
INTRODUCTION
Agriculture is the single most dominant sector of the national economy contributing nearly 23.3

per cent of its national income (2010-11). The agrarian economy of India continues to be backbone of
socio-economic structure of the country. About two third of the population depends for their
subsistence and livelihood on the farming. Indian Agriculture has achieved a major break through in
production of food grains as much as 257 million tones during year (2011-12).The fruits may be as
small as about 18 mm long or as big as that of large tomato fruit sized. Fruits may be green, red, black,
yellow, white; the green and red being the most common.

India is the leading country in production, consumption and export of chilli and chilli based
products. The area under chilli in world was 29.45 lakh ha in 2000-2001 to 35.24 lakh ha in 2010-2011.
India is not only the major producer and consumer of chilli but also major exporter of chilli and chilli
based products. This is mainly because of high domestic consumption.

How to cite this Article: Deore, S.G., Pawar, P.P. and Pulate, S.L. (2015). Economics of marketing of Green
Chilli in Western Maharashtra. Internat. J. Appl. Soc. Sci., 2 (3&4) : 84-89.

Economics of marketing of Green Chilli in Western
Maharashtra

S.G. DEORE, P.P. PAWAR AND S.L. PULATE*
 Department of Agricultural Economics, Mahatma Phule Krishi Vidyapeeth, Rahuri,

Ahmednagar (M.S.) India

ABSTRACT
The present study was intended to depict the picture of green chilli growing enterprise in Dhule and
Jalgaon districts of Maharashtra state. The study examined marketing costs, market margins, price spread
and problems involved in the marketing of green chilli.Chilli cultivated in Dhule and Jalgaon districts are
predominantly sold in the form of green chilli. Sakri tahsil of Dhule district and Amalner tahsil of Jalgaon
district having largest area under green chilli were purposively selected for the present investigation and
three villages from each tahsils were selected. The total sample consists of 90 green chilli growers
comprising 30 each from small, medium and large group. Data collected pertained to the year 2010-
2011.Different marketing channels were followed by the sample farmers. However, Producer-Wholesaler/
Commission agent/Retailer-Consumer was the major marketing channel. The major items of cost were
transport charges, Commission charges, storage and drying charges etc. The producer’s share in consumer’s
rupee was found to be 54.44 per cent in Channel-I, 52.12 per cent in Channel-II and 67.75 per cent in
Channel-III. The major problems faced by the green chilli growers in marketing, the major problems were
high commission charge charges (86.67 %), high transport charges (86.67 %), price fluctuations (84.44
%), and malpractices in market The study, suggests that the researchers should evolve disease and pest
resistant varieties of chilli, formation of co-operative marketing societies for better sale. Extension education
programmes have to be strengthened for the spread of the awareness of improved production technologies
and modern cultivation of chilli among the farmers
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