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Model Act: Answering Prebiem of Agricultural Marketing

Dr. Barhate G. H.

Head. Dept. of Commeree and Research Centre,
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Introduction:

Indian econamy has diversified in industrial and service sector. Agriculture still occupies
important place. [t provides raw materials to agro based industrics and contributes 14.6% sharc in
GDP. In the rural arca 70% income generated through agriculture sector. The exports from this
sector constitute 15 to 20% out of total exports. Agriculture provides developmental inputs to
trade. commcrec. transport, rural development etc. However. only to call "Producc More" is not
sufficient. but it requires cllicient marketing system. Agriculture Produce Market Committees
provides uscful (acilities regarding agriculture marketing. In thc modern times it requires more
freedom to the agricultural producers. Model Act gives comprehensive scope in sclling of
agricultural products.

{Mirjectives of the Study:

o siudy importance of agricultars! sceror i Indian economy.

o siudy Agricultural Marketing,

_ T study Maharashtra Agriculture Produce Market (Regulation )Act 19635

‘f'o study problems faced by agro producer-seller. .

To study Modcel Act. the State Agricultural Product marketing (Development and Regulation)
Act,2003

Agricultural Marketing:

The two basic clements of an agricultural system are production and marketing. Production is the
main function of agriculturist. However, marketing of agricultural surplus and its system is
beyond the contro! of agriculturists and he is unable o determine agricultural produce prices in the
existing marketing system. "Marketing is a link between producers and consumers. marketing
plays a very importance role not only in stimulating production and consumption but also in
increasing the pace of cconomic development.  Its dynamic lunctions are thus of priman
importance in promoting cconomic activities and for this reasion it has been described as the most
importani multiplier of agricultural development™  The Problem of agricultural produce marketing
has been raised afier modernization of agriculture.  For fair return for agricultural produce 11 o
necessary formation ol adequate marketing machinery.  Hence. the success of any agriculirad
development programme rests ultimately on the efficiency of the marketing system. According the
National Commission on Agriculture, "Agricultural marketing is a process which starts with a
decision to producg 4 salcahlc. larm commodity and it involves all aspects of market structure of
system, both functional and institutional, based on technical and academic considerations and
includes per and post harvest operations. assembly. grading, storage. transportation and
distribution”

Background information on agriculture policy/APMC

The G(wern[nenl is D‘: Fhu “Pi"i“'_‘ that the proposed APMC Act Amendment will address the
loopholes of the prevatling APMO \¢t and strengthen the current marketing syatem by brmging
prolessionalism and competitive attitude ito the system. This. it clams. wil] i i T FRRIRES.
6l prghenit, NS Qi SMUIERASIAH] Sy agrarian crisis where farmers are commitime suicide across the
country duc to indebtedness over crops. less yield. and crop loss due to heavy rains in some parts
of e couniy and severe dr”“b'h_l In others. In this critical moment. the state government should
ideally introduce programmes which will support the farming community. )
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Fo speed up the process ol prisarizing the APMC Act -- privatizing APMUC act”. the central s
soversinent bas gone to the extent of thremening the State Gov ernements h\ canceiing grants meant ¢
tor certins schemessubsidios if the state government del avs or fails 1o tmn]cmuu the »’\P'VIL

moded et .
Main fFeatures of APMO Muadel Act N
The two main features of the APMC Model Act 2003 are: :

1) Privatisation of the agricultural sectlor by encouraging private and Special markets sind conlrau}
farming. Any individual or group can start these markets and the special ¢ private market raders -
can directly purchase produce from the farms. ‘ ;
2) Centralization of power within the state government through nomination of’ representatives of i
the market committee. ,}
Visharashos agriculture Produce Markei (Reechuden: Aci, 1963

i be basic objects iowards the regulation of marke:s o5 sav g the producer- selior. from tire ciuthes
ol the waders middlemen and other market funciici arise oncrating in the markews for agiicu llvr'ilB
produce. With this vicyv \filri()LlS states l'mu: passed an Act for reguiating the market of apncuitural
produce. he object of this Act was 1o improve the czonomic conditions of the producer- seller by -
checking the rampant maipractices restored by the middlemen. With this view NS tr Sol
Government has also passed an Act in the year 1983, With the implementation of the Act the =
various "-bu"“ed markets have came into exisicnee at various District as well ay Tsihahs paces of g~
{Ii“ states. [0 the Maharashtra Stare ol numbers of villbees are 40106 covered under (e
ulations.  Gur ol six regions Aurangabad s the 1irst and covered 7989 Vilfages, llewed by
gpur 7928 villsges. Amravati 7079, Nusik 6212 Pupe SR0)3 and Miobad iy !n."l\,l 16 this comext.
©7¢ Agricubivial produce market commitices are esiuslished in Malaiusht o covering 178 prine o
markets wnd 398 aubsidisry markets.

e Maudseashiien agricuiteral produce zinckeling (Regus WHOR) ACE, 1S63-03 orn jen,

The wark of unification of various market laws o the stage beran soon afer e
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Maharasntrn st on "\f Muay 1960 B thes proces. ook v Years it finally he srosery e

i it foree trons 25 May 1967, Aceordingly vamoussLies e wed their '.[|_l..i_..|t] Gis, -

Ve aires 98 I neu
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I I ceisad weigh men with standard metric weizhts and sy,

y Market arenitics,

_, Prohibited unauthorized deduction and Re;-un.{c dudgustions s per s,

i Dissemination of the current prices znd mos eimenyt i gouds i the marter

3 Rules provide for prompt pavment of' the price 10 the seller,

i Sub-commiitees Tor the settlement o disputs beraecr: e oo T

. Representation of producer-seliers on the: consnin s -

N "“h twholusle trade of the notifi-] COMBEGIC Gt B ket v
| RETA RN ineed oy the Prodocer-seller: : - :
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- Charging for levy a 30% [rom producers- sellers. cven though it s not permitted by the
Hon. Aurangabad FHigh Court.

MODEL ACT : The Agricultural Produce Marketing (Development & Regulation) Act,2003.
Agricultural marketing is witnessing major changes world over. owing to liberalization of trade in
agricultural commoditics.  To benefit farming community for the new global market access
opportunities. The internal agricultural marketing system in the county needs to be integrated and
strengthened.  "In this context government of [ndia in the Ministry of Agriculture appointed an
expert commitice on 19" December 2000 followed by an Inter Ministerial Task Force (o review
the present system of agricultural marketing in the country and to recommend measures 1o ake
the system more efficient and competitive. Vhey suggested various reforms relating to agricultural
marketing system as well as in policies and programmes for development and strengthening of
agricultural marketing in the countny”.”  The Ministry of Agricultural. -Government of India
accordingly set up a committee under the chairmanship of Shri K.M. Sahni. additional secretary,
Dept. of Agriculture and Co-Operative 1o (ormulate a model law on agriculturai marketing in
constitution with the state. The draft model legislation was fully discusscd by the commitiec at
pune on the 78™ and 9% September 2003 and finalized.

Main Features of the Models Act: _

The draft model legislation titled the ---- State Agricultural Produce Marketing (Development and
Regulation) Act.2003. ,

| Provides lor establishment of private market/yards in a one or more market arca 1/8 43

= Stale government may e notilication declare any market as "Special Market” or "Special
Commodity Market” after consideration of rnover. serving large arca and speaial inlrastrucinre
requirement for particular commaodity. C

3 Implementation of one licensing policy.  Process industries. companies exposters. am
private or public company can purchase agricultural produce at where. - N
i Purchasing party should pay national market cess only (Levy market fec) whether

agricultural produce brought {rom the statc or outside the state into the market area.  Such
levy/Cess fixed by the state government subject to minimum Rs. 0.50 and maximum Rs.2.00 for
every hundred rupecs of the price. It is collected at once-only. In‘the process of -resold. not
necessary to pay levy changes. .

5 There is no any deduction from producer sellers.

6 The State Government declares any specified space including any structure. enclosure.
open space. or locating in the market area to be a market yard. as the case may be.

7 Formation of direct purchase centers. ‘ .

8 Public private partnership in the management and development of agricultural markets.

9 Provides separate constitution for special markets for commodities like onion lruits,
vegetables. fower etc.

10 Publish & circulate for time the data of arrivals and rates of agricultural produces slandcred

wisc bough in to the market area for sale as prescribed. The agricultural producers can take
appropriate decision regarding sales of their product in the market.

A Contract farming is possible; contract farming sponsor shall registrar himself with the
market committee or with a prescribed officer U/s 38(1). It is an agreement between processing
and or marketing firms. market intermediaries and the farmers for the production and support o
agricultural products under forward agreement frequently at predetermined prices

"the basis of such arrangement is a commitment on the part of farmer to ;1;'(x\'idc a specific
agricultural commodity in quantities and quality standards determined by the purclm;scr and
commitment on the part of registered dealer/ businessmen 1o support the farmers A —
“purchasc the commodity".” ‘ SP

The main advantage for farmers is that the sponsor will normally undertake te purchase all produce
urown within specified quality and quantitc parameters, nl'lcn“Pru!ctcrminé’d rutc.\.‘ Vhe farmers
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can receive advanced techniques related with particular product. in munl\ instances. the larger.
companies proy ide their own extension support to conuaching 1 . ) C e
: s farmers toens
according 1o specialization. wure production
12. It will not be necessary 1o l')l']nL d“r.i(:llhl.ll'ili i)t'tld[l(_'c covered under contract tarming o th
Hile bl 1} ¥
market vard / submarket yard / private yard and it may be directly sold to contract frming P i
from farmers licld U/s 40(1). . ¢ ¢ Sponsol
13. The price of the notified agricultural produce brough in ) the market vard - submarket vard -
= < < drg
private yard shall be paid on the same day to the seller the above place (Urs 415 (2) (1), In case
parchasser does not make payment under clause (a), he shall be liable 10 make additional payment

e

- s

win S S 3gvs 1 ,4];:(!’?\ ﬂ)}i In case the purchaser does not-make payment with additional payment

Ly dast seiior undercliuse (2 ;above, withi
i i 1; é and. (l;)i st b n five days from the date of such pruchase, his
1 IRt ‘33315 rludeem I-o.have been cancelled on the sixth day and he shall not be
SAct qr;pervod of one vear from the datc of such cancellation”.
S R ::onmuss.xon agency in any transaction of agricultwal commaodities
mm o =~mdm*'s . s . wdities
15, it redenyes ﬁ'e m’a Qf prr::em ALrCY slwral pr : l '
al produce marke ¢ inees :
altemative. marketing $ysiIm. ) l '-Oﬁ"in'llm_u\ 10 promate
16. Proper erading by following :.tand..zrda It would facilitate pledec inang ey
h..tdlll" direct purchasing. export forward future truding, warenouse lacility Bl

T s(.ih\h.lllb'
Phirough Indian eoonoiny has diversified il the share of agriculiure in GDPE is 14.6v,. | 2
—ouree ol live hood to 65 to 70 cores of Indian population. Agricnlwure also ':» ~,l'” ol e
materials. f\;,nutltvrc in Indian suffers from many problems like low E:“d\uu food and raw
inurketing practices, | lack of finance and storage fucilities ete. ‘The mq unp ; l;:-ll\’ll\ etective
(narketing was solved through development of cooperative markeiing .n‘ 1L)P(l)0 e ol dellasive
deveioped many systemic ills which harmed the preducer farmer  The wad 1)| N [\BUI this sysiem
r received only 70% of thz 1otal sale proceeds In oider 1:1 :-)\ ’:zt”:‘e:i]i“lllx PIIUIII
L v tms nreblem

white the farmewe
Rt SERL L et p arsuaded the states o enac: mode! sets e i P
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