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ABSTRACT
The study was undertaken to examine the marketing system and margins of rose. The data were collected from Gadkhali, Jessore and Dhaka city. Primary data were collected from 20 farmers from Gadkhali union of Jhikargachha Upazila of Jessore district, 5 local traders from Gadkhali, 15 retailers from Gadkhali, Jessore and Dhaka city, 5 wholesaler-cum-retailers from Dhaka city through face-to-face interview. Purposive sampling technique was used to select the rose producers and convenience sampling was used for selecting traders. Smaller number of marketing channels of rose were found in producing area (surplus area).  Two marketing channels of rose was identified in Gadkhali whereas 10 marketing channels was found in Dhaka city (largest using areas). Total marketing cost per hundred rose was highest for retailers and lowest for wholesaler-cum-retailers (Tk. 4.54). Marketing margins of retailers varied from one place to another. The marketing costs of retailers per hundred roses were Tk. 12.82, Tk. 27.48 and Tk. 90.68 in Gadkhali, Jessore and Dhaka city. The net marketing margin was highest for retailers because they changed its form and sold it to the users and lowest for wholesaler-cum-retailers (Tk. 25.31). Again, the net marketing margin of retailers was Tk. 42.17, Tk. 297.51 and Tk. 621.82 respectively in Gadkhali, Jessore and Dhaka city. Retailers in Dhaka city always got more profits than that in Gadkhali or Jessore city. The study also identified some problems of rose marketing, such as:  inadequate space in rose shop, fluctuation of demand, strike and hartal, social problems, etc. 

Keywords: Marketing System, Margins, Rose, Jessore, Dhaka

INTRODUCTION

Roses are used across the world as symbols of love, beauty, war, sympathy as well as sorrow. Rose is a joyful, beautiful, colourful, popular, specific, and sweet smell flower. It is one of the top selling flowers in the world and also the first commercial flower. Its name comes from the Latin word Rosa.  Roses belong to the family of plants called Rosaceae (Wikipedia,2016). All roses were originally wild and they come from various parts of the world; such as- North America, Europe, northwest Africa and many parts of Asia and Oceania. 
In Bangladesh, the cultivation of commercial flower was started in large scale from the early 80’s. From then the traditional flower marketing system is increasing and many shops have been established. But the scenery of flower business is very poor. Before 1983, the space in front of the High Court Mazar was the venue for the flower trade. It has spread too many other specific areas of the city. A little distance away from the Shahbag road corner towards the west lays the Katabon area which has the biggest concentration of flowers shops in the city. Some Non-Government Organization (NGO) and private entrepreneurs like Bangladesh Rural  Advancement Committee (BRAC), Proshika, Dipta Orchids Limited have already taken initiative for large-scale production and marketing of flowers. So, Bangladesh is a new participant in rose business.
Commercial flower production started in Bangladesh to the early 70s. In the mid 80s large-scale commercial production started in Jhikargaccha Upazila of Jessore district. Later it speeded largely in Jessore, Savar, Chuandanga, Mymensingh and Gazipur. Jessore is home for 70% of Bangladesh’s flower production and engages 4,500 growers in a small, but dynamic industry. Rose was cultivated in about 10 thousand hectares of land, mainly in the Godkhali union. 
Major traders were found in Shahbag, Farmgate and Gulshan in Dhaka city. Again, substantial trade can also be found in Chittagong and other big cities. There were 4000 retail shops in the country. Forty per cent of the retail shops are located in Dhaka, while Chittagong and Sylhet having 25 per cent each and the remaining 10 per cent of the shops were in other district towns. Again, in Dhaka city more than 700 traders worked as a wholesaler-cum-retailer (Khan,2013). 
Imports of cut flowers increased five times between 2002 and 2007. Bangladesh exported cut flowers to India, Pakistan, Italy, Portugal, Saudi Arabia, the United States of America, South Korea, the Philippines, Singapore, Japan, Germany, Britain, Denmark and France. The study examined marketing system and cost-margins of rose of different intermediaries.

METHODOLOGY
Study Area
The roses are marketed in local market from where the flowers are supplied all over the country. Jessore and Shahbag, Dhaka city was selected for collecting data from different level of intermediaries.  The reasons for selecting those areas were: 
1. Preferred area suitable to achieve the objective of the study.
1. This type of study was conducted very seldom beforehand in the area.
1. Rose is growing extensively in this study area which would help to complete this study.
Data were collected during the month of October 2016 through face-to-face direct interviews with the intermediaries of rose using a structured survey schedule.

Sample and Sampling Technique
Farmers were selected by using purposive sampling technique and intermediaries were selected by using convenience sampling technique in order to meet the objectives of the study. A total of 20 rose producers were selected from Gadkhali union of Jhikargacha Upazila in Jessore district. Five local traders (Bepari) and five retailers from Gadkhali union, five retailers from Jessore city and additionally 10 traders (5 wholesaler-cum-retailers and 5 retailers) from Dhaka city; in total 25 intermediaries were selected for collecting necessary data.
Preparation of Interview Schedule
Interview schedules were prepared on the basis of the objectives of the study. Attention was given to the general form of the schedules to see that the questions followed a logical and appropriate sequence. Care was taken in wording questions to ensure that they were unambiguous and easily understood to ensure cooperation by respondents. The schedules were pre-tested and finalized after necessary correction, modification and adjustment.

Data Collection
There were some specific steps followed in collecting data from the respondents. At first, the researcher tried to develop a good relationship (rapport) with the respondents so that they could feel easy and cooperate to provide necessary data. Data were collected at the leisure period of the respondents during the month of October 2016 through face-to-face direct interviews. 
Processing and Analysis of Data
After collecting data, interview schedules were checked to find out any inconsistency or omission in the data collection and to avoid irrelevant information. After completing the pre-tabulation tasks, actual tabulation work was started. Data entry was made in computer and analysis was done using the concerned software Microsoft Excel.
Analytical Technique
 Data were analyzed with the purpose of achieving the objectives of the study. Mainly tabular analysis was followed to analyze the data. The following techniques were used to estimate marketing costs and margins. Descriptive technique is the technique that is generally used to find the crude association or variations between variables and output. This technique was applied with the help of some statistical measure like the sum, average, percentage etc.
Marketing Margin
Marketing margin has been calculated by using the following formulas
Gross marketing margin = Sale price - Purchase price
Net marketing margin = Gross marketing margin - Marketing cost 
Return on investment (%) = (Net marketing margin/ Total investment) × 100
Where, Total investment = Purchase price + Marketing cost 

RESULTS AND DISCUSSIONS
Marketing System of Rose
Marketing system may be thought of as the connecting link, the bridge between specialized producers and consumers. It is both a physical distribution and an economic bridge designed to facilitate the movement and exchange of commodities from the farm to the fork. The marketing system is also sometimes referred to as the marketing machinery or the product distribution system. The marketing system plays two important roles. The role of physical distribution which is concerned with the physical handling and transfer of products as they move from producers to consumers. It also adds value to farm commodities and facilitates the exchange process between buyers and sellers (Kohls and Uhl, 1980).  
Marketing Channels
The chain of intermediaries through which the transaction of goods takes place between producer and consumers constitutes a marketing channel. In other words, marketing channel refers to a pathway composed of various marketing intermediaries who perform such functions as needed to ensure smooth and sequential flow of goods and services from the producers to consumers in order to achieve marketing objectives of the producing firms. Marketing channels are alternative roles of products flow from producers to consumer (Kohls and Uhl, 1980). 
The marketing channels of rose in Bangladesh are vast and complex. In the study, there were three separate channels in separate places- Gadkhali, Jessore and Dhaka city. All of those marketing channels are shown below one by one.
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Figure 1: Marketing Channels of Rose in Gadkhali and Jessore City
There were different levels of channels in Gadkhali and Jessore city. Two marketing channels of rose in Gadkhali union and three channels from Jessore city were identified. These are 
Marketing channels in Gadkhali:
Channel-I Producer → Retailer (Gadkhali) → user
Channel- II Producer → user
1. Marketing channels in Jessore:
Channel-I Producer → local trader (Gadkhali) → retailer (Jessore) → user 
Channel-II Producer → retailer (Jessore) →user 
Channel-III Producer → user
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Figure 2: Marketing Channel of Rose in Dhaka City
1. Marketing channels of rose in Dhaka city
Channel-I Producer → local trader → wholesaler-cum-retailer → retailer → user 
Channel-II Producer → Local trader → retailer → user 
Channel-III Producer → local trader → Aratdar → wholesaler-cum-retailer → user
Channel-IV Producer → local trader → Aratdar → wholesaler-cum-retailer → exporter  
Channel-V Producer → wholesaler-cum-retailer → retailer → user  
Channel-VI Producer → wholesaler-cum-retailer → user  
Channel-VII Producer → local trader → user
Channel-VIII Producer → retailer → user 
Channel-IX Producer → wholesaler-cum-retailer → street flower seller → user
Channel-X Producer → local trader → Aratdar → wholesaler-cum-retailer → Decorator
Market Participants
 A brief description of the market participants is given below:  
Producer
The marketing channel starts from producer. The producers usually sold their rose to the local traders at the local market (Gadkhali market). Farmers and various intermediaries formed linkage in the channel. Producers also sold their rose to the wholesaler-cum-retailer and direct retailer in Dhaka city. Again, producers used to sell a small portion of their total production to local users in the producing area.  
Local traders
Local traders (Bepari) were professional traders who purchased rose from producers at the local market (Gadkhali market). Purchased roses were assembled and packed into bundles and those were consigned by night coach to the wholesaler-cum-retailers and retailers who were located at the Shahbag area in Dhaka City and other districts.  
Aratdar
Aratdars were politically organized group in rose market. Basically, producers sold their rose to the local traders (Bepari) and gave a receipt paper from them. In the evening producer came to the Aratdar and show them that receipt paper. Then the Aratdar gave the producer their money. Aratdar work is not related with rose flowers but the rose marketing maintenance is done by them. 
Wholesaler-cum-retailers
Wholesaler-cum-retailers were big merchants as well as licensed traders having fixed business premise and godowns. They purchased roses from local traders or producers and sold these to the retailers. They also sold flower direct to the users. Their business premises were situated at the well communicated areas in the secondary market. Example: Shahbag and Agargoan in Dhaka city. Outside of the Dhaka city, Chittagong city is the second large wholesaler-cum-retailer market.
Retailers 
The retailers bought flowers from local traders at farm level through wholesaler-cum-retailers and sold those to the users and decorators. Sometimes they had no permanent shop, usually use open market place for selling roses. Most of the retailers had been doing business for more than ten years.  
Decorator
Decorators are usually retailer. They basically use roses to decorate stages, car in various occasions like wedding ceremony, holud ceremony, birthday party, pohela boishak, international mother language day, victory day etc. The demand of rose decorator is very high in Valentine’s Day. Decorator business is more profitable in wedding season (November to February).
Street rose seller
Street rose sellers are mainly school going boys and girls. They usually collect rose from wholesaler-cum-retailers and sell them to the direct user in the busy roads of Dhaka. Example: Farmgate, Shahbag, airport road etc. Few good attempts were already taken by student of Dhaka University to educate those street sellers for improving their life style.
Users 
The users were the final buyers of flowers. They purchased flowers from the flower shops but sometimes they also purchased flowers from wholesale market and in production area.
Marketing Functions 
A marketing function is a fundamental or basic physical process or service required to give a product the form, time, place and possession utility consumers desire (Branson and Norvell,1983). In this study, the marketing process of rose comprised of various marketing functions; such as buying and selling, Pricing, Processing, Grading, Storage, transportation, financing, market information, promotion etc.
Buying and selling
Negotiation in favorable terms of exchange is the primary objective of buying and selling. Constant fluctuation of price of rose is observed by both buyer and seller. From producers to final users, price found to change many times and each time a new price was determined by the interaction of demand and supply.
Table 1: Buying and Selling Price of Different Intermediaries                                                                                                             (Tk. Per 100 rose)
	Type of intermediaries
	Buying price
	Selling price

	Local trader
	215.00
	282.50

	Wholesaler-cum-retailer
	257.50
	550.00

	Retailer 
	550.00
	875.00



The local traders at farm level purchased rose per 100 at Tk. 215 and sold them at Tk. 282.5 again, wholesaler-cum-retailer and retailers purchased rose at Tk.257.5 and Tk.550 respectively and sold them at Tk.550 and Tk.875 respectively.
Volume handled
On an average a local trader (Gadkhali), wholesaler-cum-retailer and retailer handled respectively 5000, 15000-20000 and 1000-1500 roses per day. So highest amount of rose was handled by wholesaler-cum-retailer followed by local trader and retailer.


Table 2: Volume Handle of Local Trader, Wholesaler-cum-retailer and Retailer	
	Intermediaries
	Number of roses

	Local trader
	5000/day

	Wholesaler-cum-retailer
	15000-20000/day

	Retailer 
	1000-1500/day



Packing
During the process of transportation producers also pack their roses into multiple bundles and each bundle comprises of 100 roses. They pluck roses in the evening. Usually, producer and his wife assemble them into the bundles overnight. Then, local traders again packed roses into a larger bundle for further distance. Each bundle contained 3000-4000 roses.
Pricing
Pricing of roses is done by individual flower traders. Flower traders dominate the market factors like demand, supply and also quality of the flowers. They set the price. The sellers reported that they did not follow any fixed price.
Processing
Roses are usually arranged according to the order of buyers’ preference. The traders sort the roses and arrange them in various forms such as flower basket, garlands, bouquet and also in according to buyers’ order. Decorator used rose to decorate car, stage etc. Street flower seller usually made mala or tora to sell their roses. 
Grading
There is no evidence of scientific grading of rose. But traders use to grade flowers on the basis of own business experience and according to buyer's preference. Such as Grade A, Grade B, Grade C. Price varies according to size, colour, quality and defect of rose. Grade A is considered as best quality and it is too much costly. Grade B is usually used by decorators and public users. The quality of Grade C is poor and used in flower baskets.
Storage
Storage is an important marketing function. The storage function is keeping and making goods available at the desired time. Flower is a perishable product and it needs specialized storage facilities but unfortunately there are no such facilities for rose in Bangladesh. The common practice is to allow the flowers to cool for a certain time after harvest to remove the field heat and thereafter they are packed.  The traders used a crude method to preserve roses in their shops. Flowers were kept in a bucket of water and the water was changed after every 24 hours. Retailers kept their roses away from sun light, wind and rain.
Transportation
Transportation played an important role in flower marketing at every step in the marketing channel. Primary concern of transportation is making goods or commodities available at the right time in right condition at the right place.
In this study, bicycle, van, rickshaw, pickup van, bus, truck, nosimon etc. were used by different intermediaries to transport roses. Farmers transported most of their product by shoulder-load in the local market of Gadkhali Union, due to short distance (3km) from the production site. Other means used by the farmers were cycle, van, rickshaw etc. Pickup van, night coach and sometimes truck were used for transporting rose from Gadkhali to Dhaka city (220 km) by the local traders. The retailers of Jessore city used nosimon, bus etc. for transportation. The typical distance between Gadkhali Union to Jessore city is 21 km. Another retailer of Shabag area purchased roses from the wholesale market and they personally carried the flower bundles to their shop. Another wholesale market point in Dhaka city is Agargaon from where retailers collect roses by the means of auto-rickshaw, rickshaw, rental car etc.
Table 3: Mode of Transportation Used by Producer sand Intermediaries
	Type of transport 
	Modes of transport

	
	Shoulder-load
	Rickshaw, van, by-cycle
	Nosimon, pickup van
	Night coach
	Truck
	Total

	Producer
	12(60%)
	8(40%)
	0
	0
	0
	20(100%)

	Local trader 
	
	
	
	3(60%)
	2(40%)
	5(100%)

	Retailer 
	8(53.33%)
	4(26.67%)
	3(20%)
	
	
	15(100%)

	All intermediaries 
	20(50%)
	12(30%)
	3(7.5%)
	3(7.5%)
	2(5%)
	40(100%)



Financing 	
The function of advancing money to carry on the various aspect of marketing functions properly is known as financing.
Table 4: Sources of Financing by Producers and Traders
	
Producers and Intermediaries
	Source of financing

	
	Own
	Own + Bank loan
	Own + NGO
	Total

	Producer
	5 (25%)
	0
	15(75%)
	20(100%)

	Local trader 
	4(80%)
	1(20%)
	0
	5(100%)

	Wholesaler-cum-retailer
	5(100%)
	0
	0
	5(100%)

	Retailer 
	12(80%)
	3(20%)
	0
	15(100%)

	Total 
	26(57.78%)
	4(8.89%)
	15(33.33%)
	45(100%)



Table 4 reveals that 25% farmers were self-financed and 75% operated their business with own capital and borrowed from different NGOs. In the case of local traders 80% of them were self-financed and bank or other non-institutional sources provided funds 20% of local traders. Almost all of the Wholesaler-cum-retailer were self-financed. Most of the retailers (80%) were self-financed and other sources were bank loan (20%). So, analysis shows that the main source of financing of rose trading was own capital.
Market information
The market information is one of the facilitative marketing functions required for efficient operation of a marketing system. Accurate and timely market information facilitates farmers in deciding about the price, time and place of sale of their produce (Kohls and Uhl,1980).
The table 5 reveals that most of the producer (60%) received their market information from other fellow traders. Other sources were visit to market and personal observation (25%) and neighbour or friends (15%). Local traders collected information through observation (60%) and rest 40% from fellow traders. In case of Wholesaler-cum-retailers 60% information obtained over telephone or mobile. And other sources were visit to market and personal observation (40%). Most of the retailers (66.67%) received their market information through visit to market and personal observation and 13.33% information got from fellow traders and 20% from neighbour or friends. So, table indicates that the most of the flower traders received their information from visit to market and personal observation (44.44%).

Table 5:  Sources of Collecting Market Information by Producers and Traders
	Producer and intermediaries
	Source of information

	
	Visit to market and personal observation
	Fellow traders
	Neighbour /friends
	Telephone /mobile
	Total

	Producer
	5(25%)
	12(60%)
	3(15%)
	0
	20(100%)

	Local traders
	3(60%)
	2(40%)
	0
	0
	5(100%)

	Wholesaler-cum-retailers
	2(40%)
	0
	0
	3(60%)
	5(100%)

	Retailers 
	10(66.67%)
	2(13.33%)
	3(20%)
	0
	15(100%)

	Total 
	20(44.44%)
	16(35.56%)
	6(13.33%)
	3(6.67%)
	45(100%)



MARKETING COSTS AND MARGINS OF ROSE
Marketing Cost 
Marketing cost is a term used to describe the expenses to perform various marketing functions and operations of various agencies involved in marketing process. In flower trading marketing cost includes different level; such as transportation, assembling, market toll, cleaning, electricity, water bill etc.  In the following section, an attempt has been made to assess the marketing cost of rose in different levels. Marketing cost of large, medium and small shops were Tk. 49.50, Tk. 43.50 and Tk. 79.00 respectively for 100 sticks of cut flowers. For 100 sticks of flowers, net margin was calculated at Tk. 52.50, Tk. 61.50, Tk. 31.00 per month for large, medium and small shops respectively (Hasan,1996).
Marketing Cost of Intermediaries
Marketing cost of rose intermediaries includes the expenses incurred by the different intermediaries for the flow of rose through different marketing channels. In rose business there are various level of intermediaries; such as Bepari, Aratdar, Retailer, Wholesaler-cum-retailer, Decorator etc. 
Marketing Cost of Local Traders at Gadkhali Market
The functions of local traders are to purchase rose from the farmers of Gadkhali and transporting to the wholesaler-cum-retailers and retailers in Dhaka city. The important cost items of the local traders are shown in the following table 6.
Table 6: Marketing Cost of Local Traders                                 
	Item 
	Cost (Tk./100 rose)
	Percentage

	Labour cost
	5.33
	18.14

	Bundling
	1.60
	5.45

	Transportation
	10.00
	34.03

	Cleaning
	0.41
	1.39

	Personal expenses
	0.49
	1.67

	Shop rental cost
	3.85
	13.10

	Electricity
	0.02
	0.08

	Packing
	5.67
	19.29

	Market toll
	2.00
	6.81

	Total marketing cost
	29.38
	100


The table 6 shows that average estimated marketing cost incurred by local traders was Tk. 29.38 per 100 roses. Transportation was the highest cost item (34.03%) and packing was the second highest (19.29%). Other cost items in descending manner were labour cost, shop rental cost, market toll, bundling, personal expenses, cleaning and electricity bill.
Marketing Cost of Wholesaler-cum-retailers in Dhaka City
The main function of the wholesaler-cum-retailer was to purchase rose from the local traders and sell them to retailers and sometimes to the users. The average marketing cost of the wholesaler-cum-retailer was shown in following table 7.
Table 7:  Marketing Cost of Wholesaler-cum-retailer     
	Items 
	Tk./100 rose
	Percentage

	Labour cost 
	2.67
	58.85

	Electricity 
	0.20
	4.41

	Market toll 
	0.067
	1.48

	Cleaning cost 
	0.04
	0.88

	Telephone bill
	1.56
	34.36

	Total cost
	4.54
	100


From the table 7 we can see that labour cost covered the major portion (58.85%) of all marketing cost of the wholesaler-cum-retailer. Other accounted marketing cost included telephone bill 34.36%, electricity 4.41%, market toll 1.48% and cleaning cost 0.88%. It should be better to say that wholesaler-cum-retailer do not pay the transportation cost. So, there is no such cost here. Marketing cost of the wholesaler-cum-retailer in Dhaka city was approximately Tk. 4.54 per 100 roses.
Marketing Cost of Retailers 
The retailers used to buy rose from wholesaler-cum-retailers and sell them directly to the users. Marketing cost of retailers in different levels such as in Gadkhali, Jessore city and Shahbag, Dhaka city is discussed below.
Marketing cost of retailers in Gadkhali Union
Retailers in Gadkhali Union used to collect roses from the local market and carry them over shoulders to their shops. And their shops were also located in the local market. So, they did not need any transport cost. The total marketing cost of retailers in Gadkhali union was about tk. 12.82 per 100 roses. Electricity cost occupied the major portion (32.48%). Other costs were market toll, cleaning cost and telephone bill (Table 8).
Table 8:  Marketing Cost of Retailers in Gadkhali Union 
	Items
	Tk/100 rose
	Percentage

	Electricity 
	4.16
	32.48

	Market toll 
	3.33
	25.96

	Cleaning cost 
	3.33
	25.96

	Telephone bill
	2.00
	15.59

	Total cost
	12.82
	100


Marketing cost of retailers in Jessore city
Marketing cost of retailers in Jessore city are showing in the following table.
Table 9:  Marketing Cost of Retailers in Jessore City
	Item 
	Cost(Tk./100 rose)
	Percentage

	Labour cost
	4.55
	16.55

	Bundling
	3.24
	11.79

	Transportation
	5.33
	19.41

	Telephone cost
	2.00
	7.28

	Personal expenses
	2.55
	9.29

	shop rental cost
	6.88
	25.04

	Electricity
	0.92
	3.37

	Market toll
	2.00
	7.28

	Total marketing cost
	27.48
	100



The total marketing cost of retailers in Jessore city was about Tk. 27.48 per 100 roses. Analysis shows that highest cost occupied by shop rental cost (25.04%). Labour cost was the second most cost and other cost were bundling cost, transportation, telephone cost, personal expenses, electricity and market toll (Table 9). Jalil, 2007 estimated Tk 41.14 per 100 roses as marketing cost of retailer. 
Marketing cost of retailers in Shahbag, Dhaka city
Marketing cost of retailers in Shahbag, Dhaka city is higher than Gadkhali or Jessore. The cost is shown in the following table.
Table 10:  Marketing Cost of Retailers in Shahbag, Dhaka City
	Items
	Cost(Tk./100 rose)
	Percentage

	Labour cost
	83.16
	91.71

	Electricity bill
	2.98
	3.29

	Water bill
	2.96
	3.27

	Telephone cost
	1.56
	1.72

	City corporation tax
	0.01
	0.01

	Total
	90.68
	100



The total marketing cost of retailers in Dhaka city was about Tk.90.68 per 100 rose.  Here labour cost was the highest cost (91.71%) and electricity and water bill comprised the second and third highest cost respectively. Other costs were telephone cost and city corporation tax (Table 10).


Total Cost of Rose Marketing by Various Intermediaries
The total marketing cost of rose comprised all costs incurred by various intermediaries standing between the farmers and the ultimate users. The total marketing cost of all intermediaries per item wise has been shown in following table 11.
Table 11:  Total Cost of Rose Marketing by Various Intermediaries    (Tk. per 100 rose)
	Cost items
	Local traders
	Wholesaler-cum-retailers
	Retailer in Dhaka
	cost
	Percentage

	Labour cost
	5.33
	2.67
	83.16
	91.16
	67.66

	Bunding cost
	1.60
	
	
	1.60
	1.18

	Transportation 
	10
	
	
	10
	8.03

	Cleaning 
	0.41
	0.04
	
	0.45
	0.33

	Shop rental cost 
	3.85
	
	
	3.85
	2.85

	Electricity 
	0.02
	0.20
	2.98
	3.20
	2.37

	Packing 
	5.67
	
	
	5.67
	4.20

	Market toll
	2
	0.067
	
	2.06
	1.53

	Personal expenses
	0.49
	
	
	0.49
	0.36

	City corporation tax
	
	
	0.01
	0.01
	0.01

	Water bill
	
	
	2.96
	2.96
	2.19

	Telephone cost
	
	1.56
	1.56
	3.12
	2.31

	Total
	29.38
	4.54
	90.68
	134.72
	100

	Percentage (%)
	21.80
	3.64
	67.30
	100
	



Table 11 indicates that total marketing cost was Tk.134.72per 100 rose. Here total retailer cost in Dhaka was 67.20% of total cost, wholesaler-cum-retailers spent money 10.90% of total cost and local traders share money 21.80% of total cost. In flower business spoilage is a common things. But in winter rose grow less than in summer and demand is very high. So, spoilage rate is ignoring here. Labour cost is the highest cost (67.66%). Next main costs in descending order were transport cost (14.95%), packing (4.20%), shop rental cost (2.85%), electricity, communication cost, water bills, market toll, bundling cost, cleaning, personal expenses and city corporation tax.

Marketing Margin 
The term marketing margin refers to the difference in value for equivalent physical quantities of a given commodity between different levels of market. It includes also the profit of the intermediaries concerned. Marketing margin in a sense is the price of all utility adding activities and functions that are performed by the intermediaries (Kohls and Uhl, 1980).
A marketing margin may be defined as a difference between the price paid by consumers and that obtained by producer or the price of a collection of marketing services which is the outcome of the demand for and the supply of such services (Tomek and Robinson,1977). 
Marketing margins of different groups of intermediaries were calculated separately to examine their relative performance of marketing activities.
Marketing margin of local traders
The table12 shows that average gross marketing margin of local traders for 100 rose was Tk.70 and average net marketing margin was Tk.40.62; while net return on investment was 16.79%.
Table 12:  Marketing Margin of Local Traders
	Particular 
	Amount

	Purchase price (Tk./100 rose)
	212.50

	Sale price (Tk./100 rose)
	282.50

	Gross marketing margin (Tk./100 rose)
	70.00

	Marketing cost (Tk./100 rose)
	29.38

	Net marketing margin (Tk./100 rose)
	40.62

	Return on investment (%)
	16.79



Marketing margin for wholesaler-cum-retailer
From the table 13 we can see that gross marketing margin for wholesaler-cum-retailer was Tk.40 per 100 rose and net marketing margin was Tk. 25.31 per 100 roses; while return on investment was 26.73%.
Table 13:  Marketing Margin for Wholesaler-cum-retailer  
	Particular 
	Amount

	Purchase price (Tk./100 rose)
	80.00

	Sale price (Tk./100 rose)
	120.00

	Gross marketing margin (Tk./100 rose)
	40.00

	Marketing cost (Tk./100 rose)
	14.69

	Net marketing margin (Tk./100 rose)
	25.31

	Return on investment (%)
	26.73



Marketing margin for retailer
There was a visible price variation in different levels of retailer from Gadkhali to Dhaka city. Now the marketing margin of retailers in different places are shown below.
Marketing margin for retailer in Gadkhali Union
The table 14. shows that the gross marketing margin per 100 rose of retailer in Gadkhali Union was Tk.55 and net marketing margin was Tk. 42.17. Estimated return on investment was 29.02%.
Table 14:  Marketing Margin for Retailer in Gadkhali Union
	Particular 
	Amount

	Purchase price (Tk./100 rose)
	132.50

	Sale price (Tk./100 rose)
	187.50

	Gross marketing margin (Tk./100 rose)
	55.00

	Marketing cost (Tk./100 rose)
	12.82

	Net marketing margin (Tk./100 rose)
	42.17

	Return on investment (%)
	29.02



Marketing margin for retailer in Jessore city
From the table 15 we can see that gross marketing margin of retailer in Jessore city was Tk. 32 per 100 rose and net marketing margin was Tk. 297.51 per 100 roses; while return on investment was 81.51%.
Table 15:  Marketing Margin for Retailer in Jessore City 
	Particular 
	Rose

	Purchase price (Tk./100 rose)
	337.50

	Sale price (Tk./100 rose)
	662.50

	Gross marketing margin (Tk./100 rose)
	325.00

	Marketing cost (Tk./100 rose)
	27.48

	Net marketing margin (Tk./100 rose)
	297.51

	Return on investment (%)
	81.51




Figure 3: Marketing Margin of Different Intermediaries

Marketing margin for retailer in Dhaka city
The table 16 shows that the gross marketing margin per 100 rose of retailer in Dhaka city was Tk. 712.5 and net marketing margin was Tk.621.82. Estimated return on investment was 205%. After analyzing the last three retailer table we can see that there was a gross variation in marketing margin in different levels of retailers.



Table 16:  Marketing Margin for Retailer in Dhaka City    
	Particular 
	Amount

	Purchase price (Tk./100 rose)
	212.50

	Sale price (Tk./100 rose)
	925.00

	Gross marketing margin (Tk./100 rose)
	712.50

	Marketing cost (Tk./100 rose)
	90.68

	Net marketing margin (Tk./100 rose)
	621.82

	Return on investment (%)
	205.00



Gross marketing margin in Gadkhali, Jessore and Dhaka City were Tk.55,325 and Tk. 712.5 respectively and Net marketing margin were Tk. 42.17, Tk. 297.51 and Tk. 621.82 respectively; which was highest in Dhaka city and lowest in Gadkhali Union. Jalil (2007) found total marketing cost per hundred cut flowers for retailer Tk. 41.14. Mou (2006) estimated marketing margin Tk. Tk.689.72 per 100 flowers in Dhaka city. 

PROBLEMS FACED BY THE INTERMEDIARIES OF ROSE 
Problem Faced by Intermediaries
In the study areas the rose traders faced various problems. The problems as reported by them are presented and discussed below.
Inadequate capital
Lack of capital was considered as a major marketing problem by 88% of flower traders. Among the intermediaries 80% of local traders, 80% of wholesaled-cum- retailers and 93.33% of retailers faced the problem.
Price instability
Price instability was one of the major problems of intermediaries. Almost 88% of intermediaries (80% of local traders, 100% of wholesaled-cum-retailers, 86.67% of retailers) reported it as a problem. Price instability caused lower profit for the intermediaries.
Lack of adequate market information
Although market information was available to the intermediaries. But they did not receive accurate and up to date information. So, there were some risk and uncertainties for receiving reasonable price. About 60% of intermediaries considered lack of market information as a problem.
Lack of storage facilities
There were no storage facilities in Bangladesh but it is very essential because flower is highly perishable goods. About 80% of local traders, 80% wholesaler-cum-retailers and 87% of retailers reported that storage problem was one of the major problems for rose trading.


Unsold Roses
Sometimes the rose traders could not sell the entire product and some of quantity remained unsold. Retailers reported that about 70% of purchased rose remained unsold and only 30% was sold. The problem was faced by 100% of retailers and 100% of wholesaler-cum-retailers. 
Inadequate space in rose shop
In rose business more space is needed in the shop. Seventy six percent of shop owners complained that the space in the shop was inadequate for rose marketing.
Fluctuation of demand
Demand fluctuation was a great problem for rose traders. Sometimes price was high and sometime very low. There was special demand on 14 February, 21 February, 26 March and 16 December of the year. About 88% of the respondents reported fluctuation of demand as a market problem.
Strike and hortal
Strike and Hortal caused serious problem to run the rose business. About 100% of local traders, 100 % of wholesaler-cum-retailers and 93.33% of retailers reported this problem.
Conclusion
The findings of the study indicated a strong government policies, government rules and regulation, modern technology, storage system, government control over the rose flower market, a healthy marketing channel etc. are needed for the successful rose market business in Bangladesh. Rose farming could be more viable and attractive commercial enterprise which can improved their socioeconomic status and help in alleviating rural poverty in many areas of Bangladesh.    
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