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ISM/INTR.DOC

CHAPTER I
INTRODUCTION
Agricultural marketing is an important economic
activity. Besides contributing to higher productivity and
production, it influences the income of growers and

contributes to the development of an agricultural economyv.
It opens up an efficient market system, making agriculture a
reliable source of income. Simultaneously, agricultural
marketing ensures the availability of produce at reasonable
prices to consumers. However, the perishable nature of
certain agricultural commodities like fruits and vegetables
introduces an element of 1risk and wuncertainty in the
economy. Here, growers have no option but to bring the

produce to the market as soon as it is harvested. As a

consequence, seasonal glut and corresponding low prices are
a common phenomenon during the immediate post-harvest
period.

The production and supply of fruits and vegetables is
differently linked to soil, climate and season. The produce
is, therefore, localized. Since the areas of consumption are
largely concentrated in cities and towns, the goods have to

be transported over long and short distances. Further, due






