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Abstract 

Agriculture is the primary source of farmer’s income for a developing nation like India. The goal of doubling farmers’ 
income necessitates identifying new sources of income and harnessing better opportunities. The online digital market aims at reducing 
transaction costs, bridging information asymmetries, and helping expansion of market access for farmers and other stakeholders. To 
bring greater efficiency in the present system, the government of India (GoI) launched a National Agriculture Market in 2016 by 
integrating all the existing APMCs markets in the country through a common electronic platform called e-NAM. The e-NAM is a 
compulsory delivery-based trading platform, which may help to reduce the cost of intermediation and to enhance farmers’ price 
realization by improving marketing efficiency and bringing transparency in agriculture marketing. In order to understand the 
effectiveness of e-NAM, particularly on farmer’s participation and the online price value system due to e-NAM, the present study 
was conducted in Anakapalli area (India third largest jaggery producer) located in Visakhapatnam District, Andhra Pradesh. Where 
the majority of small and marginal farmers account for sugar cane farming and jaggery production. This study aims at understanding 
the assessment of E-NAM on stakeholders like farmers, commission agents, traders/ wholesalers and organised retailers in the selected 
study area. Data was collected during field survey from the farmers, traders, and mandi officials and live trading on e-NAM 
commodity prices. The present study has a broader coverage of marketing aspects as it includes identify the farmer problems and 
their opinions in the overall marketing of jaggery and also highlights the facts about farmers facing hardships in marketing their 
produce through e-NAM. 
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Introduction 

The agriculture sector, which engages 64 percentage of the rural workforce, assumes a predominant role in improving the 
overall welfare of rural society. Agricultural marketing includes all activities involved in the movement of farm produce from the 
producer to the ultimate consumer. The agricultural value chain involves a number of participants like farmers, intermediaries 
(aggregators and commission agents), wholesalers and retailers. In addition, the farm produce is subjected to risks arising out of 
supply and demand conditions, seasonality, poor transportation and storage facilities. All these factors affect the final price realised by 
the farmer. Thus, the role of agricultural marketing is very crucial for development of this sector. Farmers are highly dependent on 
various factors like infrastructure, government policies, market structure, market price, commodity demand, weather conditions, and 
intermediaries (Aggarwal, 2016). Market Intelligence or the dissemination of market information is an important area which could play 
a significant role in farmers’ decision making regarding the production and marketing agriculture produce. Availability of accurate, 
timely and adequate market related information enables farmers in decision making as to when and where to sell their produce 
(Acharya, 2003). In a comprehensive study of agricultural marketing system in India during the last fifty years several problems 
associated with regulated markets have been identified (Acharya, 2004). These include, lack of basic amenities in primary or periodic 
markets (haat / bazaars), Farmers must travel long distances in some states due to a lack of regulated markets, poor governance of 
APMCs - management rather than professional licensing systems creates an entry barrier for new traders / buyers, multi-point levy of 
market fee (varies from 0.5 to 2 percent) and multiple licensing system, restrictions on inter-state and even intra-state movement of 
goods, and so on. 

 
Agricultural marketing in India is facilitated through a network of regulated markets established under the APMC Act. The 

objective of such intervention was to ensure regulation of marketing practices and protect the farmers from the exploitation of 
intermediaries. However, there is an argument that over a period, market regulation has taken the form of restrictive and monopolistic 
trade and the balance of power in transactions has moved in the favour of middle men and traders (Chand, 2012). As a result, the 
prices realized by the farmers still remain low, in this context NITI Ayog in 2017 stated that Farmer income has remained low in 
comparison to the non-farm sector. In fact, Acharya (2006) attributes the failure of agricultural marketing system in India to excessive 
state intervention. The fluctuating farm income is causing a detrimental effect on younger age farmers, and ultimately, they are 
shifting to other non-farm sectors. After these issues, the GOI tried to reorient the agriculture sector by focusing on farmers income 
(PTI, 2018) GOI has started giving special attention to the plight of farmers changed the name of the Ministry of Agriculture to the 
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Ministry of Agriculture and Farmers Welfare (MoA&FW); soon after, in 2015, the goal was set to double the farmer’s income in real 
terms by 2022-23. Commission on Agriculture Costs & Prices (CACP), 2018 has recommended that MSP be raised as the cost of 
cultivation increases. Therefore, GOI has increased the MSPs of the crops to boost farmers’ income. In order to realise the net 
profit income of the farmer’s various schemes are promoted and implemented like National Mission on Agricultural Extension & 
Technology (NMAET); Rashtriya Krishi Vikas Yojana (RKVY), National Agriculture Market Scheme (e-NAM) etc. The paper 
evaluates the effects of technological improvements on suitable market prices on commodity and farmer satisfaction on upcoming 
market facility and farm profitability. 
 
Objectives 

The study's major goal is to explore and analyse the marketing strategies used by jaggery producers to sell their product. 
Keeping this in view, the following specific objectives are set for the study: 

1. To have a better understanding of jaggery farmers and their social profile in the study area. 
2. To identify the role of producers, commission agents, and traders in the selected regulated markets. 
3. To assess the farmers prospects and problems in marketing their agricultural produce. 
4. To highlight the study's findings and give valid recommendations to the government/policymakers/farmers for the improvement 

of agriculture. 
 
Electronic National Agricultural Market (eNAM) 

e-NAM is a virtual market which networks existing mandis through an online trading portal. It provides a common platform 
to farmers irrespective of their state to sell their produce to the highest bidder, enabling buyers situated even outside the state to 
participate in trading at local level. This increases the reach of producers (farmer) and buyers at a national scale. In India, not a single 
state has a unified market. This has resulted in a costly and fragmented agricultural sector, raising profits for intermediaries but 
lowering farmer income, e-NAM is supposed to end this. eNAM provides a supervised environment for market forces of demand and 
supply to determine the prices of agricultural commodities through online auction system launched on April 2016. 
 
Hypothesis 
The study has formulated following hypotheses to fulfill the objectives: 
Ho1: There is no significant difference among landholdings of farmers and other infrastructural facilities available at the study area. 
Ho2: The farmers come under the mandi can face no problems in terms of production and marketing of their agricultural produce. 
Ho3: There is no association between landholdings groups and income received by farmers. 
Ho4: There is no significant relationship between educational qualifications of farmers and their awareness level about various 
Government schemes. 
 
Table 1 List of e-NAM mandis in India 

State No of APMC Mandis Online 
ANDHRA PRADESH 33 14 
CHANDIGARH 1 1 
CHHATTISGARH 14 9 
GUJARAT 122 6 
HARYANA 81 55 
HIMACHAL PRADESH 19 9 

JAMMU AND KASHMIR 2 0 

JHARKHAND 19 2 
KARNATAKA 2 1 
KERALA 6 0 
MADHYA PRADESH 80 19 
MAHARASHTRA 118 44 
ODISHA 41 22 
PUDUCHERRY 2 1 
PUNJAB 37 12 
RAJASTHAN 144 124 
TAMIL NADU 63 28 
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TELANGANA 57 29 
UTTAR PRADESH 125 38 
UTTARAKHAND 16 10 
WEST BENGAL 18 14 
Total 1000 438 

 
METHODOLOGY 
           In order to select the jaggery producers for the present study an attempt was made at Anakapalle Regulated market. As the 
number of jaggery producers in the districts was running into thousands, it was neither possible nor feasible to conduct a census study, 
hence purposive sample of jaggery producers belong to this mandi was selected as the sample size, which comes to 60. The farmers 
have given oral responses to the questionnaire and have not taken from any written records. In the study respondents were chosen 
using the purposive sampling technique as the jaggery farmers came from different places, diverse landholdings. The researchers have 
asked farmers for their voluntary participation after their due consent. The study was conducted in October month of 2021. 
 
Procedure 
          The information was collected from the farmers at Anakapalli mandi region which is located in Visakhapatnam District, 
Andhra Pradesh. The reason for choosing the Anakapalli Mandi was that numerous farmers were unable to use the e-Mandi. The 
study involves collection of data from both primary and secondary sources. Well-structured questionnaire has been framed to collect 
data from the farmers/producers. The respondents were asked individually, one by one. The researcher has undertaken pilot study with 
60 farmers from the selected study area. The data emanated from the producers/respondents analyzed with descriptive research 
techniques. 
 
Data Analysis 
          The data was analyzed using SPSS version 25. To assess the effectiveness of e-NAM on farmers income, paired t-test was used 
to test the association between the awareness, age and educational qualification. The respondents were between the age groups of 21 to 
65 years (mean = 42 and SD = 2.1). 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Graph 1: Farmers Averages 
The social profile (age, education, annual income, and farmer’s category) of the selected jaggery producers in Anakapalli 

region was analyzed. Apart from that, additional question was posed about the e-NAM knowledge level, which was classified into 
three categories: unaware, partially aware and completely aware. The researcher has used descriptive statistics, including charts, 
graphs and tables to summarize the data. An attempt was made to study the opinions of the jaggery producers on bidding method, 
selling process, quantifying of produce, information symmetry, fast credit of payment, transaction cost, quality assaying facility, 
no middlemen intervention and transparency options. 
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Results and Discussion 
The key findings of the study are that mostly senior farmers are engaged in agriculture. The dominant age group among 

them is around 50-65 years (42%) followed by 30-50 years (36%). It 
Graph 2: Farmers Education Profiles Graph 3: Farmers Awareness assessment 

 

 
can be interpreted as farmers being well experienced and understanding in farming and the dynamics of marketing strategy on their 
produce. 39 percent of farmers are illiterates. 30 percent farmers got school level of education, 20 percent are secondary education and 
11 percent of farmers are graduates. The statistical data says that 52 percent of farmer’s annual income is below 3lacs, 20 
perfect of farmers income is around 3 to 5 lacs; 28 percent farmers have above 5 lacs as their annual income. Size of landholdings is 
another important criterion that determines the prospects and issues of farming. The study discloses that majority of farmers in 
Anakapalli region are medium farmers holding between 2 and 5 acres of land (52%) followed equally by large (20%) and small (18%) 
farmers with below 2 acres of land. Majority of the farmers depends on commission agents to meet out their agricultural production 
financial needs (51%). Own fund (24%), Borrowings from money lenders (25%) are the other sources of financing among the farmers. 
Majority (84%) of farmers sell their produced agricultural goods depending on the situations like either regulated markets or local 
markets. While10 percent sell through local markets. The survey on bidding method, selling process, quantifying of produce, 
information symmetry, fast credit of payment, transaction cost, quality assaying facility, no middlemen intervention and transparency 
options were summarized in table no 3. It revealed that 95 percent respondents were fully satisfied with e-NAM on aspects like 
elimination of middleman arbitrary, transparency and selling price. It is cleared that farmers preferred highly with existing market 
system because of fast credit payment, and easy financial support from local agents. The notable feature of the analysis is that no 
farmer prefers to market their produce through E-NAM. Greater part (90%) of the farmers felt that the existing market system is 
feasible for selling their produce. ‘t’ Test results revealed that significant difference existed be4ween existing market and upcoming e-
NAM marketing system. The results also revealed that 18 percent of small land holders, 52 percent of marginal farmers and 30 percent 
of land lords participated in this survey. This shows that each category of farmers was interested to know about up- coming marketing 
strategy. Approximately majority of the farmers are aware of e- NAM, while very few reported being unaware. 
 
Table 4: Farmers Demographics 
Table 5: Survey Summary 

 
 
Age (Years) 

Category Frequency Per(%) S.no Category Option % of Farmers 
21- 30Yrs. 13 22 1* 2* 3* 
30-50Yrs. 22 36 1 Bidding method e-NAM 5 15 80 
50-65 Yrs 25 42 Existing 90 10 0 
Total 60 100 2 Selling process e-NAM 65 35 0 

 
 
Education 

No formal 23 39 Existing 84 10 6 
Primary 18 30 3 Remunerative price e-NAM 6 0 94 
Secondary 12 20 Existing 91 9 0 
Graduation 7 11 4 Fast credit of 

payment 
e-NAM 0 11 89 

Total 60 100 Existing 88 12 0 
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Annual 
Income (lacs) 

Below 3 31 52 5 Information symmetry e-NAM 70 28 2 
3 to 5 12 20 Existing 74 26 0 
Above 5 17 28 
Total 60 100 6 Quality assaying e-NAM 5 5 90 

Land Holding
(Hect) 

Small > 2 11 18 Existing 85 14 1 
Marginal(2-5) 31 52 7 e payment options e-NAM 22 45 33 
Large(< 5) 18 30 Existing 12 21 63 
Total 60 100 8 Middlemen intervention e-NAM 95 5 0 

 
e-NAM 
awareness 

Fully Aware 50 84 Existing 60 40 0 
9 Transaction cost e-NAM 85 15 0 

Partial 
Aware 

8 13 

Existing 35 65 0 
Un Aware 2 3 10 Transparency e-NAM 98 2 0 
Total 60 100 Existing 50 40 10 

         *1 Highly preferred, 2 Moderately preferred ,3 least preferred 
 
Benefits to farmers 

There is a more transparent and better discovery of price as, due to e-auction from traders now as compared to past. Farmers 
get computerized bills and SMS indicating the total value of the produce immediately after the auction results are declared. This 
eliminates possibility of manipulation and under-payment to farmers. Before introduction of e-market, traders / commission agents 
used to delay payments, sometimes up for weeks or months. Through UMP, farmers now receive SMS alerts from APMC when the 
auction results are announced. Farmers have higher degree of control on sale of their produce as they have the right to reject the price 
offered by the highest bidder in e-auction. In that case, his lot gets traded on the next trading day. In the meanwhile, the produce is kept 
in the godown of commission agent. Strongest benefit appears to be in the form of electronic weighment which ensures accurate 
weighment and eliminates the possibility of cheating at the time of weighing farmer’s produce. A registered farmer also gets insurance 
benefits if he meets with accident/ dies during agricultural operations. 
 
Summary 

This paper unveils the present scenario about jaggery marketing and the problems faced by the cultivators in marketing their 
produce at Anakapalli regulated market yard. The above findings are identified based on the data collected from 60 farmers near the 
market region. The key finding of the study is that most of the farmers in Anakapalli solely depend on agriculture for their livelihood, 
without engaging in any additional employment. The above results revealed that the most of the respondents expressed that the present 
auction system was conducive to get remunerative price for their produce and they fully satisfied with existing open auction system. 
However, as per options exercised by farmers and discussion with some of the commission agents and traders revealed that most of 
the market players prefer to continue with the system of cash settlements as farmers are getting their payments immediately while 
traders can pay the commission agents over a period of time under the offline settlement system. The payment to farmer is being 
settled immediately by Commission Agent on acceptance of bid price by the former while traders are settling. So, the farmers belong to 
this market yard highly prefers existing open auction system rather than upcoming online market system. Similarly, the middlemen or 
the commission agents were also facing problems as they had to deal with farmers on one hand and regulating measures of the 
government on the other. However, competent execution and counseling on e-NAM adoption will eliminate all blockages and 
other commercial malpractices encountered by farmers. 

 
Conclusions 

Doubling the farmer’s income is very important for retaining the farmers and attracting the rural youth towards agriculture. 
The primary challenges for jaggery farmers to sell their produce through e-NAM include socioeconomic conditions of farmers, 
unsystematic state of affairs of the producer (manufacturer), nature of the produce, demands for infrastructure conveniences, and 
marketing problems. Niti Ayog's review of e-NAM has found that many mandis are ill-equipped to access the quality of produce. 
Without which quality assurance could not be provided to potential buyers. It has also been reported at some place’s auctions were 
occurring in the old way and data was entered on the eNAM portal after the transaction. This defeats the whole purpose of an online 
portal. The Government and policymakers should focus more on the sensitization part of e-NAM. The advantages of e-NAM should 
be widely spread among farmers, and farmers should be aware of this, hence in the near future, it will support doubling the farmer's 
revenue. 
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