Online ISSN -2278-8808
Printed ISSN- 2349-4766

e
e,

T = 08 % 7 S et S i = e

oy e

N

P R

i & Referred
An International 8
Peer Reviewed Rea Quartgrly |

SCHOLARLY RESERRCH JOURNAL

'.Wﬂyﬁ-.

T e T

v g

;iiii..:iaia.

Scanned by CamScanner




8]

152

183

184

185

186

187

188

189

190

191

192

193

194

195

196

INPACT OF GSTIN INDIAN ECONOMY
[ KA Nanide & 0 Seenia B Chaven (8410084 1)
GOODS AND SERVICES TAX (GST) IN INDIA: AN INTRODUCTORY STUDY

e Rolumi N Pachore (842-845)

HORTICULTURE MARKETING SCENARIO IN MAIARASIHT RA

St Khandve Swapaals Ramesh & De Rajendva Bhosale (846 547)

E-COMMERCE CHALLENGES AND OPPORTUNITY IN THE CURRENT SCENAI
Dr Mangesh Bhavsar (545-850)

SIGNIFICANCE OF M- MARKETING IN PRESENT SCENARIO

Mr. Kardak Santosh Eknath (851-853)

SUSTAINING NATURAL RESOURCES BY GALVANIZING ENVIRONMEN
CONCERN OF HUMAN RESOURCE APPROACH -

Dr. Mahesh Thakur & Mr.Pankaj Haxe (854-856)

GST- ONE NATION, ONE TAX =ITS IMPACT ON INDIAN FCONOMY

Ms. Rupali K. Setnap (857-859)

INFORMATION TECIINOLOGY IMPLIMENTATION IN URBAN CO-OPERAI
BANKS

Reshma Manohar Parab (860-864)

FUTURE TRENDS OF HR TECHNOLOGY

Dr. Manasi Kurtkoti & Mrs, Prabha Kumari (867-86%)

1uman Development in the 21* Century India

Dr. Yuvraj P. Jadhav (870-874)

INNOVATIVE TRENDS IN E-MARKETING

Dr. Ashok M. Dhumal (875-876)

NEED AND IMPACT OF DIGITAL OR CASHLESS SYSTEM IN INDIA

Prof.Vidya Bhika Thorat (877-880)
EVALUATION OF WEATIHER BASED CROTP INSURANCE SCHEME |IN

MAITARASIITRA
Mr. Arvind Rite & Dr. Arvind Shelar (881-884)
BENEFITS AND CHALLENGES OF E-COMMERCE IN BANKING

Avinash Kamalakar Jumare & Dr.Deshmukh Bhausaheb Yeshwant (88 5-K86)
INTER-FARM COMPARISON OF COST BENEFIT RATIO OF POMEGRANATLE

ORCHIDS IN NASHIK DISTRICT: AN AGRONOMICAL ANALYSIS

Prof. Dr. N. B. Bachhav (887-8%0)
CYBER RISK INSURANCE - ISSUES AND CHALLENGES

Mos. Sandhya K. Salve/Wanjare (891-892)

: 151%

Scannéd by 'amScanner




——

— e
i it

e o g | e A L

. s Fb i JOUHNAL FOE TN DI At it D i ar oy
Simi |} gy o Pamesh & bn fragendia il

HORTIC UL TURE MARKETING GO NARTO N MAFARASITIR Y
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Introduction
Horticulture in India is Recogmized as one o] the fastest prowang sectors m the waorld. Maharashtra i aoe b
leading states in the country In horticuliure  development. Horticultuie sector comprising, frnt vegetabd
Aloriculture, medicinal 2nd aromatic crops, mushroom, spiees and plantation crops, has witnessed plicni. e
growth n production and productivity during, the Jast twe decades. The diverse agro-climatic conditions ol the 1a
are very conpenial for cultivation of vanons horticultural crops. Maharashira is the third largest prowhuces ol
horiculture crops and large exporier as well. ‘The area under fruit crops which was 2.42 lakh heaters i_n [RUTR PR
gone up 10 6.13 lakh heaters in 2011. Similarly, the arca under various vegetables, spice ¢rops and floriculinee et
also increased substantially. Marketing of horticulture commodities, differ as they arc highly perishable scasonal aiid
high in volume. Horticultural product has faced the marketing problems due 10 scasonality of production el hiyh
perishability of produce
Objective of study:
1. To Study The Importance Of Horticultural Commaditics.
2. To Study The Current Marketing Scenario Of Horticulture Crops.
3. To Study The Problems Of Horticultural Marketing.
Methodology: This study is based on sccondary data. The data is collected from reference books, il
newspaper and websites
Importance of Horticultural Crops : India is onc among thc many important fruits and vegetables prowlin ing
countrics of the world. Tt ranks third after, china and U.S.A. in production of horticultural crops. JUis The wand
largest producer of mangoes and occupics second place among the banana and onion producing countrivs ul the
world. Horticultural crops, i.c. fruits and vegctables assume more importance as a protective food as they prowh
much needed health supporting vitamins, minerals and also in improving the protein value in foods. Besidi thei
value in human consumption, horticultural crops play an important role in commerce, particularly in cxpot tiade
and processing industry. Employment opportunitics offered by this sector are plenty to the form population ey
in production, transportation, processing and marketling operations in addition to the entreprencurs scehuy wil
employment keeping in view of its imponance much emphasis has been given to augment the production of
horticultural crops in our national plans. India’s share in the global market is insignificant it accounts for anly |1
percent of the global trade in vegetables and 0.5 percent in fruits, India is the second largest producer of ftunt aiu
vepetables contributing 10 percent and 14 percent respectively in the world fruit and vegetable.
Profile Of Horﬁcultur!: Product: Maharashtra produces about 17.54 m. MT of horticultural produce from an wies
of 2.49 m. ha. Accounting for ?.39 percent of horticulture production in the country, major share of production i
from fruits (54.24 percent), the main fruits being Sapota, Banana, Citrus, and Grapes. Other fruits grown arc Mugs
Pomegranate and (_Suava. The \fegc[ab]e produce forms about 42.78 percent of the horticultural production ny fle
state. Mahamshlra is also a leading producer of Onions, Cut Flowers and Cashew. 25.23 lakh MT of fruits have howi
traded in organized r.nz:k::t.s with average price of Rs. 14.92/kg. 56.24 lakh MT of vegetables have been trdeil i
organized markets with average price of Rs. 11.21/kg.
g gl i bl KR Rl g S
L] r ¢ farmers to the consumers. Marketing of agricultina -
produces is different and more challenging than many of the industnal products. The marketing of h I:'.rl" sl
prud‘ucls that 100 of the fruit and vepgetable is more challenging because of the pr:n'shabilitygs 0 -I|l'-lI "":d
bulkiness and consumption habits of the Indian consumers. Indian consumer demands fresh fruit and e
f“ain stakeholders in marketing chain from growers to consurners arc wholesalers, retailers and omcrveg‘;;ljh.' iy
is necessary to focus on marketing of fruit and vegetable from the point of all ’thc stakeholders fi pidissen )
CORSUITETS, The fruit and vegetable marketing system is a link between the farm and consume ]I'.T'mn i'_?.rO_Wr-‘n ¥
functional aspects of market namely pre and post-harvest operations, assemblin snrtinrs- "E‘m vm- e
I.ragsmnauon anii distribution. There has been concern in recent years rcg;rding the cfgf:{;i:ncy ﬁf rir;kl:ti; s:; l;:f‘:'
and vegetable. High and fluctuating prices and availability of quality produce are matters of concern from ﬁw |,.,:H
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i Marketing Boards, now-a-days
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of constmers Only o small shae of consumer rupee reaching the trmers is another mapor concern i marketing, of
froit aned vepetable, Tndi has o hupe upportunity o become a leading, plobal foad supplics af only it has the right
sile, adaptive and efficient supply chain the adeal patkeling system s one of

pnrketing shatepics andd ol course, iy
thit maximizes the long an welfure of society it should operate with maxmm physieal and allocative

arketmg of hortienltural produce n Maharashtra comprises of orpanized marketing structure and
In orpanized structure, the role of co-operatives is sipnificant. The other vertical
- and horizontal institutional system network in the state is quite helpful and praceful to the co-operalive enterpriscs.
are predominantly doing better for marketing the horticultural produce, The role of

~ pnorpanized manketing, structne,

1 APMLC, in some distrcts is significant and dealing separately from horticultural produce by developing a separate

|
E
;
'

% or Semi Governmenl agencics) in various activitics relating to marl
P . . .
F‘major factors of demand and supply in marketing system do play a ve!

:5 \ealing in marketing activitics of the horticultural produce at d
2 becoming more popular, affordable and feasible to the growers, ma

£ purchasers in organized and unorganized marketing agencies and organizati

there is a chain of traders and unorganized agencies
ifferent places. Group marketing, now-a days is
rketing channcls i.c. from producer to bulk
ons like APMC. This is called as a
retailers to consumers. Most of the
1o the terminal market i.c. up to the APMCs. There is
rprises and the organized institutions (Government
keting of horticulture producc in Maharashtra, the
ry vital role. The market committee provides

' horticultural produce matketing (yards) campuses. Similarly,

. ferminal market. The other way round marketing begins from whaolcsalers-
* horticultural producc is channelized through one way round up
~ prave (o have a proper co-ordination between the cooperative enle

£ 'necessary infrastructural facilities for smooth operations of marketing of the horticultural produce. Some APMCs
i "' have developed abstract market campuses for vegetables, fruits and food grains clc.
i Constrainis In Existing Systems Of Horticulture Marketing: The process of horticultural marketing begins with
¢ the farmer and end up with the consumer. In between these two extreme ends one can find many intermediarics like
L Aronsporters, warchouse owners, commission agents, wholesalers and retailers ete. performing their duties to enable
} {he horticultural marketing process to reach its completion.

B The maximum wastage happens during the transportation of fruit produce from the farm gate to mandis and
i thereafler.

¥ The present system of marketing of fruits is full of number of malpractices. It is dominated by middlemen

; Wwho exploit both the consumers and producers.
[ ¥ Transportation is another weak link in post-harvest handling of fruits. Since the fruits come from village,

|

large propertion of the produce is transported by road only. Poor quality rural roads create hazards and enhancing
the likelihood of damage.

¥ Non availability of market information .
¥ Absence of grading and standardization.
¥ Inadequate credit facilities.

¥ Poor market technology.

Gonclusion: horticultural marketing is an important economic activity. the perishable nature of certain horticultural
commodities like fruit and vegetables introduces an element of risk and uncertainty in the economy. Horticultural
marketing system in India suffered from severe constraints like high costs, existence of middlemen, storage and
(ransport bottlenecks and lack of market information among the farmers. The study suggested development of
market yard, storage, and transport facilitics, so that efficient horticultural marketing can be attained. the need for
|mprovement in (he marketing system by regulating the marketing operations, establishment of efficient
{ransportation system and co-operalive marketing structure
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