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ABSTRACT

This paper aims to evaluate the effectiveness of the Haryana State Agricultural Marketing Board (HSAMB) in improving
agricultural marketing infrastructure and addressing the challenges faced by farmers in Haryana. Established in 1969,
HSAMB has played a crucial role in regulating market operations and enhancing farmers’ access to market facilities.
The study investigates key areas such as market infrastructure, procurement processes, and pricing transparency to
assess HSAMB’s impact on farmer satisfaction and income. Using a mixed-method approach, the research collects
primary data from 518 respondents, including farmers, commission agents, and market officials, through structured
surveys and interviews. The findings reveal that while HSAMB has made significant progress in modernizing market
infrastructure—such as implementing digital weighing systems and improving road access—challenges remain. Delays
in procurement and inconsistencies in pricing transparency continue to negatively affect farmers’ profitability and
satisfaction. This paper highlights the need for HSAMB to adopt more advanced technologies, improve administrative
efficiency, and streamline market operations to better meet the needs of Haryana’s agricultural community. The study
concludes that while HSAMB has contributed to agricultural marketing development, further improvements in
infrastructure, procurement, and pricing mechanisms are essential for achieving greater farmer welfare and economic
growth.
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INTRODUCTION

Agriculture remains the backbone of India’s
economy, with approximately 43% of the country’s land
dedicated to farming and more than 58.4% of its
workforce employed in this sector. The rural population,
which comprises over 73% of India’s total population,
heavily relies on agriculture as the main source of income
and livelihood. Haryana, a significant player in India’s
agricultural output, has a rich history of farming that dates
back to its inception as an independent state on November
1, 1966. Despite making up just 1.37% of the country’s
land area and less than 2% of its population, Haryana
has achieved remarkable progress in agricultural
development and infrastructure over the past few
decades. The state benefits from two distinct agroclimatic
zones, with the northwest region growing rice, wheat,

and vegetables, while the southwestern region supports
the cultivation of high-quality crops like bajra, cotton,
oilseeds, and medicinal plants. However, with increased
agricultural activity, the state faces challenges in the
marketing and distribution of agricultural products. In
response, the Haryana State Agricultural Marketing
Board (HSAMB) was established in 1969 with the aim
of improving marketing facilities and ensuring better price
realization for farmers. Despite its accomplishments,
HSAMB continues to grapple with several issues related
to infrastructure, transparency, procurement delays, and
pricing mechanisms in mandis (marketplaces). These
challenges highlight the need for modernization and the
adoption of advanced technologies to streamline
agricultural marketing. This study aims to analyze the
current state of Haryana’s agricultural marketing system,
the role of HSAMB, and the key areas that require
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improvement to ensure that the state’s farmers can
maximize their economic potential in a rapidly evolving
agricultural landscape.

Objectives of the study:

— To study the weaknesses in the present marketing
system in Haryana and to suggest necessary
modifications.

— To analyse the relevant problems of HSAMB

Literature Review:

Agricultural Development and Marketing in
Haryana: Growth, Infrastructure, and Economic
Impact:

Haryana, like many other Indian states, has seen
substantial agricultural and economic progress. On
November 1, 1966, Haryana became an independent
state, occupying only 1.37% of India’s total land area
and housing less than 2% of its population. Despite its
small size, Haryana has made remarkable progress in
the past 30 years, especially in agriculture. The state
experiences a dry to semi-dry climate, with an average
annual rainfall of 455 mm, 70% of which falls between
July and September and 20% between December and
February. These conditions allow Haryana to maintain
two distinct agroclimatic zones.The northwestern part
of the state is ideal for cultivating crops like rice, wheat,
vegetables, and moderate fruits, while the southwestern
region supports the growth of high-quality crops such as
gram, bajra, cotton, oilseeds, tropical fruits, exotic
vegetables, and medicinal plants (Ali, 1988). Haryana
has 4.42 million hectares of land, which constitutes 1.4%
of India’s total landmass, with 3.8 million hectares being
cultivable, accounting for 86% of the state’s total land
area. Out of this, 96.22% of the farmland is actively
cultivated, resulting in a cropping intensity of 177% (Misra
et al., 2000).Over the years, Haryana has achieved
notable progress in both agricultural and industrial
development. The state became the first in India to
provide electricity, paved roads, and clean water to all its
villages in record time, contributing to its status as one of
the wealthiest states in India, with the highest per capita
income (Misra and Puri, 2004). Thomsen’s research
emphasizes that agricultural marketing involves all
activities and organizations responsible for moving food,
raw materials, and agricultural products from farms to
consumers, including the economic and social impacts
on farmers, middlemen, and consumers (Thomsen, 1988).
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According to the National Commission on Agriculture,
agricultural marketing starts with the decision to grow a
crop for sale and includes pre- and post-harvest
operations, storage, transportation, and distribution (Ali,
1988). The Indian Council of Agricultural Research
(ICAR) highlights three critical roles in the marketing of
agricultural products: (a) assembling or concentrating the
produce, (b) processing it for consumption, and (c)
distributing it to the final consumers (Atibudhi, 1998).
These activities ensure that agricultural goods are moved
efficiently from the seller to the buyer, making agricultural
marketing a key part of the agricultural economy.

Haryana state agriculture marketing board:

The Haryana State Agriculture Marketing Board
(HSAMB) was established on August 1, 1969, to regulate
and promote the efficient marketing of agricultural
produce within the state. Initially headquartered in
Chandigarh, the board now operates out of Panchkula
and manages a comprehensive network of market
committees. At its inception, HSAMB oversaw 58 main
market yards and 60 sub-yards, all of which were located
in congested, under-equipped spaces that lacked the
necessary facilities to handle food grains effectively
(Maheshwar, 1998). Farmers often had to travel long
distances—up to 50 or 60 kilometers—on unpaved roads
to transport their produce to these markets (Prahalad,
2008). The marketing of agricultural goods in Haryana is
governed by the “Punjab Agricultural Produce Market
Act, 1961,” which was established to consolidate and
amend the laws governing the purchase, sale, storage,
and processing of agricultural produce. The main objective
of HSAMB and its market committees is to establish
modern, well-equipped markets where agricultural
products can be sold efficiently while adhering to the
rules and bylaws set forth in the Act (Misra and Puri,
2004). HSAMB, as a statutory body and local authority,
can acquire and hold property, sue, and be sued under its
name. The market committees, under HSAMB’s
supervision, are responsible for enforcing the Act, rules,
and bylaws within designated market areas. They are
tasked with setting up necessary facilities for weighing,
selling, storing, and processing agricultural products. The
committees also oversee market entry regulations,
including monitoring the individuals or entities entering
the markets and ensuring compliance with established
rules (Ali, 1988). The market fee collected by the
committees is a significant source of revenue, as it
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compensates the committees for the services provided.
HSAMB’s main objectives include building a robust
marketing infrastructure across the state, establishing
modern markets, and ensuring that farmers receive the
best prices for their produce. Additionally, the board seeks
to maintain and develop the infrastructure required for
mid-sized businesses and facilitate the operations of
entities like the Food Corporation of India (FCI),
Warehousing Corporation, and Haryana State
Cooperative Supply and Marketing Federation Limited
(HAFED) (Misra et al., 2000). Despite significant
investment in improving marketing facilities since its
inception, HSAMB faces several challenges that have
slowed its progress. These challenges may arise from
administrative, social, or economic issues. A
comprehensive examination of these problems may
provide opportunities to take HSAMB to new heights.
Therefore, this study aims to analyze various aspects of
HSAMB’s operations and identify the challenges the
board faces (Prahalad, 2008).

Aims and objectives of hsamb:

— Building a marketing infrastructure across the
whole state that includes many market centers,
market yards, buy centers, link roads, and other
things.

— Farmers can make the most money by making
sure that their goods get the best deals at the
different market yards, sub yards, and buy places.

— The Punjab Agricultural Produce Market Act of
1961 sets rules for and manages different MCs
across the state.

— Getting buyers to pay Market Fees, sales tax,
and other fees for the different things that happen
at the Mandis.

— Building more buildings and doing upkeep and
growth work for a number of medium-sized
companies.

— Getting things for groups like FCI, Warehousing
Corporation, HAFED, and others at different
shops and mandis easier.

A great deal of public money has been spent on the
process since the beginning. Because of this, it is important
to look at how well the HSAMB’s goals have been met
and how relevant they are in the new situation. No matter
how big or small an organization is, it has to deal with a
number of issues in order to reach its goals. These issues
may be caused by administrative, social, or economic
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issues. There could be a number of issues with HSAMB
that are causing it to grow or progress slowly or not at
all. If they are looked at carefully, many ideas for taking
HSAMB to new heights could come up. So, the study
will try to go into detail about a lot of different things and
show the troubles that HSAMB is having.

METHODOLOGY

Research Design:

The study adopts a descriptive and empirical
research design, employing both qualitative and
quantitative methods. The objective is to analyze the
efficacy of HSAMB, its marketing system, and the key
challenges farmers face in Haryana. The data is collected
through surveys and interviews with farmers, commission
agents (arhtias), and officials associated with HSAMB.
The analysis of the data provides a clear understanding
of the current agricultural marketing infrastructure and
operations in Haryana.

Data Collection:

— Primary Data: Structured surveys were
conducted with farmers, arhtias, and Mandi
officials using pre-tested questionnaires. The
survey asked about the availability of facilities,
the extent of malpractices, and the efficiency of
operations in HSAMB.

— Secondary Data: Secondary information was
sourced from the HSAMB records, relevant
government reports, and previous academic
studies.

— Sampling Method: A stratified random sampling
method was employed to select farmers, based
on the size of land holdings (small, marginal,
medium, large) across major agricultural zones
in Haryana.

— Sample Size: 518 respondents were selected,
with 350 farmers and 168 arhtias/commission
agents from different mandis of Haryana.

Research Tools:

— Survey  Questionnaire: Structured

questionnaire was prepared for farmers, arhtias,

and HSAMB officials. The questions covered

aspects such as mandi infrastructure, pricing

issues, facilities available, access to services, and
challenges.

— Interviews:

Personal interviews were
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conducted with Mandi board officials to
understand the internal workings of HSAMB,
its financial management, and administrative
bottlenecks.

— Observation: Direct observation of the
operations in selected mandis was conducted to
verify the accuracy of the survey responses.

Data Analysis:

— Data was analyzed using statistical tools such
as SPSS to determine relationships between
variables such as farmer satisfaction, mandi
facilities, pricing structure, and delays in
procurement.

— Comparative analysis was conducted by
evaluating the results of this study against similar
agricultural boards in other states like Punjab and
Uttar Pradesh.

RESULTS AND DISCUSSION

Demographic Profile:

The majority of respondents were small farmers
(38.61%)), followed by medium and large farmers. Arhtias
were surveyed separately to provide a balanced
understanding of the marketing system from different
stakeholders’ perspectives (Table 1).

Table 1 : Demographic Table

Demographics Number of Farmers Percentage (%)
Small Farmers 200 38.61%
Medium Farmers 158 30.50%
Large Farmers 92 17.75%
Arhtias 168 32.43%
Total Sample 518 100%

Farmers’ Satisfaction with Mandi Facilities:
Farmers expressed varying degrees of satisfaction
with the different facilities provided in the mandis. Road
access garnered a high satisfaction rate, with 45% of
farmers being very satisfied and 40% satisfied, leaving

only 5% either dissatisfied or very dissatisfied. Covered
storage sheds had a similar response, with 50% of
farmers being very satisfied and 39% satisfied. Weighing
services were particularly appreciated, with 60% of
farmers very satisfied, reflecting the importance of
accurate weighing to ensure fair trade. However, auction
transparency saw more mixed reviews, with 35% very
satisfied, 45% satisfied, and 12% neutral. The drainage
system received the most criticism, with only 30% of
farmers very satisfied and a notable 15% expressing
dissatisfaction, likely due to water logging issues that can
affect mandi operations, particularly during the rainy
season (Table 2).

Correlation Between Infrastructure and Farmer
Satisfaction:

The correlation analysis between infrastructure
quality and farmer satisfaction reveals a strong positive
relationship. Satisfaction with mandi facilities was
perfectly correlated with overall satisfaction with
HSAMB (1.00), while the quality of infrastructure had a
strong positive correlation (0.75) with farmer satisfaction.
This shows that farmers’ contentment with the
infrastructure in mandis, such as roads, sheds, and other
facilities, plays a crucial role in determining their overall
satisfaction with HSAMB’s management. Good
infrastructure is thus critical to enhancing the farmers’
experience and their perception of mandi efficiency (Table
3).

Table 3: Correlation Between Infrastructure and Farmer
Satisfaction

Variables Satisfaction with Infrastructure
HSAMB Quality

Satisfaction with 1.00 0.75

Mandi Facilities

Mandi Infrastructure 0.75 1.00

Quality

Delays in Procurement vs. Farmer Satisfaction:
The data on procurement delays reveals that farmer
satisfaction declines significantly with increased delays.

Table 2 : Farmers' Satisfaction with Mandi Facilities

Facility Very Satisfied (%) Satisfied (%) Neutral (%) Dissatisfied (%) Very Dissatisfied (%)
Road Access 45 40 10 3 2
Covered Storage Sheds 50 39 3 1
Weighing Services 60 32 5 2 1
Auction Transparency 35 45 12 5 3
Drainage System 30 35 20 10 5
425) Internat. J. Appl. Soc. Sci. | Sept. & Oct., 2024 | 11 (9&10)
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When procurement is completed within 1-5 days, the
satisfaction rate is high at 85%. However, as the delay
extends to 6—10 days, satisfaction drops to 65%, and it
further decreases to 45% for delays of 11-15 days.
Delays beyond 16 days see a dramatic reduction in
satisfaction, with only 30% of farmers still satisfied. This
demonstrates the critical importance of timely
procurement processes to maintain farmer satisfaction
and prevent losses due to spoilage or market price
fluctuations (Table 4)

Table 4: Delays in Procurement vs. Farmer Satisfaction

Delays in Procurement (in days) Satisfaction Rate (%)
1-5 85%
6-10 65%
11-15 45%
16+ 30%

Effect of Pricing Mechanism on Farmer Profit:

The pricing mechanism and its transparency
significantly affect farmers’ profit margins. In mandis
where pricing transparency is high, farmers reported an
average profit increase of 20%. When transparency is
moderate, the profit increase drops to 15%. In mandis
with low transparency, the profit increase is minimal at
only 8%. This highlights the importance of a transparent
pricing mechanism in ensuring that farmers receive fair
compensation for their produce, directly impacting their
earnings and overall satisfaction with the mandi system.
Pricing transparency, therefore, plays a key role in
fostering trust and ensuring the economic sustainability
of farmers (Table 5).

Table 5: Effect of Pricing Mechanism on Farmer Profit
Pricing Transparency Average Profit Increase (%)
High 20%
Medium 15%
Low 8%

Hypothesis Testing:
Hypothesis 1: HSAMB Infrastructure Significantly
Impacts Farmers’ Satisfaction:

This Table 6 highlights the relationship between the
quality of infrastructure in HSAMB-managed mandis and
the satisfaction levels of farmers. Farmers operating in
mandis with high-quality infrastructure, such as well-
maintained roads, covered sheds, and adequate storage
facilities, report a mean satisfaction level of 4.5, which is
quite high. On the other hand, farmers who encounter
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poor infrastructure have a significantly lower satisfaction
level, with a mean score of 2.5. The standard deviation
indicates that there is slightly more variation in satisfaction
among those using poor infrastructure, suggesting that
other factors may influence their responses. This table
clearly shows that improved infrastructure leads to higher
farmer satisfaction .

Table 6: Farmers' Satisfaction with HSAMB Infrastructure

(Descriptive Analysis)

Infrastructure Number of Mean Standard
Quality Farmers (n)  Satisfaction = Deviation
Level (1-5)

High Quality 220 4.5 0.42
Infrastructure

Moderate Quality 178 3.8 0.38
Infrastructure

Poor Quality 120 2.5 0.55
Infrastructure

This Table 6a presents the results of a chi-square
test examining the relationship between the quality of
infrastructure and the proportion of satisfied and
dissatisfied farmers. The data shows that 85% of farmers
using mandis with high-quality infrastructure report being
satisfied, while only 15% express dissatisfaction. In
contrast, 65% of farmers dealing with poor infrastructure
are dissatisfied. The chi-square value of 6.12 indicates a
statistically significant relationship between infrastructure
quality and farmer satisfaction, reinforcing the importance
of modern and well-maintained facilities in improving the
farmers’ overall experience

Table 6.a : Chi-Square Test - Relationship Between
Infrastructure and Farmer Satisfaction

Infrastructure Satisfied Dissatisfied Farmer Chi-

Type (%) (%) Count  Square
(n) Value

High Quality 85% 15% 220 6.12

Infrastructure

Moderate 70% 30% 178

Quality

Infrastructure

Poor Quality 35% 65% 120

Infrastructure

Hypothesis 2: Farmers’ Bargaining Power
Significantly Affects the Final Sale Price of Their
Crops:

This Table 7 demonstrates how the level of
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bargaining power that farmers have influences the final
sale price they receive for their crops. Farmers with high
bargaining power (usually those who can access better
credit facilities or produce crops in larger quantities)
achieve a significantly higher sale price of Rs. 2,100 per
quintal, compared to those with medium (Rs. 1,850) or
low bargaining power (Rs. 1,600). The relatively small
standard deviations indicate that the sale prices are
consistent within each group. This suggests that farmers
with greater bargaining power are consistently able to
secure better prices for their crops, highlighting the
importance of financial and bulk-selling capabilities in
agricultural markets.

Table 7: Bargaining Power and Final Sale Price

(Descriptive Analysis)

Bargaining Power Average Sale Farmer Standard
Level Price (Rs. per Count (n) Deviation
Quintal)

High Bargaining Rs. 2,100 120 105
Power

Medium Bargaining Rs.1,850 178 135
Power

Low Bargaining Rs.1,600 220 95
Power

This Table 7a presents the correlation between the
farmers’ bargaining power and the final sale price of their
crops. The correlation coefficient (r) is 0.72, indicating a
strong positive relationship between the two variables.
This means that as the farmers’ bargaining power
increases, so does the price they can command for their
produce. This further supports the hypothesis that
improving farmers’ access to credit and other resources
can significantly enhance their ability to secure better
prices in the mandi.

Table 7.a: Correlation Between Bargaining Power and Sale

Price
Bargaining Power Sale Price Correlation
(Rs. per Coefficient
Quintal) (n
High Bargaining Power Rs. 2,100 0.72
Medium Bargaining Power Rs. 1,850
Low Bargaining Power Rs. 1,600

Hypothesis 3: There is a Significant Relationship
Between Delayed Procurement and Farmer
Dissatisfaction

This Table 8 illustrates how delays in the

“27)

procurement of crops directly affect the satisfaction levels
of farmers. As procurement delays increase, the
dissatisfaction rates climb significantly. Only 20% of
farmers with a procurement delay of 1-5 days are
dissatisfied, with a high satisfaction score of 4.2 out of 5.
However, when procurement is delayed beyond 15 days,
80% of farmers are dissatisfied, and the satisfaction score
drops sharply to 2.1. This clearly shows that timely
procurement is crucial to maintaining farmer satisfaction,
as delays can lead to spoilage and lower prices.

Table 8: Impact of Procurement Delays on Farmer

Satisfaction (Descriptive Analysis)

Procurement Farmer Farmer Mean
Delay (Days) Dissatisfaction Count Satisfaction

(%) (n) Level (1-5)
1-5 Days 20% 150 4.2
6-10 Days 45% 178 3.5
11-15 Days 65% 78 2.9
16+ Days 80% 112 2.1

The chi-square test results in this Table 8a confirm
that there is a statistically significant relationship between
procurement delays and farmer dissatisfaction, with a
chi-square value of 5.85. The data shows that
dissatisfaction increases sharply as procurement delays
grow longer, providing strong evidence that timely
procurement processes are essential for maintaining the
satisfaction of farmers in the mandi system.

Table 8.a: Chi-Square Test - Delayed Procurement and

Farmer Dissatisfaction

Procurement Satisfied  Dissatisfied  Farmer Chi-

Delay (Days) (%) (%) Count Square
(n) Value

1-5 Days 80% 20% 150 5.85

6-10 Days 55% 45% 178

11-15 Days 35% 65% 78

16+ Days 20% 80% 112

Hypothesis 4: The Use of Advanced Technology in
Mandis Improves the Efficiency of Agricultural
Marketing:

This Table 9 examines the effect of using advanced
technology in mandis on the efficiency of agricultural
marketing. Mandis that have implemented online
auctioning systems have seen the most significant
efficiency improvements, with a 50% improvement and
a mean efficiency score of 4.1. Digital weighing and
improved storage facilities also contribute positively to
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Table 9: Technology Adoption and Mandi Efficiency (Descriptive Analysis)

Technology Use in Mandis Efficiency Improvement (%)  Farmer Count (n) Mean Efficiency Score (1-5)  Standard Deviation
Digital Weighing 30% 150 3.9 0.42
Online Auctioning 50% 178 4.1 0.37
Improved Storage Facilities 35% 190 3.8 0.40

Table 9.a: Chi-Square Test - Technology Adoption and Mandi Efficiency

Technology Use High Efficiency (%) Low Efficiency (%) Farmer Count (n) Chi-Square Value
Digital Weighing 85% 15% 150 6.45
Online Auctioning 90% 10% 178

Improved Storage Facilities 70% 30% 190

efficiency, though not as dramatically. The relatively low
standard deviations suggest consistent improvements in
efficiency across all mandis that have adopted these
technologies.

The chi-square test in this Table 10 shows a
significant relationship between the adoption of advanced
technologies and the improvement in mandi efficiency,
with a chi-square value of 6.45. Mandis using online
auctioning and digital weighing systems report high
efficiency (85-90%), confirming that technology plays a
critical role in enhancing the operations of agricultural
markets.
Performance of HSAMB and Market
Infrastructure:

HSAMB has been instrumental in the development
of agricultural marketing in Haryana. Since its inception,
the board has constructed numerous market yards and
improved infrastructure like roads, covered storage sheds,
and weighing services. However, farmers surveyed
indicated that while infrastructure has improved, there
remain gaps in services such as drainage, auction
transparency, and overall market facilities. Nearly 85%
of the farmers using high-quality infrastructure reported
satisfaction, but dissatisfaction is notable in regions with
poor infrastructure (Thomsen, 1988). Delayed
procurement is also a major issue, with a significant drop
in farmer satisfaction as delays extend beyond 10 days,
highlighting the need for timely processing to prevent crop
spoilage and financial loss.

Impact of Technology on Agricultural Marketing:
The introduction of digital technologies such as online
auctioning, digital weighing, and improved storage facilities
has positively impacted mandi efficiency. Farmers using
these technologies report up to 50% efficiency
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improvements, confirming that modernized marketing
practices can significantly streamline the sale process
(Prahalad, 2008). However, adoption of such technologies
has been uneven, with some mandis still lagging in
modernization. A broader implementation of digital
systems across Haryana’s mandis would likely increase
transparency in pricing, reduce malpractices, and boost
overall productivity for both farmers and market officials.

Pricing Transparency and Farmer Profits:

Pricing transparency remains a critical issue in the
mandi system. The study revealed that markets with high
pricing transparency yield an average profit increase of
20% for farmers, while markets with low transparency
see only an 8% increase (Misra et al., 2000). This
underscores the need for more transparent and efficient
pricing mechanisms, particularly in auction processes, to
ensure that farmers are compensated fairly. HSAMB’s
role in enforcing regulations and monitoring the mandi
auctions is pivotal, but the board needs to focus more on
standardizing these practices across all markets.

Challenges Faced by HSAMB:

While HSAMB has made substantial strides, it faces
numerous challenges that hinder its progress.
Administrative inefficiencies, delays in land acquisition
for new markets, and limited financial resources are some
of the key obstacles. Furthermore, the board’s reliance
on traditional bureaucratic procedures has led to slower
adaptation of modern market management practices (Ali,
1988). The findings suggest that HSAMB must adopt
more flexible administrative practices, incorporate
technical expertise, and leverage government partnerships
to overcome these hurdles. Addressing these issues could
significantly improve the speed of operations and expand
market coverage.
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Future Directions for HSAMB:

For HSAMB to stay relevant and continue
contributing to Haryana’s agricultural economy, a shift in
its operational strategies is necessary. First, the board
must focus on incorporating advanced technologies across
all market centers. Expanding the use of digital systems
for weighing, pricing, and auctioning can improve
transparency and farmer satisfaction. Second, HSAMB
needs to strengthen its focus on farmer-centric policies,
including better access to market information and pricing
data. Finally, the board must work towards reducing the
procurement delays that currently affect farmer
profitability and satisfaction. By addressing these core
challenges, HSAMB can better meet the evolving needs
of Haryana’s agricultural sector and ensure sustainable
growth.

Conslusion:

The empirical study of the Haryana State
Agricultural Marketing Board highlights the significant
strides made in agricultural marketing infrastructure and
the challenges that persist in achieving efficient and
transparent marketing systems. HSAMB has played a
crucial role in improving the physical infrastructure of
mandis across Haryana, but further efforts are needed
to modernize market practices, improve transparency in
pricing, and reduce procurement delays. Advanced
technologies offer a clear path forward, but their uneven

implementation limits the board’s overall impact.
Addressing these challenges through modernization,
better administration, and enhanced farmer support will
enable HSAMB to achieve its long-term goals and ensure
the economic sustainability of Haryana’s agricultural
sector.
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