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Co-operative marketing - 

The word “marketing” represents not only the sale of produce in the market, but also includes all the 
stages and processes it has to undergo to reach the consumer. It includes various services such as 
transport, grading, storage, warehousing, processing, and packing at various stages. Agricultural 
marketing, in fact, comprises all the operations involved in the movement of food and raw materials 
from the field to final consumers. It needs no emphasis that agricultural produce is mostly sold through 
the traders where a number of malpractices like false weights and measures, undue deductions 
including those for religious and charitable purposes, large samples taken by wholesalers bargaining 
under cover of cloth through the brokers, etc. are usually adopted. Sometimes, traders go to the villages 
and purchase stocks from the cultivators at unfavourable rates. Such marketing co-operative societies 
inter-alia get rid of all such activities and also enjoy economies of scale in grading, processing, storage 
etc. It is, therefore, always advantageous for the growers to organize the marketing of their produce on 
cooperative basis.  

Objectives and Functions: 

 Marketing co-operatives are organized by agricultural producers with the objective of undertaking all 
types of marketing on efficient lines and in such a way that the producers secure the best price for their 
produce and are saved from the exploitation to which they otherwise are subjected. With this main 
objective, marketing co-operatives undertake one or more of the following activities:  

1. to market produce to their best advantage; 2. to provide credit facilities to members on the security 
of their produce;  

3. to arrange for transport and storage of member’s produce; 4. to provide the facility of grading of 
produce;  

5. to introduce the system of pooling so as to require a better bargaining power; 6. to export member’s 
produce so as to bring in better returns for the producer;  

7. to act as agents of government for procurement and implementation of price support policy; 8. to 
arrange supply of farm inputs as a measure to increase produce and improve its quality; 9. to arrange 
the supply of essential consumer articles to rural population. 



 Structure of marketing co-operatives In most of the States, the general purpose co-operative marketing 
structure grew on a two or three tier basis. At the base are the primary marketing societies which in turn 
have organized their central federation at district or regional levels. At the state level, apex federations 
of marketing co-operatives have been organized. Membership of the primary marketing societies 
consists both of the individual growers and the rural credit societies. The idea of extending membership 
of rural credit societies grew around the concept that the rural societies would perform the function of 
assembling centres.  

They would collect the produce from their members and bring the same to the marketing society for 
sale. The marketing society would sell the produce to the best advantage of the farmers and out of the 
sale proceeds, deduct the dues of the credit societies. Progress in Co-operative Marketing Under the 
active encouragement of the Government and the Reserve Bank of India, cooperative marketing has 
made great progress in Maharashtra, Andhra Pradesh, Tamil Nadu, Uttar Pradesh and Bihar. The Cotton 
Sale Societies of Maharashtra and Gujarat gin and press cotton for members have provided considerable 
benefit to them. The sugarcane marketing societies of U.P. and Bihar protect the interests of the 
members as against sugar mills and also help to improve the quality of sugarcane, they advance funds as 
well as undertake welfare activities in the villages. Besides they supply cane to the factories and finance 
the purchase of seeds and manures. There are co-operative societies in Maharashtra specializing in the 
sale of tobacco, fruit, vegetables etc.  

Role of NAFED and NCDC-  

The National Agricultural Co-operative Marketing Federation, popularly known as NAFED, was organized 
in 1958 and represents the entire marketing structure at the national level. The main objective of the 
Federation is to assist the Marketing Co-operatives in the States to develop their marketing business and 
to help them render better services to their members. In order to achieve this objective, the NAFED 
adopts a variety of strategies with a view to ensuring better returns for the growers. The strategy may 
be to undertake price support operations or buffer stocking or export or import of surplus commodities 
as the case may be, to balance production with consumption. The Government of India announces from 
time to time support price in respect of certain commodities and appoints NAFED as its agency for 
procurement. Sometimes, NAFED on its own announces the support price for certain items like onions, 
tobacco, potatoes, etc. and arranges to purchase them either for export or supply for sale at a future 
date. The buffer stocking operation is another method adopted to give support of prices. In all cases, 
purchases are made from the growers and through the agency of marketing cooperatives. NAFED 
promotes inter-state and export trade of farm produce as it exports commodities like onions, pulses, 
chillies, ginger, garlic and cardamom to many countries. It also undertakes movement of essential 
commodities from surplus to scarcity areas and helps ease consumer supplies.  

 


