2025). The market-analyst data place the global banana market size at approximately USD 128.75 billion in 2024, with projections rising further in the coming decade (Market Data Forecast,2025).
[bookmark: _Hlk215469111]In India, banana cultivation is especially prominent, and the country remains the world’s largest producer, accounting for about 19.37 per cent of global output with a production volume of 37.47 million metric tonnes in 2024 (TOI,2024). India’s export performance advanced in fiscal year 2023-24, banana exports from India reaching USD 300 million (DD News, 2025). Within India, cultivation of bananas is especially important in the southern states, where climatic and soil conditions are favourable. In 2023-24, Kerala produced 4,11,876.74 tonnes of bananas. In the Thiruvananthapuram district alone, the output was 71,929.43 tonnes (17.46%) from 7814.15 ha, yielding an average of 9.20 tonnes per ha (GoK, 2025). Among the major varieties grown in this region, Red banana (commonly known as “Chenkadali” or “Kappa vazha”) and Njalipoovan (syn. Neypoovan) hold special cultural and economic significance in the southern region. Red banana, apart from its nutritional value, holds cultural relevance as it is used for decorative purposes in certain temple rituals, while Njalipoovan enjoys a prominent place in Kerala’s culinary traditions. It is one of the preferRed banana varieties served in the traditional sadya, cherished for its sweetness, fine texture, and easy digestibility. 
Despite their importance, systematic research on the marketing structure and economic performance of these culturally significant banana varieties in Kerala remains limited. Existing studies have rarely examined the specific marketing channels, price dynamics, or operational challenges faced by Red banana and Njalipoovan growers, resulting in a significant gap in empirical evidence that could guide effective policy and market interventions. Understanding how different marketing channels influence price spread, marketing efficiency, and farmer income is crucial not only for enhancing growers’ profitability but also for strengthening the region’s agricultural competitiveness and long-term sustainability.
Addressing this research gap, the present study analyses the marketing structure, price spread, marketing costs, and marketing efficiency of Red banana and Njalipoovan in Thiruvananthapuram district, offering distinctive insights into their market performance and identifying opportunities for improvement.
2. material and methods 
[bookmark: _Hlk213025024]Thiruvananthapuram district was purposively selected for the study as it recorded the highest banana production in Kerala (GoK,2025). A multi-stage sampling technique was adopted. In the first stage, two major banana-producing blocks-Nemom and Perumkadavila-were purposively selected. In the second stage, two grama panchayats were chosen from each block based on production levels: Kalliyoor and Maranalloor from Nemom, and Kunnathukal and Kollayil from Perumkadavila. The predominant banana varieties identified were Red banana and Njalipoovan. From each panchayat, twenty farmers cultivating each variety were selected, resulting in a total of 160 farmers, comprising 80 farmers for each banana variety. A total of 50 intermediaries were selected based on interactions with farmers forming a total sample size of 210. Primary data for the agricultural year 2024-2025 were collected using a well-structured and pre-tested interview schedule administered to the selected respondents.

2.1 Marketing channel
The marketing channel is the path through which the agricultural commodity moves from the producers to the final consumers by means of a chain of intermediaries. By using the methodologies described by Acharya and Agarwal (1987), marketing cost, marketing margin of intermediaries, price spread, producer's share in the consumer's rupee, and marketing efficiency were estimated.

2.2 Marketing cost
Marketing cost refers to all expenses incurred in moving an agricultural product from the producer to the final consumer, including the costs borne by farmers and all intermediaries involved in the process. These include costs for transportation, loading and unloading charges, market fees, commission charges and any other incidental expenses related to the sale of produce. 
MC = Cf + Cm1 + Cm2 + . . . + Cmi
Where,
 C= Total cost of marketing
Cf = Cost paid by the producer from the time the produce leaves till he sells it, and
Cmi= Cost incurred by the ith middlemen in the process of buying and selling the product.

2.3 Marketing margin
The intermediaries earn some profit to maintain in the trade after meeting the cost of different marketing functions. The marketing margin is the profit of various market functionaries involved in moving the products from the initial stage of production to the end customer. The absolute value of marketing margin differs from channel to channel, market to market, and time to time.
Absolute margin of ith Middleman (Ami),
Ami = Pri - (Ppi +Cmi)
Where, 
Pri = Sale price of ith middleman
Ppi = Purchase price of ith middleman
Cmi = Cost incurred in marketing for ith middleman

2.4 Price spread
Price spread is defined as the difference between the price paid by the consumer and the price received by the producer for an equivalent quantity of the agricultural produce. Price spread comprises marketing costs and marketing margins.
Price spread = Consumer's price - producer's price

2.5 Producer's share in consumer's rupee
Producer's share in consumer's rupee is the price received by the farmer expressed as a percentage of the consumer's price. It may be expressed as follows


Where,
Ps = Producer's share in consumer's rupee
P= Producer's price
Cp = Consumer's price

2.6 Marketing efficiency
Marketing efficiency refers to the effectiveness of a marketing system in transferring goods from producers to consumers at the minimum possible cost, while ensuring maximum satisfaction and fair returns to all participants involved in the process. Marketing efficiency is the ratio of market output to market input. The efficiency of selected markets was estimated using both Acharya’s method and Shepherd’s method.

Acharya’s Method
                                                            ME= FP/(MC+MM)
Where,
ME = Marketing efficiency
FP = Net price received by farmer
MC = Total marketing cost
MM = Total marketing margin

Shepherd's Method
                                   ME= CP/(MC+MM)
Where,
ME = Marketing efficiency
CP = Consumer's price
MC = Total marketing cost
MM = Total marketing margin
3. results and discussion

[bookmark: _Hlk215469178]The distribution of farmers based on their main mode of disposal (Table 1) revealed a distinct preference for organised marketing channels among both Red banana and Njalipoovan growers in the study area. Specifically, VFPCK emerged as the most preferred sale point, with 40 per cent of Red banana farmers and 42.50 per cent of Njalipoovan farmers identifying it as their main market for disposing of the product, underscoring the significance of institutional marketing support. A total of 27.50 per cent of Red banana farmers and 21.25 per cent of Njalipoovan farmers chose co-operatives as their main outlet for selling most of their produce. Similarly, 26.25 per cent of Red banana farmers and 21.25 per cent of Njalipoovan farmers preferred private traders as their primary selling point. In contrast, only a small proportion- 6.25 per cent of Red banana farmers and five per cent of Njalipoovan farmers, selected retail shops as their main point of sale.
[bookmark: _Hlk215469200]This distribution highlights a strong tendency toward structured and organised marketing systems, as opposed to fragmented individual selling strategies. The preference for institutional channels can be attributed to risk mitigation associated with the perishability of bananas, assurance of bulk procurement, and access to standardised pricing mechanisms. These findings align with recent studies in Kerala by Vijayan and Kumar (2023), which identified VFPCK and co-operatives as the dominant sale points for Poovan and Nendran bananas, attributing farmer preference to marketing security and reduced post-harvest risk. Comparable trends were reported in Tamil Nadu by Sivagnanam and Murugan (2016), where institutional channels provided reliable market access and stabilised farm incomes in the face of price and market uncertainties.
Analysis of Tables 2 and 4 reveals that the majority of farmers prioritised banana as their principal marketed crop, with 53.75 per cent of Red banana growers and 80 per cent of Njalipoovan growers engaging exclusively in banana sales. Among Red banana farmers, there was notable diversification in marketing strategies, with 18.75 per cent selling kulavazha- where the entire Red banana plant is sold, typically for use in religious ceremonies at temples or for marriage decorations, 13.75 per cent selling suckers, and another 13.75 per cent engaging in the sale of both by-products. This pattern underscores the greater diversification potential inherent to Red banana cultivation.
In contrast, Njalipoovan growers exhibited less diversification, with 20 per cent marketing leaves alongside fruit, indicating a specific ancillary market for leaf products associated with this variety. These findings highlight the variety-specific opportunities for income diversification within banana farming. The sale of by-products such as kulavazha, suckers, and leaves not only supplements farmer’s incomes but also enhances economic resilience, particularly in the context of price volatility or crop failure.
These findings highlighted variety-specific opportunities for income diversification within banana farming. The sale of by-products such as kulavazha, suckers, and leaves not only supplemented farmers' incomes but also enhanced economic resilience, particularly amid price volatility or crop failure (Sreeni, K. R., 2021).
Analysis of the income structure (Tables 3 and 5) demonstrates that banana fruit sales are the predominant source of revenue for both Red banana and Njalipoovan farmers, accounting for 87.79 per cent and 84.33 per cent of total average income, respectively. However, notable supplementary income sources are evident: kulavazha sales contribute 11.95 per cent and suckers 0.26 per cent among Red banana growers, while leaf sales constitute 15.67 per cent of total income for Njalipoovan farmers. These results indicate that, while banana remains the principal income driver, Njalipoovan offers significant additional revenue through leaf marketing, and Red banana provides additional value through kulavazha sales. The overall income composition confirms that banana cultivation remains central to farm livelihoods in the region. Cross-country evidence from Ethiopia (Ambisa et al., 2019) and Nepal (Phulara et al., 2020) similarly identifies banana and other fruit crops as primary agricultural income sources, with membership in farmer groups and cooperatives, and access to organised marketing channels, contributing to more stable household earnings and improved market participation.
Table 1: Distribution of farmers based on main mode of disposal
	Primary Sale Point
	Number of Red banana Farmers
	Number of Njalipoovan Farmers

	VFPCK
	32 (40.00)
	34 (42.50)

	Co-operatives
	22 (27.50)
	17 (21.25)

	Private traders
	21 (26.25)
	17 (21.25)

	Retailers
	5 (6.25)
	4 (5.00)

	Total
	80 (100)
	80 (100)


     Values in parenthesis indicate percentage to total 

Table 2: Distribution of Red banana farmers by types of produce sold 
	Type of Produce Sold
	Number of farmers

	Banana only
	43 (53.75)

	Banana and kulavazha
	15 (18.75)

	Banana and suckers
	11 (13.75)

	Banana, suckers and kulavazha
	11 (13.75)

	Total
	80 (100)


        Values in parenthesis indicate percentage to total 


Table 3: Average income from different components of Red banana farming
	Income source
	Average Income (Rs/ha)

	From banana
	9,49,337 (87.79)

	Sucker sales
	2,837.39 (0.26)

	Kulavazha business
	1,29,237 (11.95)

	Total
	10,81,411 (100)


                         Values in parenthesis indicate percentage to total 

Table 4: Distribution of Njalipoovan farmers by types of produce sold
	Type of Produce Sold
	Number of farmers

	 Banana only
	64 (80)

	 Banana and leaves
	16 (20)

	 Total
	80 (100)


                  Values in parenthesis indicate percentage to total 

Table 5: Average income from different components of Njalipoovan farming
	Income source
	Average Income (Rs/ha)

	From banana
	8,83,408 (84.33)

	Leaf sales
	1,64,149 (15.67)

	Total
	10,47,557 (100)


                 Values in parenthesis indicate percentage to total 

3.1 Marketing Channels.  

[bookmark: _Hlk215469227]In Thiruvananthapuram district, five major marketing channels were identified for both Red banana and Njalipoovan. The principal market intermediaries included VFPCKs, co-operatives, private traders, wholesalers, and retailers. In Channel I, producers sold their bananas to VFPCK, which then supplied the produce to wholesalers; the bananas subsequently passed to retailers and ultimately reached the consumers. Channel II involved producers marketing their produce to VFPCK, which was sold directly to retailers before reaching consumers. In Channel III, producers sold directly to co-operatives, who then supplied retailers prior to consumer sales. Channel IV saw producers selling to private traders, who again sold to retailers, followed by consumer sales. Channel V, representing the shortest and most direct marketing route, consisted of producers selling directly to retailers, who then sold to the final consumers. This channel structure minimises intermediary involvement, potentially enhancing both marketing efficiency and the producer’s share in the consumer rupee.
Further illustrating the implications of market structure, Shana K.K. (2019), in a comprehensive analysis of Nendran banana markets in Kerala, observed that high price volatility and the absence of a minimum support price led to substantial income variability and uncertainty for banana farmers. The study advocated for stronger institutional marketing mechanisms and the implementation of price stabilisation policies, underscoring the importance of efficient, supportive marketing systems in enhancing farmer welfare and income stability.

3.2 Price Spread and Marketing Efficiency of Red banana Across Marketing Channels

[bookmark: _Hlk215469249]The results reveal marked differences in price spread, marketing margins, and producer share across the five principal marketing channels for Red banana in Thiruvananthapuram.
In Channel I (Producer → VFPCK → Wholesaler → Retailer → Consumer), the producer’s share in the consumer rupee was the lowest at 70.38 per cent, accompanied by the highest price spread (Rs 2344/qtl) and lowest marketing efficiency scores of 2.38 (Acharya’s) and 3.38 (Shepherd’s). These results primarily reflect the impact of multiple intermediary layers and cumulative margins. This finding supports the pattern documented by Vijayan and Kumar (2023)7 in Thiruvananthapuram district, where channels with fewer intermediaries consistently achieved higher producer shares and marketing efficiency; the producer-consumer channel yielded the highest efficiency and lowest price spread, whereas channels with commission agents and wholesalers led to increased margins and reduced farmer returns.
In Channel II (Producer → VFPCK → Retailer → Consumer), the price spread decreased substantially to Rs 1464/qtl, and the producer’s share rose to 79.19 per cent, with improved efficiency (3.80 Acharya’s; 4.80 Shepherd’s), highlighting the benefits of reduced intermediary involvement.
Channels III (Producer → Co-operative → Retailer → Consumer) and IV (Producer → Private Trader → Retailer → Consumer) demonstrated intermediate values for producer share (72.03% and 76.57%) and efficiency, reflecting the respective cost structures and margins earned by co-operatives or traders.
Notably, Channel V (Producer → Retailer → Consumer) registered the highest producer share (84.27%), the lowest price spread (Rs 1148/qtl), and maximum marketing efficiency (5.36 Acharya’s; 6.36 Shepherd’s), underscoring the advantage of direct channels. This is consistent with studies from Tamil Nadu by Sivagnanam and Murugan (2016), who observed that long, fragmented channels with multiple middlemen increased transaction costs and margins, whereas direct channels improved farmer price realisation and marketing returns.
Supporting this trend, Velavan (2024) in Tamil Nadu reported that channels involving pre-harvest contractors and commission agents led to higher post-harvest losses and lower net producer benefit, while direct sale or regulated market channels delivered the highest producer share and minimised losses.
[bookmark: _Hlk215469261]Comparative evidence from Maharashtra further reinforces these conclusions. In Navi Mumbai, Chavda et al. (2024) found that Channel III (Farmer → Wholesaler cum Commission Agent → Retailer → Consumer) was the most efficient, with the highest producer’s share (40.05%) and marketing efficiency (0.67), and a price spread of Rs 1711.55 per quintal.


Table 6: Price spread of Red banana

	SL No.
	Particular (Rs per quintal)
	Channel 1
	Channel 2
	Channel 3
	Channel 4
	Channel 5

	I
	Producer

	1
	Sale price
	 5,931 
	 5,931 
	 6,082 
	 5,862 
	 6,260 

	2
	Marketing cost
	 364 
	 364 
	 348 
	 363 
	 108 

	3
	Net Price received by producer
	 5,568 
	 5,568 
	 5,461 
	 5,499 
	 6,152 

	II
	VFPCK

	1
	Sale price
	 5,931 
	 5,931 
	-
	-
	-

	2
	Marketing cost
	 -   
	 -   
	-
	-
	-

	3
	Marketing margin
	 -   
	 -   
	-
	-
	-

	III
	Co-operative

	1
	Sale price
	-
	-
	 6,582 
	-
	-

	2
	Marketing cost
	-
	-
	 54 
	-
	-

	3
	Marketing margin
	-
	-
	 446 
	-
	-

	IV
	Private trader

	1
	Sale price
	-
	-
	-
	 6,062 
	-

	2
	Marketing cost
	-
	-
	-
	34
	-

	3
	Marketing margin
	-
	-
	-
	 166 
	-

	V
	Wholesaler

	1
	Sale price
	 6,471 
	-
	-
	-
	-

	2
	Marketing cost
	281
	-
	-
	-
	-

	3
	Marketing margin
	259
	-
	-
	-
	-

	VI
	Retailer

	1
	Sale price
	 7,911 
	 7,031 
	 7,582 
	 7,182 
	 7,300 

	2
	Marketing cost
	 18 
	 142 
	 210 
	 131 
	 25 

	3
	Marketing margin
	 1,422 
	 958 
	 790 
	 989 
	 1,015 

	VII
	Consumer's purchase price
	 7,911 
	 7,031 
	 7,582 
	 7,182 
	 7,300 

	VIII
	Total marketing cost
	 663 
	 506 
	 612 
	 528 
	 132 

	IX
	Total marketing Margin
	 1,681 
	 958 
	 1,235 
	 1,154 
	 1,015 

	X
	Price spread
	 2,344 
	 1,464 
	 2,121 
	 1,683 
	 1,148 

	XI
	Producer's share in consumer's rupee
	 70.38 
	 79.19 
	 72.03 
	 76.57 
	 84.27 



Table 7: Marketing efficiency of Red banana
	Sl. No.
	Particular
	 Channel 1 
	 Channel 2 
	 Channel 3 
	 Channel 4 
	 Channel 5 

	1
	Acharya’s method
	 2.38 
	 3.80 
	 2.96 
	 3.27 
	 5.36 

	2
	Shepherd’s method
	 3.38 
	 4.80 
	 4.10 
	 4.27 
	 6.36 




3.3 Price Spread and Marketing Efficiency of Njalipoovan Across Marketing Channels
For Njalipoovan, price spread and marketing efficiency analyses reveal significant channel-specific variation, paralleling Red banana. The lowest producer’s share (70.38%) and highest price spread (Rs 2364/qtl) occurred in Channel I (Producer → VFPCK → Wholesaler → Retailer → Consumer), with low efficiency values (2.36, Acharya’s).
As the marketing chain shortened—removing intermediaries (e.g., in Channel II and especially Channel V)—the share for producers increased markedly (up to 82.83% in Channel V), with price spread falling to Rs 1226/qtl and efficiency peaking (4.82 Acharya’s; 5.82 Shepherd’s).
These findings directly corroborate documented results for Poovan and Nendran bananas in Kerala, where Vijayan and Kumar (2023) showed that channels with fewer intermediaries produced the highest efficiency and producer share; efficiency fell and price spread rose with each additional intermediary. Likewise, Gowri and Shanmugam (2015) concluded from studies in Tamil Nadu that direct sale to wholesalers or via regulated markets results in the highest net price for all banana varieties, supporting the present results.​
[bookmark: _Hlk215469302]Studies beyond Kerala and Tamil Nadu support these outcomes. A study of banana marketing in Nepal by Phulara et al. (2020) reported that producer share dropped as marketing chains lengthened, and that direct-to-consumer channels had producer shares of 70 per cent, but declined to under 16 per cent with longer chains. In Ghazipur district, Uttar Pradesh, Kharwar et al. (2023) analysed marketing channels and determined that producers’ shares in the consumer rupee were highest in the direct channel (Producer-Consumer) (100.49%), while channels with commission agents and wholesalers reduced both producer share (down to 82.25%) and marketing efficiency (as low as 0 in direct channel, compared to 3.01 with intermediaries), illustrating the impact of channel structure on returns. Velavan (2024), analysing marketing of banana in Tamil Nadu, found the highest efficiency and lowest price spread in the shortest, direct-to-consumer channels, with producer share deteriorating rapidly once commission agents or contractors were included.​
Finally, the findings on increased margins, transaction costs, and losses in multi-intermediary channels are reinforced by Ambisa et al. (2019) in an Ethiopian context, who also noted that as the number of marketing agents increased, the total gross marketing margin widened and the producer's share shrank significantly (from 40% in direct channels to 14-16% in longer channels).​
While the present study observes that direct retailing is most efficient, some studies note that certain market conditions (e.g., lack of buyer competition, dominance of organised traders, spatial price integration issues) can sometimes reduce the benefits of direct or regulated market channels unless supported by institutional reforms and adequate infrastructure.
These findings parallel those of Vijayan and Kumar (2023) for Poovan banana, in Thiruvananthapuram district, where the producer’s share in consumer’s rupee was about 95 per cent in Channel I (Producer - Consumer) for Poovan and Nendran, but declined when intermediaries were added; the authors concluded that Channel I was the most efficient channel for both varieties due to lower marketing cost and absence of middlemen. Stephy (2018) in her study on insured and uninsured nendran banana farmers, similarly reported that channel with least number of intermediaries were the most efficient and incurred significantly lower costs compared to other channels. Also, Naveen et al. (2015) in Chikkaballapur district, Karnataka, showed that the producer’s share in the consumer’s rupee was higher (50.90%) in channels with fewer intermediaries and lower (41.59%) in channels where the banana passed through village level traders, wholesalers, retailers, and vendors. 
[bookmark: _Hlk215469338]Thus, although direct marketing is conceptually attractive and has the potential to reduce intermediary margins and improve price realization for farmers, its practical adoption is often constrained by inadequate markets, limited marketing skills and information, and various institutional barriers that prevent farmers from fully realizing the expected benefits (Jeyaramya ,2022).

Table 8: Price spread of Njalipoovan

	SL No.
	Particular (Rs per quintal)
	Channel 1
	Channel 2
	Channel 3
	Channel 4
	Channel 5

	I
	Producer

	1
	Sale price
	6,015
	6,015
	6,106
	6,000
	6,000

	2
	Marketing cost
	398
	398
	261
	398
	86

	3
	Net Price received by producer
	5,616
	5,616
	5,845
	5,602
	5,914

	II
	VFPCK

	1
	Sale price
	6,015
	6,015
	-
	-
	-

	2
	Marketing cost
	-
	-
	-
	-
	-

	3
	Marketing margin
	-
	-
	-
	-
	-

	III
	Co-operative

	1
	Sale price
	-
	-
	6,606
	-
	-

	2
	Marketing cost
	-
	-
	71
	-
	-

	3
	Marketing margin
	-
	-
	429
	-
	-

	IV
	Private trader

	1
	Sale price
	-
	-
	-
	6,200
	-

	2
	Marketing cost
	-
	-
	-
	59
	-

	3
	Marketing margin
	-
	-
	-
	141
	-

	V
	Wholesaler

	1
	Sale price
	6,540
	-
	-
	-
	-

	2
	Marketing cost
	351
	-
	-
	-
	-

	3
	Marketing margin
	189
	-
	-
	-
	-

	VI
	Retailer

	1
	Sale price
	7,980
	7,100
	7,606
	7,320
	7,140

	2
	Marketing cost
	15
	134
	211
	130
	25

	3
	Marketing margin
	1,425
	966
	789
	990
	1,115

	VII
	Consumer's purchase price
	7,980
	7,100
	7,606
	7,320
	7,140

	VIII
	Total marketing cost
	765
	532
	544
	588
	111

	IX
	Total marketing Margin
	1,613
	966
	1,218
	1,131
	1,115

	X
	Price spread
	2,364
	1,484
	1,761
	1,718
	1,226

	XI
	Producer's share in consumer's rupee
	70.38
	79.10
	76.85
	76.52
	82.83



Table 9: Marketing efficiency of Njalipoovan

	Sl. No.
	Particular
	Channel 1
	Channel 2
	Channel 3
	Channel 4
	Channel 5

	1
	Acharya’s method
	 2.36 
	 3.75 
	 3.32 
	 3.26 
	 4.82 

	2
	Shepherd’s method
	 3.36 
	 4.74 
	 4.32 
	 4.26 
	 5.82 



4. Conclusion

The study evaluated the marketing cost, price spread, marketing margin, producer’s share in the consumer’s rupee, and marketing efficiency of Red banana and Njalipoovan across five distinct marketing channels in Thiruvananthapuram district. The results indicated that the efficiency of marketing channels is strongly influenced by the number of intermediaries involved. Channels with fewer intermediaries ensured a higher producer share, lower price spread, and greater marketing efficiency, while channels with longer chains incurred higher cumulative marketing costs and intermediary margins, ultimately lowering farmer’s net returns.
Among the channels analysed, Channel V (Producer → Retailer → Consumer) was identified as the most economically efficient for both Red banana and Njalipoovan, demonstrating the lowest marketing cost and price spread, as well as the highest producer share and marketing efficiency. In contrast, Channel I (Producer → VFPCK → Wholesaler → Retailer → Consumer) showed the least efficiency due to the extended marketing chain and elevated intermediary margins.
The findings underscore the need for strengthening the marketing system for bananas through coordinated institutional and technological interventions. Enhancing procurement efficiency in institutional channels such as VFPCK and co-operative outlets-by increasing procurement capacity, ensuring transparent purchase procedures, and eliminating discriminatory practices-can expand reliable market access and improve farmer confidence.
Promoting digital marketing models, including mobile-based retailing, online trading platforms, and direct farmer-to-consumer systems, can further reduce marketing costs and enhance price realisation by enabling farmers to bypass intermediaries and access wider consumer markets.
Moreover, the introduction of a banana price stabilisation mechanism, incorporating a regulated minimum-maximum price band based on cost of cultivation and market trends, is recommended. Allowing prices to fluctuate only within this controlled band would safeguard farmers from drastic price falls, minimise income volatility, and ensure predictable pricing for both producers and consumers. Together, these reforms can increase farmer income stability, enhance market access, and promote the sustainable growth of the banana sector in Kerala.

[bookmark: _GoBack]
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