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ABSTRACT 

The agricultural situation in India has undergone a rapid change after independence. Investment in the agricultural 

sector both public and private has risen with the result that agricultural production at national level has achieved a better 

growth rate as compared with other developed countries. Now-a-days there is primarily a need to accelerate the growth rate 

and minimize the fluctuations in agricultural production. The production is responsive to process being offered for 

agricultural produce and availability of inputs and machinery in the open market. On the other hand consumers also have a 

right to expect availability of goods at reasonable prices and as per their choice. For achieving these apparently conflicting 

objectives, agricultural marketing system plays pivotal role. To satisfy the production requirements as well as consumer 

needs and satisfaction, the role of various sections of society farmers, labourers, traders, consumers, processors, 

researchers, sociologists, administrators, planners affects the system and structure. Hence the marketing in agricultural 

sector need to be given a major thrust and be taken as top priority on the nation’s agenda. It is not very difficult to produce 

a commodity, much more difficult is to market it satisfactorily, so as to ensure that the farmers long labour is compensated 

properly (remunerative prices and timely payments). 

The marketing of agricultural produce is a big challenge these days for the economic viability of the farmers due 

to the era of liberalization. In this sector, providing basic infrastructure for wholesale and retail markets is the major 

challenge besides motivating farmers to produce more with quality as well ensuring them for remunerative prices of their 

produces. The Governments at the State level intervened actively to frame and amend suitably agricultural marketing Laws 

for creating a self-sustaining system for the marketing of agricultural produce by which sale and purchase of agricultural 

produce is to be regulated and the required marketing infrastructure are to be provided. The paper focus on changing 

dynamics in agricultural marketing, strengthening of marketing infrastructure, wholesale marketing, contract farming, 

terminal markets, special markets, direct marketing, modern retailing etc. It also suggested for reorientation of the policy 

paradigm for boosting agricultural marketing, encouraging public private partnership, adoption of modern marketing 

practices and developing market infrastructure, create competition and ensure better service to the farmers.  

KEYWORDS: Marketing, Organized Retail, APMC Act, Contract Farming, Market Infrastructure, Public Private 

Partnership, Terminal Market, Regulated Market 

INTRODUCTION 

Agricultural sector has an important position in the Indian economy as it is crucial to the nation’s food security 

apart from providing livelihood to about 52 per cent of working population of the country. There is strong interdependence 
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of industry sector on agriculture sector as it is an import source of raw materials used by industries. Notwithstanding its 

declining share in country’s GDP from about 40 per cent in 1980-81 to about 17 percent in 2009-10 (Economic Survey, 

GoI, 2010-11), agriculture continues to be the key to nation’s growth and development and will remain so in the future. 

Over the past fifty years, agricultural outputs has reasonably kept pace with demand and has resulted in sizeable surpluses 

not only to ensure a measure of food security at home but to meet periodic overseas demanding as well, thus becoming a 

valuable export-earner in the process. Some important features that have an impact on and are of grave concern to Indian 

agriculture today are the problem of small and marginal farmers, low productivity, issues relating to transfer of technology 

against the background of almost collapse of public extension services, regional disparities in modernization of agriculture, 

constraints on land availability, depleting groundwater and deterioration of soil health, changing pattern of monsoon, 

climate change, commercialization of agriculture, movement of labour force away from agriculture, feminization, post-

harvest losses, policies of globalization, liberalization and so on.  

OBJECTIVES 

 To improve Agricultural Marketing system based on experiences and evidences from the present study. 

CHANGING DYNAMIC IN AGRICULTURAL MARKETING 

With the higher economic growth rate the Indian economy has registered in recent years coupled with rise in 

household incomes and fast changing consumption patterns, the use of self produced goods and services by the households 

is declining fast. Almost all consumption goods are being purchased from outside the household. One of the characteristics 

of free market economy is specialization in production of goods and services and “what is produced” is meant for market. 

In view of this, the growth in the flow of goods and services has increased tremendously and the supply channels are 

flooded with commodities. And hence the size of the market for a given commodity is expanding rapidly. Agricultural 

products are not an exception to this trend. To put it in a nutshell, given the fact that the volume and number of 

commodities to be handled keep growing in gigantic proportions, the question that arises is: Do we have the sort of 

marketing systems are undergoing rapid transformation. Traditional marketing channels with localized sales are being 

replaced by coordinated links between farmers, processors, retailers and others, particularly export sector and for supplies 

to local processors and super markets. Consumers are more demanding in terms of quality and food safety. Demographic 

and income trends are leading to increased demand for convenience foods (Minten and Reardon 2008). As a result, new 

value chains are emerging to meet these demands. Presently there are no primary grading collection centres for agricultural 

products. The warehousing and cold storage facilities are inadequate. Cold chain, quality certification system and 

transportation system for vegetables are available for only a miniscule quantity and number of vegetables and fruits 

marketed. Rural markets suffer from complete lack of infrastructure. Wholesale markets are in Government control and 

they lack modern facilities. Post harvest losses are estimated to be in the range of 25 to 30 per cent. The cost built up for 

marketing one kg of fruit is reported to be two times that of the farm gate price. The range of markups for retail is 

intolerably high for fruits, flowers and vegetables. The inadequacies in the agri-food system have got more intensified with 

the transformation taking place in agri-food system domestically and internationally as realizing competitiveness is largely 

dependent on the capacity of India for achieving an effective and efficient agricultural marketing system. 

NEW MARKETING STRATEGIES – PUBLIC PRIVATE PARTNERSHIP (PPP) 

We have to tackle infrastructure, government regulation, technology, market information related constraints 

within a short time possible. In order to modernize the agricultural marketing system in the country, a huge amount of 

resource is required. Although both the Central and State governments have formulated and implemented many schemes 
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for the past several decades, the results are far from satisfactory. It is now fully realized that public sector alone cannot 

deliver the goods, and involving private sector is crucial to address the diverse problems of the agricultural marketing 

system. It is the market that drives production and not the other way round. Improvement of marketing system for both 

farm produce and inputs necessitates a strong private sector backed up by appropriate government policy and legislative 

frameworks and effective government support services (FAO, 2007). The government’s role is to provide an enabling 

environment for markets to work while the role of private sector is to perform efficiently and competitively within this 

enabling environment. What is now needed is action through public private sector strategic partnership (Kabaghe, 2009). 

Public Private Partnership (PPP) is one of the much talked about strategies in recent times. Hence certain schemes have 

been identified and are being promoted during the 10
th

 and 11
th

 Plans. These include the development of terminal markets, 

rural godowns, creation of bulk storage in collaboration with FCI, agricultural export zones, and amendments in the APMC 

Act wherein PPP mode is encouraged in implementing the schemes. Modernizations of the existing markets and out 

souring of the services are the other areas where PPP options can be explored. 

 

Figure 1: Spaces for Private Sector Supply Chain System 

WHOLESALE MARKETS 

Agricultural wholesale markets are often run inefficiently. In most cases, the site of the wholesale market comes 

under the authority of local governments or governments, and they are poorly managed. The local authority collects the 

market rent/fees/taxes, etc. and lease out the stalls to the private entrepreneurs (commission agents, wholesalers). These 

markets lack specifically in infrastructure, communication facilities, management and all other marketing facilities. Since 

the market is auctioned on yearly basis to collect rents/fees from the sellers, the contractors charge high commissions but 

also care least in maintaining the market place. Even the auction process, there is political intervention leading to loss the 

potential revenue to the market. Besides, there are information asymmetries, domination of big wholesalers often entering 

into collusion with the large buyers who often cheat the farmers and create interplay of many unwanted factors resulting in 

market imperfections.  

Improvements in the organization of the wholesale markets should be one of the principles of service industry. 

These markets can be organized under Public Private Partnership (PPP) mode. Both public and private sectors can invest in 

up-gradation and management. This will attract investment from the private sector for improving the infrastructure and 

intensify competition which in turn will increase the competitiveness of the markets. Policies must be liberalized so that 

sellers and buyers will have an environment of free interaction. The markets need to be conceptualized in a wider context 
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and encourage ownership of shops in the yards. To encourage private investment, a single unified license for performing 

all operations of marketing covering all commodities in the States as a whole needs to be introduced. Infusion of 

professional management principles is crucial to improve the functioning of the markets and this can be accomplished by 

outsourcing operation and management, taking up modernization through PPP mode and even privatizing some of these 

markets (Planning Commission Working Group Report, XI Plan, 2007). 

CONTRACT FARMING 

Alliances such as contract farming (CF) will empower small and marginal farmers to get the competitive prices 

for their products. The public sector has a major role in providing the right environment in the form of institutional 

arrangement to ensure efficiency in contract farming. For example, public sector can assure a sustainable company farmer 

relationship by encouraging mutual respect and transparent negotiation process. Thus CF is a tripartite arrangement with 

private agribusiness companies, agricultural producers and the government and can be considered as Private -Private- 

Public-Partnership alliance. CF infuses technology and capital in agribusiness. The public sector must see that contract 

agreement brings in increased competition, ensures guaranteed market for the farmers produce, proper transfer of money to 

the farmers and sufficient market information for making right selling decisions. Many innovations are possible in 

promoting contract farming. Where ever infrastructure for grading, sorting, packaging and warehousing is required, the 

public sector can support the development of building such market infrastructure. Though cooperative marketing and 

regulated markets provide this kind of support, the service delivery is not up to the desired extent and PPP can be 

decentralized to the important production centres of individual commodities. Eaton and Shepherd (2001) have identified 

profitable market, conducive physical and social environment and government support as preconditions for successful 

contract farming.  

Government interventions will be necessary for facilitating upgrading of the existing supply chains, helping 

agribusiness firms and farmers to innovate, ensuring better investment climate and providing market information to reduce 

transaction costs. The traditional roles expected of governments include the provision of public goods such as roads, 

communication, water and other public infrastructure setting and enforcement of standards and regulation; research and 

provision of extension services and market information. Through the state agricultural universities the government needs to 

support agribusiness firms and NGOs in capacity building of CF farmers (AI Hassan et al, 2006). The private sector has to 

play a well-defined role to make PPP a winning proposition. The private sector has to drive the chain and take right 

decisions in the management of their planting materials and respond to changes swiftly. Besides, agribusiness firms can 

provide facilities wherever needed such as packaging house facility for products.  

The new developments, viz., evolving high-quality export products that meet international SPS standards, 

growing markets for organic products, rising demand for processed foods emergence of supermarket chains, participation 

of banks and input industry in hi-tech agriculture coupled with non-performance of cooperative marketing and persistent 

poor capacity of small and marginal farmers to buy modern inputs, have created a favorable space for the spread of CF. 

This opportunity must be exploited under the Private-Private- Public-Partnership mode. This arrangement also helps to 

remove market imperfections both in agricultural input and product markets. The new IPR regime which encourages 

protection and exploitation of proprietary genetics is likely to accelerate CF practice.  

TERMINAL MARKETS 

The concept of terminal markets (TMs) was developed under the National Horticultural Mission in 2005-06. 

Terminal markets will be established in big cities and will operate on a Hub-and-Spoke format where in these markets 
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linked to production areas by means of collection centres. Terminal markets link the farmers directly to the markets and 

provide more alternatives to sell their products and reduce the number of intermediaries and bring transparency in market 

transactions. They would facilitate processing as bulk quantities are available in single window.  

The key feature of the TMs scheme was to promote establishment of terminal markets under the PPP mode. TMs 

would be built, owned and operated by a selected private enterprise (PE) through a competitive bidding process. PE 

includes individuals, group of farmers/growers, consumers, partnership and proprietary firms, companies, marketing 

boards, corporations, co-operatives, producer organizations and Self Help Groups (SHGs). PE could also be a consortium 

of entrepreneurs, inter alia, from agribusiness, cold chain, logistics, warehousing, agri-infrastructure and related 

background.  

The role of the public sector (the state governments) is to locate TMs and provide land and also to give 

permissions and allow financial institutions to select PEs. Central government would provide equity assistance up to 49 per 

cent of project equity returnable at market/fair value to be decided at appropriate time. Government of India initially 

decided to set up 8 TMs in various states and subsequently 21 terminal markets. Government of Maharashtra pioneered in 

setting up three TMs in Mumbai (Thane), Nasik and Nagpur and the work is in progress (MSAMB, 2011). Other states 

which are in the process of creating TMs include Orissa, Gujarat, Punjab, Haryana, Bihar, West Bengal, Andhra Pradesh 

and Chandigarh (UT). Still many States have not taken up any activity in establishing TMs. Since TM is a good example of 

PPP, the governments need to spur it further by the Planning Commission in the context of the 11
th

 Plan favored setting up 

of 35 TMs in the country nearer to the cities with more than a million population with an investment of Rs. 1750 crore 

under PPP mode.  

SPECIAL MARKETS 

While most schemes initiated too far in agricultural marketing were focused on field crops, fruits and vegetables, 

it is important that the livestock, poultry, fish, medical plants etc. are also taken care of as these products contribute a 

sizeable portion to the agricultural GDP of the country. These special markets are conducted under PPP mode of 

development. PPP will be more appropriate for developing new markets for dairy, poultry and meat products. Promotion of 

HACCP system, code of practices on good animal feed, good hygienic practices and good manufacturing practices may 

require participation of both public and private sector efforts to achieve better results. Statistics show that there are 1300 

livestock markets in 11 States. These markets suffer from dearth of amenities and experience a high incidence of market 

charges. The markets are primitive and plagued by lack of weigh bridges, ramp facilities and separate markets for different 

species; in transparent transactions dominated by unlicensed brokers and merchants, undue market margins and lack of 

veterinary support.  

Flower markets are often neglected in the promotion of agricultural marketing. These markets are in a bad shape 

and getting no support from the government. Wholesalers and retailers do not have facilities to improve shelf life of 

flowers. Due to their highly perishable nature, flowers – both and cut flowers – need scientific handling in the supply 

chain. The un- refrigerated container vehicles. Public sector can extend basic facilities to private traders so that they can 

invest in other required infrastructure in major flower markets. The other special markets where PPP can be employed to 

modernize marketing are markets for medical and aromatic plants and spices.  

DIRECT MARKETING BY FARMERS 

One of the long term objectives in the development of agricultural marketing should be to increase the share of 
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direct marketing by the farmers in order to minimize the role of intermediaries. The Apni Mandi (in Punjab-Haryana), 

Rythu Bazar (in Andhra Pradesh), Uzhavar Sandhai (in Tamilnadu), Raithara Santhe (in Karnataka), etc. area a few efforts 

in this direction. Punjab and Haryana were the pioneering States to start the farmer’s direct markets during the mid-

nineties. This was followed by the Government of Andhra Pradesh establishing Rythu Bazar which envisages a prominent 

role for the private sector in infrastructure development and capacity building in rural areas (Director of Marketing, GoAP, 

2004). Uzhavar Santhai in Tamilnadu, Raithara Santhe in Yelahanka, Bangalore North, Krushak Bazars in Orissa and 

Hadapsar Vegetable Market in Pune were the other direct markets launched subsequently. The APMC provided the 

platform to run the markets and extended all facilities such as space, water, sheds, weighing machines, etc. 

The 11
th

 Plan has accommodated schemes to increase the number of farmers markets to 1152 with an investment 

of Rs.576 crore. It has also been envisaged to encourage private players independently as well as under PPP format to 

participate in the scheme. Enabling policies need to be formulated and implemented for effective linkage between farm 

production, retail chain and food processing industries. However, these direct markets experience inefficiencies due to the 

poor quality of the marketing services. There lies lot of scope to improve the facilities such as cold storage for carrying 

over the unsold stocks of vegetables and fruits, electronic display of prices, electronic weighing machines, grading devices 

and other infrastructure such as solid waste management. Private sector can invest in improving these facilities and charge 

for the services.  

MODERN RETAILING 

Participation of the private sector in modern retailing will improve the market demand for farm produce and 

provide farmers a stable market minimizing price fluctuations. The government has to provide the legal and economic 

framework for the participation particularly of corporate bodies. Currently, the GoI is showing a positive attitude in 

attracting FDI. Various studies indicate that organized retailing has a huge scope in India. The growing urban population 

and rising per capita income will prompt the population to prefer organized retailing for their presence in organized 

retailing. The public sector must feel itself as a partner in promoting organized retailing providing facilitating functions. the 

Government of Punjab and Reliance Industries Ltd. promoted the PPP project called “Farm to Form” to establish a world 

class supply chain infrastructure. Such efforts must be supported through appropriate policies and incentives. 

The growing importance of modern retail might have important effect on the rural and urban food supply chain. 

The total value of food and grocery sales in Indian retail is assessed to be about US $ 191.6 billion in 2006-2007 (Joseph et 

al, 2008). It is projected that modern retail could capture half of the market by 2020 (Minten et al, 2009). These retails have 

to procure the demanded quantities either directly from farmers or from other sources such as wholesale markets. Direct 

purchase will benefit the farmers as transaction costs are reduced. The public sector can facilitate the private sector to have 

direct linkage with farmers though appropriate strategies.  

MARKETING INFRASTRUCTURE 

Huge losses of harvested produce in the marketing chain are mainly the result of lack of infrastructure, including 

roads, marketing yards, storage godowns, multipurpose storage facilities, refrigerated carriers, grading facilities, quality 

testing laboratories, food processing units and communication networks. The investment requirement for this is quite 

substantial. Most governments are facing financial crunch. The private sector can be attracted to invest in such 

infrastructure, but it needs an enabling environment. It is one of favorite areas where the public sector can jointly work 

with the private sector in creating modern infrastructure. Investments in new agricultural marketing infrastructure should 

be eligible for loans under priority sector lending. The package of grants by the Centre to the State under marketing 
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infrastructure may be made attractive for outsourcing the functions of the market either completely or partly and for 

modernizing the existing markets under PPP mode.  

The PPP approach in infrastructure development can cover complete supply chain encompassing primary, 

wholesale, retail and commodity future markets, grading and quality control, storage, cold chain, farm connectivity roads 

and market information. Other infrastructure required include a transparent electronic auction system, electronic price 

display mechanism, bulk weighing and handling infrastructure, appropriate storage infrastructure and computerized 

operations of the market. Government needs to move fast in creating an enabling environment for accelerating private 

investment.  

State of the art infrastructure for handling perishable cargo at important exit point for export purpose is the need 

of the hour. An investment Rs. 300 crore is required for the purpose (Working Group on Agricultural Marketing, 11
th

 Plan, 

2007). The project can be promoted under PPP. It is absolutely critical to create farm road infrastructure so as to have all 

weather roads to every unit of 100 ha farmland. This is crucial for quick movement of perishable farm produce, retention 

of quality and investment participation by the private sector in this regard is crucial. Different programs such as Bharat 

Nirman, road construction projects of the Ministry of Rural Development and NHM can accomplish this in a coordinated 

manner. Setting up of quality and food safety infrastructure in the form of two-tier quality testing laboratories is another 

potential area for PPP.  

MARKET INFRASTRUCTURE 

Market information includes several categories which will be of immense use to all stakeholders to make right 

decisions. The information will include prices, quantities traded, supply-demand situation, food standards, market outlook, 

exports, post-harvest practices etc. Up-scaling the AGMARKNET portal initiative and adding value to the information 

relevant to the farmer will help the farmers to make informed marketing decisions. PPP collaboration, research institutions 

and State Agricultural Universities can accomplish this task better. There is already a consideration to create establishing 

about 50,000 automatic weather stations to collect weather data in decentralized locations across the country to provide 

input data for developing multiple insurance products. PPP could be an appropriate vehicle in implementing insurance 

scheme for each location and all crops. Making available weather information to the farmers will help them to go for 

production of market demand driven products. FAO in its policy advice on agricultural market development to developing 

and emerging economies emphasizes the need for a strong presence of private sector backed up by appropriate policy 

frameworks and hassle-free government support services such as supply of market information and extension advise on 

agricultural marketing to the farmers.  

STORAGE CAPACITY 

Among the infrastructure components, storage occupies a prime place. Storage helps iron out demand supply 

imbalances and price fluctuations, and builds the confidence among suppliers and consumers the projections of marketed 

surpluses indicate a gap of storage capacity of 35 Mt. (Planning Commission, 2007). The investment required is estimated 

at Rs.7687 crore. Further, it is also proposed to create storage infrastructure in the 50,000 clusters of primary value addition 

and collection centres. Thus bulk storage and bulk handling capacity creation cannot be realized by the public sector alone 

and opens up good opportunity for PPP mode in this regard. Another area is creation of cool chain infrastructure. The 11
th

 

Plan contemplates that at least 50 per cent of perishable produce should be brought under cool chain. National Horticultural 

Mission (NHM) proposed “Green Corridors” in the form of end-to-end cool chain infrastructure in the scheme clusters. All 

these proposals and schemes invariably suggest going in for PPP approach in their implementation.  
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The scheme of construction of rural godowns is being implemented and 25 per cent of the capital cost is provided 

with credit linked back-ended subsidy. But this scheme has not made any significant impact. Unless entrepreneurs are 

encouraged by overcoming bureaucratic delays, one cannot expect substantial progress. A critical review of the scheme 

needs to be made and the scope for promoting in PPP mode explored.  

LEGAL AND FISCAL REFORMS 

One of the important reforms, the o\public sector must introduce is bringing uniformity in the state-level tax 

structure for agricultural commodities. The working group on Agricultural Marketing in connection with the formulation of 

the 11
th

 Plan suggested a maximum of 4 per cent taxes and fees for raw agricultural commodities. Another suggestion was 

to allow grain companies/traders to purchase directly from the farmers avoiding intermediaries such as commission agents 

and also abolishing purchase and sales tax. 

The private sector can invest in agricultural marketing infrastructure as substantial tax exemption is assured for 

R&D purpose and introduction of new technologies in the post-harvest operations. To ensure movements of goods across 

state borders, the country should be conceptualized as a unified integrated market. Conroy and entry tax have to be 

abolished and VAT may be conceptualized as a unified integrated Essential Commodities (Amendment) Act b\needs to be 

made effective only during the periods of demand supply imbalances and abnormal market and price environments. The 

Food Safety and Standards Act must be effectively implemented to achieve quality standards in food products.  

The Ministry of Agriculture, GoI, suggested amendments to the State APMC Act for deregulation of the 

marketing system in the country. Still many States have not made amendments to the Act. Unless the public sector at the 

State level is responsive the expected investment from the corporate sector on market infrastructure, direct marketing and 

national integrated market will not be forthcoming. An effective role by the public sector in the form of better coordination 

among central and state government departments is a pre-requisite for promotion of PPP in agricultural marketing. For 

example, the Department of Agriculture and Cooperation (DAC) formulated a model law on agricultural marketing and 

makes provisions for the establishment of private market yards, direct purchase centres, markets for direct sale and 

promotion of PPP in the development and management of agricultural markets in the country. The Small Farmers 

Agribusiness Consortium (SFAC) support innovative ideas for generating income and employment in rural areas by 

promoting private investment in agribusiness projects.  

ROAD BLOCKS 

When the private sector is involved either in independent investment or in the PPP, the companies want the 

projects to be completed on time and projects implemented effectively so that they yield adequate returns on their 

investment. Hence the Centre and State Government both should ensure that the constraints do not deter the interests of 

private entrepreneurs to participate. Some of their concerns are: 

 Administration of subsidies needs higher efficiency as most often the release of subsidies gets unduly delayed. 

 There is no single platform or window through which an entrepreneur can choose a scheme. Often, the project 

preparation support is not easily accessible to the entrepreneurs. Absence of single data base for different 

stakeholders. 

 The present level of back-ended subsidy of 25 per cent for agri-marketing infrastructure may not be adequate as 

the private players face more risks and uncertainties. 
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 No uniform policy across the State. The administrative procedures must be uniform across the schemes. 

 ICT interface can be used in the approval process to bring down the transaction costs; the same is not in place 

now. 

 Project viability gap is a problem when the new projects are implemented. The grant support to private/State 

agencies may be in the order of 50 per cent.  

 There is gross lack of awareness amongst the stakeholders about different schemes of the Governments for 

promoting PPP in agricultural marketing. There are also differences in perceptions. Scientific studies are 

necessary to understand these problems and identify appropriate strategies to tackle them.  

THE WAY FORWARD 

An agricultural Marketing Council may be established comprising of both public and private stakeholders 

(government officials, market researchers, farmers, traders, processors, consumers, NGOs and others) to monitor, 

investigate, analyze and advise market interventions. 

Administer m\national food reserves through an innovative mix of private and public grain procurement; lease 

storage facilities to private sector.  

Open up borders for movement of agricultural commodities to enable the farmers to realize higher prices. 

Encourage private firms to conduct storage facilities (godowns in rural and semi-urban centres and cold chambers at 

auction sites, wholesale markets and export points) on a long term basis. Issues in agricultural marketing are diverse and 

cannot be handled by government institutions alone. Create an enabling environment and enhancing coordination between 

the public and private sectors. 

To encourage the private sector to make investments under PPP mode, the regulatory framework needs to be 

changed significantly. Such required changes would include: liberalization of norms for extending credit facilities to 

entrepreneurs for agricultural marketing activities; to allow private entrepreneurs to establish market yards and other 

related facilities; review of several other legal instruments to facilitate the entry of entrepreneurs in marketing activities; 

and making provisions to allow private entrepreneurs to v\cover price and yield risk for farmers.  

In order to mobilize financial resources for PPP projects in agricultural marketing, international financial 

institutions can be approached. FAO has formulated guidelines for market infrastructure planning (FAO, 1999) and these 

can be used to develop national and provincial level market infrastructure projects. 
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