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The book “Agricultural Marketing and Trade” is a comprehensive exploration of the vital
aspects of agricultural marketing, effectively bridging foundational concepts with contemporary
practices in the field. This book spans a wide range of topics crucial for understanding the
dynamics of agricultural marketing. These include the basics of agricultural marketing, business
economics for agripreneurs, market classification, strategic approaches to marketing, branding of
agricultural produces, and the significant role of government initiatives in promoting sustainable
agricultural marketing practices.

The chapters of this book delve into the nuances of market segmentation, the principles of
demand and supply analysis, marketing efficiency, and the various institutional frameworks that
govern agricultural trade. A distinctive feature of this book is incorporation of current examples and
contemporary developments in agricultural marketing. Examples such as e-NAM (electronic
National Agriculture Market), the operational framework and growth of Farmer Producer
Organizations (FPOs), initiatives like Pradhan Mantri Fasal Bima Yojana, and the increasing use
of digital platforms in marketing are woven into the text. These examples help readers to connect
theoretical concepts with real-world applications, enhancing the learning experience & interest and
providing practical insights into the field of agricultural marketing.

Joint efforts were made for addressing both traditional and modern approaches to agricultural
marketing, this book aims to equip a diverse audience including students, researchers, and
professionals with a thorough understanding of the complexities and opportunities that exist within
the agricultural marketing sector. The blend of theoretical foundations with practical, current
examples ensures that readers are well- prepared to navigate the challenges and leverage the
opportunities in agricultural marketing and trade.

It is expected that the present book will serve as a valuable resource for those engaged in
agricultural marketing and trade, fostering informed decision-making and contributing to the
growth and sustainability of agricultural practices in a rapidly emerging market landscape.
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1. Introduction to Agricultural Marketing

Meaning of need, want and demand, Core marketing concept, Agricultural
marketing: Concepts, definitions, functions and functionaries of agricultural
marketing. Importance and scope of agricultural marketing. Market Segmentation:
Concept, Level and types of market segmentation. Reasons behind market
- segmentation.
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2. Business Economics for Agripreneurs :

' Economics: Meaning, definitions, basic principles. Demand Analysis: Law of
demand, factors affecting law of demand. Demand Elasticity and its types, Supply
Analysis: Law of supply, Demand—Supply Equilibrium. Market Structures;
Meaning, types and features of different markets. :
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3 |! Classification of Agricultural Market and Marketing _ll
Process |

Classification of agricultural market, Agricultural marketing: Marketing process |
| including concentration, dispersion and equilibrium (adjustment). Agricultural
produce Storage: meaning, functions and modern storage facilities. Transport:

| Functions and modern facmnes used in agncultural sector. |
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3. | Concepts of Surplus in Agrlcultural Marketing

Meaning and concept of Marketable Surplus and Marketed Surplus, Relationship
. Positive and Inverse. Factors
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affecting marketable and marketed surplus of agri-commodities; Frodu
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6. ." Branding and Packaging of Agricultural Produces

' Branding: Meaning and definition, branding in agriculture, Key chal llenges ,1‘ 6.]\6-2@.

branding and branding strategies in agriculture. Important aspe
Brand identity, brand image, brand awareness, brand posmonmg and

' repositioning, brand personality. Benelits of understanding brand. Types of brang, \
Packaging of agricultural produces: meaning and leve| of packaging, Che allengag \

for packaging of agricultural produces. Modern packaging used in agricultyrg
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' 7. Marketing Practices: Traditional Vs Modern Approach \

Traditional approach: Regulated market yards, meaning and roles of actors . a\
involved in traditional marketing practices: Modern approaches: Amended APMC
_ Act, direct procurement, concept of private market yards, Special COMModities

market, emerging formats of agricultural market, use of social media. Diversifie

service prowded by flrms engaged in supply cham management
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Govt Schemes viz. e-NAM: objectives, salient features and Services rendered_
' FPO’s: Operational framework, timeline of FPOs growth, services rendered ang |
| strategrc plan for establishing FPOs. ISAM. Pradhan Mantri Fasal Bimg Yojana.
| Market Intervention Scheme and Price Support Scheme (MIS- PSS). Mission
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9. Dynamics of Marketmg Efﬁciency " |
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' Markenng efficiency, marketing cost, marketing, margin, price spread, producers ;

| share in consumer rupee, reasons behind high marketing cost, ways to reduce
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