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Abstract— The study was carried on the marketing channels 

and marketing efficiency of different existing marketing 

Channels of paddy in the West Garo Hills district of 

Meghalaya. The study of existing marketing channels will 

help the paddy grower to identify the most effective 

marketing channel to reduce the marketing cost and 

maximizing the profit margin. The marketing efficiency was 

estimated by using Shepherd’s formula. 
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I. INTRODUCTION 

Paddy is un-husked rice, which is one of the major food crops 

in the world as well in Asia. It is one of the most important 

food crop in India contributing to more than 40 per cent of 

total food grain production of the country. Rice plays a very 

key role in the Indian economy as it is the staple food for the 

two-third population of the country. The cost-effectiveness of 

the crops helps as an incentive for the paddy grower. The 

marketing efficiency is the core of agricultural marketing and 

it is more important for a developing economy like India. An 

efficient marketing system is important for maximizing 

returns from agricultural production. Meghalaya is 

predominantly an agrarian economy and about 75 per cent of 

the population depends on agriculture for their livelihood. 

Among the districts of Meghalaya, the West Garo Hills 

district has maximum share of around 36.36 per cent of total 

rice production covering 35.98 per cent of cultivated rice 

area. However, in terms of productivity, it is lower than the 

national average. Therefore, an attempt has been made under 

this study to analyse marketing cost, marketing margin, price-

spread and marketing efficiency of different existing 

marketing Channels of paddy in the West Garo Hills district 

of Meghalaya’ This study will help the farmers to identify the 

effective marketing channels get a favourable price, prevent 

distress sale, reduce the cost and maximize the profit and 

productivity. 

II. MATERIAL AND METHODS 

The survey method of investigation was adopted for the work 

of data collection. A specially designed questionnaire has 

been used for getting the information on socioeconomic data 

related to paddy cultivation, production, marketing channels 

and related aspects. The study comprised of 200 samples of 

the paddy growers. Purposive sampling technique was 

adopted for the selection of sample paddy growers. The 

samples were collected randomly from two blocks Viz., 

Tikrikilla and Selsela, covering 20 villages. The selected 

paddy growers were stratified into three size groups Viz., 

(Group I (1> -6 bigha), Group II (6.1-14 bigha) and Group III 

(14 and above bigha) base on the area under rice cultivation 

by using Cumulative Root Frequency Rule. The simple 

tabular analysis and the Shepherds formula was used to 

analyse the data.  

III. RESULTS AND DISCUSSION 

A. Marketing Channels of Paddy 

The market selected for the study of marketing cost, margin 

and price spread is Tikrikilla and Selsela market. The study 

reveals that there are three major marketing channels of 

paddy in the aforesaid markets. These three channels are as 

follows: 

1) In channel-1, producers of paddy sell their produce 

through Primary whole seller, Secondary whole seller, 

Miller cum Whole seller, Retailer and consumer. 

2) In channel -II, producers of paddy sell their produce 

through Miller cum Whole seller, Retailer and consumer 

3) In channel-III, producers of paddy sell their produce 

directly to the consumer 

B. Effectiveness of Various Marketing Channels  

The study of the effectiveness of various marketing channels 

shows that (table 1.1) channel I is the most effective channel 

for overall group size through which paddy grower transacts 

46.76 per cent of their produce. The study reveals that the 

large farmers belong to group II and III prefer using channel 

I for the marketing of paddy through which paddy grower 

transact 54.55 and 57.31 per cent respectively. Whereas 

paddy grower belongs to group I transact comparatively less 

amount (28.43) per cent through this channel. It was observed 

that the channel II was the second most effective channel for 

all group size through which paddy grower belongs to group 

I, group II and group III transact 35.08 per cent, 35.55 per 

cent and 39.51 per cent respectively and overall group size 

transacts 36.71 per cent. Channel III is the least important 

channel in terms of quantity transected for the paddy growers 

belong to overall size group (16.52) per cent.  Also, channel 

III is the least important channel for the farmers belong to 

Group II (9.90) per cent and group III (3.18) per cent. 

However, the channel III is the most effective channel for the 

paddy grower belongs to group I through which paddy grower 

transact the largest share of paddy (36.49) per cent. The study 

reveals that the smaller farmer prefers using channel III where 

fewer middlemen are involved. Thus it is evident that the 

effectiveness of different marketing channels varies 

according to a different group size of paddy growers. 

Channel 
Group I Group II Group III Overall 

Qt Per cent Qt Per cent Qt Per cent Qt 

I 100.18 28.43 556.07 54.55 1186.63 57.31 614.29 

II 123.61 35.08 362.39 35.55 818.07 39.51 434.69 
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III 128.58 36.49 100.92 9.9 658.43 3.18 295.98 

Overall 352.38  1019.38  2070.54  1147.43 

Table 1.1: Effectiveness of various marketing channels of paddy according to different groups 

C. Marketing Cost  

Marketing cost was calculated by estimating the cost incurred 

in the process of marketing in different stages after the 

harvesting of the paddy till it reaches to the consumer. It 

includes the transportation cost, packaging cost, loading and 

unloading charges, storage cost and marketing cost etc. 

Table 1.2 represents, the marketing cost incurred by 

different middlemen in the paddy-rice marketing channel in 

the study area. The highest marketing cost was observed in 

channel I (Rs.104.55) per quintal. It is evident from the table 

that the highest marketing cost in the channel I was because 

of the maximum numbers of the middlemen involved in this 

channel. The lowest marketing cost of Rs. 89.45 per Qt was 

observed in channel III where the producers directly sell to 

the consumers. It is also evident that the miller cum whole 

seller incurred the maximum amount of marketing cost where 

they involved, in the channel I and Channel II the share was 

35.30 per cent and 53.55 per cent respectively. This could be 

due to the reason that the miller cum whole seller undertakes 

the processing operation before he sells the commodity to 

next middlemen. Thus it was evident from the study that the 

marketing cost is directly related to the length of the 

marketing channel, longer the channel higher was the total 

marketing cost. The lowest marketing cost was observed 

when the direct sale of paddy has taken place.  

Middlemen Channel I Percent Channel II Percent 
Channel 

III 
Percent 

Producer 26.40 25.25 81.91 31.00 89.45 100 

Primary Whole seller 19.03 18.20 -  -  

Secondary whole seller 11.29 10.80 -  -  

Miller cum whole seller 36.91 35.30 81.91 53.55 -  

Retailer 10.93 10.45 81.91 15.45 -  

Total Marketing cost 104.55  90.50  89.45  

Table 1.2: Marketing cost of different middlemen in different marketing channels (Rs/Qt) 

D. Marketing Margin 

Marketing margin is the total of the profits of various market 

functionaries involved in moving the product from the initial 

point of production until it reaches the ultimate consumer. 

The study shows that (Tables 1.3) the total marketing margin 

was highest in channel I (Rs.341.99) per quintal. It is also 

evident from the table that higher marketing margin was 

because of the involvement of more middlemen in the 

channel. The lower marketing margin was observed in 

channel II (Rs.326.38) per quintal. The marketing margin of 

the miller cum whole seller is highest in channel II (74.85) 

per cent followed by channel I (37.55) per cent. The share of 

marketing margin was observed less for the Primary whole 

seller and retailer where the percentage was found to be 17.45 

per cent and 17.65 per cent respectively. 

Middlemen 
Channel 

I 

Per 

cent 

Channel 

II 

Per 

cent 

Primary Whole 

seller 
59.68 17.45   

Secondary 

whole seller 
93.53 27.35   

Miller cum 

whole seller 
128.42 37.55 244.29 74.85 

Retailer 60.36 17.65 82.08 25.15 

Total 

Marketing 

Margin 

341.99  326.38  

Table 1.3: Marketing Margin of middleman in paddy 

marketing system in different marketing channels Rs/Qt 

E. Price Spread of Different Marketing Channels 

The marketing efficiency of various channels in size group I, 

group II and group III is measured by using Shepherd’s 

Method. In the study, the consumer price, marketing margin, 

Producer’s share in consumer rupee and marketing cost of 

paddy were considered to estimate the marketing efficiency 

of the various channel in different size group.  

1) Price Spread Analysis using Shepherds Method (Group I) 

Table 1.4 represents the price spread analysis for paddy 

marketing channel in the study area for group I. The highest 

marketing efficiency was observed in channel III (14.71) 

followed by channel I (2.78) and channel II (2.74). The 

highest marketing efficiency in channel III was mainly due to 

non-existence of any middlemen in the channel. Highest 

marketing cost was observed in the channel I Rs.98.55 per 

quintal because of the involvement of middlemen. The 

producer’s share in consumer’s rupees was highest in 

Channel III (100) per cent where no middlemen are involved.   

Sl 

No 
Items 

Channel 

I 

Channel 

II 

Channel 

III 

1 Consumers price 1453.82 1427.79 1446.47 

2 
Total marketing 

costs 
98.55 86.54 98.32 

3 
Total marketing 

margin 
424.17 433.35  

4 

Producers share 

in consumer 

rupee 

64.04 

 

63.59 

 

100.00 

 

3 

Index of 

marketing 

efficiency 

2.78 

 

2.74 

 

14.71 

 

Table 1.4: Price spread analysis using shepherds Method 

(Group I) 

2) Price Spread Analysis using Shepherds Method (Group 

II) 

Table 1.5 represents the price spread analysis for paddy 

marketing channel in the study area for group II. The highest 

marketing efficiency was observed in channel III (15.99) 

followed by channel II (3.30) and channel I (3.15). The 

highest marketing efficiency in channel III was mainly due to 
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non-existence of any middlemen in the channel. It was 

observed highest marketing cost in channel I (Rs.102.55) per 

quintal due to involvement of the number of middlemen. The 

producer’s share in consumer’s rupees was highest in 

Channel III (100 per cent) where no middlemen are involved. 

Sl 

No 
Items 

Channel 

I 

Channel 

II 

Channel 

III 

1 Consumers price 1313.84 1350.19 1353.07 

2 
Total marketing 

costs 
102.55 92.95 85.6 

3 
Total marketing 

margin 
315.33 317.10 - 

4 

Producers share 

in consumer 

rupee 

68.19 69.62 100 

5 

Index of 

marketing 

efficiency 

3.15 3.30 15.99 

Table 1.5: Price spread analysis using shepherds Method 

(Group II) 

3) Price spread analysis using shepherds Method (Group 

III) 

Table 1.6 represents the price spread analysis for paddy 

marketing channel in the study area for group III. The highest 

marketing efficiency was observed in channel III (15.60) 

followed by channel II (3.89) and channel I (3.22). The 

highest marketing efficiency in channel III was mainly due to 

non-existence of any middlemen in the channel. It was 

observed highest marketing cost in channel I (Rs.112.55) per 

quintal due to involvement of the number of middlemen. The 

producer’s share in consumer’s rupees was highest in 

Channel III (100) per cent where no middlemen are involved. 

The finding reveals that the channel III is the most efficient 

channel among the three groups in the study area where 

paddy growers directly sell their products to consumers. The 

highest marketing cost is incurred in the channel I and 

channel II where involvement of middlemen is more. 

Sl 

No 
Items 

Channel 

I 

Channel 

II 

Channel 

III 

1 Consumers price 1282.82 1243.98 1301.50 

2 
Total marketing 

costs 
112.55 92.02 84.42 

3 
Total marketing 

margin 
286.45 228.66 - 

4 

Producers share 

in consumer 

rupee 

68.89 74.22 100 

5 

Index of 

marketing 

efficiency 

3.22 3.89 15.60 

Table 1.7: Price spread analysis using shepherds Method 

(Group III) 

IV. CONCLUSION 

The study reveals that the large farmers belong to group II 

and III prefer using channel I for the marketing of paddy 

through which paddy grower belong to these groups transact 

54.55 and 57.31 per cent respectively. The smaller farmer 

belongs to group I prefer using channel III where fewer 

middlemen are involved. Thus it is evident that the 

effectiveness of different marketing channels varies 

according to a different group size of paddy growers. Thus it 

was also found from the study that the marketing cost is 

directly related to the length of the marketing channel. The 

lowest marketing cost was observed in channel III where the 

direct sale of paddy takes place. The higher marketing margin 

was observed in channel I (Rs.341.99 per Qt) this was 

because of the involvement of more middlemen in the 

channel. In all groups’ size, the highest marketing cost was 

observed in channel I because of the involvement of more 

middlemen. The highest marketing efficiency was observed 

in channel III. Also, the producer’s share in consumer’s 

rupees was highest in Channel III in all groups where no 

middlemen are involved. Therefore the study can be 

concluded that the paddy growers of the study area will earn 

a higher profit margin if they chose to transact through 

marketing channels where fewer middlemen are involved.   

REFERENCES 

[1] B.C. Bhowmick, C.Hazarika, R.S Saikia “Production 

and marketing of major cereals across various agro-

climatic zone of Assam”. Department of Agricultural 

Economics, Assam Agricultural University (1998) 

[2] S. K. Raha Masuma Siddika “Price spreads in cut-flower 

marketing: some evidence from Bangladesh” 

Bangladesh J. Agric. Econs Vol XXVII, pp 87-97(2004) 

[3] Vikas Kumar, Sudhakar Dwivedi, Sarju Narain,Sudhir K 

Rawat, BRS Chauhan. “Assessment of Marketable and 

Marketed Surplus of Rice in Relation to Farm Size” Agro 

Economist - An International journal Vol 2 pp 13-17 

(December 2015) 

[4] Sheila T. Sathiya “Marketing of Paddy –A study with 

special reference to Alanganallur Block, Madurai 

District , Tamil Nadu’. International Journal of 

Agricultural Science and Research, Vol. 6, Issue 3, Jun 

2016, pp 245-250. (2016)   

[5] Pushpa and S.K. Srivastava, “Marketing Efficiency and 

Marketing Channels for Paddy Crop in the Eastern 

Region of Uttar Pradesh” Economic Affairs, Vol. 62, No. 

2, pp. 289-296 (June 2017 

[6] Rajesh Kumar, Vinod Kumar Verma, R.C. Sharma 

“Marketing and Price Spread of Rice in Hanumangarh 

District of Rajasthan”International Journal of 

Agriculture Innovations and Research Vol 5, Issue 5, pp 

2319-1473 (2017) 

[7] Sugriv Kumar Maurya, RR Kushwaha, KK Mourya and 

Sarvesh Kumar “Price spread and marketing efficiency 

of groundnut marketing in Gorakhpur Districts of 

Eastern U.P” Journal of Pharmacognosy and 

Phytochemistry Vol:6(6):pp.712-715 (2017) 

[8] Talukdar Bidyasagar and SRF Nicra “Marketing channel 

and marketing efficiency analysis for rice in Nalbari 

district of Assam” International Journal of Chemical 

Studies, Vol 5, issue 5 2017,pp 1285-1289 (2017) 

[9] C. Ramesh “Effective Marketing Channels of Paddy in 

Keerapalayam Block in Cuddalore District, Tamil 

Nadu”. Asian Journal of Managerial Science. Vol.7 

No.3, pp.7-13 (2018)  


