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. EPORT CF THE_ICA/5CC/BJSU

IATIONAL SEMINPL O "COOPEL *TIVE IMRKETT 5 OF AGEICULTURAL P. ODUCE"

pacca, Bangladesﬁ - November S-15, 1973

The Notioral Seminar or C.operrtive IPiketing of
*gricultural Produce s held in Macca, Bangloadesh, jointly by
the Bangladesh Jatiys S mbrya Union, Internationnl Cooper=-tive
flliance and the Swedish Cooperative Centre, from Stix to 15ta
Novenber, 1973.
The inaugurrl sessicn of the Semin~: wrs heléd c¢r the
?th Nevember 1973 uncer the Chairmenship of ir. M. Teyw - Farid zi,
Stote ldnister for Rurml Pevelopment & Cooper~tiom, Gevernmcnt of
.Feople's Republic of Bengl~desh., Mr. Puirul Islem, Hinister of State
'fer Focd, Government of Feople's Tepublic of Brnglodesh, wes the
Chief Guest. In agdition to the Chairmer and the Ciief Guest, the
iraugural sessior urs addressed by I'r. M. Fazlur Eehmen, Vice~Choirmen I
of the Banglndesh Jatiyr S~mbayn Union, Mr. Clle Frkelius of the
Suedish Cooperative Certre, I, Lionel Gunawrrdr-», Joint Pirect.r of the
International Cooperative %lliance, Mr. *,N.M, Busuf, Kegistr-r of
Coope rrtive Societies, ~nd I:. M.E, Choudhury, Dirvector of the Eastern
Cooperntive Jute HMills Limited.
The followirg lectured at the Seminar i~
1. Mr, Kazi tuzi: U4¢in
"irectoer
Diiectcrte of Agriculture & llarketing
Mcea., ’
2. Lr, " N,M. Eusuf
Eegistror of Cooperative Societies
baccr
’ 3. Iir. L.E. Khan
Joi~t Secretery

L.i-istry. of fgriculture
Pacer,



4, Hr. Imremuddin “hmed
Deputy General FanSger e — e .-
~  EStérn Fiik Producers' Cooper~tive Union
Dacea,

.

5. Wr. I, Fazlur Frhman
Vice-Chirman I
Banjladesh Jatiya Sa.nbayr Union
Daccea ’

6. Mr. Brlph Towmsend
Adviser
Bangladesh Jrtiya Smobrya Union
Drcea, '

7. F're "11e Hokelius
Swedish Cooperative Centre
Stockkolm

8. iir. Lionel Gundwardans
Joint pirector )
IC* Tegion~1l Office & Educrtion Centre
New nelhi ;

9. Mr, M, Krsaoka, Mprketing Specirlist
I2* legional "ffice & Ecfucation Centre
Ne! Delhi

. The Seminar considered the scope of probable ¢ifficulties

in strict observance of the Cooperative Principles under conditions

preva iling in Bangladesh and took note of the following:~

(i) Some motivation work is necessrry to form
- cooperrtives.
(ii) Some prrticiponts observed that in few coses

democratic control is disturbed due to iack of awareness on the part of
the general mcmbers,

(iii) The physical facility of c_o‘oper?tive educstion is
limited to the extent of government nsgs(i‘:st_an.ce', the movement docs not
have #my educotion fr¢ility.

(iv) The coopermtion amongst different types a.d tiers of

cooperative organisrtion scems tq‘bg;inadequate due to some internal

[}
'

and external recasons,

The Seminay considered the mode of operation of the merketin:

cooperatives in the prevailing agria ltural situ=ation in Bangladesh., It

)

wes felt that the opermation of the marketing cooperatives should be



b-cad based both ir type arcd technique due minly to the follouing

rerSons t-
i, Iarge~scr1c productior is not possible due
to small and uneven size of members' hclding,
ii, Number of agrialt ural items is large and
.mprketing facility neeced for increasing
procuction ensuring price incertive.
- . !

iii, Develop market of ir¢igjenecus agriailtural

items ond creste demnd for such items 2t the
consumers'® level,

iv, Continue operation durirg the whole year to
reduce overhend cost and ~ttair ecoromy of
scalc grrdually.
2t present the agricultural societies deal in production
input (seed, fertilizers, fuel) side by side, they ¢ n take up w rketing
of selecteﬁ agricultural items ar¢ gr~cdunlly incrense the number of items,
In the process of crgarisational tie up the second-ries
mey assist the primriies in the matter of price fixetion, commission
incentivc to the persens handlingy oper-tions, procurement and tra-sport,
storage ~n¢ merketing, processing ~nd development of processing
f~cility and the apex organisetion mry assist them by provici-g mrket
irtelligence on¢ linkiny them to the consumers cooper~tives in the urban
arers.
The Serinar felt thot mrrketing societies in Benglecdesh
generally face the following operational prebleﬁs:~

1. liembers aunreness and involvement in the
activities of the society.

2. Inadequacy of the voluve of the mrrketalle

produca.
3. Efficicrney and sincerity of the lirnaging Committee.
4., Inadequ~cy of owm finance angd credit frcilities. v
5. Ceorciratior with cifferent tiers.
6. Fvailability‘ef facilities required for mtketing.
Ts Diffexrence in weights, mcrsuiements 2n¢ rbsence of

grecdation which crcate confusion,

[

8. Price of fluctuatior .of the produce, and

9. Disposability of the procuce.



The Seminar ccm ; ‘epre-condlt\ions fer making a primary

marketing coo;)erat.xv_,viaﬁblg ef the opmion th-«at to mke 9

fulﬁlled;*
D 1
- 2. A_’-The marketing activitles of the society should
3. . Tﬁe volume of thc mka@taule procuce Shoild
- be ﬂCequate.— ‘
4. Thﬂre s!zoulr‘ be beﬁtar ¢oordination bntwee.;
different tiers of cooprrtives and between
: different ‘types of: cooperatwes.
B The' ssc1ety should:have aceess to the '
fa011*t1es requlreé for mﬂrketlng. '
6;%"i Tfe soc1ety shauld (1) be fli"nc1ally s)urﬁ,
: V(and (11) have ersy aceess to mred1t facilities, and
R _E;.Tab prnﬁuce ‘of ‘the ;society shoulﬂ be easily

61saosab1e. S,
: The Semlnar caﬁ51dereﬂ the fhctors th*t snould b» tat en

int( account w,ile dr?w1ng up of rpragenent plﬂns uf cooperﬂtivu

R S

chg

mérket1ng scciet1es ﬂnﬁ felt that the obJoctlve of a nnn?gemnnt nlon cf a

nwrkﬁtxng coopcrntlvn is to match markct1wg w1ta:product10n.- Tnﬂ efore

bi

in dr?w1ng up manﬂjemcnt pl“ﬂ the s001cty sk oulﬁ 1nvite the menbcrs te

Hraw tae1r 1nc1v1dupl pro(uctzon plnns. The mumbers plnns should mainly

S

g1ve informatloﬁ rugwrﬂlng'

a) arca of lwnd, particulars of seasonal
erops proposed to be mised, expected
yielh, mwrketable surp&us ate,

b) : 1"put requ1remcnt. ‘service requirement,
- - facility recuirement. :

e

¢), . rescurces available, financinl assistance
© meeded nfter taking into account the
*» harvestingjeXpenses.

d¥y o particulvrs of estimated i~come, estimated
... .. expenses; ané sersoral and nnﬂual sxrplus.

e BeCPuse most of the members ﬁre not educwted. they hove

to be ﬂllawed & submlt the inﬁarmatxon verbally «Vd the SGCl“tJ should

have srran gement to recard them. : S



The incividunl procuctigr plans nry be sceruitnised by a
geneinl meeting with the ~ssistance ¢f a technicnrl person for the
benefit of the members.

Ey compiling thesc individual targets, the socicty gets its

l
own target in respect of:- \

i, requiremest of i-puts
ii. requirement of c¢re it i~ cash
iii, estimate of total yicld, merkct~ble

surplus, and
iv. also thc estimrte of the quentity of the

procuce thot the members wculd actunlly

reonire to rarket, ‘
After mking the rough estimate of procuctioi , the procurer cnt ~and sale
progrome mey be finalisces,

/ The mrnagement plen will exhibit the cetails of thc tergets,
roscuices alresdy nveilshl 2 d to be made avail~ble, cost =v¢ rovenwe
2.d cstimpted strplus.

The Seminnr felt thrt the marketing coopertives shcul”
roecive the f21llowi 5 types of assisto~ce from the government for
developmert of tiacir ~ctivities whilec meintaining their esszntiol
~uatonomous cherctcrs—

1. Frcilitics in resp ct of croecit, ware cusing

o-¢ storase, trniri-g, market informetion,
technical knos~how ord tresired persomncl for
plaraing, guifance »n¢ operatio-,

2. Supplics of inputs and equipment

3. nevelopmoit of market and mrrket foeilities.

4. lrintainctce of stebility of price.

Semc prrticipents of the Semitar were of the view thrt the

v

mrketing ccoperatives shoules receive trx romission ane subsidics in
respect of tronsport snd supplics, vhil- few prrtieipants observed

thet governmert mpy participate irn the shere copital of the society

Wacxce the meombors so desirec.



The present system of puzchase and supply of fertilizer
prevailing in Banglndesh is #s fellows: The B™pC is the sole importer
o~ ¢ distributor of the fertilizer. T'e B'DC hrs goébwr facilities sprerd
~11 over the country moxc or less at, ecvery Thep~ level, The E'0C, i most
coses, distributes fertilizer t. the farmers thrcugh »ppointcd private
denlers. Only in very limited ¢o 56§ the B'CC gives its dealcrship
tc TCCM's (sccordary federation ot Thena level’ 2nd only in limited cnses
the p imry agrim ltural cooperative isal losed Acnl ership ¢f tho
fcrtilizer. In view of the concitions preveiling in Brnglecdesh, the
S.minar wns of the cpinion thrt the fertilizer crr be purch~scd ~ad

supplicd tc the m.mber-frrmers in the followi.q wey. The mrimry
sccictics will assess the requiremeri of thc fertilizer f thc ~ifferent
typcs »n” consolicsteQ st~tements of the requirements will be
forwuarded to the seconcry feceratior =n- to the finencing institution,
The primiry socicty, onm receipt f retoil cderlersiip will arr -ge
sternge, credit and trousport facilitics (my use the trenspoxrt
frcility of the scconcrry/apex socicty) mne ~1so for the distribution
cf fertilizer ang its prcper”utilizatiov. The sceondrry sccigty mey
negotintc witk the finencial institution for credit freilitics ond with
3"DC authority for the w olesmlc dc¢ lorship, proper distributic to the
orimary scciety »s per alloention an¢ =s for godowr frcilitics. The
sceondery fceeration mry also c~mpilc the recuiretients of the primerics
~a7 send thc same to the pex, ray also arrange tr-asport, stcr ¢ 2and
crocit facilities for the primarics. :

Tac apex sceiety widl also arrenge for the oversll policy
mking in respect of piocurement, supplies ~n¢ cdistribution, zrice
fixetion, "ngd =~1lsc in respcet of credit, storage =nd transport

h<3

f~cilitics,



Thé Sedfnar felt thrt the followirg furictions for mrketing of
- {a) foorgreins, agdi(b) fruits & vegetables, are necessery to be
performad by the differe t tiers of cropsratives:w

1. The.prirery sccicty will assemble the procuce,
Jrace anA sort cut, and srrange fcr stommge,
y . transport 21 crecdit facilities and arrrnge
for sclling out the procuce effectively,

2. Txe sceoncdery society will arranjc for sterage
frecitlitics, transport, credit, training and’
processing (where possible) and to scll at
profitable price ncd to disseminnte mrrkot
informatio-. '

3. The spex sccicty mry provice for training,

Sy processing, crerit, transport to influence
the pvernment for favouraklc mrrketing policy.

te
.

The Scminar corsicered the mrketing cost of agria: ltural
products with special ref. cunce to the marketing of foodgrains ~nd took

note thot the quantity of ~n incivicuel members merxketable surplus is

sme 11 wit cfiffercnce in quelity which increases the marketing cost

!

{(>ssembling, prcking, storn e, processing) an~ vecommends tih~t the
ccoperatives may uncert~ke the merkoting of homocenecus quelity of items
Baving (or likely to be created) larger supply source for cconomy of

ossembling, storing, process and markcting and tImnsport cost,

The Seminr felt tht the quality payment schene for rice
fnd banena ¢°n be intrcrucec by teking followint me~surcs irn o
successive Wy

1. Stvcy of consumers' preference

2. Extc-sion werk .

3. Definriny the stoncerd prtter: fir cifferent
qurlities (espeeinlly in respcet I rice)

4. Effective methods of Aifferc tiatio! of )
difforent qualities '

8. Deterrdn=tion of price of produce of-different
gqurlitics.

6. Frevision for faeilities for the increcase f the

. supplioes of the quality:procuce. ; '

e



The Semir~r rccommencdec thrt quality pryment differcatial
s. ould bc incrersed ia the situntion if effective ~u¢ mqgregr:
derm i cf thet quelity incr.ases, supply of quality produce decrenses,
ccst of prosuction incrieses and mrrket price ircreases too.

Quality pryment differentisl shoule be equal tc if the
cffcetive an~ ~ggregnte dcirngd of that quolity is in equilibriu..

Quality pryment cifferentirl shoul- be less if cffzetive
and aggregate demrnd decreases, nprkeéingxcost increrses »nd cunlity of
the procuct ceteriorntes fcr obvious rensons,

Since there is no orgraised market in Bengladesh, the quality
pryment scicmes mey not be effective ncw but mey be expected to be
applicable in future.

The prirary sources for market inforwotion in Berngladesh
arc {i) village =2ac urbkar narket plﬂces, {(ii) itincry merchants (fari~,
bopari cte), (iii) uhclesalers, (iv) horicers (Mreteor) and
{v) pro-ucers' cocperrtives.

The secondry scurces ~res-

i. fficers c¢f the *jrialtwral ihrketing Pircct.r-te
and of the “yriculturml Informmntion PRirectorste.

ii. Ladio
iii., Hewspeper
iv. Bureau of Stotistics, 2

v. Pgricultural Journnls

Tie 3aiiner recommend @ the fillowirg foctors wiich siculd

~

Le taken into consideraticn while Aceidiig on thc locatior of precessing

plont for (a) dairy n“oAucts, (:) ¢°1@ storaqe, onc {(¢) preliny JF

4

.

frash fraits a~@ meat:-

fte
.

Transpcrt c.st

ii., TUsefulress of the by-prc-usts t the produceis
iii. (a) Ixtent of incre-se ir value, ~a¢

(L) extent of improvement i curlity os » result
¢f mrccessing
iv. C ncentration or Jispersal of
precducers
b) consu.crs
v.e 2) Level <7 test, =21~
b) Paturc ~f ¢ sumers' prefoience
vi. *vailakbility of technical pers-nnel
vii. tvailability ~f irfr-structursl f9c111t1es suc.. s
nccess to electricity, transport »nd commus ievtion
facilities.



ot
9
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viii. ‘"vailalility cf (2) lavdy, ar~ {t) lat ur
ix. Benking facilities
X. Security of the plonts ete. \”

Neperding upor the variatic. of the inpact of th:e frcters

aveilable f.r specific project the 3ei ar felt th~t processir g plents

for dairy proructs ane packing of frosh éruit and meat should be ne~rer
the consume:s and thet of ccle stornge nearer to the mosuctior points,
The seminar reccmmencdec the followingy methods in el the
merketing scéictics mey carry out the farming guiﬂ*rée servi.cs tc the
formers =

i) By motivating the frrmers iu respect -
a) adopticn of imgrover techniques
b) conscli“»tion of h.1l’inys
¢) confucting scil test
) zrofuctic - of selectec creps, fruits cte,

ii) By jiving guiderce in respzct of -

a) prcructios plen

L) form buc et

¢) »pzlicrtion of cifferent inputs

") use of Aiffoient equipmert

¢) c.llcctior of ciops, sroding, sorti' g, preserv~tios, pocving ete.
iii) By providinq services such ~s -

2) merket i:form~tion

b) procurenent of sup lies etc. ™

3

e Seminar nlso felt thrt the mRrketing ccope ~tive L cieties
siculd h~ve relaticr skip -rith their foderation in respect cf tihc sork of the
frruing guide ce Jcrkers in the fielrs of exch nje of mrket irformtion,
pelicy formrlities, training, finencing and use of the tecimical

personnel anc¢ facilities.

The Seminar expressec the cpirion that the services ¢f the
f~rminy guidence workers of the societiesriny be ccorcdinater -rith the
*yriculturrl Extensicr wcrk of the guvermment in the preper~tion of jeint
icrk plons, sp cificrtion of the field of resporsihilities of the two
scts cf workeis, urderstanding and annlysing the pclicies of the jovernment

L)

as¢ the requirements of the member-frrmers aud casurl evaluaticn of the

joirt work pl~us.


http://iv.li
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The Seminar ccnsicered the reed of form guifance service
in Banjle“¢sh. Due to intr.~uction of high yielcing vearietics ¢ p ddy
thie faymers reec farm guis~nce facility both in tecinieal ~p3d management
aspect. In technical aspoct s.il t;asting, rotation of crop, use of
inputs, rmaintainence cf form equipnant was cc sicdered to be ncst
irportant. In man> jement ~spect the publicity about the nee? of
consclicdetion of the hol- ivg, marieting irtelli jence (input & output)

an

uere cousisered Amongst others t2 be impértant, The Seminsr nlsg-
consirere’ the existing rrrangement for givingy guifince tc the formers
ang reccimends thrt both mrnpower and frcility nceds be aumented,

specially the neec of teehnicnl perscns anc supply of equipment “or soil

testing ete,

0 g et nth e i onat s 2. 00
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AGRICULTURAL COOPERATIVE MARKETING IN BANGLADESH : A

BROAD OUTLINE OF PROBLEMS

by

Pijush Kanti Chowdhury
Bangladesh Cooperative College
Kotbari, Comilla.

A, PROBLEMS OF ORGANISING MARKETING COOPERATIVES

1.
2.,

3.

10.

Extreme poverty of the farmers.

a) Small size of their holdings;

b) Swrall volume of produce

a) Production, in most cases, is not market-oriented;

b) Subsistence Production: Production w1th a view
mainly to family requirementse.

a) Sale of produce, in most cases, is not out of surplus

b) Sale owing to pressure (of moneylender, occasion for
expenditure, wants etc)

a) Farmers' indebtedness to the noneylenders and traders

b) Apparent advantages of borrowing from, and selling to,
the private moneylenders and traders

a) Genera. tendency to avoid formalities;

b) General tendency to remain outside the prescribed
disciplines.

Absence of any impressiveé success of appreciable number
of marketinpg cooperatives in different fields.

Influence of local vested-interest groups on the
farmers -~ a retarding factor.

Co—operatianifor marketing is yet to appear to the
farmers as one of the strong felt-needs.

WYberlenqe and habit of the farmers have not yet been
developed to work in unlty w1th dlSClpllne.

B. PROSLEMS OF MARKETING COOPERATIVEb

l.
2.

6.

Members' loyalty

Predominance of vested interest groups in the
cooperative or.anisation.

Inadequacy of devoted workers.

a) Inadequacy or absence of members ' awareness;
b) Inadequacy of members' involvement.

a) Problem of trained and efficient personnel.
b) Problem of honest personnel

Ingdequacy of the volume of marketable produce for
profitable business tummover,



.-2—

T. General tendency to evade prescribe disqi%lines.
8. Absence of physical facilities such as

a) Storage;

b) Processing;

c¢c) Transportation;

d) Information. —
9. Financial Problem:

a) lnadequate capital of the society;

b) Credit facilities apseut for many of the
agricultural products.

¥0. Tendency to evade repayment of loan from the
cooperatives.

11. a2) Absence of the habit of repayment of loan in kind.
b) Difficulties of receiving repayment of loan in kin
c) Difficulties faced in linking credit with marketin

12, Organisational Problems:
5. a) Different tiers in coboperatives do not always WOrK
et as effective complementary to each other,

b) Absence of effective guidance from the higher-tiers

¢) Failure of the higher tier to meet the requirements
of the lower tiers,

d) Absence or inadequacy of coordination between
dgifferent tiers.

13. froblems of accounts and records keeping
14. Shopping pattern of our consumers in general.
Mass consumers are not in the habit of insisting
on :-
a) Gradation
b) Packing
c) Quality
d) Services etc.
15. Marketing vattern prevailing in the country.

TRAINING IN COOPERATIVE MARKETING:
I, FACILITIES AVAILABLE
l. Training institutions such as

a) Bangladesh Cooperative College, which provides
training facilities to
i) Officers of Cooperative Department,

ii) Officers of Bangladesh Palli Unnayan Sangstha (IRDE!

iii) Officers of the organisations having working link
with cooperatives,

iv) Workers and personnel of the voluntary
organisations working through/with cooperatives.®

v) Personnel of importan% cooperatives,
vi ) Members of cooperative societies.

b) Cooperative zonal institutes which provide training
to -

a) Members and office~bearers of cooperative societiJ
b) Paid staff of cooperative societies.



c) Feripatetic uniis of the extension cell of the
Cooperative Department which go to the
individual cooperative societies and do mainly
motivational work at the primary level.

Bangladesh Academy for Rural Development (BARD) which
conducts research work on rural development and provides
training for rural development through cooperatives.

Cooperative societies or their Federations.

Bangladesh Agricultural University having a Faculty of
Cooperation and Marketing.

DIFFICULTIES

a)

b)

c)

d)

Training institutions mentioned above not adequately
equipped to provide effective training for marketing
cooperatives.

Absence of model of successful marketing cooperatives

to be used as training base.

Absence of sufficient number of promising marketing
cooperatives - This prohibits the growth of cadre of
pecsonnel for marketing cooperatives. People take training

in marketing cooperatives mostly as a casual incident and !
not as an incentive for career building in marketing sectoz

For organising marketing cooperatives
i) proper motivation of the farmers, and

ii) training of promoters and personnel are not
insisted on.

PROSPECTS FOR AGRICULTURAL MARKETING COOPERATIVES :

1.

2.

3.

Growing awareness of the covernment that marketing
is a problem for the farmers.

Rising trend of +the price of the agricultural
produce.

a) Introduction of the improved varieties of
cooperatives (especia,ly paddy, tobacco,
sugarcane etc) and

b) Consequent increase in the proportion of
purchased inputs.

i S e S S o i W St B i oy o
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BANGLADESH JATIYA SAMABAYA UNION
DACCA
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BACKGROUND OF MANAGEMENT AND MARKETING,
PROBLEMS OF AGRICULTURAL PRODUCES IN BLNGLADESH.

Introductions

Bangladesh is a land of Agriculturee The Nation lives
on its agriculturél produces, trades by its agricultural produces
|

and builds its economy with agricultural increasing returngs

90% of the economic activities of the nation is
engaged with agricultural production and its marketings The four
topographieal regions reigmed by the six monsoons every year grow

a large varity of crops and corns, fruits and Veéetables etcCe

Excepting a few Co-operative Method ., all the produces
are grown, harvested and marketed by individualse There is a large
difference between the selling and beying prices The real benefit
of agricultural farming is'swelled'up by the private dealers,

hoarders, and retailers.

The crops, fruits and vegetables are mostly monsoonal
returnse As there is poor number of Co-operstive organisation to
grade, store and preserve the perishable monsoonal increasing
returns, private hoarders and retailers take the advantage of the
situatione Due to lack of organised market oriénted production,
farmer neither get feed back from the nature of demand of his produce:
nor he is facilitated and directed for the development of quality

and increase of his outputs.

The farmer to~day in Bangladesh is economically shatterede
In most cases, the Agricultural Farming has been provéd to be
uneconomice Then, why should the farmer produce the Crops ? It is

becguse he has no other alternative industry to leave the parent
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farming profession. He 1g now pondering without ends as how to
overcome the grap of the situation. He 1s ruéhing to form Cooperativ
But who will give him relief of the embarrassment by the Co~operativ
Official towards the registration of his society ? who will train

him up for gradingwgtoring, preserving, marketing and supermarketing
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Iv. PRODUCES EXPORTED & INTERN.LLLY CONSUMERED:
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ute, Tea, Hildes Food Grains, Seeds and Oi.
and Skins, Tobacco Juice, Poultry & Eggs etc

et

CO~OPERALTIVES MiRKETING AGRICULTURLL PRODUCERSS

1) Eastern Milk Producers! Co—ops Union Ltde

The Unilon produre Milk of cattle from the Co~oOperator
individual through the primaries and market pesturised and Dry Milk,
Cheese, Butter, etcs It has two processing Plants - one the Austo
Dairy at Tejgaon, Dacca and the other at Lahirimohanpur, Pabnae
The Union have a program to set another at Munsigonj, DaccCae
It will set more five plants at Milk gbundant locationse The
Union is expected to provide animal husbandary facilities and
training in Co-ordinaticn with Govts Officials to the Milk

Co=~operatorse

Bangladesh Jatiyva Akhchasi Federation, Rajshahie

The Federation procure sugarcane of the Co-operator
individuals and supply through the primaries to the Sugar Mills.
The Federation provide through Central Societies short term loans
to the farmers for better yieldse Upto 1970 in 13 Mills' hinterland
there are 13 Central Societies and 472 Primary Societiese The
Sugarcane Co—operator is trained two times i ‘amonth at the
Central Socletiess The fereration arrange seminars and meeting to
discuss the problens of farming management and marketing of Sugar
Cenee The spirit of Suéarcane industry is Suppressed because of

the following management and marketing troubless
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1o The Mills are possesed by the Govts BIBCe There is
no Co-oOperative Sugar Mills and Co-operatives have to depend on

the gracious price fixed by the BIDC Sugar Mills Luthoritye

2« The Sugar Cane growers cannot produce more than the

demand of the fixed nosof Sugar Mills and amshing Plantss The Mill
authority naturally donot tend to understand the necessity of
enlarging the sugarcane crushing Industrye. It is mentionable that
in comparison to other countries there is an abnormal gap between
the price paid to the Sugar Cane Growers and the selling price of
Sugare. So it is quite unjust to tell that the price of Sugar is
high because of the high cost of growing sugarcanes rather than

looking into the wrong and expensive processor of the Millse

%s Least care hag been paid by the opportunists of the
gk colonial Govte t0 set up the Mills and crushing Plants in the
vicinity of the Sugar Cane farmss Instead they have set them up
at remote distancess It has therefore effected much towards paying

the growers a low-price accounting a high production coste.

4. There has not yet been mangged well 10O procure high
yellding and deseaseless seeds, adequate pesticids, irrigate
water, remove flood problems and also to facilitate extensive

growth of Sugar Canee

5. Howver, the federation is pondering much to sell
share certificates to the farmers and set up Sugar Mills of their

OWlle
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FTCCA CHITT..GONG & EMERGANCE OF NACF:

The momentum of pady growing campaign through coperative
farming and marketing in Chittagong and Chittagong Hill Tracts
got started in 1968, with the .Lgricultural spontaneous campalgh
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of providing inputs, irrigation facilities, growing greater
yeilds for their marketing. Upto 1971, 1593 Primary  Agricultural
Co-Operatives came into formation and subsequently the Federation
of TCClLe Chittagong emerged oute The Federation and its affiliate
YREX TCCAS has got an achievement in growing pady end also in

providing irrigation and cultivating facilities to the farmérse

The pady growing cempaign is also &t work in Sudharamn,
Sonagazi, and Ramgati Thanas of Noakhali Districte In Kotmali Thana
of Comilla modern block farming is in momentume But least care has
been paid to market the surplus produces every wheree Due to lack
of organised marketing and since the credit issued for cultivating
purpose is inadequate the Co~operator individual sell his surplus
Pady at an immatured market to the hoaders and Blackmarketeerss
Some times he has to sell his surplus pady at a low price to privatbe

traders due to their indebteress to them.

BEastern Co-ope#tative Jute Mills Ltde

The Co-operative has 633 member Co-oOperatives who
Possess about 51% of the share of the gute Mill and 49% of the
share belong to Govts BIDC. Like other private Jute Mills it kas
also been Nationalised. The major protions of Jute through out
Bangladesh is traded by private businessmen. Govte Agencies
like Benglodesh Semebeye Marketing Seciety, BJMC, BJITCs purchase
Jute from these private businessmen at Govte fixt prices Due to
want of Co—operative organisations to procure, purchase, grade
Procegs the Jute the farmers are in a good trap to surrender
thelr raw Jute in the hands of private traders and purchaserse
This has puzzled the farmers mich to break even the cost of

their Jute cultivation
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Bangladesh Samabaya Marketing Societys

The Society unsed to procure fruits pady etcs from
localitics abound thems The member Co—operatives of the Marketing
Society are mostly consumer onese S0 the Society has leadt nos og
Marketing Member Co-oOperatives to supply them these consumer |
4 Asgricultural producess Since the consumers themselves are the
Producers the BSMS has to activise their consumer member coopse
to work simulteneously for marketing as well as suppling consumeTs
goods. The ESMS has a good prospect to set up plants for preservin

the monetary and short run market goods and marketing and supermnal

keting them at profitable prices during unseasonss

Conclusgionss

A co—operative to run, it must get answer of tThree
questions well defined: (1) what to market, (2) how to procure,
grade, store, transport and process to market with an efficient )
organisations, mahagemont and display (3) and for whom these
produces are to be marketed. Since growers themselves are also
the consumers and it is un-~economic to form three single purpose .
Co—~oOperatives for the same economic system, the marketing Co-~0pss
mist not only engage thelr business in marketing the produces
only, rather it shall have also to do business of supplying
Agricultural inputs and facilities and finished products to the
grower-cui~Consumer Co-operatore. Can we therefore think of vitallyi
reactivising the Consumer and multipurpose Co~Operatives for
supplying imputs marketing produces and distributing finished 5

products and necessities to the Co~oOperator grower ?

The cultivator to—day have no ideal seeds to plant
during the monsoon, no fertilisers, pesticids at the moment of hi

need, no transport, store and preserving facilities to market at

Con‘tdg.-.....'?.
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economic prices, no rellable organisation of their own to
market on large scale consignment and no agency to ensure them
supply of finished consumer goods at reasonable price for growing
and marketing. We have neither Horticultural Co-operatives nor
any Co—operative Industry of poultry and BEggs, Jute, the main
exportable crops of Bangladesh has ot no Co-operative growth
and markete In the sbove Back-Ground of needs of Marketing
Co-oOperatives, few Co=oOperatives in the field of Sugarcane, kilk,
Pady etce. only are in existances Who will save the economy of the
growers of other Cmops unless the growers they themselves do not
Co~oOperatively undertake the responsibility of spontaneous growth,
market and supply of their produces ? Let us well come the growth
of production oriented marketing ~cum~consumer Co-operatives and

train and facilitate thcir organisation and mangemlente

Let us train our consumer and multipurpose Co-oOpersgtives
to reorient thelr orgenisatvion for maximum Co~ordination with the
Marketing and growers Co~oOperativese Let the produces of the
grower be marketed, processed and consumed through themselves, so
that they can manipulate their master role on the selling and

buying pricese
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FINANCIAL NEED OF THE AGRICULTURAL MARKETING
- COOPERATIVES IN BANGLADESH

1. Bagekground

Agricultural préducts becone cheapest in rural .areas during
harvestingeriod.Becausgthe agricultural marketing. system is not
orgghised and the agriculturists suffer from-lack of holding
capacity besides acute limitation of storage,they are to depend -
upon the unscrupulewstraders and middlemen for marketing of
their farm produce,These middlemen by denying fair price,deprive
and exploit the small farmers to a very great extenb.Even jhigher
yield really bring very little economic benefit fo the small
farmers.So,the role of Cooperatives in agricultural marketing to
secure the economic interest of the small farmers and to safesucac
price incentive for additional production is considered necessary
by the Govermment also. '

2.Achievements e

1. E%@e iences reveal that successful Cooperative Mgmketlng
arrangement should be equipped w1th,procesolng units. In last
season the Bangladesh Jatiya Samabagya Bank financed @ such
Cooperative Units,one for.processing and marketing of riée and
another for processing and Marketing of Milk ugalnst pledge of
stock,

ITI. Parbatipur Central Cooperative Sale & Supply Society Ltd.,
Dinajpur,was fingnced in last gman and aus seasons for purchase
of paddy and processing and marketing of the same.The operation
of the unit was successful and both production and turnover
had inereased.The Society also earned profit.But they could
consume very little quantity of the members markeééble surplus
paddy for obvious reasons.It is expected that during the current
season the Society will be able to expand their activities fur-
ther.At present the Society is availing financial accommodation
from the BJSB for milling of mustard seeds received mainly from
Govt.sources.
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IIT. The Milk processing Unit at Qahirimohanpur,Pabnauhas,however’
been very successful in 1ifting‘of the members' procuccyThere was
pfice stability of Milk in the area.So,the members' production
increased, The turnover and the .profit of the mill alsp inecreased,
On successful operational result of the Unit,the Government hate
already approved a scheme" Establishment of Coor Diary CompleX"
at a roughly estimated cost of Ta.632.74 lacs for improvenent of
cattle and increase the supply of milk and nilk products to the
urban propulation and also to cnable the milk producers to geb
T,ir price.

3.3cope of Cooperative Marketing

i

The prospect of expansion of cooperative marketing both in
respect of perishable and non-perishable items in Bangladesh is

brlght.ﬂue to the following reasons:=-
(a) Increa81ng trend in price level has rcduced the risk of
loss due to price fluctuation

(b3 There has been rapid expanéion of the consumers’ Cooperatis
in Urban areas in Bangladesh after liberation,.This has

facilitated the agricultural producers to contact the ultimate
consumers through uooperatlves direct,

There is wide scope of marketing expansion covering selected
Agricultural items noted below:

(1) Procurement,processing and marketing of rice

3

'Cii)Pnocureﬁent,processing and marketing of Dal(seed of beant
‘peas etc,.)

(iii)Procurement,processing and marketing of edible 0il seeds

(iv) Procurenent preservatlon,proce851ng and marketing of fr
and fruit 1%ems

(v) Procurnent,preservation and marketing of fish
+ (vi) 'Procurement,preservation and marketing of vegitables
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4.,.BExsisting Organisations

I. The particulars of exigting Cooperative Organisations capable
of handling marketing operations arc shown bel%%é?tion as 0n7Q906-710

Type of Society Status Number No,of merhe—
Marketing Apex 1 131 )all socichHi:
Fishermen's Apex 1 373 "
Marketing Central . 82 2295 "
Fishermen's Central 9 154 "
Milk Central 1 70 "
Multipurpose

(Union) Primary 4107 12,95 lacs(éﬁéi
Tishermen's Primary 728. .32 " "
Krishi Primary 24304 4,80 " "
Consumer Primary 164 0.32' " "
Turmeric Growers . Primary 2 .30 )
Ground Nut M&i-+"v " Prinary 6 0,06 " '
Pan Growrers Prinmary 16 0,02 " "
Vegitable Growers Primary - 3 208 "
Farming Societies Primary 354 Q.12 " "

"IT. Details of consumers' Cooperatives formed in urban areas after
liberation were not readilya-vailable,

ITT. 1Isolated efforts made in the past to developwmapketing throush
a few marketing Societies organised haphazardly at secondary level
did not meet with desired success as those were not properly relatod

to the production targets.Project profile of a schene'"—linking of -
Harketing of Agricultural produce with Cooperative Credit! aiming -

a modest begining for organised and systematic development of marke®:
through establishment of a few processing units like rice mills,o0il
mills,cold storaggzplants equipped with adequate transportation and
storage facilities in arears likely to be surplus as a result of
supervised credit operation through Krishi Samabaya Squities is undc
consideration of the Government. .

Contd.........h.-



Page-4

1v. Another project profile" Devclopment of Fishcermen's Cooper~t - !
2iming,amongst others,at increasing the facilities for transportic ,

‘storage,processing,preservation and marketing of menbers catches o
Also under consideration of the Government.

—

S5.Ava-lable facilitics

T, Under the schenc of Cooperative Credit & Marketing St ~ucture
(2nd 5 year plani960-61 to 1964-65) Marketing Go-down at Union

(30 ton capacity) and Central (150 ton cgpacity)society Yevel vere
constructed with Govt.grant having total stor.ge capacity of a.ont
16000 tons.Although the capaicity of such godown seens to be too
small to:cope with the reguiraent of a processiing industry of any
sizeable uhit,those are undoubtedly very rmuch helpful at the begini 5
stages -

IT. The Wirehousing Corporation has also undertaken construttion <L
a few bif wirchouses in rice growing arcas.Their storage facility ncy

also be avgilable for the purpose of cooperatives.

6.The Base Level Crganisations

The primary agricultural cooperative societies(UCMPS/KSI) should
serve as the major procurencnt basc.The particiption of the for—er-
nembers in the affair of the societies is not voluntary in najority
cascs.Motivation and publicity are needed.The affairs of the princry
Societies are rum by honourary office bearers, They work for part tinc
only,Ih most of the cascs 2 manager cannot be appointed for finarcial
reasons.Besides the efficiency of a low paid manager is bound %to le
very poor,Handling of procurcrient programme at the level of the socic
is therefore difficult.

Financial incentive to the persons who actually handle the
procurement may improve the situation.The office bekals/Managers’ of
the primary Socict es(K.S.S8./U.C.M.P.3.)nay be allowed to procure
on commission basis so that they set interest in expansion of the
business.By allowing fair price to the farmerrmenbers and comission
to the offlce bearers/ Managers of the Socic ties the produces can -
procured upto the level of the processing units.
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74 Action proqgramme,

E The resourccs of the existing cooperative organisations are not
‘adequate for undertaking agricultural marketing operations. But sore

wf such orgconisations can take up marketing and processing . '
%peratlons on limited °$8%€§ readily.It is thercfore necessary to

& dcrtake a survey into the affairs of the existing organisations.Th.
?atlonal Marketing Society can take lead in this connection,

:ﬁ. The Cooperative organisations who have already storing and
Eprocessing facility nay start operation readily.They can bBorrow Wori. ..
capital,if needéd,against pledge of stock.

ii. The Organisations who have already st&ring facility may also
undertake procurenent business.It may be possible for them to work ac
agent of the Govt.(Rice Markceting) or of another Coopcrative Organisc-
tion.They can also borrow working capital if heeded against pledge

of stock,

These organisations nay construct their own processing unit by
utilising capital finance from Bangladesh Smgll Industries @erporati. i
and Industrial Dcvclopnent Bank of Bangladesh.Although the terms of
Govt.finance arc considered favourable,the availability of the sauc Is
tine consuming.Becsides the terms of those Institutional Credit can be
"got liberalised with Govt. permissions,

iii, The Cooperative organisationa who have neithcr of the facilites
stated at para 1 & II abowe but have potential supply sourcc can alasu
develop and arrange the facilities,

*iv. New Societics have also to be organised at potentisl supply
sources.Whlle organising such new societies due care and prgecautic. .

|
should be taken about their economic viability keeping in view the l.o.3z *
term and short ternm objectives. Lt

Ve The National Cooperative Marketing Socicty may set up a "Markc+ing
Development Cell" for guiding and Coordinating the activities of the
Marketing Cooperntive Organisations of the country,Thc following stooT
nay be helpful towards developnent of marketing systeny,

(a) To sponsor and evaluat new proposal

(b) To evaluate the performance of the existing units
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(4) To draw up model bye-laws to brlng about un*for11ty in operaftio.
and accounts,

(8) To 1link the produceré'Cooperatives to the CONSUNGTS Cooporativv R

(£) To expdlre the possibility of exporting processcd agricultural
items, .

(g) To establish a Cooperative Management Institute in Coordinaticn
with the Banghdesh Jatiya Samabaya Union and other Inbernational
Coéperative Orgsnisations to train up the nenbers and operational
staff,

(h) To estqblish and run a technological assistance centre to relp

¢k . .
devclopnent and maintanance of the processing units.

oy

e -

8,Econonic consideration

¥
-

Experiéinces gaincd in the other parts of tho world indicate thub
it is nore profitable to hqave larger capacity units and tg operat. thc
during peck seasion theroby reducing the cost of storage and other
expenscs.In the prescent 81tuatlon it is not possible to sct up large”
capacity units.dug tgg%ap& of huge éapital rcsources and technelemicol
know+how.It may ther forc be kept in view the nced of gradual .Co-orndi-

natioh ef the small units.to form narkcting - cdwnlﬂx.FQL this purposc

Expert Advisory Service will be nocesoqry in det~iled planning and | .
execution of the co-ordination schere beginning [ror. tralnlng of

personnel of adequate levels both in the operational and tochnlcal
fields in the matter of (a) procurxnent and proco*s;ab(b)cout aécountln
and feasibility study (c) transportatlon,oommunlcctlnn and supply
{d)marketing and ovorall nanaegcenent

9.Preseﬁt prospect

Due to post-liberation sca?city of some conswmicr ' items,the
HMarketing; Cooperative Orgﬁnigations ar. now active then ever bafFore.
They have ggined confidcrnee .The nenbers! participation in the aff-izs
of the Socictics has also improved.The general trend is é neouragir.
"ie may thercfore undertake and organisc a vigorous drive to-day with..S
waiting for a better.tonmorrov.



PAPER ON
Agricultural Co-operative Marketing in Bangladesh.
By

Md, Sundar Ali Misyan,
District Auditor of Co-ops Socleties (Weavers)
Deptve Hde Quarters,
Daccas

INTRODUCTION:

It is a great pleasure for me to have the association
of some foreign experts, veteran Co-operators and other experienced
participants in a Seminar on Agricultural Co-operative Marketing
organised under the joint auspicus of the Bangladesh Jatiya Samabaya
Union, International Co-operative Alliance and Swedish Co~operative
Centre. So, I offer my thanks to alle I sincerely believe that the
participants will be in a position 0 evolve a suitable agriculturak
Co~operative Marketing system for Bangladesh to ameliorate the lot
of the members of the apricultural Co-~operatives as that oF other
developed countries of whe World.

NEGASSITY |

It is an auditted fact that for want of organised
Co—operative Marketing system the individual members of the Primary
Agricultural Co-operative Societies are competted to dispose of
their produces durin:, the harvesting season at an abnormal low
prices to the unscrupulous traders and middlemen to meet the
expenses of their daily necessaries of life and pay off debtse
Subsequently when the warkeb goes up they again purchase the same
for their consumption, They have neither any holding capacity nor
any safe place for gtorages In order to give price incurtive to the
members, reduce cost of production, minimize margin of difference
between thé'growers and consumers level, fwcilitate adoption of
improved techniques and link up credit with marketing it is considered
necessary to formulate a suitable agricultural Go~operative Marketing
system in Bangladesh for the interest of the producers as well as
that of the consumerse

POST P RFORMANCES

History reveals that the Co-operative Societies Act
of 1904 was passed aiming to save the agridulturists from the
clutches of the money lenders and since than many changed have
taken place in the orpanisational structure of agricultural Co-opse.
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and Govte have also formulated plans and programme from ime to
time for successful marketing operation providing credit, stworage,
training and other facilities but in any openion desired results
could not be achived in the field of marketing. -By this I do not
like to say that all marketing Societies netherly failed in the
marketing operation. Some socileties of course, ecrued Profit with
appreciable turn over and some societies sustained loss with the
result that overall marketing operation was not as expected due to
various factorss So, incourse of formulating plans and programus for
the future our old litter experiences will be of great helps

FEASIBILITY

Bangladesh is predominantly an agricultural countrye.
Agriculture is the moingtey of 90% population here,= there are
approximately 30,000 agricultural cooperative societies covéring
all tiers, Agricultural lands are fertile and the farmers are
laboriouse Govt. have also allached importance to achieve socielism
through Co-~operative system. It is also a crying need of the day to
go with the green revolution in order to have surplus agricultural
out put for meeting the deficit. S0, considering the present raising
market trued and other relevant, factors I am of the opinion that
there is a bright prospect for agricultural marketing in Bangladesh
for certain seluted commodities, else what will be achived in
Production may be lost in the absence of organised marketing
system.

PROBLEMS A D THEIR SOLUTION

Under the existing conditiong in Bangladesh there are
numerous problems in launching successful agricultural co-oOperative
marketing operation. The following are the main problemss-

Te Illiteracy.

2 Lack of knowledge on Co-operative Principles and Practicese.

P Lack of adequate training facilities.

4, Smgll and scallered agricultural héldings for introducing
mechanised cultivation.

> Small volume of agricultural produce.

6. In addequate and irregular supply of credit and other

required inpubtse

Oontdc-uococcao



7o Track of storage, processing, power & transportation
facilities.

8e Problem of houesgt and efficient personnel.
Q. Frequent failure of crops, etce

In my opinion it would a futile attempt for the
to give specific sugiesions for sgolutions of &km all these problemse
So, I leave all these problems before the participants of the
Seminar to findout effective ways and means for their solution
in order to formulate sould plans and programms for agricultural
marketing in Bangladeshe

CONGLUSION

The econonic condition of Bangladesh mginly depends on
the development of agriculture. Govte 0f Bangladesh have also give
top mogt priority towards agricultural production under the first
5 years plan. The present response of the mass people in Bangladesh
towards formation of azricultural and other cooperative socileties
prove beyond doubt that those days are not fur away when the
members of the anriculbtural cooperatives will be aonle tTo set up
an effective marketing system for improvement of their lot as well
as to make the country a really "Sonar Bangla®.
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SCLE PROBLIIS M'D PSEECTS F AGRICULTURML C.CFERMIVE UM XETIS
WIT4 SPECI'L REFZ ENCE T~ TEM'SPCLT, CTIMUI'ICIMTIN & STITE
SRINSCIED I'STITUTIQHS T EM GLABESH
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A e, Frzlul dug \
Spl. "ssistait Tegistrrr of Coop.3ocys(TEC)
Ceoperrtive Deprrtment
T oea.

B- Ivcesh's » « . liuire is i+ ~evelopirg starge and the system
>f ~griar 1tural ccoperative marketing is yet tc be developed or;» ised.
M. intly, there ~re weny problems while =2ttempts ~re beingy mode herc to
gropple with the situ~tion keeping in vicy that neder mersurces °ve to be
t~ken tc mcet the new probloms idg.tifying s.me of ol »s vell ©s rew
problems of trnisport ~1d commuricational i~frastructure ».¢ effzctiveness

of stote spo scred institutions in E~ngladesh.

"s the post wer agriculture of Eanglades: deserves ¢ asicderable
atite tior 2n” pref re tial trecrtment it is high time to adopt ~ev measures
for reveleprent Jf agriculturﬂl coope_rtive marketing structure from the
wroctical ~spcets of the picturc givirj import~ cc to mrds est~blishment anc
s.eoncary steps £ plery od projeucts,
£ BLEUS

e I v structure a~turrlly grow but not arren,ed in mcccrcence with
. eefs tine, .

2. "bse ce ¢f moss communicetion » ¢ oxchenge of viers in batween
frrmers =s well »s elites ir vill-ges.

3. Frtural ly grown up viciocus circle of 9grﬂrian-e;thomy.
4, Il1litcr~cy, dogmrtism ~ng ~bsence of T:. & Fs i+ frrm.rs,
5. i 1~ fied proprgredr of middlemen ~nd vested grougs.

5. ‘Lemdoos. ip Jith vestee irtercst in most coses.

7. "bseirce of communicstior of Privciples of Cooperatic rnd

~dvet tages t cr .cf thrcugh fersible medin.
3. Vicious circle crecrred by ‘middlemen Beprri, FPria, well-tu-do-men,
. Lncome of farmers below.subsistence level.

12, "kse ce of {rece mixing wit educ~terd "rd e lightened people.
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12,

27,

27,
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*bser ce of c2pital and productive ~sset other than land,
L2 of ince:itive tc join codperatives, -
M soruputous trading pattern in some 2'rens,
"bse..ce of pcxsﬁs%ion morally through procticrble media.

"bsenice of ccllpetion of irstitutionel credit in ki ¢
during h~rrvesting,

Pg dag. =" arvte explenation abcut t.e system of goopzoative
merketing and advanta yes theroof,

"bsence of irstitutional credit for other purposes.
Inadegurcy of timofy supply of instiéﬁtionﬂl credit in
sccordace with requisement. s

Iack of incentive for procurement duiing n~rvasting,
L~ck of ~doptiprn suit~klc mriketing tecnicue,
Inrdcouncy of acncst porscnnel in cooperotives.,
Impractical »-¢ i complete mcthod of merketicg.
Hoaeryailability of traesport a ¢ communicrtion,
"hsence ¢f security measur.s.
Flexibility i.e. everybodv's  s:c1sibility but precticelly rane‘sg

Static behvigur of perscunels mcar t £ v dcvelopme t I

org> isations, trrining =nd m~n~ vement « £ cooperdtives,
3racuc 1 woral brenkdown of frrymers due t poverty.

Irsufiicicney of the number of pe.sonnels rceruited by institution@
for ~gricultur~l mrrketi~g c.vilopment,
7

Lrek of coxfidence i. coope.~tive merketing.
Sxploitatio. by vested-mixed groups.

In~dc~urte »d i complete supply c¢f frcilities under
institution=1 spo sorsaip.

Coop. ~tives fcrmed through motivation not v/ luntarily orgarised
and mwoaged,

* >

Twititstt ~''s s rship dous rot pr vide completo ~zr-ngement,

Lrck of nor-cocpcintion b-tween me mbe s.

e

I 1+ence by vested gr-ups.

Unscruplous lcr ership i.e. ofe men in meny placué.
I'np v ivplementatior of rules, lrws - d principles,
Mismana rement of preveiling e vketing coope atives.

Tz dency of misusing cre~it by frimers,



9, Incdecuscy of sup rvised credit.

10. Unavoiéable climrte, -

11, Tepe derce,on prturc by far-mecrs.

12, Fe is"able »gria ltural products ignored.

13,7777 Centinuous natural cal~mity.

14. Le- 24, ¢ tive £~ iuci.asing procuction,

18, I[>ck of fund in prim~ry coopeiatives.

14, Lrele € oper o » 17 ~tict =nd irterfore ce in cooper-tives.
17, Hon=ey~ilebility of infrastructure,

18. Bib~y~rilebility cf road lirknqe from rur~l to urber a_cos.
19, riverrys aic net preferied i~ most ¢ scs.

22, Tr~rsport cost high.

a. llo arra gement cf transport i~ ~gvicultural cooperativi marketing

lik. other sector viz. fishery, milk etc,

22. o arrsngcrient bv institutions for trs sportation for
procuring, lifting commodities.

23. Ignorsrce cf tae role of trn sport ard communicrtic in
ccopertive mrrk.ting while plans =nd projects prcpeicd.

24, oy ¢ it * ovilled perscnnels.

2k, "bsc cc of duc ~tt. tion by plorers.

25, Peod lse vt m oL ority stotice,

27, Corditional plonuniny of projects.

28, Jiseruplous - fluence in inplemcrtation of projects.
29, Urtrined workers for prej.cts.

3C. Loy ynge =~nd irsecurity of scrvice of wcrkexs,

SUSGESTIT'S

1, "dequatc provisio of fir~ncc for projccts.
2. P-. " _ ti~1 .rectment and budgetory pr.visior by str<o.
3., ek svat. r - porting three Ls » d procticnl troinirg

to farmers.
4, MUoereto e ospt s VY or comprehensive and smooth mark_ticg operotion,

5. L yis¥tiv n-ses for eradicrtirg w scruplous proctices.
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Foxed opet pinstie~} persuation for implemertation, =doption,
orgrnisttion, monegement; prrticipotio.: of faymexrs in
cooperatives, :
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pre-conditions “and take-off principles keeping view of
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BACKGROUND PAPER
oN
AGRICULTURAL PRODUCTS AND MARKETING PROBLEM IN BANGLADESH

by i

Md., Mosleh Uddin
Secretary

Daulatkhan C,C.M,P.S.
P.0. Daulatkhan
District Barisal.

Bangladesh is the land of agriculture, but it is
one of the defici% countries of the world in respect of
food due to lack of proper production, storage and marketing
management facilities.
Production

Most of the cultivators of our country are
ignorant and they do not know how to grow the agricultural
produce in modern process. In this respect they require
proper guidance, training and education. Here I like to say
that the problem can be solved by establishing the mass
education centre in village level. Some cultivators are
growing crops cooperatively through pump operation.

Storage

The storage depends on the keeping capacity of
the commodity, the economic position of the producer and
facilities for storage. Ninety two per cent producers are
very poor in our country. So most of the growers are
compelled to sell after the harvest to pay his Mahajan and
meet the numerous demands on his purse, whenever possible
he sells his produce in less rewunerative price for this
purpose. In the district of Barisal, the grower sells
paddy immediately after harvest to pay the loan. In the
absence of proper storage facilities it is not possible for
the grower to provide a large type of rice mills. There are
90 Central Cooperative Multipurpose Societies in the country
affiliated to the Bangladesh Samabaya Marketing Societj.
S0 the CCMP Societies can store the producers crops with
the help of BSMS at primary level in the first step. '
Marketing

The system of agricultural marketing in Bangladesh
is saddled with a long chain of middlemen, and the
remuneration for their sources increases the load of the
consumer, although the producer does not derive a similar
benefit, but considering the lack of organisation of the



farmers and their economic weakness it must be admitted
that the middlemen perform the great function of oiling
the wheels of trade #ndé make them run—smoothly. Petty
cultivators living in a precarious living on their small
‘holdifig "often hail the Bapari or Paikar as the solé means
of converting his produce into liquid resources: These
Baparis move about from village to village with their
boat. The advances which they make to the

growers from time té time no, doubt creates an obligation
on the growers to market their produce through them but
this advances are of the great service to the growers as
they keep them goihg through all, the months of waiting
till the next harvest is ready.

Thus the middlemen carries on his important
function of facilitating the course of trade in the
midst of a population ignorant and unorganised, economically
weak and helpless.

Cooperative Marketing
True cooperation is possible only where the

growers control the policy of the national level
asgociztion through their local associations and in this
way can promote contentment and prevent friction. In the
national level agsociation on the other hand, although the
grower-members vote is very important, in many cases the
association sieges into its own hands the right of
fixation of prices and distribution. Bangladesh Samabaya
Marketing Society has a good prospect to set up plants for
preserving the many of the produce of the growers and
marketing and suvermarketing them at profitable prices.

Conclusion
Agriculture being an industry of slow turnover,

the grower requires financial assistance to bridge over the
gap between the sowing and harvesting of the crops. with

- his small scale cultivation and tiny holdings his capital

is too small and his income is not such as to leave large
savings. The produce of his land do=s not always suffice
for the whole year and he is“compelled to seek assistance fo#
subsistence as well as for continuing his agricultural

operations in the seasons.
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A brief background paper touching the Organisation
and Management sides on Agricultural Cooperative
Marketing in Bangladesh

by

Md. Fazlul Haqgue
Inspector of Cooperative Societies(Hg)

Dacca

Peace and blessings of Almighty, the beneficient
and merciful be upon you all. I feel myself very much
pleasure to have the opportunity to participate in this
seminar in presence of some distinguished international
cooperators and some selected cooperators of Bangladesh for
finding out the ways and means to solve an acuté national
problem of our new born country.

) lny contribution here is to express some experience
in cooperative line. I have seen that general people of
our countr& are not really bad. Agriculture is the main
source of their livelihood. About 90 per cent population
directly depend on a;riculture. Buv 1t is pity to note here
that some dishonest traders are playing with the lots of
common people especially in marketing of agricultural products.
Most of the people are illiterate and poor and they do not know
how to i1 prove their economic and social conditions. The
existing marketing practices are killing the producers as well
as the consumers also. Cooperative marketing may save most of
them if cooperative societies work following the principles
of actual cooperation in democratic manner as far as
practicable. At present the prices of commodities are always
changing and prices of some goods differ in the same market
which is completely on the mercy of the dealers and traders.
Liey do not care lhe consumers interest. The unsettled
Juwping of prices may be controlled to some extent by proper
checking by the government after making certain policy by the
cooperative marketing as a whole covering all agricultural
produces of the country.

‘he cooperative is a movement which started in our
country for nearly about a century. No movement grows
naturally. It requires proper patience, persistence and
perseverance for changing the idea of common people as shown
in other political moi ement for independence with the
collaboration of the government with the public.



I do not like to discuss the problems as lots of
problems have already been put up by other farticipants
and LI also agree with them in that point.

This cooperative movement was started in our
country by the British Government through legislation on
the initiative of the government but not by the cooperatives
resulting failure in general for micmana. ement by the
artificial cooperators and could not earned good
reputation to the public as a whole.

The slogans of cooperative have not yet reached
the door of’poor and illiterate farmers in the villages of
our country till today for want of proper guidance and
mgnagement .. They generally know it as loan giving agent
like village Mahajan, Yarias and traders etc. The village
zamindar, jotdars and property holderc also circulated
anti-propaganda against cooperative movement.

I think it is the proper time to solve the
problems.if good cooperators can be created from among the
_ common people. In our country generally it is found that
cooperative societies run faster than cooperators. That
is why real cooperators are very few in the field of
cooperative movement. THe formation of different cpoperative
societies without cooperators will paralise the situation
just like a patient beyond control of physician i.e. hopeless.
We must adopta policy to create real cooperative in our country
for successful operation. Land, labour capital is eslmost
ready but organisations failing to work smoothly for want of
proper management and supervision. )

My request to the seminar would be to find out ways
and means to form cooperative by honest and sincere cooperators
to fulfil the dream of "Sonar Bangla by Sonar lanus" as told
by the Father of the»Nation, br, Sk, hazibur Rahman.

In conclusion, 1 give my thanks %o the Swedish
cooperators, International Cooperative Alliance and all- other
participants of this lational Seminar for this noble venture.
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PAPER ON
AGRICULTURAL CO-OPERATIVE MARKETING

By
AD M. YA}IYA’
Sectetary General, L
Federation of Thana Central Co-opedssociatbi
Chittagong

BACKGROUND$ —~

f

The efforts to organise marketing in the Co-operative
Sector is not a new thing. But much headway could not be achieved
in the Oo~0perativ§ Sectors because no systemgtic plans were drawn
and nor any specific programme was implemented beyond loan givings
and, hence in our country no record was maintained of the experiences
gained in respect of eithe~ “lie.r failures or successs No step was
taken to analyse the situation or exchange the experience as a

part of education.

RESPONSTIBILITY:

The Co-operative credit institutions werey by and larges
responsible for the failures of their consitituents societies in
Marketing operation because they did not act beyond extending
loan on the recommendation of the departmental Officerses In
effects those ingtitutinuns seted like the Government Treasury
which given money on the strength of authorised signatures for

a particular approved expendituress

PBECAUTION @

It is observed that in most cases of failures, the

main cause$ were the absente of plans for the gales and purchases
and there woz - jﬂﬁﬁaﬁéo for the purpose either, there, the sale
and purchases were conducted without arg coordination between the
two, the purchasés were made without the sales plans and, like
wise, the sales effected made without taking the factors of

Purchasese Generally, no sttention was paid to look to the

M aan- 2
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Problems of storage ensuring safety of the stocks and preservation
of the qualitye The credit institutions, which were supposed to
supervise those of the inseperable aspects of the performances of

nigation, preferred to forget about things after

[64]

any marketing org
they were happy over the completion of the routine formetilitiese
But, unless these factors are well supervised, the marketing operatié
will always Jai’ cicepring in cases where there are able persons
taking keen interest in the affairs amd performances of the gocietieg
or the success sy have been mere a matter of chancess These are

the preccotions which are religiously observed by even any private

business; and, thercfore, a bLody of cooperatives has to enforce
it more rigidly since its cmall inexperienced Mansging Committee

y

has to esasver Lo L ~ "ie'berships for all of the omigsions

and commigzi -~

EXPERTENCTSG

JL all the Thara issocliation in Chittagong, Raozan and
Rangunia were " first vo have had gone for the marketing and
we should, therelcro, moke good use of their experiences, good
or bad, for the bern:fit of all other Thana Associationss. We should
also make uce 0f the exieriences of the Central and the Primary
Multipurpezc Zccicties 1hich had gone into the marketing operation
prior to any Thana Jissocigtion. The experiences may be of good
or bad mesnl+ea *mt thnec have left behind the traces of many

scopes of learning and educations

IDEAsS -

Te §Aaa ~ VMarsins hag déVClOped from the experiences
that the producers do 1. get fair price of their produces while
the congumers do not gt the products at a fair price either;
the big chunk of margin ic eaten up by the middlemen. Then, since

the Co—opsratives give tle production leans to the producers who
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do not get as fair price as to be even able to Peturn the loans,
s0 the backbone of the producers, economy has to be strenghthened

firste

PRODUCTION SPHERES-—

The Co--Operative gctivities are limited to financing

of the paddy production alone; and this is K s0 because the financing
is done under a government programmes It should be deplorable for
the Movement that it has no role to play in the sector of the major

cash crops like gpices, pulses, VYegitables and frufitse.

LINKS:
If the object of the Co-operative marketing is to benefit
the producer-member of a Primary Society, then a proper link has to
be established between the member-producer and the sales Society
under the marketing plah and the purchase prices are to be well
recorded by the produring Society and the particular with names
and number of the member~producers should also be available at the
Thena Association. To achieve this and, it is necessary that the
Procurement ig organised only through the Societies where the
Producers is a Membér and, at best, the Multipurpose Societies of

the Unidp where the producer is a membere

OPERATION s

Since the supervision during the purchases and storage
is abolutely necessary, so the role of Thana Association is nearly
ungvoidable. Even if no Thana Association insists or desires to
take intgrest in the matter of procurement of produces, some other
Co—operative Organisations, capable to handle the supervision
takiné full responsibility of the recovery of the marketing loans,
have 70 be employeds Such intermediafy Co-operatives or the-Thana

ContAeeseeeole



Association will be responsible for the payment of the interest
to the Central Bank and, for all practical purposes, the Thana

Association will be the Business Units undertaking the full risk

and responsibility of the loss and profits for the trades The
Primary societydshall Tunction merely askthe Agent of Thanag
Association on commigsion basis only and without any responsibility
of loss and profits;. so the Primary Society shall not pay any
interest towards the loans either. 4 link should be planned to be
established,atsvarioué stages of Co—operative marketing giming at
the promotion o7 aDariglication in their respective gpheres of
responsibility which may, in course of time, develop as thé

Ianagelent cadres in the Co-operativese

BANK: —

‘ The Bank whilc sxbending the credits shall not play the
role of a money-ieader; ra%her it will assist with the finance in
the trg@g of Tthe Co~operatives. Bank 'shall be to protect the
investument the Thang Association in trade, ensure the safety of
the stocks in storage ard to see that the Thana Association make
the profit out of the issestments so made in trades It is obvious
that the credits extendel by the Bank will be in Jjeoperdy if the
Thana Associations suffe~ in business, despite the fact that
viability of the investmnt does not remain with the Bank after
the loans are once extenvedes The Bank will, therefores deploy its
supervisors for recording the market rates as per programmne and
from time to time. The sjocks is store 'shall, therefore, have to
be plédged with ﬁhe Rank whiéh shall also have the authority to
dispose of the stocks or s0 advice gnd also instruct to suspend

the procurensnt of salec at any time 1t deenms necessarys

Con‘bd.;-.--.B.



SALES LINK:-—
It mayg, at thinitial stage, be difficult for any

Co~operatives to explore sales and strinke it with as better
success as to make the transactions safe and sound and glso easiers

Hence there is the need for establishment of a sale link through

i
{

out the countrye

INTELLIGENCES--

Besides surplus areas will have to be contacted for

the rates of the product of their respective areas toos The Market
Intelligence hence to be gathered and for this purpose a cadre has
to be createds The reports gathered from the representatives shall
be recorded and compiled for fukure guidance in marketings This
Report on the marketing by the Co-~operatives shall be re-written in
the light of the experiences gathered. Such Reports shall be

compiled on the basis of the written informations for future

guidance-

SUPERVISION ~

Besides supervising the purchases, the Supervisors
of the Bank ghall also inspect the stocks in various go-downs
which shall be technically under the custody of the Bank though,
initially the Primary Societies and the Thana Aissociaztions shall

hold the physical custody of the stockss

EXPERTMENTAL MARKETING 8-

The existing Thana Cenbrgl Co-operative Associations

and the Multipurpose Sociletles are exclusively engaged in Paddy
broduction. It may be possible for them to link the farmer and
production in respect of the Paddy alonee a few Thana Central

Co~0Operative 4ssoclation and the Multipurpose Societies do carry

Contdeses +6e



our the business in other items but they do it just in the

manner of any other business interest in order to augmeh their
income for the benifit of their Members, though by & remote
Processe This has happened because there 1is no production prograim
having scope of receiving credit from either the Co~oOperatives or
any other gource without providing “angible and marketable
securities™s The reason for such a~situation is that no

"Markeble™ link could be established for want of as '*Cangible®
financial assisting production programme as to be abie carry on
without full recovery of the credit investment, a facility which

is provided only for the paddys

The quality, grades and weighment having been
thoroughly and honestly inspected and safety & security ensured

during storage, there will arise a little or no scope of any losse%




PAPER ON . '
AGRICULTURLL CO-@PER.LTIVE MARKETING

By
Lo 1M Yahya,
Secretary General,
Federation of Thana Central Co-ops Assoclations
Chittagonge

SHORT SUMMLRY'S

BACKGROUND

Much headway could not be made for want of
systematic planss

RESPONSIBILITY:

Failures of the Societies lie with credit institutions.

PRECAUTION § ~

Lbsence of Plans for the sale & purchases main

cause of falluress

EXPERIENCAS ¢ -

Use of Past expericnces indespensable for successe

1DEAS

Idea of Marketing has developcd for providing
fair price Tto Tthe producerse

PRODUCTION SPHERE:

Production sphere need be diversified.

LINKS:
Proper link nccd be established between member
producer & the saler Society. For that purpose
procurement through Societles where the producer
1s a uembers

CPERLTTION 3
Thana Association to act as business unite.

BANK 3

Bank should not act as mere money leadere

SALES LINK:

Needs establishment of sales link through out the
Country.
INTELLIGENCE:
The market intellegence have to be esbablishede.
SUPERVISION:
——  ___ Supervision is a muste B —







ROLE 0F CO—OPERATION*FOR MARKETING OF AGRICULTURAL PRODUCE.

Marketing occupies a domiﬁant posigi%h in the ecouoﬁics
of production and distribution and hence\in’the process of eco-
nomic groﬁth and development, It has three major roree'in a
country's developﬁent S ' o -

1. To enlarge the market for farm products and imperts
This is done by maxlmizing the farmer 8 share of consumer price
‘multiplying farmers desire for cash with the availability of
variety of consumer goods at cheap margin making available to
them inputs they need, removing obstacles caused by market im-
perfection to the normal consumer demand shifts at various

level,.
i ¥

2. To contrlbute to consumer welfare by depress1ng
consumer prices with the help of lowerlng marketing margins
and by widening the range of choloe of oommodltles the consumers

want to consume and

) 30 To give a support to the over-all economic deve10p~
”ment of a country through an: efflclent movement of industrial
raw materlals and labourer's food from the production areas to
the industr1a1 51des at cheap 'margin and by letting the prices
indicate the proper sectoral allocation of resources and dis-
tribution of income and helping the process of capital formation.

The Agricultural Products have some peculiarities which
affect the marketing of agricultural produces like (a) Joint
Froducts, (b) Bulkiness (c) Perishability (d) Seasonal nature
of Production (e) Storage problem etc. Yue to peculiarities of

. . agriculture produces, the ggricultural marketing faces various

-problens in Bangladesh, Flﬁstly, the lack of an adequate coordi~
nated, extensive and depenﬂable transportation system is a major
factor affecting the economy of Bangladesh( Historlcally, rivers
v have been of greater importance then roads or rail roads 1n the
movement of goods in Bangladesh. Theeseasonal nature of river
flows and depth of channels durlng the dry séason creates mador
problems in using rivers for transporting goods. The slowness of
this form of transport also makes its use less satisfactory for
-~ ‘the products where speedler forms of transport are avaxlahlec‘
Secondly, lack of standard weights and measures “of Agricultural
Productse. There is ‘no stamdard weights and’ measures system in
:the_oquntryﬁ A seer varies from sixty tollas to. 100 tollas in

Contd. sowe Dﬂp/ab )



different parts of Bangladesh, Thirdly, lack of proper grading
system, growers are deprived of their due share in the produce,
Fourthly, lack of proper storage facilities the growers compellecd
to sell the produce in the pick season with lower prices, Fifthly,
lack of financing agencies for finance marketing of agricultural
produce; at proper time and adeguate amount and, lastly, the lack
of proper market information causes a serious set back both to

the producer and consumers of agricultural products in the country

To overcome the different problems of marketing of agricul-
ture produces one of the ways in which attempts have been made igs
through co~operative marketing of products. Co-operative may be
considered as a type of organisation whose primary unit is genper-
ally known as a co-operative society or simply as a co-operative
and which may be defined as a voluntary organisation operating
on a demecratic basis, to realise some common objectives of its
members and sharing the benefits or returns in accordance ;ith
patronage or participation. Usually though social, educational
and other objectives may also be considered in some cases, lore
specifically the farmer cb-operative is a voluntary association
of farmers for united action on equal basis solving by themselves
either oné or many of their Socio~economic problems like credit
needs,-marketing of their produces, provision of essential farm
supplies and services, their knowledge and skill for modernizing
their farming methods and increasing their production and income,
and thus,betterment of their living conditions and social status.
kroduction plants for farm inputs and processing plants, ware=
housing etce., for marketing of farm outputs are some of the arcas
where large capital and highly skilled managerial and techinical
abilities are essential., Farmer co-operatives only after they arc
mutual and well grounded throughout the country and a faderated
system of co-~operatives in the country is establish can take thig
kind of ventures, In Bangladesh where the farmar co-operatiwve
could not get a real footing, there is no scope for these kind of:-
ventures,

A group action on the marketing of their produces may help
getting better prices and increased farm income through orderly
marketing, better bargaining strength, proper market infermation
etc, Th;se importantly remain under one umbrella the farmers are
in a better position to stand against cheatings and exploitatioﬁs

by the traders agents, dealers as the Goveérnment Officialse.

Contd........P/zo



Co-operative marketing has undoubtedly some advantages,
Firsty, it can attract farmer to sell through it not only by
returning them a higher price than its competitors, but also
by calling into play their loyalty to an organisation which
they help to control. Thus it will probably find it easier to
deal with a large number of farmers in each locality than
can any private concern., Secondly, cven if a co-operative
marketing organisation only takes over the functions of coun-
try dealers, it will improve the bargaining position of farmers,
and make it possible for them to negotiate on an equal,or per-

haps even a superior footing, with large-scale wholesalers.,

Thirdly, it may be able to offer to sell such wholesalers
a more regular and assured suprly than they could obtain if they
had to compete with other wholesalers for the produce of many

farmers,

Fourthly, it is possible for co-operatives, provided
they control a sufficient volume of the products, to modify thec
price level prevailing by withholding supplies from the market,
Finally, co~operative marketing has the merit of giving the
farmer, who is partly responsible for its organisation, an
insight into the marketing mechanism. There advantages are
considerable, and have resulted in the setting up of a number
of highly successful - co-operative organisation in the deve-
loping countries,

( Abdul Latif Siddiqui )
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Co=cperative [erketirg of Foodgr=ins

Ey Mr. L.k. Xhan,
Jt.Secretary,
Ministry of Agriculture,
Sovt.of Bangladesh,

In 1ire with its philosophicai framework, co-~operative merketing is
an attempt by a group of farmers to aégigg%t 2 better bargrining in getting
proper return for their produce. In 2 competitive world cost of production
is the vitel consideration for survival in the mrrket. Need for survival
dictates joint action and co-operation among the farmers for the adoption
of improved techriques ansd better cultural practices., Similar necessities
lead to the formation of Co-oper~tive ['arketing Societies of the growers
with the objective of reducing the mergir of difference between the prices
at the growers® and consurers' level., Heduction of this inportant gep will
‘mean égg;gggﬁggémﬁiésperity for the growers. Though marketing is looked
upon a2 speciclised busiress distinct from production, the classical arguments
based or t:e theory of Division of Labour can hardly be cited as arguments
ageinst tie growth of pr~-ucers' Co-operative larketing Societies. Thqw
objectives of Co-operative Marketibg Societies may be-isggfold. firstly,
to mrintsin redsonalle bslance in price trends offsetting meripulations by
the orgr-ised irterests in the marketing of agricultural produce to the
detrimert cf the producers. Secondly, reduction of processing, transporte-
tion and merketing costs through ccllective action on large scrle operation
in an attemgt to obviate the limitations of imperfeet m=rketing ccnditions.
[astly, to reduce tae margin of price differences between the consumers
ard the growers, Co-oper»tive mrrketing is found useful when margin between
producers’ ergd growers' prices is very wide, ocutlets for marketing of
produce 2re limited ard prices are characterised by speculations and
post-harvest depressions due to poor holdimg capacity of the f~rrmers.

To - casurl observer, not groomed in the infficacies of institutioral
devekopme t, co-operative marketing of agricultural produce is ar easy tesk,
The society should build storrge., The producers should bring their produce

to the wore~1ouses aid receive part pryment ic meet urgert cash require~

merts » 4 e~rn hrndsome return sellirg crops at appropriats hours.Plan ing

.
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with such pious wishes larced us into widest impleme t~tion gap in the
past « Je would return to this specific problem at a latter stege of our

discussions ,

Due tc the prevailirg high prices of foodgrﬁi;s in B* 7lacesh need
ror co-operative mrrketi. g hrs been relegated to backgrourd, F.ice of rice,
pulses and vegetables “ave been pr;sumed to be irceativeorieated.lleed for
incentive price in tie moulding of croppiig pettern is being zdjudge
unnecessary., The averagé price of rice has been selling at Tok 80/~ presently
as against Toka 40/~ dvri.g 1970, 211 these concepts seem to be the outcome
of a terdercy to over simplify problems which look apparently eesy on the surfac
Incentive price is highly a relative concept and if one tries to loc-te i§~
precisely i(fmay lock like will~0O-The-Wisp. It rey mean lesscer impertance to
higher price at the corsumers' level than redvcirg the price grp between the
producers® and consumers' level. The nigh prices of foodgr-irs ir Bangladesh
“gs been mrinly due to the shift of weighit age in the scale vis® vis tie
c sh crops like jute,sugarcene etc. Asudden f~11 of productic from the bench
mark level of 1970 by 15 to 20 percert caused by the demages during the
liberaticr war, led to rise in the price of rice, Visa vis ces? crops because
of its direct co-relatio. ship with meinmur consurption needs. If the entire
budget of the farmer is taken into consicersticn includi g t.e prices of
clothirg and ot er recesseries of life for = r]iuimu;n livi 7 he is probably at
more disadvertageous positi r than he wes befcre, High rise ir the prices of
foodgr~irs is being resented by 80 percert of tie people irn the vur=l areas,l0
percent welcomirg the c:avge and the rest having no reacticn. The results my be
received with shocks by t1ose who would like to aprly the laws cf Ecoromice to
our problems of rural develcopment machanically. Apparently,v~st mejority of the
farmers do ot produce any surplus for marketing. The eagilff%rinmi§t§ may

cuation the very locus standi »nd ethics of co-operative merketing, Is it

goirg to subsidies t1e well-tp~dp c=pable of producing surplvs ?

The answer is not agein so simple. Under a free contract systen



the all f=mmer is toc weak to bargainv#e is in 2 hurry to sell for cesh
income after narvesting of crops,-not only to buy other necessarjes of life
but to poy off Pé debt to the society o demonstrote his credit woertiiness

K]

asnd trust,

Under a structur-1ly complicrted »grarian system like that of
Bangladesh where shall and lendless farmers are chai.ed b; iimifétio:s like
inaccessibility to credit, economic erosiom due to lack of holding power etc.
an irterventionist mrketing operation may hold out good promises for the
naucicanrced. Firstly A sell ~dmirnistered cowbination of credit with merketing
mey meize credit »r¢@ inputs availsble to the small farmers 2t resonable rzto
in 1iel of irndigenous money lenders usurious burder. Secondly,Prrmers rve
been peyirg hervily in the rarketing of produce because of imperfect maxieting
conditions,which c~n be comnteracted by orgrnized institutional process.
Thirdly,2 collective effort will help reducing the cost of processi ¢ ,
transport~tion,stand~rdization,packirg etc. »ngd consequently rmaise merzetability
of prcfuce. Iastly,~t present; smnll farmers h2ve been selling cxops cftef
harvesti. g at depressed price and buying the same at higher prices duri g the
period of acute scarcity., The vigious cycle of econimic law has been
acceleroti-g the process of toeir continued decaderce. Storrge ccupled with
maxzetl J facilif?es ~t resc.sble price after "@rvestirg may produce counter

[

ef cots . Imterventionist type of merketind operation scems to be highly
relevait ia the context of our strategy or the attsinment of food self-
sufficic. cy.Due to heavy relisice on controlled irregetior and high yielding
seced bzsed techrology,the Five year plen foresees 2/3rd of the projected additic
"2l outrvut withir 25 persent of the total cultivated arers. Though t ers is no
cdirect co-relationship between the future®Green Fevolutior »nd the vesponse of
the big I~rmers merketing is suited to play more than a proportionate roile.

A guara*téd ircentive price may become the basic precordition to the

achievenent of the ambitious target,
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According to the survey of the Agricultural Marketing Department
eight parcent of the tobal produce of foodgrains could come within
the purview of some sort of organised marketing operation during
1970 -~ bench-mark year for future referencess In view plan's
emphasis on institutional development for trainiag and supply of
inputs in the areas of intensive operation, the role of the cooperabilves
to deal with marketing problems can hardly be open To any controversye

Experiences of the paste

Co—operatives heve practically no.credential in the marketing |
of foodgrainse While credit societies were easy to grow numericallys
marketing co—~operatives could not avoid conforntation with private
traders and money lenders. Lack of experiences afd expertise,inaoility
to p¥ovide minimum service, acute organisational confusioMs, '
administrative incoupetence and inflexibility, slow decision making
Process caused fréquent losses and consequent liquidition of merketing
soclietiese It is interesting to note a few Agricultural Marketing
Co—~operative Socleties (of which The Apex Organigevion is vhe most
glaring example) have been thriving on pure trading of non agricultural
items under highly protective umbrellas In most of the cases, .
co-operative character of the operation nas undergone degenerations

Where Co—oOperatives may trade?

It sounds oversimplification To organise co~oOperative
marketing socleties without adequate assegsment of marketing

requirements of agricultural produce in different regions of the
Gountrye. It is nabural to expect that marketing Co—operatives should
grow in areas of concentration for lncreasing agricultural production.

ASmentioned earlier the Governmental planaing on the promotion
of Co—operative Marketing societies were highly acadeiic in naturee
The issues should ve clearly uanderstood, especially in view of the
widest gap between planaing and implentation in this sectore It may
be appropriate to take thegse up for discussione

a) Organisational probleum — The present official thinking is
in favour of promotimg muktipurpose Co-operatives at the secondary
level - combining credits extension, supply and marketing as a
"Package Prograume®™s. Such a system may be open to serious limitations.
Firstlys; in a crecit hungry society any multipurpose approach may
relegatee Marketing to seconday importance. Secondly, any shorgéll
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in repayment of loan will be reflected into the viability of
business operation. Lastly: - 1t is hardly possible /combine diverse
types of expertise in one organizations We strongly recommend,
though the approach may be multipurpose at the primary level, separate
Marketing Co-operative Federations should be promoted instead of
combining different dis-similar responsibilities in one organisationl.
With the expansion in the volume of business, thana Agricultural
Co=operative Marketing Societles may federate into a National -
Federatione The present scalF of fruit and vegetable marketing can
hardly Jjustify formation of separation marketing socleties except

in areas of concentration like Chittagong Hill Tracts and parts of

Sylhet Digtricts

b) Role of the Government and the Private Sector -

Organised private trade may display more hostility towards
the concept of Co-operative Marketing than Co-operative Credit
societiess The former involves much deeper inroad into the realm
of profit ma=~king ventures than credit socletiese Private trade is
flexible, and capable of putting aside profit consideration of long
term planninge Besides, they operate under numberous informagl
contracts to bind down the producers long before the harvesting of
crops; whereas lhe cooperatives may find iinking of credit with
marketing needs difficult. A sizeable Co-operative marketing programms
on foodgrains can be feasible only under the umbrealla of wholesale
taking over of responsibilities of procureuent of foodgrain by the
Government. Government should chalkout comprehensive programmne on
procurement of foodgrain. Private traders may be permitted to deal
in small scale operations in the village marketse The Co-oOperative
Societies should be appointed sole agents of the Government in the
procurement of foodgrains frou the farmerse Meither any individual
ner any producer shoudd be competent to offer foodgrains to the

Government for procurement directly.
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While the whole arrangement may sound highly eagilitarian,
it is not without loopholes. The rich farmers and the traders may try
to manipulate the cover o?éopperatiVes by trylng to deliver rice
after procurement from the small and landless farmers under informal
contractses Ingenuity will be speclally conspicous 1f the Government
undertakes any incentive oriented narketing programme to boost up
agricultural production in the pockets of plentys While it will be
highly premature to suggest any ready preseriptive solution to the
above provlem; because of its intiuate link with socio—econouic
arrangenents (most of which are informal in characver); appropriate
administrative measures and clear policy decisions as deterraybs will
be highly helpfuls Any one wanting to deliver foodgraiﬁ-to the
cooperatives for procureuent saould prove Ltne produce was growl in
his land under his direct enterprise. In view of far-reaching
departure envisaged in the arrangement from our existing social and
economic assumptions and lumense administrative efficlency required
for the implementetion of such a programie, the experiment umay ve
undertaken in a few highly selected creas 1n tne intensive production
zones after taking the composition of land nolding, institutional
developnent, communication and otiaer existing facilities invo

consideratione

¢) Share & Working capital-Vest ilajority of the farmers

live at and below sutsistance levels In the Tast, due To the abdsence
of return; subscription of share capital and investuent of gavings
with the co-operatives have been looked upon nore as taxations by the
members ratier than assets to be relicd upon. In the background of
negative results, prospects for the movilizabtion of share capital

and savings for business are not considered.brighto Share contributig%
of the members will have to oe sup, lewented by long Terla credit
facilities from the insfitutional gsources for marketing operabion.

In view of the unhappy experiences of the Past, we do not favour any
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direct Government participatilon in tile sunarc capital of the Cooperative
Socletiese. Rather, Government'sg involvemcnt in the risk sharing of
a hazardous business till the cooperatives are capahle of standing

on Ttheir own legs will be more welcones

D) Guaranteed price, Standardigation and gqualiby controla

The issue of guaranteced price is a highly relevant problen
of co=-operetive marketing. It 1s quite diffcult to adminigters
The producers may be Tempted Tto supply counodities of inferior
guelitye The proverbility 1s higher witn the marketing of fruits
and vegetables, It 1s hardly appropriate to expect adequate expgrtise
anong the Co=-oOperative Societiesn to wnder—Feke—hnd ensure reasonable
performance on gtandardistion and qualivy control vigavis system of
guaranteed floor price. It may be necessary to undertake training
programme o0f personnel under the Co—operatilve Societies» The
Agriculture Marketing Devavtment will be able to do sone -hek=gs
pilonc®ring work in this respect. In cese of rmice, the problems of
standardisation and quality control willééésiero The experiences of
the Food Depertment in training thelr a,ent l.e. Co-operatives

could be utilisade.

The price trends of agricultural commodities in
different reglons of the country should be continuously reviewed
The quantum of incentive price for procurement of foodgrains in
different areas should be studied after taking the price of inputs
including labour into consideration. An “Agricultural Price
Comuiggion®™ shz;gg be appoint.d to sort 5ut the policy idissues

between the Co—operatives and the Government.

If incentiventive Driceging means a distinct premium
over the prevailing market prices, where from the subsidy will be
avallable? Apparently the present resource position seems to

acute with little scope for flexibilitye Hardly any sources for



financing such programme can be found out, while the agricultural
credit requirements could rot precisely be supported by any
re~financing arrangemnents with the existing financing institutions.
Last but not least, with the present status of the surplus farmers
and the rural elites and its consequent impact on the Rural
Institutiong, the possibility of the well-to-do manipulating the
benefits to their advantages ﬁay be guite highe In the long run
the ethicg of such an eagiliterian approach iay becone targets for
public disapprovale. In view of all these shortcouings, our energles
may be gpncentrated i on the sbabilisatbion of food prices with
solle ﬁé%éé\towards Premium. Conbtinued weview of price treands,
strengthening of administrative arrangements, training of personnel,
Widespreaqrypublicity on the objectives of the programme including
audio-~visual aids in bhe rerobe villages may be able vo produce The

desired resulls under nighly liniting environments

The Co—operatives chould appreciate that thelr business -
activitieg should be formulerved so as Lo be able to function

e
efficiently in competitive x¥® setup. 't may be worthwhile to

3

nake advances to the producers 0 attract him to deilver produce

to the societiles: As a warketine socaddty may not find it convenfenc
to undertake credit operction, close Link should be established

with Co—operative Banks to ensure finaacing of the needs of the
producerss Occasionally che narkcting Co-operative may have to k=
be flexible enough to .ail advaiaces to the producerse. If Co-ordinatic
between credit and narketing organisations and extension departments
of the Government can be established; the resistance of the private

tradérs can be greatly neltriilsed. .

)

(E) Storage:

o The exlsting stcrage capacity of foodgraing is mostly
controlled in the Public Sectors The 5 year plan envisages the’

expansion of storage facilities to 710.58 lakh tons in the public
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public sector, Though storage capacities in the Govermment sector are being
multiplied the Co-operative Societies will require expansion of storage facilities

for procurement of rice as agents §f the Goverrment. In sppropriate authority may

undertake an assessment of the needs of Co~operative Societies in this regect.

Secondly, as regards finsncing, these could pe tuilt under Rural Works Pro-ramme

as a measure of subsidy to the Co-cperatives during the gestation period, Lastly,

a Co~operative procurement programme stould be comprehensive instead of being

halézhearted. The Food Department procures Paddy and Rice under a narrow

purkien of marketing affording little choice to the scllers, Pmcessing units

may inject flexibility in the procurcment pmgrammes, The size of operation

should be in conformity with the adminigtratite. managerial capability and the

extent of the marketing prospects. 1: may be acrsiszable to start with .confjj/'vative .
ey ateo .

estimates, Instead of equipving a Ticna OEFemesl Mo-ope. ative Jsmtmisticn with a

large Rice Mill of ftwo ton pers hour capacity, simple Husking Machines can be

easgily installed with credit suppor: from Bameladesh Small Industries Corporation,

(F) Distribution:

If private lrading of Foodgrain g vestricted with the expansion of
state trading with Co-operatives acting et the secondary and ground levels in the
chain, distribution should assume mare importance, We pointed out earlier the
scheme should not seal privat. trading off from any activity ¢ill an elaborate

adminigtrative mechinery can be built up.

A country wide food —ationing should be appropriate field of interest
of the Co-operative Marketing societies. A pertinent distinction should be made
between the congumers Co~operatives and marketing Societies selling kmmdw basic
consumption needs, A consumers' Co~operative Society has to play with the
peculiarities of the Aéstes of the neople includin their changing pattem,

It may not have to wait long to exsect the Co-operatives administering Food

Rationing System, Govemment may pick and choose eamong the Co.-operatives for

Contd, eaeesnr - 10
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food distribution, The constituent primary societies should be capable of
looking after the shops, The bulk of procurement of rice will be available in
the intensive operation areas, The farmers being more productive in these areas,
transportation of foodgrains from the surplus to the deficit areas will be the

* pre-requisite for a successful marketing cperation. During the nascent period
of growth, the Food Department may be charged with the trangportation of graing
from one area to an another, Lot of inter Co-operative transactions will take
place, The National Co-operative Marketing Bederation may supply intelligince on

price and availability to all the areas and co-opdinate purchase and sale,

(G) Suitability of Co—operative Law:

The present Co-operative Act and its Rules were tailored to the needs of
a typical credit hungry peasant society with simple needs. It ig full of safeguards
and narrows down the scope of entepprige. Regulatory controls of the Registrar
inhibits more than helping the process of growth, Experiences have been undervalued
by restricting the tem of a Director to a specified duration, Many spprovals are
necesgary in investments programmes, Accounting system suits a limited operation.
A review of the Co-operative 1éws is conaidered necessary to make the fmame work

business oriented,

In the developing countries Co~operation ig likely to remain the

chosen instrument of Covemment for the advancement of agriculture and other
allied ecomomic fields, But the developmental process is fraught with difficulties
and danger signal. The rural elites and the dependence of the majority on the

I o e e o e e L
degeneration is reflected in the momopolisation of loans into the hands of the
privileged few, The process of the degeneration may be more severe in case of
marketing societies, Is there any built-in mechaniam to prevent the well to do
from taking advantages of marketing facilities after procuring foodgrains from the
landless and the small famers at dictated terms? S long the rural and agriculture

sectors have been the most convenient focus of exploitation in most of the

developing nations, Besides being exploited from outside by commercial parasites
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who live on agriculture without contributing to its development, the common
p’éople are dominated from within by the previlaged minority, The vested intereste
of the latter are entrenched into the land tenure gystem and the numercus loopholes
for impersonification by the strong in the name of the wegk for taking whatever
previlage the society could plan for the small man, Vhile all these will remain
the basic problem for which no short cut solution is ax‘railable, Co~operatives will
continue to dominate our thinking as myths for social justice, We have been
thinking recently in temms of regulatory measures to democratise Co-operatives and
for reducing the socigl influence of the elites and trying to monopolise
Ingtitutionel benefits, In the pasty marketing societies have degenerated into
something different from its objectives, Suchg process of degeneration and
departure from main objectives help the privileged few to establish their
domination more fimly, Co-operative character of the organigations is lost

in the wildemess., A few long term measure might be helpful in counteracting
the above mentioned Xxmx trends by helping the process of maturity and preserving

the value judgments,

1. The character of the congstituent primary cooperotive societies and

their objectives should be made clear.

2, Services should be properly paid instead ol being made honorary,
Most of the absentee land owners get elected into the Managing Cormittees of
Co-operative Federationg due to the Vaoillllcreated by the majority who are

obliged to keep aloof from managing of business becsuse of thelr inability to

render unpaid services,

3, The membership of the socictics should be strictly confined to
those who are eligible under the Bye-L.w. In the name §f fishermen, fish traders
marsaged entry into the cooperatives, Similerly, farmers may not include absentee

land owners leaving in the towns,

%ntd-. cesent n/‘a
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4, Amual General Meeting should be held authmatically at the
end of the term without any scope for extension owsseess, The Managing Committee

meeting should algp be scheduled accordingly and their decisions be publicised

widely,

5. A massive educational programme on the objectives of Co-operative

movement can help to cement the bond of loyally of the members to the society.

6, A Covermment policy with distinct bias for cooperatives will

provide stimilue. to farmers to organise themselves into GOLe81lVe groupse

7. The 1ole of the Govemment Officers will be of int-rest,
To what extent they are capable of acting as umpires between the conflicting
interests of the previllaged few and olh~r members should be highly pertinent

to the success of the programme,

s s e s s
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CO~-OPERATIVE MARKALTING OF MIIK
AND MITK PRODUCTS:

Milk is one of the few items of the Farmer which
.brings cash money for him everyday. If the Farmer can get

a fair price of his Milk, he can substantially meet his
daily necessities out of income from Midk and thus be
encouraged to produce more and take better care of his Cows
in his own interest. But situation in the rural areas of
Bangladesh, particularly, the Milk producing areas known .

as MIIK-POCKETS is different. The Farmer does not get a fair
price and a ready market for his Milk,

Milk is the most perishable of all agricultural
commodities which the Farmers in the rural areas would like
to market but cannot do in the sbsence of a proper organisa-
tion and facilities for procurement, processing and marketing
of Milk. In fact, if the producer desires to sell the Milk in
its 1liquid form, he must do so within a few hours of its
production. These conditions render the rural Milk Producers',
particularly, vulnerable to exploitation by Milk merchants
who operate in Milk-Pockets.

PRODUCTICON:

Overall production of Milk and Milk products has been
estimated at 18,590 maunds (1 maund = 82 Ibs.) in the country.
Though there is a great need to increase production of Milk
and Milk products, there seems to have been neglect of produc-
tion during the last decade or more as annual growth rate of
agriculture marked an increase of 3% while that of live-stock
only 1%. Per capita per annum availability of these products
has declined as indicated below :-

1965 1966 1967 1968 1969 1970

MIIK AND MIIK 26,40 25,00 23.80 22,60 217.40 20,40
PRODUCTS - LB. (Planning Deptt. Agriculture Sector

Study No.3).

Low returns from Milk for the lack of proper marketing
make Farmers indifferent towards adoption of scientific methods
of breeding, feeding, management of Cattle and health control
through veterinary services which can raise the production of
Milk and productive efficiency of Cattle. Moreover, for
factors, such as low yield per Cow (less than 2 Ibs. daily on
an average), flood, Cyclone, War of Liberstion, diversion of
agricultural land exclusively for production of feeds and
fodders for livestock is not posesible as the pressure of popu-
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population on land and the present level of production and
productivity of agriculture have made it imperative that the
land use be confined exclusively to agricultural crop produc-
tion for human consumption and thus lack of grazing fields,
want of concentrated feed etc., are the main causes for declin-
ing production of*Milk and Milk products in Bangladesh to-day.

MILK PRODUCTIUN IN TMPOLTANT MITK-POCKETS:

P A BN Az

Shaehjadpur, Sathia, Bera, Faridpur, Ullapura -~ 5 Thanas
of Serajganj Sub-Division of Pabna district are the biggest
Milk producing areas of Bangladcsh and as per survey report of
Agricultural University, Mymensingh and survey report of Mr,
Kustrup of Denmark, dated 3rd November, 1972 about 5,000 mds.
i.e. 1,85,000 Litres of Milk is available daily in the Milk
secason from December upto 15th June.

A short survey conducted by the Co-Operative Deptt,
and the Co-Operative Dairy Complex reveals that it is possible
to collect daily about 40,000 Litres i.e. 1,000 mds. from
Faridpur, Manikganj and lfangail each for processing in the
Factories. A short survey conducted by the B3IC it reveals
that 20,000 Litrcs of Milk is available in Brahmanbaria
(Conilla) for processing. Similarly, considerable quantities
of Milk is produced in othor Milk-Pockets in the country such
as Nozkhali, Patuakhali and low lying areas of Mymensingh
district.

MILK PRODUCTIS:

There are 3 (three) modern Dairies in Dacca, namely,
Savar Dairy, Asto Dairy and Baby Ice Cream Factory, 1 in
Lahirimohanpur (Pabna), 1 in Comilla, 1 in Kuliarchar
(Mymensingh) and onc in Chittagong. & Co~Operative Dairy
Complex is being established in Dacca and its rural Milk-
Pockets ~ Pabna, Faridpur, langail and Manikgan which will
set up 5 new Dairy Plants and renovate of the existing Asto
and Lahirimohanpur Factories. The total processing capacity
of the plants of Co-Operative Dairy Complex will be about
1,00,000 Litres daily, out of which 60,000 Litres of Pasteu-~
rized I1ilk is to be supplied to Dacca and the rest will be
converted into Butter, Milk Powder, Baby Food ctc. Dacca
Savar Dairy is a Govt. Dairy supplying about 2,000 Litres of
Pasteurised Milk daily in Dacca City.

(‘)Ontd e o OP/B



(PAGE THREE)

Comilla Dairy is a Co-Operative Dairy and making some
Cheese and Butter.

Kuliarchar Dairy is a privately-run dairy making some
Cheddar Cheese, ‘

Chittagong and Dacca Ice Cream Factories are abandoned
properties and presently run by the Food and Allied Corpn.,
and supplying some Ice~Cream in Dacca and Chittagong. Besides,
Cottage Cheese, Ghee, Sweets, Butter, Curd (Dahi), Whey etc.
are produced by indigeneous process and marketed throughout
the country.

SEASONAL VARTATION OF MIIK PRODUCTION:

Most of the Milk Poékets are in low lying areas and
go under water during monsoons and flood., The monsoon period
is normally from July to mid Novecmber. As such all villages
are flooded and the Cattles are confincd to Stall-sheds and
fed on Straw and minimum anounts of Bran and Oil-cake. Due
to these straining conditions the Cows, in this period being
at the cnd of lactation, go dry early and the production of
Milk goes down to 25 to 30% of normal seasonal production.

PRECENT PATTERN OF DISTRIBUTIUN AND MARKETING:

Milk is now collected by the Milk-Dealers from the
individual houses of Farmers or from the Village markets
where 1t is brought by the Farmers themselves. These Milk-
Dealers sell Milk to other Dealers who generally bring to
Towns and Cities and scll to Town-Deslers. These Town-
Dealers sell to small Milk Distributors, who distribute
Milk to different house-holds and sweet makers of the Towns
and Cities. This system of distribution starts round about
8 O'Clock in the Morning and ends by 3 to 4 0'Clock in the
Afternoon. During this long period Milk is not cooled or
processed but only some water is added which serves the dual
purposes of adulteration and preservation of Milk a few
hours longer (it is their belief that water helps Milk
keeping a longer life).

The price of Milk is raised from 0.75 paisa per
seer i.e. about a Litre at the producers' label to Tk:2.50
at customers' end where the percentage of adulteration is
about 50 : Milk is gemerally brought to market in big G.P,.
Sheet drum by Bi-Cycle, Cycle Rickshaw, Motor-Vehicles,
Motor Launch, Railway, «tce.
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Milk producers' are very often paid weekly i.c. on
market day and the Milk Dealers always dictate the pricing
of Milk. Milk supplied in this way is boilecd and consumped.
This is the traditional pattern of Milk distribution and

marketing.,

—

Dacca Bavar Dairy and Asto Dairy are supplying a
little guantity of Pasteurised Milk which is a fraction of
the total consumption needs of this fast growing metropolis.

Milk~Vita Butter and Milk-Powder, Comilla Butter and
Cheese etc. arc hygenically and scientifically manufactured
and have a reputation and good market but their production
capacity is very limited ; so adulterated butter is being
sold in the market abundantly. As demand always exceeds
supply resulting in high prices, adulteration ctec.

CO~OPERLTIVE DATRY MARKETING:

f Congidering all the difficulties and problems
described above, a scheme based on Co~Opcrative marketing
of Milk and Milk products has becen reccently approved by the
Govt. which is known as Co~Cperative Dairy Complex as referred

to above.

With & proper orgenisation, usc of co-ordinated
transport systcem for Milk procurcment from villeges (using
a combination of liotorised Boats, Trucks and head-loads for
short distances) and use of modern Dairy Technology it is
possible to link the production of Milk in rural areas with
the urban markets. The urban consuners will get Milk of
better quality for what they now pay and it will permit the
producers to receive an incentive price for Milk which will
induce them to adopt the scientific practices of animal
husbandry. The Co-Operative Dbairy Complex will be operated
by a federal organisction called the Eastern Milk Producers'
Co-Operative Union & about 500/1000 rural Milk Produccrs'
Co-Operatives are its constituents. The programme of the
Co-Operatiye Dairy Complex is as follows :=-

i) Dacca Dairy will receive 60,000 Litres Jiquid Milk
daily to be colleccted by insulated-Milk Tankers from
Pabna, Tangail and Manikganj. This Milk is to be
Pasteurised, filled in Plastic Satchets and distribu~

" téd to the people of Dacca City either through the
Milk=-booths in Jiffer.nt parts of the city. short
-7/
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supply from the rural Dairies in the initial stages
and also thercaftcr during the slack scason will have
to be balanced by recorbined Milk using imported
Milk Powder (and if necessary, Butter 0il) ;

ii) Tangeil end Menikgang which have comparatively better
road link with Dacca will havc only Milk Chilling
Centres of 10,000 Litrcs per day each.

iii) Faridpur which has a difficult road link with Dacce
would have a Milk Pasteurisation Plant with 25,000
Litres Milk per day capacity ;

iv) The Pabna bDairy at Baghabarighat will be the only
Dairy in the Complex that will convert its surplus
Milk into Milk Products with a capacity to handle
50,000 Litres of Milk per day.

DAIRY M. .RKETING PRODLIMS:

1) Quality control, rrading, standardisation etc:

Therc are no law or regulations strictly observed
as regards quality, grading etc, of ITilk and Milk productse.
As o result adulterated Milk and Milk products are being
so0ld in the markcet freely and these products really create
problems for the quality products in recspect of price etc.

2) Adjustment of supply to market dcmands:

As discussed, ubove den~nd always cxceeds the
supply and thus crcates a gap which affects the smooth
markceting., In the lean season, Milk production sharply falls
but in the pcak scason Butter production exceceds the demand,
50 both shortfall and <xcess affects the market.

3) Habit:

People arc usced to drinking Milk after boiling.
©0, Pasteurised Milk is boilcd before drinking and thus the
purposc of Pasteurising is defeated,

4) Compctition:

. +ue to abscnce of strict observance of law and
regulations, adulterated Milk is being supplied to the
individual housc~holds by the traditional Milk-dealers,
people have become used to get Milk delivercd at their
door-steps. This system of delivery, if required to be
arranged by the modern Dairy has been found to be cxpensive

@O ‘td\.o © oP/6
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and not cconomical at all unless it is heavily subsidised
by the Govt. as is done in U.K., New Zealand and in other

" developed countrics of the vorld.
As adulterated Milk is supplied by Milk-men, they

are in a position to supply at a considerably cheapoer prices
than the Pasteurised Milk processed in modern factories.

5) Imported Milk Powder :

Imported Milk Powder somectimes affects the Dairy
marketing very adversely. In fact Milk-Powder either imported
or received for relief is freely sold in the markct and in
the past we have seen, thesc being sold at a much cheaper
rate than the local factory prodéuction.

6) Standardisation:

There is no standardisation of Dairy products
marketed in the dountry.

ADVANTAGES OF CO-OP. bAIRY MARKETING:

In most of the developed countries of the world,
Milk and Milk products arc processcd and marketed through
the Co~Opcrative Societies of the Dairy Farmers. In Denmark,
90% of the total production of Milk is processed and marketed
through the Co-Opecrative Societies of the Farmers. They buy,
proceés and sell on bchalf of their wmembers - who are the sole
owners. The main purpose of the Co-Operative Dairy is, of
course, to obtain the best possible price to the Farmcr for
his Milk. Similarly, in New Zcaland, almost 100% of the
production of Milk is processed and marketed through the
Farmers' Co-Opcrative Societies. <ven in India, Co-Op.
processing and markcting of Iiilk and Milk products have
become successful than the =®tate owned Dairy factories,
glaring example of tke successful Dairy Co=Op. is "Anul"
of Gujrat. Co~Op. markcting maintains higher standards,
stimulatcs better production, intercsts more producers,
makes producers more confident, fosters community spirit,
opens better markets, functions for middlcmen and brings

better price for the Farmers,

- f
ARRANGEMENT fOR BETTER COU-0OP.sqaTIVE MAKETING
OF MNILK AND MILK PRODUCTS:

1) A market-survey should be carried out for finding
~exact neture of demand of Milk and Milk products and the
coasunption patterrn of Milk and Milk »reducts in verious
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sections of the pcople of the Society. It will help to
organise the future course of actions. A similar survey

was sponsored by the National Deiry Development Board in
1966 in collaboration with the Indian Institute of Manage-
ment, Ahmedabad, for the Baroda Co-Op. lMilk Plant (Gujrat)
when this plant was facing tremendous competition of selling
Pasteurised Milk in bottles from the traditional Milk-dealcrs.
The plant management acccpted the suggestions offered by
this survey for increasihg the sale and now it is sclling
about 1 lakh Litres of Pasteurised Milk daily where it used
to scll only 13,000 Litres before the surveye.

2) BSALES CAMPAIGN:

Milk is an important item of food for children as
well as adults. Cne Litre of IMilk contains no less than 25
percent of an adults deily caloriec rcquircments, to pcrcent
of protein rcquiremcnts, 100 pcrcent of caldun requirement
and & considcrable proportion of sore of thoe nost important
vitaming., So, a Milk Sale Campaign is really a health Campaign.

Raw Milk contains pathogenic bacteria (which causecs
T.B., Typhoid, Dyscantry ectc),so to kill this types of bacteria
Milk is Pasteurised and then coolcd so that this bacteria can
not grow. Thus pastecurisation safeguards the consuncrs against
the discasc germs end gives it a little longer kecping life
than raw milk. The traditional habit of boiling Milk dcstroys
the quality particularly, the vitamins of Milk. Thus vigorous
campaign should bc rmade publicising the nutritional value of
Milk, safc of drinking pestcurised Milk (and giving nore
stress that this Milk is safe tc drink without boiling) and
for the change of habit of boiling milk through diffcrent
media of publicity wuch as News-paper, Radio, Television,
docunentary film, Post.rs, denonstration etc.

In India, Milk-Powder reccived from thc World Food
Programme as gift is processué as rccombined Milk and marketced
through 'the differcnt Dairy Plants mainly for the following
purposes :=-

i) Imported Milk-Powder docs not affect the local
production and market of milk and Milk products

HJ
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ii) To increase the habit of drinking rccombined
Milk ; B
iii) To create fund for the devclopment of Milk
Industry.

Similar arrangenment. shculd be nmade in our country
through Co~Op. system in rcspect of Milk-Powder
received from Internaticnal organisations.

3) Quality control, grading, stondardisation etc:

. Regulations should be made for the control of
guality of Milk and Milk-products. Different grading should
be introduced in respect of quality of Milk and Milk products
and standardisaticn of different products should be introduccd.
Unless regulations are made end strictly enforced, nc regula-
tions and systematic market will devclop, Co~Op. Dairy/control,
grading and standardisation as cnd is boing done in many

countries of the vworld. ,
/ Complex preject sheuld take lead in the country im quality
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Definition of a Cooperative Society

A cooperative society is an association of
persons, or of societies of persons, for the satisfaction
of their common economic and social needs through one
or more common undertakings, based upon mutual aid and
profit-elimination.

Origin of Cooperation

The Cooperation in its broader sense is not
a product of any particular land. The idea of
cooperation is as ancient as human history itself. There
are traces of cooperative actions in human behaviour, from
the earliest period of civilization. There are numerous
examples, in our society, from ancient times, where pbople
cooperated among themselves, in performing common social
functions, and each others's activities.

The idea of modern cooperation, is of recent
origin, and the Rochdale Pioneers can be-justifiably
credited, with bringing into being the modern Cooperative
Movement .

The modern Cooperative Movement was started
as a consumer movement, when the Rochdale Pioneers - 28
of them - inaugurated their Equitable Pioneers Society
in 1844, with a meagre capital of £28 - in the midst of
depression, wage cuts and unemployment.

A certain writer has described the getting
together of the Rochdale Pioneers in the following words.
"At the close of the year 1843, one of those damp, dark,
dense, dismal, disagreeable days.....a few weavers, out of
employment, and nearly out of food, and quite out of heart
with the social state, met together to discover what they
could 4o, to better their industrial conditions".



FProm this meeting was born, the world

Cooperative Movement.

Cooperative Principles

The principles enunciated by the Rochdale
Pioneers became the guideline for the cooperators the
world over. In a sense they were never being questioned
nor have they ever a}peared in the agenda of the ICA
Congresses for discussion until in 1931, when the
Congress resolved to appoint a Committee to examine
"the present application of the Rochdale Principles".
This Committee made its final report to the Congress
of 1934 in Paris. ’

As a result of this report the
International Cooperative Alliance recognised seven
Rochdale Principles, but concluded that only four of those
* ‘could be applied uvniversally at the international level for the
purpose of ICA membership.

They were:

1. Voluntary Membership;

2. Democratic Control;

3. Distribution of surplus to members in
proportion of their participation in the
transaction of the society;

4, Limited interest on capital.

The other three were:

5. Cash trading;
6. Heligious and political neutrality;

7. Education

ICA Commission on Cooperative Principles

ICA Congress held in 1963 in Bournemouth decided to
request the Central Committee to constitute an autioritative
commission "to examine the present application of cooperative
principles in different types of sociefy and in dif ferent
political and ecoromic spheres and to advise on the right
formulation of cooperative principles in the light of their

. application throughout the world at that time".
The Central Committee appointed a five member

commission in October 1964, The commission based its studies on
answers to a questionnaire it issued to the ICA's affiliated
organisations as well as selected non-member organisations and
individuals, and interviews it had with leading cooperators.

. The commission submitted its report to the ICA

Congress held in Vienna in 1966,
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In its Report, the Commission recommended
six principles as essential to genuine and effective
cooperative practice both at present and in the future
as far as that could be foreseen.

The six principles are briefly stated as
follows:-

i. Veoluntary and open membership

ii. Democratic control

iii. Limited interest on capital
iv, tquitable division of surplus
v. Cooperative education

vi. Cooperation among cooperatives

I shall quote each principle as stated in
the Rules of the International Cooperative Alliance
at the point of explaining it.

The proper application of Cooperative
Principles is essential for the success of the movement,
for they swe-those—which'are those which are essential,
tbat is absolutely indispensable, to the achievement of the
Cooperative Movement's purpose".

All the six principles are equally: important .
"They form a system and are inseparable. They support
and reinforce one another. They can and should be observed
in their entirety by all cooperatives if they claim to
belong to the Cooperative Movement", (ICA Principles
Commission)

The first four principles set out the working
methods of the cooperativ~s and the othér two state what
is essential for the continued progress of the movement.
Voluntary and Open Membership

"Membership of a cooperative 8ociety shall
be voluntary and available without™
artificial resiriction or any social,
political, racial or religious )
discrimination, to all persons who can

. make use of its services and are willing
to accept the responsibilities of
membe rship".

This principle can be sub-divided into two parts, nemely,
"Voluntary Association" and "Open Membership",



Voluntary Association

i. The individual should be free to join or
withdraw from a society. There should not be
any direct or indirect compulsions. However,
his entry or exit should not affect the
society adversely. Therefore this freedom
can rarely be absolute. It can be modified
or restricted by other considerations of
greater validity.

ii. The member should be loyal to the society.

He should realize and fulfil his obligation
to the society and the society in turn should
reciprocate.

iii. This loyalty can come only if the member has
joined the society of his own free will and
not under compulsion.

iv, A society is not obliged to retain a member
if his conduct is detrimental to its
interest. The condition of expu181on however
should be clearly laid “down in advance and
known to both parties.

Open Membership

Ve Those who can make use of the services of a
particular cooperative society and are
willing to accept the responsibilities of
membership should be able to become its
members without any artificial restrictions.
vi. Cooperative movement is at once a social
movement.- seeking to increase its adherents.
Naturally it should welcome and encourage “the
eligible persons to become members, ‘
vii. Artificial restriction means limitations
imposed on the size of membership without
there being a practical need to do so. Natural
restrictions may exist which prohibit a
Asociety from enrolling everyone who is in
need of the services of the seciety. For example,
a housing wsociety would have to 1imit the
number of its members in relation to the extent
of land available to it,
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viii. "Open membership" does not mean that
cooperatives are obligcd to enrol all persons
who may apply for membership. Those who do
not have the common need or can not make use
of the services cannot become members. For
example, a rice grower need not be admitted
to a citrus growers society.

ix. The selling of shares of cooperatives to the
state making it a member of the cooperative
concerned is a violationlof the principle of
"open membership". The common need of the
members which the society seeks to satisfy
is not the common need of the State. When the
common need of the members is the acquiring
of articles required by them the State can
come only as a supplier and when the sale of
articles is the common need the State can
come in only as a purchaser. Further, the
Jtate is not prepared to submit to the
internal disciplines of the cooperative as
laid down for members by ﬁts administrative
organs.

X. The oepn membership (with the unavoidable
restrictions) makes a cooperative society
distinctly different from a Joint Stock
Company. Because of open membership shares
remain at the nominal value fixed by the
socicty's rules.

Democratic Control

"Cooperative societies are democratic
organisations. Their affairs shall be
administered by persons elected or
appointed in a manner agreed by the
members and accountgble to them.

Members of primary societies shall enjoy

equal rights of voting (one member,

one vote% and participation in decisions

affecting +their societies. In other

than primary societies the administration
shall be conducted on a democratic basis

in a suitable form".

i. The primary purpose of a cooperative society
is to promote the interests of its members. To
achieve this end the members must have the



ii,

iii.

iv.

final say in the society. Pherefore there
should be an effective method of consulting
tle members as a body. To ensure

that the members interest gets the highest
priority in the administration of the society's
affairs, those who administer the affairs

must be chosen directly or indirectly by the
members.,

"One man, one vote" is the most condensed
expression of the democratic administration of
cooperative societies.

In the case of organisations of higher .¥iers,
one member one vote would work satisfactorily
only in organisations where there is no great
disparity in size between their affiliated
socleties. If there are wide disparities in
size, each affiliated society should have
votes in proportion to its own individual
membership, a "method which unquestionably
pays proper respect to the human factor".

In pdeveloping countries where governments
give large funds to the societies, govermment
representation on Boards of Management become
necessary. Without generous amounts of
government finance, cooperative development
in these countries will be slow. However,
representation should not continue “a day
longer than it is necessary".

Limited interest on capital

ii.

"Share capital shall only receive a

strictly limited rate of interest,

if any".
There are two principles designed to eliminate
profit. This is the first.
The fact that capital adds productivity to
labour is recognised. The conception in the
cooperative society is that of labour working
with cépital and not for capital.
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iii,

iv,

vi.

vii,

The threemain forms of capital in a
cooperative: (i) Share capital; (ii) Capital
owned by society in the form of reserves etc;
(iii) &xternal borrowing etc. The limitation
applies really to the first. No interest is
payable on the second. Interest may be
calculated for the purpose of internal
accounting. In the case of the third, the
interest rates are not likely to exceed the
rates prevailing in the external money
market. —

There is no principle which obliges that
interest should be paid. bven if no interest
is paid, there is no clash with the principle.
If interest is paid below the rate which

may be regarded as fair elsewhere then also
it can be regarded as payment of limited
interest.

If a certain limited rate of interest is paid
for a certain period but raised or lowered
according to the long range movement of
interest rates, and not in response to
short-term fluctuation on the money market,
that does not contravene the principle.

If a2 premium is merged into the rate of
interest, it is, "from a cooperative point of
view, at least dubious".

Disposal of surplus (savings)

"Surplus or savings, if any, arising.
out of the operations of a society
belong to the members of that society
and shall be distributed in such manner
as would avoid one member gaining at the
expense of others.
They may be done by decision of the
members as follows:-
a) By provision for development of the
business of the cooperative;
b) By provision of coumon services; or
¢) By distribution among the members in
proportion to their transactions with
the society".

This is the second principle designed to
eliminate profit.



Cooperative way is to render service at cost.
The trading surplus is "an overcharge %hich
belongs to0 those from whom it has been
derived and to whom it should be returned"

With regard to the distribution of surplus
there are certain operational aspects that

must be considered:-

a., Provision of goods and services to
members at 1low prices which hardly
leads to accumulation of surplus for
distribution.

b. The business prudence some time may
require that all or large part of the
society's earnings to be placed to

c. A major part of the surplus may have to
be devoted to provision of common
enjoyment to the members.

In tle disposal of surplus, there are two main

points that should be kept in mind:-

a. How to find the proper balance
between the interest of the society
and those of the individual members.

b. To do justice as between one individual
member and another. It is important to
remember that economic benefits
conferred on the members are of various
kinds - money, goods oOr service.

The distribution of surplus among members is
an important characteristic that distinguishes
a cooperative from a Joint Stock Company.

"All cooperative societies shall make
provision for the education of their
members, officers, and employees and
of the general public, in the principles
and technigues of Cooperation; both
economic and democratic".

ig.

(Calvert).
iii.

reserve.

iv,
vO
Cooperative Education
i.

Definition of education for the purpose of

cooperation : )

"For the purposes of Cooperation, however,
education needs to be defined in a very
broad sense which includes academic
education of more than one kind but
much besides. It includes both what
people learn and how they learn it.

Every phase of experience, which adds



"to people's knowledge, develops their
faculties and skill, widens their
outlook, trains them to work
harmoniously and effectively with their
fellows and inspires them to fulfil
their responsibilities as men or
women and citizens, can have
educational significance for Gooperation.
Less and less in the contemporary world
can education be limited to what is
learnt in schools and colleges at
special periods of people's lives.
According to the cooperative concept,
educgtion is a life-long process".
(Principles Commission Report, page 34).

The persons who should be covered by the

process of cooperative education can be

b. Office holders
c. General public.

The first group, the members, need to be

(a) principles of cooperation
(b) rights and duties of members
(c) elementary economics which is
of relevance to day-to-day life.

The second group, the office holders, include
board members and professionals employed.

In case of board members education has to be
more intensive than in the case of ordinary
members. It should include a greét deal of
business knowledge. The professionals employed
need to be trained in appropriate technigues.
The third group, the geﬂeral public, should be
regarded as potential members, persons who must
be' won over into the cooperative fold. They
should be kept informed about the cooperative
movement's "aims, its organisation and methods,
its achievements and its plans for the future".

"All cooperative organisations, in order
to best serve the interests of their
members and their communities shall
actively cooperate in every practical
way with other cooperatives at local,
national and international levels",

ii.
divided into three groups :
a. Members
iid.
educated in :
iv.
v. -
Cooperation among Cooperatives
i.

The cooperation among cooperatives is playing now

and is destined to play in the future a very
important rgle.
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ii. If the cooperative movement is to achieve
continued progress, it has to meet
effectively the opposition of big business
and of it's spokesman, the capitalist press.
The cooperative movement, especially in
developing countries, has a bad press., It is
only a united movement that can meet this

opposition effectively.

iii. Cooperation between cooperatives may take the
form of (a) economic collaboration, and
(v) ideological cooperation.

iv. Economic and ideological collaboration among
cooperatives may be discussed under three
headings :

(a) Relationship between primary
socileties and between primaries

and higher tier organisationc.

(b) Cooperation among different sectors
of the movement.

(c) International Cooperation.

“(a) Relationship between primary societies and between
primaries and higher tier organisations :

The ultimate objective of the primary
societies and their federations is to serve the primary
member. To achieve this end there must be closest possible

cooperation and coordination between them,

(b) Cooperation amongst different sectors of the movement:

Ideological and economic collaboration amongst
different sectoral cooperatives is very necessary for the
continued progress of the menagement.

The ideological collaboration can take the
form of joint facilities for education and training of
members and employees.

Bconomic collaboration amongst various sectors
of the movement can be of mutual benefit to them.
Cooperation between producers' cooperatives and consumers'
cooperatives will lead to the séemingly paradoxical but.
true result of producers getting better returns and consumers
receiving the products or services at lower rates by

eliminating the middleman.



International Cooperation :

Regional and international seminars and
conferences of the International Cooperative Alliance and
other intermational and regicnal organisations have
enabled the cooperative movements of different countries
to learn from each other and has created a feeling of
gsolidarity amongst them.

There are many national cooperative
institutions which receive foreign cooperators for
training. These international exchanges have positive
effects on the growth of cooperatives.

There are examples of eccnomic collaborations
amongst movements in the west and to a lesser extent in
the developing countries. The Scandinavian Wholesale
Society and Japan-Thai Aid and Trade Agreement in which
Japanese Movement is assisting Thail cooperatives in the
production of maize are two examples.

Conclusion

"Humanity at large is seeking, however
blindly, for a major transformation from a system
dominated by capital to one based on human dignity and
equality. The Cooperative Movement, when true to its
principles and armed with the courage of its convictions,
can prove by practical demonstration that a world society
is possible in which man is no longer the slave but master
of economic forces".

The objectives and the ideals of the mo—ement
as a whole "are no less than the attainment of a stage at
which conflict, monopoly and unearned profit cease to
exist" and this can be achieved only by "the unstinted and
united efforts of all cooperators and cooperative
institutions, large and small, national and international"

T T g . S GUD. W s T Vorn e — S —
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government's Role in the Marketing of Agricultural Produce
and its support to Marketing Co-operatives.

30005

SINOPSIS

AON oMoE\lSUf
Regis{rar of
Co=Operative Societies,

I, wmc'
a) Need for CoggoReratilve Markefings

b)

e)

Need for agricultural cow-operative marketing can
hardly be over emphasiged. Due t§ inmproved irrigation facle
litles and supervised credit in some areas surplus food pro-
duction kas already been achieved. But in the absence of
organised marketing facilities,lack of adequate transport
and storage faeillities the farmers are.unable to get fair
price in many casés, This may serve as dis-incentive for
Increased preduction. The meed for organised marketing is,
thereforé;himéerative. Secondly, linking credit with market-
ing is essential for proper utilization of the credit faci-
lities., In: the absence of organised marketing there shall
always remain the possibility of the q;edit being misused

to the detriment of agricultursl productivity.

Benefit seriguliural C tive Marketing:

The bengfits are obvious. Fi{stly, if an organised
marketing could be developed.the farmer would be assured of
fair price for his commodity. This will serve as an incentive
for more production. Secondly, the consumer® would be assured
of a steady flow of supplies at a reasongble~price. Thirdly,

@rratic price fluctuation to a large extent would dis-appears

Edsting dgricultural Cowop.Marketing Structure in Bangladesh:
During mid-sixties 35 central multipurpose (marketing)

societlies and 611 union multipurpose societies were assisted

by the Govt. through the them East Pakistan Co-operativefWaﬂahha

Society: Till 1970 17,245 tons of storage capacity was built-up
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built-Up through thesé societies. A total of Tk.80.00
lakhs was made availa?le;po thése societies as working
capital with the storage capacity created and the working
capital received the 35 central sociseties and €11 union
)societies marketed 29,85 lakh mds, (1,11 lakh tons) of
agricultural produce valued at Tk.61486 lakhs during
the third five year, plan perlon,Themsecieties earned

a total net profit of Tk.18.90 Lakhs although some of

the 8001eties incurred loss.

... The Cmmnittee appointed for review of. the existing
marketlng structure noticed the folloW1ng short comingss

) There has been gross “under utillzation of the
storage fa ilit1es; A

~ 44 Trained managers equlpped Wlth the problems of

B agricultural marketing were not availlable,
- Cowoperative Bfficers on deputation did not have
adequate marketing, back ground:and experience.

iil) Judged from organisational ‘stand p01nt the
. societles were not conducive enough fior large
scale marketing operation.,
iv) For successful market operationg Co-op.Societles
. . -need to be equipped with processlng aunits. Very
few of the SOCletleS hdve processing units of
their own.

v) Delayed construction of godowns hampered o
n_rmarketing.operatlons. N

N
L

vi) Godowns in-many places were not _ideally-situated.

vii) The objective of linking marketing with credit
could not be achieved., e

w_wmuwwrmg-
Agriculture in modern concept includess PRy
- All types of food & non~food crops
. - Horticulture & produets thereof U
= Animal husbandry includlng cattle rearing,
- Dairy & dalry products - ‘ )
= . Poultry and eggs.

- Forestry mdd”ﬁiscicultpre,
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Govt. role in Agricultural Co=oR.Marketing should

be mainly t-
B) Regulatorys

b)

-

Ed

Determination of market chardes & practices
Arbitration iof disputes

Elimination of arbitrary trade welghing and
handling allowances, .

Negatiated fixatiod of maximum market & handling
chagges. .

Enforce/arrange improved flooring wafering,facilities,
sheds for cattle, fouls and rest ﬁauses fgf market users.

Information services about best type or varieties of
crops and market trends. : .

Lo,

Display of information abodf”arrivals,,saleg angd pricas
of ,all essentlal goods & commodities. - -

Legislation against malpractices.

Issue neeessary licences to buy and sell
Introduction of economic handling methods.,
Check misuse of licences for import and export.

Introduce uniform weights, scales, measureg, grades
& standards .through legislation.

Specify miles for ware- housing & credit.

Regulation of public marketing facilities, operation
of transport market, slﬁﬁghtering facilities etc.

sanitory measures,

Céntféi of genefal‘p;operty ®ights

Inspection and certification of pProgrammes,
Standardisation of products. ! S
Inspection of standards, grades, BebBs labels .

Training programme for preducers, processors,
whole-salers, retailérs and consumers.

Set standards of business edbherethuics .

T

Financials

[

Allocation of funds in aceordance with planned

development programme, an

provide guaranteed loans.

Canstruction of needed trénspomt Tacillties,

"t ,.O/‘.. -



- Allocation of 1ong term investment capital .
- Provide speclal 1oca1 and seasonal transport ‘facilitics,

~ Facilitate introductlion of improved methods of handling,
processing & dilstribution. : a

s -

- Investment in new eduipment,

-~ Construction of sultable storage and handling facilities,

Supply the needed production credit & offer relief from
tax burdens. -

- Pacilitate export. - -~

Assist in forming marketing coeoperatives,

"Provide tecnical advice sepviceé & .supplies & loans at
low cost.

- Subsveidise eost of admiﬁistration where hecessary.

(o) Educabion & Inftrmation:

~ Bstablishment of market information service.
- Crop reporting service

~ Market Investigation & research.

- Marketing education & extension programme

- Pilot marketing projects with experts

- Create advisory services for farmers & their
organisations in marketing matters. -

- Training in marketing practices

~ Mobilise techmical knowledge, administratlve experience
and capital needed for 1mprovement through information
& motivation.

L4

- Training Programme for managers and other personnel,

- L
. . Ld

3. Some Specific Suggestiongs: | fo
a) The existing sterage facilities with the-marketing societies

b)

c)

is too inadequate, The Govt. shoul& help creation of substan-

tial additional storage facilltles.
 wid e

Iabrder to ensure incentive price to the farmers the Govt.

should be prepared to buy bulk of the marketable surﬁlus

b

from the Co-operatives, .

The Co-operatlve sector should be given first preference in

e - ¢ - - N

establishment Bf rice mill, cold storage dalry, ice—plant and

fish processing plant.



a)

e)

£)

g)

h)

aﬁ)

Wherever the Co-op, sector propose to establish rice mill,
cold storage etc. additional licence in the same area should
be denied in order to avoid over capacity and unhealthy

competition.

A1l machineries to be imported for co-operative marketing
and processing purposes may be exempted from payment of

duties and taxes.

Credit for establishment of marketing set up and processing

plants should be provided on preferential termse.

Govt. should announce a support policy for procurement of

paddy from the farmers as well as rice from the Co~-operative

mills.

Govte.should subsidise administrative cost of the marketing

set-up for a period of three years.

The Govte. should obtain expert advisory services from

abroad for assisting the marketing co-operatives,.

4. Erogramme for the First:Five Year Plan Period:

Agriculiure: .

1) Linking of Marketing of Agricultural Produce with
Co-operative Credit,

The scheme envisages
a) Establishment of Rice Mills of 2 ton capacity
per hour each complete with par-boiling drying
and workshop equipmente see 5 units.

b) Establishment of cold storage plants
each of 1000 tons capacity- cos 5

¢) Dev,of societies-(1l)Primary- 100 nos.
(2)Secondary- 10 nos.

d) Construction of storage godowns-

for primary society (500 tons capacity)-100 nos,
for central society(1500 tons capacity)l0 nos,

e) Purchase of Trucks~ eoe 30 nos.

.'0/.0'
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11) Development of Sugarcane Growers Co-operatives:

. The scheme envisages-

a) Organisation and development

of societies- (1)Primary- ceo 2850 nos.
(i1)Central- .o 5 nos.
b) distribution of S.T. & M.T.loan- Tk.13.35 crores.

1ii)Establishment of Co=operative Dairy Complex:
The scheme envisages-

a)Organisation of milk producers
comoperative s- (i)Primary- ces 500 nos.
~ (i1i)Central- coo 1 no.

b)Establishment of pasteurisation,
products dairy and chilling plants
with total capacity to process 1.00 lakh
litres of milk per day-
(Pabna, Dacca,Faridpur,Tangail & Manikganj)- 5 nos,

Total cost 100, million Taka.

iv)Eisheries Sectior:
The scheme in this sector envisages the following:-
a)Organisation & development of

Fishermens Co-operatives- Primary- .. 200 nos.
Central- <. 20 Nnose.

b) Construction & mechanisation .
of (i)Fishing boats- esse0e2,000 nOS,
(ii) Carrier vessels- coe 5 nos.

¢)Construction of ordinary country boats
with nets and gears- ees 34000 nose.

d)Establishment of Ice and Cold

storage plants- ese ) 25 nos.
e)Freezing plants- veos coe 2 nos,
£)YFish processing plants~ veos ore 2 nos,
g)Repair workshops~ ses  ses 4 nos.

h)Purchase of Motor Trucks including
5 nos. of insulated trucks- “eee 30 nos.

i)Procurement and distribution of
nylon twine, nylon rope, floats
and other fishing materials.

.../...
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j) Training of Fishermen & crew- ... 5,000 nos,

k) Collection and marketing of

members catch - ese 120 lakh mds,
1) Distribution of S.T. and
NJ[,T. Loarl— nooTKOZOO.OO 1akhS.
5. Copclusions

The Govt. has a very vital role to play for
development of agricultural co-operative marketing
in Bangladesh, without massive Govt. assistance and
subgidy it would not be possible for the marketing
structure to flourish. But the initiative must come
from the co-operatives themselves. They should be
able to stand on their own in the foreseeable future

without Govt., subsidye.

N.Bs2~ i) Excepting th: Co-operative Dairy Complex
project the other schemegs have not yet been
approved. The plan targets are, therefore,
only tentative.

ii) The views expressed in this paper are of
the author and do not necessarily represent
the views of the Govt.






OPERATIONS OF PRIMARY MARKETING SOCIETY
By
M, KASZOKA

Needless to say that agricultural cooperative is the
organization formulated by small farmers aiming at securing the
maximum profit by meking use of collective and organized power
of the small producers to the possible extent,

Awong the functions carried out by primary cooperative,
marketing activity would be the final process because only through
that it can achieve the target of benefiting the member farmers by
agsuring the profitable price.

In order that the prices of farm products can be maintained

at a reasonable level in the market, it is necessary to improve
the quality cn the basis of planned farming and to deploy high level
marketing activity.

For this purpose,.agricultural cooperative provides member
farmers with necessary services such as farm guidance, supply of
agriculbural inputs, prccessing and marketing of agricultural
projuces and finances etc. These services should not be functicned
independently but in the way of linking each cther., Especlally with
a view tc realizing the best return, the planned marketing may be the
most important point. In order tc bring about the planned marketing,
the planned production or plannsd farm management should be an
essential condition., Now it has become indispensable to link
production with cooperative marketing particularly to cope up with
over-supply of farm produce and if necessari; cooperativeé:ﬁake steps
tc adjust the production towards changing demands. But how can we
realiz. svhe linking cperation, production and marketing, In other
words, how to operate marketing business in an integrated way with

other business. This is the subject which I have to deal herg,
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4s mentioned earlier, there are two purposes in strengthening
the integration. One is to adjust as well as expand the marketing
operaticn., The other is to improve production and its marketing
aécording to consumer preferences beyond the simple function of selling
what is produced by farmers. In most of the countries of this region,
agricultural technical guidance given by the Government extension
officers have aimed at increasing farm producticn and unfortunately
had little concern with farmers” interests., That includess

i) How can they get credit - timely and adequately.
ii) Cooperatives should strengthen marketing activity
in favour of member farmers by linking of credit with
marketing.
iii) Cooperative should provide storage facilities to their
members.,

Such guidance given by the Government extengion officers,
of course, has its own significance., But more attention and efforts
should be pald to farming manegement. Now our target becomes clear
that agricultural cooperative should play an important rcle in
carrying out its own farm guidance activity sc that it can integrate
production and cooperative marketing resulting in the best return to
the farmers.,

II. How to werk out "Production Plant.

Business programme of sgricultural cooperatives should be a
plan approved by a majority of member farmers in the general meeting,
Usually it is a yearly programme which stipulates the policy and
contents of the business as a whole, On the other, a management
plan is worked out in more detail for implementation based on the

business plan., Therefore, production plan and marketing plsn

ocoatoaB



should be carried out as a part of management plan., Most important
factors in carrying out cooperative marketing is that member farmers
work out their own plan of farming management as well as utilisat(ion
plan of their cocperative so that it can take the necessary steps
in advance to meet the requirements from members.

i. How to promote member farmers in working out #the farm management
plan or production plan®,

Management plan of each farmer plays a fundamental role to improve
farming management and living standard as well, Further it can promote
the cooperative business involving the majority of member farmers.
Therefore, in drafting management plan, not only member farmers but also
cooperative itself should predict the moves in demand and supply situaticn,
prices, and trends in the market and make use of these information to the
possible extent in leading farmers.

In drafting, the ccoperative also should make arrangement for
members to discuss their diffcrent ideas in the meeting so that their
drafting work will progress. On the occasion of having such meeting,
farmers should be divided into several subsgroups sc that they can
discuss more freely and be given more detailed information. Because
gpart from excellent farmers, they seem to be rather difficult tc fully
understand the actual state of their management, to work out their own

management plan and to link the plans with various projects prepared by

the cooperative. It is, therefore, necessary for the cooperative to

help the members to werk out their plan through such small Subwgroups,
ii) Contents of " Farm Management Plan",

It would be natural that each farmer put stress on different
aspects in preparing their plun due to differences in their farming

cperations, scale and capacity. 4is a result, the contents cf plan

VA
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may not always be the same, Therefore, in order to formulate

business plan of cooperative, it is necessary to sum up common

features,
Guidance should be given in such a way that the following
three poiﬁts are included in their blueprint: -
(a) planning of production and marketing of farm
products including dairy products a=nd livestock,
(b) planning of purchasing both production material
as wellias daily consumption.
(¢) estimate of income and expenses.
These three points mentioned abeve are intimately connected with
each other,
1ii) How to assemble "Farm Management Plan",

The cooperative, of course, cannot adopt all the figures |
mentioned in these blueprints. Because it may be difficult for
cooperatiye tc take all the responsible gctions to meet the wishes
made by farmers without considering present status and capacity.

Figures collected from member farmers should be used as
fundamental data, but if it seems to be too large or too small,
it must be revised in consultaticn with membez ~farmers concerned.

Needless to say, such discussions between the cooperative
and 1ts members are of great importance. Because to confirm the
target figures of the members is of use for increasing their
sense of participation in the cocperative movement and they will
feel greater responsibility for the cocperntive Bugiaess,.Thus,
the ccoperative comes into next stage where it works .ut own business

plan on the basis of the figures confirmed in the discussion with

members.,

.0!'5



III. Marketing plan of agricultural ccoperative.
The marketing business plan must be in line with the basiec
business pclicy of the cooperative. Therefore the marketing plan
is of no significance unless it is formuleted according to the basie
business policy.
The marketing plan of cooperative should be composed of
three parts:
i) Business Volume Plan
il) Income and expense estimate
iii) Fund Plan.

i) Business Volume Plan

A business velume plan should be drafted by the Chief of the
Marketing Secticn in acccrdance with the management standards.

Primary factors of the plan are volume level, commission income
and utilization of upper organisaticn classified by items,

The following things can be jointed out as important aspects
in working out the business volume plan:

(a) Since business volume cannot be fixed regardless of
funds and revenue and expense, the plan should be
drafted in line with the management standard of
cooperative linking it with the other two.

(b) Primary cooperative, if nccessary, must discuss with
the secondary federation in drafting its business plan.

i1) Revenue and Expense Plan /

The objective of the revenue and expense plan is to clarify
the details of the revenues and expense of the marketing business of
cooperative, find out and correct weak points in the business management
and help meke full use cf the comprehensive cooperative menagement system.

'.50-6
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If the cooperative incurs a loss, the following points should be

oxamined:

a) Is the business volume not too small and is the utilization
of cooperative by the members satisfactory ¢

b) Are commission rates appropriate ?

¢) Are operaticn cost not too large compared with handling
volume and commission income ?

d) How is labour efficiency ?
111) Fund Plan

Together with the business volume plan and the revenue
and expense plan, the marketing business fund plan should be a part
of the general financial plan. In the marketing business it is
egpecially necessary to werk out a fund plan because a large asmount
of funds is required and a strict control over credit and debt is
essential, During the tight money pericd, the money control would
be a key point to implement a business plan.

Commercial dealers in most countries of the region possess
the business funds and work ahead of the cooperatives in the collection
of farm preduces, usually by making partial payment in advance of
collection or at the time of shipment., Therefore, if cooperatives
want to compete with commercial dealers, it is quite necessary for
cooperatives to extend loans tc farmers at the time of the harvest
or make advance payment when agricultural produces are carried to
the warehouse or shipped.,

Before drafting the plan, following preparaticn would
be necessary:

a) Make a numerical tabulation of the present and past
financial records of the cooperative, Especially, in
sase of consignment system, nct buy up system, the ocone

signer in principle receives the sales proceeds after

- '007



it is collected and adjusted by the cooperative

and if the consigner needs some money in advance,
cooperative should make a tentative payment.

Without such measure, member farmers may not ship

their products to the cooperative but be compelled

to sell the products to the merchants to get quick

cash income, If the upper federation is in a position

to make tentative payment, primary society may not

need to make such a fund., dnyhow, it is quite important
for primary society to make itself ready for such payment

and to grasp each member‘s .financial situation,

b) Prepare the details of the actual results of the
previous year classified by items,
¢) Examine and arrange each member”s sales plan,

iv) How to examine the results.

a) The figures in each plan are not merely wishful one but
should be a real target that can be achieved by the
cocperative. The main reason why the plans are rather
neglected and achievement not satisfactory is due to a
lack of adequate studies on the state of implementing
plans, Therefore emphasis should be made on making
studies eontinuously and regularly during the plan
period because the marketiﬁg plan is the starting
point of a general management plan, DNecdless to say
that figures in a plan are estimetes for the future and
actual results do not always match the plan. S,
personnel who are in charge of marketing business keep

watching the progress.

00008
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8

4s I have already mentioned, the most important point in
the marketing business of a cooperative is to collect as
much quantity of produces as possible from its members
in accordance with the plan.

For this purpcse, ccoperatives not only rationalize

the collection system but alsc link the marketing

with producticn plan of each member farmers and set

up an adequete cooperation system in the field of
production technolegy, supply of agricultural inputs

and credit etec,

The following things can be pointed out as essentials

for examining business results:

1)

ii)

iii)

See the state of handling in the light of the plan

and 1f ccllection of produces is delayed, find out
whether it is caused by seasonal factors or by a poor
business system,

See if ggod collaboration is maintained among those

as guldance activities cn production technique,
propagation of improved varieties, standard fertilization
and consolidating organisations for joint pest and insect
control,

Examine whether marketing is conducted in such a way
that supply of credit as well as agricultural inputs is
done 8o smoothly that it can be fed back in the form of

consigned goods.
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CAUSES OF HIGH COSTS OF MARKETING

By

Lionel Gunawardana
Joint Director
ICA Regional Office, New Delhi.

INTRODUCTION

Marketing involves all business activities that
have to be performed in bringing the agricultural produce from
the farm to the ultimate consumer. Thus, it includes
activities such as collection of marketable surplus from the
farms, their transport, assembly, grading, processing, packing,
storage and sale to the ultimate consumer.

In Asian countries where the economy is dominated
by agriculture, arrangements for marketing of farm produce
assumes vital importance.

The Cooperative lMovements in the countries of the
Region of South-East Asia have assumed a position of increasing
importance in their present economies and they have been
instrumental to a great extent in fostering the general
welfare of the people. In most of the countries in the Region
the cooperative movements have functioned for long periods.
However, the entry of the movement into marketing business
is comparatively of recent origin. The cooperative movements
which were initiat:d mainly for providing credit for the
farmers, hesitated at the beginning to enter the field of
marketing. It was in 1930s that the movements in most of the
countries in the Region attempted to enter into this field. It
has been a very difficult task for the cooperatives to compete
with the private traders who had entrenched themselves in this



field, and at the beginning failures exceeded successes. Though
in many countries in the Region the marketing cooperatives
are doing commendable service they fall far short of their

potentialities.

STRUCTURE OF AGRICULTURAL MARKET

Structure of the agricultural parket in the countries
of South-East Asia follows somewhat a uniform pattern. The
primary prodﬁcer sells his produce largely in the village
itself. The traders from cities also come to the villages for
collectlng produce or make thelr purchases at the village
through their agents. In this method of sale the farmers are
saved of the bbthefathn of having to take their produce to ..
distant markets. thougﬁ they may get lesser prices for their ,
produce than they would get if they sold them in markets
situated in cities.

There are weekly or bi-weekly markets in central
placeés covering a group of villages. The farmers bring their
produce to these markets on fixed dates and sell to traders
who come to make purchases,

The large-scale producers normally bring their

produce to bigger cities for sale which enable them to get
a higher price for their produce by avoiding the middlemen., -

STRUCTURE OF '];‘HE“MARKETING .COOPERATIVES

« In most of the countries of the Region the étructure
of marketing cooperative movement i$§ of federal type, but ‘
pattern of organisation is not uniform. Generally, however, it
is three-tiered. The primary societies cover a village or a
group of villages. These societies are federated at district or
regional level. The districts or regional federations are
further federated into apex organisations at the state of

national level.



REASONS FOR HIGH COST OF MARKETING

"

As pointed out earlier the farm produce has to
undergo a chain of processes which aré together termed as
marketing before they reach the hands of the ultimate consumer.
These processes are essentially productive, for production is
the creation of utility. What the farmer produces on the farm
is only the raw material. It is the marketing process that
adds form, place, time and possession utility to them.
Obviously this complicated process of marketing adds to the
cost of the product as much as it adds to the utility of the
product, Surveys conducted in the United States of America
showed that on the average as much as 57% of what the consumer
spends on food items goes for marketing charges and only 43% goes
to the farmers. i

A table showing producers’ price, distribution cost
and retail prices of some agricultural produce in Japan is given

below.
PRODUCERS® PRICE, DISTRIBUTION COSTS AND RETAIL PRICE
OF FRUITS & VEGETABLES IN JAPAN FOR 1965 GIVEN IN PERCENTAGE
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Produ- Trans- Pack- Agril. whole-~ Whole- Retail- Retail

i

cers’  port ing Coop. sale sale ers’ Price
price Commi- Commi- price margin
ssion  ssion

Radish 42 10 1 5 58 42 100
“hinese 34 25 2 6 67 33 100
Cabbage
Cucumber 64.8 1.9 3.7 1.6 6.7 78 21.3 100
“pples 46 7 12 3 5 73 27 100
Orange 61 4 5 2 5 77 23 100
Peas 40 5 13 1 4 63 37 100
Grapes 59 2 6 1 5 73 27 100




The share the farmer gets from the consumer’s
rupee also varies from one commodity to the other. This is
because the marketing of some products is more complex
than the others. For instance, the farmer’s share of what
consumer spends on bread is much lower than his share of what
consumer spends on rice.

The fact that marketinrg adds to the price of
commodities should not be a reason for complaint by the
farmers or for that matter by anybody else, as it is an
essential part in the process of production as much as the
activities that goes on in the farm. However, considering
the substantial part of the consumer rupee that goes to pay
the marketing charges, it is an area where attempts should
be made to effect economies, not only to increase the farmers
share of the consumer’s rupee but also to bring down what
consumer has to pay for his food.

Agricultural commodities by their very rature are
more costly to handle than industrial goods., Following are
some of the reasons for this high costs of marketing of
agricultural produce arising out of the nature of the
agricultural produce as well as other factors that influence
their marketing.

Bulkiness

Most of the agricultural produce are bulky in
relation to their value. Hence they require more space
in storage and transport which would tend to increase the
marketing cost. The labour charges for handling is also
high as payment for handling has to be made on weight and

volume and not on value.



The perishable rature of agricultural commodities
make.it necessary to have special arrangements for storage,
transport, etc. Produce has to be moved from the farm to the
market swiftly and special conditions for storage like
refrigerated warchousing may be necessary. The spoilage
and deterioration on storage and transport are greater.

Seasonality
Farm output is seasonal in character. But the

demand for them, at least for certoin commodities like
foodgrains, are relatively steady throughout the year. This
makes it necessary to store large quantities for

long periods to balance the seasonal production with
throughout the year consumption demand. In case of
commodities that are produced ard consumed in particular
seasons they require storage and other facilities that may
not be used during the rest of the year.

leccalised nature of production

Particular crops can be grown only in particular
areas while consumption is widespread. Mostly they are
grown in: places which are distantly away from the
population centres. These situations necessitate long
distance transport of agricultural produce.

The small size of the farm

Usually farms in the countries of the Region of
South-East Asia are small, Tharefore, each farm-hold has
only small quantities of marketable surplﬁs. The collection
and assembly of these small lots from scattered farms
become a costly affair.



Lack of uniformity of cropnping

Of ten it is founc that number of crops are
grown in the same area. 2Zven when One crop is grown there
may be several varieties. This makes their collection,

grading and storage complicated and expensive,

Lack of well-developed infrastructure

The difficulties encountered in transportation
of agricultural produce from scattered farms are also a
contributing factor to the high cost of marketing. Much go
waste due to the delays in moving the produce to the

consuriing or processing centres, ,

Competition

Competition among various agencies that are
engaged in marketing activities is yet =nother reason that
makes marketing costly. Tue to the competitive nature and
the existence of multiplicity of tgurncies in the field
and the maintenance of various focilities separately by
them, full utilisation of these facilities do not take
place, thereby increasirg per unit overhead expenditure
for the marketing operatiors.

WAYS OF REDUCING COST

It was pointed ocut earlier that a substantial
share of the consumers’ rupee goes to pay the marketing
charges and the share that goes to the farmer is small.
However, it is necessary to point out that the important thing
is not the size of the share the farmer gets, but the total
return he receives and its relation to his cost of
production. Therefore, efforts have to be made to reduce
marketing cost not merely to reduce the shere that goes to
pay the marketing charges but to incresse the farmers



returns while keeping the consumers price as low as
possible. It is also impnrtant to rote that as

standards of living of the people improve, there will be
an increasing demand from the consumers for more processed
and elaborately packed food items, which tend to increase
the marketing cost. These demands have to be met and
these processes cannot be avoided in order to reduce the

marketing cost.

Organisation of Cooperatives

The first step the agricultural producers need to
take in reducing marketing cost is to organise marketing
cooperatively as it is only then that they can exercise
a control over marketing operations of their produce. The
organisation of marketing cooperatively will result in
deriving the advantages of ecenomies of scale as it would
enable the pooling of resources in maintaining various
facilities necessary for large-scale marketing operations
and their utilisation to the maximum extent thereby
reGucing the overhead cost.

The organisation of cooperative marketing has
taken place under two situations.

a) to provide facilities of marketing where
these functions were non-existent.

b) to provide an alternative to the private
trade, where marketing services were
performed solely by the private traders.

In situations where facilities for marketing are
non-existent the need of organising marketing cooperatives
need no explanation. ’

It is of course hard to find areas where some sort
of facilities for marketing are non-existent though they may
be inadequate. However, there are areas where no organised

marketing facilities are available for certain commodities.



Where facilities for marketing are provided solely
t& the private trade, necd for cooperative marketing arises
firstly because of the defects and malpractices in the
private trader monopolized marketing system. Private
traders as mentioned earlier have entrenched themselves in
the marketing business in most of the countries in the Region
and they have their own trade channels and through an
integrated structure of their own, control the market and
manipulate prices, They use money leéending as a tool to gain
control over farm produce. The farmers who are eternally
indebted to the traders hardly have any bargaining power
and are almost compelled to surrender their produce at
whatever prices traders fix for them. The All India Rural
Credit Survey Committee, describing the powerful position
of the private trade in India with regard to marketing
remarked, that, "Often enough, the cultivators” position is
that of having to bargain if he can, with someone who
commands the money, commands the credit. commands the market
and commands the transport”. Under these circumstances
cooperative marketing is the best solution if not the only
solution to salvage the farmers from the clutches of the
private trade. The pruperz and efiicient organisation of a
cooperative marketing system will help the producer to obtain
a fair price for produce by reducing the price spread
between the producer and the consumer.

Other reasons in favour of cooperative marketing
may be enumerated as:

a. It not only supplies and alternative to
private trade but also disciplines the
private trade.

b. It educates and trains the farmers in
business,

c. It helps the consumer by way of comparatively
low prices by eliminating midélemen.



d. It helps to meke the plan of agricultural
production more effective by making
agriculture a profitable pursuit and
encourage the farmer to produce more.

Integration - Vertical and Horizontal

An examination of the present status of the marketing
cooperatives in the Recion would suggest that there is a
great need for both horizontal and vertical integration
of marketing cooperatives, as much as, if not more than,
in the other sectors of the movement. The vertical
integration and the creation of economically viable units
will enable the society to employ well qualified and better
trained personnel in their management which is essentially
a pre-~-requisite for effective management. It will enable
the societies to derive the benefits of economies of scale
by being able to handle larger quantities of commodities,
This will also avoid unnecessary competition which results

in wastage of limited resources.

The vertical integration of the marketing
cooperatives into unions will bring about better cooperation
and coordination among individual cooperatives. The union
will be in a position to handle more complicated,
specialised and heavy capital consuming activities like
pProcessing which individual cooperatives may not be able to
handle.

Engaging in Supply of Agricultural Inputs

It is important for marketing cooperatives, to
undertake supply of agricultural inputs. - Apart from the
fact that it is easier for the agriculturists to draw their
supplies of agricultural inputs from the same society, there
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are several economies that could be effected by combining
the functions of marketing and supply in one society. For
instance, considerable saving can be effected in transport
by combining the delivery of the agriculturel inputs to
farmers with the collection of agricultural procduce from

themn.
Integration of Marketing and Credit

Prior indebtedness of the farmers to private
moneylenders have been an obstacle to the progress of the
cooperative marketing., The farmers are compelled to sell
their produce to the private traders due to their
indebtedness to them and are unable to bring their produce
to the cooperative marketing sociecties, even if they are
willing to do so, This deprives the cooperative marketing
societies a substantial portion of their agricultural
produce and in certain cases may not get sufficient
quantities necessary for efficient marketing. To overcome
this, marketing societies should extend credit to their
members for production purposes, at least in places where
facilities for cooperative credit is absent or inadequate.

Dealing in all agricultural commodities

The farmers who deal in number of crops may find
it difficult to deal with number of societies, Handling u
of marketing of all crops grown by the farmer members by one
society will undoubtedly cortribute to the reduction of j
marketing cost by facilitating easy collection and payment .
for them and the common use of the facilities necessary for
marketing operations. Wherever it is necessary to employ
special methods for collection storage, etc. of different ;
commodities and where specialised krowledge is necessary
the cooperative marketing societies may set up different '
sections to handle different commodities but under one
coordinated management.
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L&pking of marketing cooperatives
with consumer cooperatives

Creation of an effective link between marketing
cooperatives and consumer cooperatives at various levels
is yet another field that must attract the attentién of
both marketing and consumer cooperatives, Such an
effective link would be beneficizl to both types of
societies. The marketing societies will fird an assured
outlet for their produce and may be able to bring about
considerable reduction in marketing cost by directly
dealing with the consumer cooperatives. The consumer
societies can feed the marketing cooperatives with market
information regarding consumer preferences, etc. which they
can pass on to the agriculturists so that they can adjust
their production plans in the long run to suit the
consumer demand., The consumer societies will have a
direct access to the sources of production. Therefore it is
in the interest of both these types of cooperatives to have
closer coordination and cooperation among themselves. '

Uniformity in production

Growing of multiplicity of crops and different
varieties of the same crop in the same area make their
handling difficult and costly. For instance, if different
varieties of paddy are grown in an area covered by a
single marketing society it becomes difficult for the
society to arrange for their collection, grading, storage
and processing. This is an aresn where farming guidance
as well as marketing intelligence services of the
cooperatives have important functions to perform,
Agriculturists must be properly guided in the desirability
of growing fewer and if possible onc variety. The selection
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of the varieties should be based on consumer preferences.

grading i
Grading is another area which must get adequate

attention of marketing cooperatives. When agricultural

produce is not graded into different qualities they fetch

low prices and thereby not only reduce the total return

to the agriculturists but also increase the per unit cost of

marketing in relation to their value.

Storage and transport

Storage and transport are some of the major
factors that influence the cost of marketing. Greatest
possible care should be exercised in those fields to
ensure efficiency. Packing of agricultural produce in
good containers to avoid their wastage and deterioration
on storage and transport is very cessential., As far as
poss;ble cooperatives should have their own storage and

transport facilities.

Processing

Processing is the single stage that adds the
greatest utility value to the agricultural produce and
in most cases largest codsts in the marketing process is
involved in this stage and any agency that wishes to
exercise control over marketing operations must have an
adequate control over this activity. Therefore, it is
necessary that marketing cooperatives must have processing
units as an adjunct to the normal marketing operations.!The
marketing cooperatives which would have experierce in
handling the agricultural produce in the raw form can
utilise that experience in setting up processing plants.
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Undertaking of processing activities, for instance, in case
of paddy will not only help the agriculturists in getting
a higher margin for their produce but also in reducing

the transport and storage cost,.

Modernisation .

A large part of the cost of marketing is also
attributcble to the cost of labour., Methods of reducing
labour cost by introducing modern machinery and labour
saving gadgets irn all steges of marketing have to be
employed if this cost is to be reduced. It is not only in
reducing labour cost that modernisation becomes essential.
Even to enable the handling of increasing production and
increasing demand for finished product by the consumers
whose standard of living is steadily improvirg, introduction
of modern machinery becomes necessary. Proper training
of labour is another way of reducing per unit cost of

labour.

Efficient organisation

The need for efficient organisation of marketing
activities at all levels and stages as & surest means of
reducing cost needs no emphasis. In this respect the
organisational structure of the marketing cooperative
movement as a whole as well as :hat of the individual
marketing cooperatives need to be examined. 1In o federal
type of structure that exists in most of the ¢ountries in the
Rcgion, the cooperative organisations at variocus levels
should only be allowed to exist if they perform useful
functions in the effective discharge of marketing operations.
Duplication of efforts has to be carefully avoided, lest they
add unnecessarily to the cost of mqueting. Creation of number
of organisations at various levels moy result in unnecessary
movement of stocks and extra handling cost. In the absence .of
a proper orgarisation of the cooperatives the extension of the
cooperative principle into the marketing business will only
court failure and frustratior. ‘
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2.3,2.1 dhen does cuality prcduction pry,
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b) tzc farmers often lack procduction
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ROLE AND ORGANISATION OF FARM GUIDANCE ACTIVITIES.

By

M, Kasaoka
Marketing $ecialist
ICA Regional Office, New Delhi

In most of the countries of the Region in South-East isia,
agriculture has been managed on a very small scale except several
kinds of products and therefore the farmers have been practically
unable to do research in the new techniques. Owing to the capital
accumulation being small, the introduction of new techniques cannot
be effected until decisive results have been clearly demonstrated,

From our experience in the Japanese agriculture, progress
has been reglised as a result of research in the new techniques
at the central or local institute of agriculture and efforts of those
who have been trained in Universities and other agricultural schools.
However, even if an excellent technique is invented, practical fafr;ling
will not develop unless suitable organisation is established which can
transmit it to the individual farmer or groups of farmers.

§

1, ictual position of extension services in the Region

Peaking generally, the basic responsibility for providing
agricultural extension services is that of the concerned government
departments, Jlthough in Jgpan and Taiwan, the agricultural extension
Services provided by the government are, to some extent, more developed

than elsewhere, tlie cooperatives also maintain some extension workers

of their own.

§ Cooperatives in isia:Mohinder Singh



In Japan, a cooperative (with an average regular membership
of 981 farmers) employed, on an average, 2.6 extension workers in
1970. In Taiwan, a farmers’ association (average membership over
Al,6OO farmers) employs three to four crop specialists and one‘or two

verterinarians, In both of these countries, incentive extension work
/

has been undertaken for decades,

In South Korea, agricultural cooperatives at the prefectural
level (with over 15,000 members) employ, on an average, a little under
eight field workers for extension work (including one adviser), There,
the stuff and budgetary resources of the concerned government department
are not adequate for providing guidance in agricultural technology.
Elsewhere, it is not customary for cooperatives to employ extension
workers; the government set-up for agricultural extension is often
weak and there is hardly any effective integration between extension
supplies and credit except in some limited selected areas, for example,
intensive agricultural district programmes in India and Pakistan,

2. Its importance in increasing production and in ensuring
effective marketing

Member-farmers are making efforts to increase their income
" by introducing new production techniques and mechanféation, expansion

of the size of unit holding expected to result in imbroved productivity.
With a view to realise lafger income it is needless to say that, on
the cne hand, basic conditions of production have to be consolidated by
land improvement etc. for introducing new production techniques and
machines, and, on the other hand, agricultural cooperatives have to
increase participation not only in the field of distribution but also
in the field of production directly.

Cooperatives have to attain stronger bargaining position for

member producers by strengthening the activities from production to
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distribution. To attain better marketing position it is necessary

to intensify production of selacted commodities, which are to be taken
up after careful study of economic geography and natural conditicns of
the area as well as trends of demand in the market. But what is the
role of farm guidance ¢ It is very clear from experience that the

success in cooperative marketing depends on whether or not we can

-

<

organise an integrated system throughout all the process, say, from
production to marketing.

Farm guidance activity plays an important role; in orgenising
farmers into commodity groups so that ccoperétives can be in a position
to lead member farmers effectively nct only in the field of production
but also collection of produces, shipment and marketiné° In addition,
farm guidance activities can create an interest and willingness among
farmers to improve their farm management. If they do not show any .
interest or willingness to the cocperative movement, it would be
impossible for ccoperatives to crganise the member farmers, S the
member farmers work out their farming plan with the help of farming
guidance extended by ccoperatives and then cooperatives can werk out
their marketing programme on the basis of marketing plan of individual
member farmers. Of course, on the cccasion of working out the marketing
plan, the ccoperative should predict the demand and supply situation
and also the prices in the market so that member farmers can adopt the
best possible ways in their management. The farming plan of individual
farmers may ccnsist of three factors: (i) planning of production and
marketing of farm preducts, (ii) planning of purchase of agricultural
input, (iii) estimating income and expenditure as a whole. If there
is no help by the cooperative in the field of farming guidance, it

would be very difficult for individual member farmers tc make their
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farming plan and as & result of lack of guidance activity, cooperative

itself cannct prepare its marketing plan and cennot give profit to member

farmers in the marketing activity.

3. The.gontent of farm guidance and necessary organisetion to promote it,

The content of farm guidance would be very complex, but it can

be divided into two categories, namely technical instruction ineluding
seed and stock improvement, mechanisation of farming operations and
disinfection etc,, and secondly management guidance including organisation
of prcduction systems and farming managements, etc.

4s regards the organisation for extending farming guidance, we
have some experiences in Japan and in India.

(1) Parming instructirn in Jepan is conducted mainly by agricultural
ccoperatives and by agricultural extension officers of prefectural
government, Although the status, qualifications and functions of the
two differ, farming instruction is their common task. The extension
officers of the prefectural government are working mainly for education
and propagaticn of new producticn techniques developed by agricultural
experimental stations and research institutions, while cooperative farm
guidance advisers are giving their services in economic matters relating
to farming. In other words, their work is closely associated with
business economics and facilities established for economic benefit of
members, There are some examples of agricultural cooperatives closely
collaborating with governmental instituticns in order tc reach the
common goal., For instance, take the soil imprcving system.

Prefectural union of cocperatives and prefectural marketing
(including supply) federation set up the liaison committee in collaborastion
~ with prefectural éovernment as well as the agricultural experimental

stations, The members of this committee arc specialised in scil and
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fertiliser, ordinary crops, fruits, vegetables, special crops, fa;ming
machinery and So on. |
The following matters are to be discussed in the committee.
(1) To select the crops to be grown on an economically
viable scale in the prefecture.
(ii) To design the ﬁlan for soil improvement and effective
fertilization.
(1iii) To examine the measures suitable for implementation.
(iv) To assess the results of its perfbrmancé.
(v) To set up the demonstration field.
The primary societies also set up the liaiscn committee so that they
can promote the movement more effectively and more concretely in
consideration of special problems confronting primary societies.
Therefore, here, the presidents of primary societies are requested
to play an important role in organising the committee and generally
they take office as the Chairman of the committee.
Main constituents of the committee are
(1) Farm guidance advisers.
(ii) Chief staff who are im charge of supply and marketing
sections of the primary society.
(iii) The leader of commodity groups,
(iv) Farm extension officers.
The functions of the committee are as follows:
(1) To hold the commodity group meeting and, if necessary
go round the member farmerd houses to explain the detail
of the plan for soil improvement and better fertilization,
(ii) Tc hold field demonstration with a view to check the

effectiveness of implementation.
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(i1i) To conduct a field survey and provide necessary
advice to the farmers from time to time.

(2) Experience in India.

Rao Cooperative Cold Storage, which is located in Indgre
district in Madhya Pradesh with 230 members, introduced the idea
of farm guidance services in June 1972. Sinc¢e the time of
establishment cf the sceicty, it has not been in a position to
market the potatoes stored in its cold storage and member farmers
themselves have transacted the marketing of their produces. However,
recently the society decided to market some part of the potatoes
stored through society and in order to get advantageous price in
the market and to profit the preducers, the idea of farm guidance services
was introduced, .
Farm guidance activity to be provided to the member farmers
includes the following functions:
(1) Soil testing
(ii) To give the necessary informaticn about the use cf
(a) fertilizer
(b) insecticides
(c) pesticides
(d) other agricultural input
so that the member farmers can utilise these materials

effectively and economically,
(iii) Tc set up demcnstraticn plot and show the

experiments to the farmers.
(iv) To introduce the idea of farm managcment among the
farmers which includes : producticn plan, income and

expenditure plan and fund plan.
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(v) To provide member farmers with necessary market information
(vi) To conduct the ccurse for family education
(vii) To organise the commodity group such as potato, wheat,
vegetable, maize ete. -
In the initial stage of farm guidance activity of the society, the
soil testing was performed. The procedure of soil testing is as
followss ‘

(1) To hold small group meeting and inform tge member
farmers as tc how to take the soil sample of their
farm field

(ii) Farmers take soil samples and bring it to the society
(1iii) Farm guidance adviser colleets those samples and
analyses it in collaboration with the specialist for
soil testing of agricultural college
(iv) After getting the result cf analysis, farm guidance
adviser prepares the soil prescription and informs it
to the member farmers concerned.

(v) Now, farmers are able to know the necessary amount of
fertilizer to be applied in accordance with the soil
prescription.

(vi) Society receives the order of fertilizer from member
farmers in advance and can take necessary steps to

get loans from the central cooperative bank.

7
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5. Finally, I would like to merbion again the importance and

role of farm guidance activity through agricultural cocperatives.
(1) Farm guidance activity of agricultural cooperatives

should intend improvement of overall farm economy and prcgress cf
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cooperative business by means of joint activities relating to
agricultural production.

(1i) Farm guidance activity of agricultural cooperatives should
be established by their own efforts and initiative,

(iii) Farm guidance activity of agricultural cooperatives should
put more emphasis cn economic aspects of farm management in order to
help farmers in increasing production, reducing production costs and
providing best possible marketing conditions, so &hat better economic
returns may be ensured. It is also an educaticn process to change
attitudes of farmers and create an interest and willingness among

farmers to improve their farm management,
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F1.0st evorything th~t hozpens ir t'ie surrcurd

jobe iv-s of thc cntor.rise
r the cecisions tekct rithi, thc esterprisc cifccts liquicity 1 one

my - r "aother. Ers to be ~nalysed.

Iorsures ¢f liguidity

O be sub-iviced in stotic ond cJynonic mosares.

Stotic me surcs .

Ticse use generolly tie bolonce-shcets ~s the brsig informtic-, "¢ be
oble t. inter.rvet t e tics taer~ugt Ynosletye kos t¢ be I oo
okout tae veluntic rulss ~p li~' for fetormi. ing the items oo Lae
b~lance~ghcet. CIften ~i°ficvlt if you ~ve ~ catsider. Trvs t-c rotios
“.re sh uls’ ke useer yory eriticelly,



2.3.L.1 Liquicdity rtio or rci¢ test or juide r-tio

Auick assets{= ¢~sh, m~rketalle irvestiegnts, sun ry dochbtors)
current li~bilities

Stond~rd = 1:1

—

2.3.1.2 Cur rent ratio

Current 1ssets (= quic’: assets + inventory)
current liabilities

Stancdayrd = 2:1

2+3¢2 Tyn~mic measures

These me~sures invoke not only thc b~l"nce shect butr ~isc tae 1-com
stotement., Thus the result of busiress is related t t2z 3 nancial
position., ne exomple

Jow meny deys is needed to pry 2 cebt.

Exrrple:
Qurrent ~ssets Tala 144 1~khs
curyent lisbilities T-k» 150 1-kh4s
ceficit T ke 15 1-~kas
Show _rofit Taks 1.9 I~khs
+ cdeprecintior 125 1~khs
31.5 I~ khs
16 .
— —— X 368 = 185 Mys = 6 mc ths.
31.5
3. cr1 t> corleulete the need of capitel.,

.

To c~leculate "ic h~ve to ~Alvide irtc t1- 7ro »s = yoi™irg e~pital
rr fixed crpitel.,

3.1 Jorkiry lapitel
Finonced by cw ecapitl ra” s~ rt-term crosit meinl .
The nced depe s on:
2) the t - --7er = total s-lcs

b) t~e se~scnal yoriatior i. Lusiness,

N
¢) the profit rprgin = the rrrgis b-tucen received ryrecat ~nd
exce-ses.
@) the rte ¢f turnover = ?otpl yeﬂrly's"les
the fast er the rate of turnovdlW $HPEMPERY s the capital needed.
The frster the rrte of turnover the smrller ree” tre
crofit rergi te be = cequal rcturn tc investc? ¢rritel.

.31 to erleul~te, ~ sinple oxfmple:

Fertilizer snlcs 12 lak's per yer = 1 1nkh/nc t.
v~rJyi on s~les price = 10%

Experses o1 s~les price = B% -

Tae fertilizer is stcrcs &y the ccopcintiv- ¢ ~vor-Je
threc months.



4e1.2

Tho fertilizer Wes to be prie tit-ir 30 d~ys ~fter ~elivery.

‘s o liguicity rcs rve 2,1 1~™" is nceded,
~) 12 x 7.7 = buyi 7 price

») the e pital invested it stoc™s hns ~ Tt~ of

itnl i
turrover £ 6

c) workir 7 oxp nses ~rc J3.08 x 12 1ok .g = 2,5 1~

<

d) t e turnovoy for Jce~%in« expens s = 1 timcs

12 x 0.7 + C.5

) 4

+ 9.1 = 2.0F 1lr™hs

S

Yor "rve gereiolly to take iito ~cccunt rony Aiffevent profucts

uith ¢differcnt mergins, scrsonal vyori~tion -nc¢ other

fluctu~ti.ns in soles ctc. Co plicrtes the coleulatior.

Crpit~]l nced for fixed assets.

Easier te cleulrte. Jencrrlly a detei led plo is me-c uz
ir“ivicdunl ¢ se ~n? esntr-ctors cenplcyed, T~ gJet lo~tis -

fin~ cinl plen ge cially a~s t. be mece.

for e~ ch

N-20 of crpitel is irrejuler. The sr-ller the e terprise the

rmorc irrcgulrr vill the nced be.

Fi.~neci~1 structurc

This relates t thc scurces of cavnit~l -ns its ses. T+c moin
scurce ¢~ be civided irte tv ~iffc cat rei greucs, v ely,
(xtornal ard interrel s.urces. s irtermctisry qrovp Is tie

ouncrs ¢#s itel, cre trented ~s extern~l cpitel.
gxternnl sources
1ni scurces: b~vks, government, the public -~ 4 omels.

Short=terr copitel

ininly ¢ *sistiny of cebts t. supplier, bills of excnh-.
Jonc f thesc scurces are rther uncertnis,

The sap-lies cdeperrs o1 the profitebility = < trust t.ac
entcrprisc ¢~ cremtoe with its sellers.-

Intercst genmernlly nct s’ but is part of tie pricc.

Lot ~=topm ¢ piteol
=) borrouc”
Tals is je eim1lly benks or othor irstitutions.
price of the capitel = irterest
hrs to be prin irrespective

gf ros lts,
*

tortgn ¢ s »lsc t5 b r~i? irrespoctive of res It, but

¢ of coursc bc replrecee by noy loons,

b) dm.rs e pit-l

&' bo cith.r shere copitl  r sovirgs.

—~
~ 1

cte.

The s~virgs s .ul” be looked upc =s cthor borroa.” o it~1,



4.1.3 -

i~

DN~

Share cﬂp1t"1 recuired by cneh mecber shﬂulﬂ be enrlcul~t
agecordins t. his use¢ of the coonerative.

* rough me~surc is 1is ~creorge, his cows, his amornt of loahs - te.

Is possiblc for = merketing socicty the best brse is tio
turncver,

The shrres coule be prie i+ full ox pert in cvsh cr/~n7 iz full
or prrt by usi g tie yeerly rofunds.

Intcrnal finsncing
a} prefits (surplus)

+Scne 7§ to b ~llocrted ~cecrairg to the law the rest can be use
within the cocperative ~i¢ soeiet, or refunded to its members.

b) Adcprecistion

Toos od¢ capitel if cepreci-tion chrrges ~ié.grerter ta-rn tie
actral Acerorse in value.

irin purpese is to Foep the enterprisc ot »n urc Anged physieal
capncity.

('otc:= The cfeprecirtiorn eh”-jes ~re mert to divide the
expenditure of ~n irvestment over thc totrl
ccoromic life~span of the irvestment.)

To kecep tie erterprisc cocper~tive it cn be argucd ¢ -t t e
ceprecinstion chorjces shoul” be ~.- o «r the replacencut=y- luc
instead cf tho 2cturl costs.

0 cter= Tnhe depveci°t40' chPrges ~ve usu*lly "ot vt into
a ban%, op siiilor, but uscd in the dr/=tc- ~"ay -ork
ir thc entcrprisc. Twus "rhea re-investacnt time
cimes, lloncy must be recde.rveilotle),

Feters offeeting fia~ncisl structure. ThuC compositic: ¢ the

scurces arc cnerally affccted by the fcllouging factors.

"vrilability of cenit-l.

In most cnses <=pit-1 is » sc rec rescurce. Tius the prislieon

is firstly t¢ flnd any sovrce ¢f copitel.

Profitbility. ) .

Tac crofitability of cwn capital increrscs waen the srrs

beir. Jert erpital ircrerscs ond roturr to totnl capitei Irvestod 1s

kigher thn the intercst rete . bhor orc” cepttal, T is i “icotes

thrt o-c scule try to borrou »s ruch capitel 2s possible in

t:is c»sc. The limits are sct -by risk-bering mud desc “z-ce

on outsicdc scurces.

Sceurity

Borrcred enpital is an unsccurc scurce. Too much extor =1
financiny mekes »r ¢ terprisa.str-njly Jdepe “eat or cxt_rnel
ajc cies (c.7. benks or jover rent),

l.orsurcs cof finecinl structiurc

The rtios hcic »rc exemples of mensurcs th~t ¢ be ~::licd. S
seid errlier cach ratio has tc bo ceritierlly analyscs” ~cecic1

t> cre mpplicetion,



%

[#14

[

(ox]

w=tis ~nalyscs con be usec¢ in -

a) comparing differcnt enterniisces vithin the sane
tr de.

b) annlysing the “gvelopment of a certeir rotio cvesrtinme,
a) Equity Zpitnl
Tctal capitrl

b) Lonjeterm debts + Eouity ¢ pitel
Totel crnitol

c) Zouity capital
Fixed 2sscts .

¢} Buity crpitnl 4+ Lorjy~torm cdcbts
Fixed assets

2ucgycting
* voery impertent tocl if sexicisly dome,
rMr o a) ple ¢ listic ~ctivitics t: ro-ch
POOCTTE AQTECT MRS ttsinable goale
b) concentration of the plennirny tc one puric '
c) delegrt. pouer
@) increasc cneh incivicusls invelvemcent.

The fully “oveloper buaget system contnjrs short-term, modium and
long=tcrm burg.ts, integroted ~nc reviged cortinucusly,

Short=tern bucgeting

By proj.cting volures =n¢ cost » yerrly strtement is preparcd.
The strrting point shoul” be the bottlencek in the opcration e.g.
the linmiting frcter.

i.cst possible the piosuction at farm leovel.

The burget tiue fizst yerr(s) con ard sioule be mace irn = crude
foim. B3uccessively it ¢~ be refined ~nd sub=ivided.

Burgeting eon be mee in such & ry that the inv lveowrt -ad
respopsibility of thc ompl yces =re irerersced. Thus it is ~ mesns
of “elegatio. of powcr, nud botter motivation for ~11 riring in

the cnterp:isc.

The bucget is not o progrriuc but a plan,
If ot fulfilled, ask first why?

Lo z=tcrm burgots,

The longetewm bu”y ts will deve t be wO0rc rough thon the short-term

UC S,

&

2ifferent inyestment ~ltermmtives.
VYonrly (otlenst) rovisions nceded.

Leng=ternm burgeting shouls be used t- judge the pricrity arder of



5.3

Licuisity burgeting.

F-rcersting of incomes ~n” cxpeniture ¢.g. fcturl
mcney treasaction.

The lig

budgetin

.
1
~
Z

ity bu~gcting nced extreme s"ort-torm. -
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Question 1 - BShould marketing cooperatives broad-base
their operation? Give reasons ifor your
answer. JIf the answer is yes, explain how
its operation could be broad-based.

——— . e

Observations & Hecommendations of the Group

After due consideration of the term "broad-based”
the Group felt that operation of the marketing societies
should be broad based for economic reasons. This will
enable the societies to maintain continuous touch with the
members. So the members participation in the affairs of
the society will increase. The societies will take steps
not only to stablize the prices but also to ensure fair
price to the members. The price incentive will also
encourage additional production.

But for certain limitations, the Group felt that
in the beginning the marketing cooperatives should deal in
some selected agricultural items keeping in view the
availability and suitability of such items.

There are above 30000 primary agricultural
cooperatives in Bangladesh. They will actually serve as the
ma jor procurement base of the marketing cooperative
organisations.

The agricultural credit cooperative organisations
are already arranging supply of seed, fertilizer, fuel for
operation of the power pumps and pest cides for their
members for increasing the production. They can also take up
plurical supply of such items.

In the marketing side these societies can take
up the procurement of members produces (selected items) and
work in coordination with central marketing societies. The



process of marketing operation way be as follows:-

(i) Fixation of Price -~ Procurement price will be
fixed up by a committee with the representatives of the
central society and the primary societies of the area
considering the prevailing market price keeping in view

the need of adequate price incentive to the grower-members.
The representatives may require to review and refix the
procurement price if needed.

(ii) Procurement incentive and transport - The
central societies may allow a fixed commission to the
manager/office-bearers for procurement of the produce and
delivery of the same upto the level of the arranged

godowns. Purchases at the level of the societies may be

on cash basis. Central societies may arrange neéessany

fund for this. At a later stage the members may feel
encouraged to repay their loans in kind and also to deposit
their produce on part payment basis.

(iid) Storage & Marketing - There are some”godowns

at the level of the central societies, they may also hire
and use some godowns. <[ney also can coordinate and ensure
use of the available godowns at the level of the union. For
safety and security of stock in sucu godowns, the central
society will have to engage capable man of the area who
will work under the supervision of a committee to be formed
by the central socdiety in consultation with the local
societies. The in- ividual members may consume some portion
of the stock in the off season. S0 the anticipated surplus
may be sold out to the gov@rnment/other coopevative
organisation as the case may be.

(iv) Processing -~ The central societies may undertake
processing where such facility is already available. They may
also expand such- facilities ;t the level of the central and
primary societies. bmall hasking plants at the level of the
primary societies will be helpful to the members and will
increase ihe supply of fine rice. At a later stage all such
small hasking plants may be handed to the primary societies.
(v) linking of producers cooperatives to the
consumers cooperatives - It.is possible to link up the
producers cooperative to the consumers' cooperatives in the
urban areas to eliminate middleman to reduce the cost of
marketing and brofit margin to secure the interest of both
the producer and the consumers of the items of agricultural

produce.
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Question 2 =~ Discuss the difficulties that may be
encountered in applying Cooperative
Principles under conditions prevailing
in Bangladesh.

The Group felt that out of six Cooperative
Principles thcre is some difficulty in application of
items (i), (v) and (vi).

Although membership is opeﬁ it is not always
voluntary, some motivation is needed while enrolment of the
new members.

The plurical facilities of the cooperative
education is limited mainly to the extent government
assistance. Lack of general education is the main
problem. The cooperative organisations do not have
adequate profit for carrying out independent educaticn
programme. Due to certain internal and external reasons
the cooperation amongst different types and tyres of
cooperative organisations is considered by the Group
to be inadequate.

e iy Pt . SO Y S . ) o DO G St
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wuestion 1 - Wwhat should be the pre-conditions of making
a primary marketing cooperative viable?

The Group suggests that the following are the
pre-requisites for making a marketing cooperative viable :

1. a) Marketing of the produce should be the felt
need of the farmer-members.
| b) Members willingness to form the marketing

cooperative.

c) Members kncwledge and belief in cooperation.
2. a) Volume of the produce of the membersand the
potential members shculd te gdeguate.

L Teewo. o1 wempers should be adeguate.

c) Theré should be commonness of the objects of the

members and econoiric cohesion.

3. a) Principles of Cooperation should be followed
by the members.

b) Peopl: having confidence of the members should
'be entrusted in the management of the society.

c) Efficient and honest personnel should handle the
" business of the society.

s

4. a) Transactions of the society should be intensive.
b) Scciety should wandle multi-commodities produced
by the members.

5. a) There should be coordination between the primary
c~ocicty and its hisher Lier. -

" b) Higher tier should be in a position to make
certair facilitiec available to the primary society at times
of need. .

(1) Creait, (ii) Storage, (iii) Tramsport,
(iv) Processing, (v) Market intelligence,
(vi) training, etc.
6. Some general utility services should be within the
cavll UI (ie =0Cicly <¢.8. evocowriCluvy, road, river, better
communication.



To ovociety should be financially sound by raising
funds through (a) share capital, (b) regular savings
deposit of the members, (c) ploughing back of the profit.

8. Development of certain facilities within the
society e.g. godown, transport, processing, grading etc.

9. a) Members should be discipline abiding.

b) Members involvement in decision making.
10. Sufficient scope and market for disposal of the
disposal.

Question 2 - Discuss the difficulties that may be
encountered in applying Cooperative
Principles under conditions prevailing
in Bangladesh,

In respect of the issue "difficulties that may be
encountered in applying Cooperative Principles under conditions
" prevailing in Bangladesh", the Group is of the opinion that
there are no difficulties in applying Cooperative
Principles in their real spirit but in certain cases some
difficulties may appear as noted below:-

1. Taking advantage of the Principle of Democratic
Control of cooperative societies, some influential members
in the society either.get them elected repeatedly to the
Managing Committee or remain in the management of the
society without holding Annual General Meeting. This
violation of Principle becomes possible because of the
absence of the awareness of the general members.

2. Bangladesh is facing acute food problem. The
country needs much increase in food production immediately
by making certain facilities available to the farmers such
as power pumps, deep tubewell, shallow tubewell. The farmer:
are required to use these facilities in groups in the
form of coop-ratives. If the voluntary participation of
the members is to be awaited, the increase in food
production may not be attained within the desired ftiwve.
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1, I'r. KU, Fazlul “hque
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- Outline the important factors that should be taken
intc consideration in drowing a mnogement plor at
the primmry society level wi th specinl reference
tc linking production pl=an with marketing plan.

1
- s v

The problem is to match the targets cf the production pl-n

with the marketing plon of n primary scciety. Such targets mry be

scescnal o d

arpurl mPy also cover much lorger peoriod of time.

For the purpose cf ~dopting 2 mrnegement plon of ~ sceicty it is

necessary to

invite the prcduction pl-n from the incividurl membeis. In

such producticn plerns the members will “sve tc mention at lovst the

following irfermrtion:=~

(2)

)
(c)

()

srea of l»nd; porticul~rs cf sceson~l crops propesed
to be raiscd; cxpected yicld, markote Ble surplus Jte,

input requirement; servicc requircment; facility rcouirement.

rcs urces =vailable; fir-ncisl »ssistonce nceded ~ftor taking
intc account thc h~rvesting expenses.

prrticulars of estimrted i-come; estimPtcecd expenscs;
and sersonn]l and snnu~l surplus.

Becruse most «f the members ~¥¢ rot cduceted, they h~ve to be

allowed to submit the informtion verbilly ard the sociéty will take those

written.

Then =11 the members will sit teogether t  scrutnize tho

i dividunl procuctior plons in » speci~l General Meeting, It is rccessery

tc hrve the ~ssistance uf a technic~l person for secruitinizing ond

approval cf the individunl production pleans keeping in view their past

performrnees. The genernl body shculd nlso adopt adeguate me” sure to



crisure proper implcomentetion of the incividual production projr-mmes.
In ccmpiling the indivjduﬁl targets, thc society gots its own
target in respect of - | ,
. P
(i) requircment of inputs
_(ii) recuircment cof credit in cosh
(iii) cstimerte of total yigk , marketablc svrplus , o ¢
.1 (iv) »1so the gstimrte of the quentity of the produce
thnt thc members w.uld 2ctunlly reouire to merkct.
Sc, the procuction ane merketing programme of = society may be »7proved
together., But in the prcecss of implementation of the approved mazketing
programme which will come 12ter the eff ctiveness cf the production
programme will have t. be correctly cvoluated. "fter nrking tle rough
estimatce .f production, t'e procurement =n¢d sale projrrmmc mry be

finalised,

" ey o v

Question 2. - (hat typc of assist» "ce morketing cooperative shculd
receive from government in order to develop tieir
activitics whilc mrintaining the cssentinl autcnomcus
chmracter of cooperntives?

Tais is rathor » controversial nroblem, The Grewp felt tant if
tic cooperativcs werk or its owr plen wit. goverrment assistarcc its
~utcromy c¢*rn be mairt~ined, i.e. they will take government mssist~nce tc
the extent ~nd for the period it will ~ctunlly rcquire such »ssisisn ce,

But if the couperstives work on » goverament plan it cernot
mintain ti.c full 2utcuomy,

In the present situation the fellowing government sssistrsce

nrre needed for the growth of the marketing cioperatives:—

1, Stability ir price level cf the agricvltural items; price
incentive, *

2. Prrt fin~nce. (short-term ~nd long-term) for processing,
tr~-sport, workirg capital agrinst mortgrgc cn liber-l
basis.

3. fpke =veilablc technical kvow~how and treined mar for

short period.

4, Free training focility for the opernticinal peisumns,



5. Grant libein»1 licence for processing units.
5. Tax remissic.,
7. Subsidized trousport frcility for the gccds and

surnlics tc be handled by the marketing cooperatives.

Such focilitics ~re likely tc help the growth of mriketing

cecperatives without curbing their autonomy.,
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3. tr, l‘usleh Uddin I ember

4, Mr. So¢ull~i Caoudhury tiumber

Nuestion 1 -~ Discuss tiac operrtiovnl problemws of »
primary mrrketing cocoper~tive society.

Thac Group felt thet the primary merketing cooperative
g cicties foec problems i+ the following fick s in their oper-tions :-

1, LEL.BELS

(i) I i "orerce of the mambeis to the =ctivities of
tie oclety,

(1i) *bsc-ce of iivolvement of the mowbers in the
occtivitics cf the society.

2. PECCUEHE'T

(i) Insufficiont supply or ro-supply of thc pr.duce by
tac members to the socicty for merkcting.

(ii) Focr aal ity of the procduce supplied by the
members to the sciety. :
3. LIMGELENT .
(i) rbscnce of cnafidence «f the genernl membeis in the
menagement of the socicty.

(ii) Lrck of business experience and acuten in the
mombers of the lamw ging Comnittec.

(iii) Lrck of honesty »nd si:cerity of mest of the
nonbers of the mnaging Committee.
(iv) I'Cabeis® drvolvement in the policy-mrking is
in~dcquate.

(v) Inadecurcy of the troincd nnd officicnt stoff »nd lrek
cf honesty ~ud sircerity cf the staff.

.

i

(vi) Formrlities rcquired t¢ be obscrved sometimes crortu
difficultics.



3, FIN'NCE .

Own Fund: (i) S~vings - :ot sdequrtely forthcoming
ii) Shorc c~pital - not upto the requirement of the business,
(iii) Profit - abseut cr inndequato.
Cutside Fund: (i) Credit facilitics rot mvmrilarble for ~11 mrrkoteb le
~rocuce;

(ii) Crcgdit not aveil~blc upto the requivenent:
(iii) lredit .ot available ~t the time of necd;
(iv) Post perfcrmance ~f the primrry mriketing society,

in most crses, is rot cereourr ing enrough to ~ttract -
cutside capital.

4. oo EBIIATI

(i) "bscree of acecurt support from the upper tier i- -espect
of (a) gnicd-nce, (b) finrnce, (¢) focilities, (d) training, -nd
(e) infoxmeticn,
5. F"CILITIES

l'ost cf the primrry mrrketing societics do rot hove the followirg

f~¢ilities ~t thcir commrng fier their proper opcr-tior:.-

(i) Tr> sportotion
(ii) Soduw. ~rd stor-ge
(iii) IPrkct irformetion

e SIN DF:DISTTICN

(i) piffcience in Jeights "nd mersurcmerts crerte
confusion,

(ii) The system cf grading, grodtior is rot properly
f.1llowed.

7. (DIKETI'G CEMVEL

(1) "bscnce of appropriate nr¢ smooth chenrel for tae
disposal of the produce of the society.

(ii) Upper tier not mctively prrticiprting in the merkcti. g
of the member primery socicties.

- —— o 8 -

Juestior 2 -~ lhet typc of ~ssiste. cc mrrketing ccoperative saculd
receive fror ‘government iv order to develep thcir
sctivities, w ile mrint~iring thc essentinrl »ut-romous
cher~ctar of cooperatives”™

I the opinior of the Group the-followi~g 2:¢ the types cf

~ssistance thc morketing cooperntives should receive from the govcrnment



in order tc cdevelop tacir ~ctivities while mrinteining their
gssentinl rutonomcus cher~cter.
1, F"CILITIES
The mrrketing cooperntive suld reeeive ~ssistence from
the govermment ir respect cof the follewing:-
(») crcdit
(b) ™rot.using and storage
(c) Trninirg
{d) Suicdrnce

(¢) Irrket informemtion
(f) Techmical knca how - trained pors.nncl.

2. (VERIE"D F"CILITIES

() EBlectricity, ~nA

(b) Commuric~tior, where possible.

@)

The government mey »ssist the ¢ operntives in designing
ai.d prepering development plens.
4. SUFPLIES

gy facilitrtiry the supply of inputs and cauipment to tie
merketing cooéor«tives.\

8. ["LETT'G

(i) By finding cut mrrket for the ~gricultural merkcting
coope ~tives wi thin nd cutside the country.

(ii) By providing tr-ding frcilities in respeet of shipping,
informr tion ete.

5, PREFELE CE
By giving preforentinl treatment in respect of (a) purcise
frcm the e rketing cooporntive, (b) snlc to the mrrketing cooper-tive,

(¢} trnging f~cilitics c.y. imports =1d exports, busiress liccnce etc.

7. GCVER'LENT F LTICIPTIN

The government mey participrte in the shhre capitnl of the

mrrkcting ccoperatives waere the mumbers of the scciety sc desize.
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7))

ice tify tac functions th~t are requized to be pori.rmed
at differert steges in tie mrrketing process in ressect of
(n) purchose ~nd supply cf fertilizers, (b) merketing of
(i) foodgreins, (ii) fruits & vegetahles ~nd ccnsicder the
types ¢f feder~1 services thot might be needed =t
prriiculnr stajycs,

4 - e ——

~.ostion -

o]

[N

Jertilizer

Supply of fertilizer ot prescnt is mede ayai lablz t.rough
c-operrtive societies. Thae spply of piocuction input is linked up underx
thc supervised credit programme f the coper~tives in coordinotion -vith

Eo".0.C. wio supply fertilizer »t Th~ » level ~t subsidised Zovirnment

o ice.

*t present tie followi: j difficilties ~ve houwev.y
being expericneced:-

(i) S.metimes »cdequatc @ nply is rot ~y~il-ble.

(ii) ilost of the Srmmboy~ 3o-ities 2~ve not been given

fertilizgr cdealersiip s a result membe s frce

difficulty in procuring fertilizer from the
in ividu~l derlers.

The process of estimrting the requirenent of the s cicties

15 beer discussed in enrlicr Group report. So we mry teke tict the
gelcty ws a. ~nauel torget of required inputs. The society will

subuit its total reouirenert tc t-e central cooperative bonk. The

central brnk (seeondrry) will compile tiae recuirement of its ~ffilited
sceieties ~nd submitit to the apex bark. Tic mpex brnk will reques
tic B.M.P.C. to mmke =vnilable the required quantity of fertilizer etc, -t
Tinve vpoints sn¢ »lso will ~rovide necessnry fund to the centrrl cocpermtive
braks for issuing loons to the sicicties in ¢rsh for labovr ~n¢ it credit

voucher (i.c. an authorisntion to deliver the input on credit uncertoking

pov..nt) for procuction iiputs (seed, fuel for irrigotion anc fertilizer)



The ir¢ividunl members get thesc supplies from B'DC Thena ‘leadquarter

Depct on presentation of the credit vouchers.
In view of the ¢ifficultics mentiéhcdtrbove, Tex benk
sioulr toke sppriprirte me-sure ~nd negotirte with B'DC to ensurc
~yo "lobility of the supplies »t Thane Jodow in time,
The fertilizer dekership sho 12 be to%ken over by tiho
primary socicties for the benefit «f the members ~nd to encourcge the new

members to join cooper~tiv-s becausc thcrc is hervy derrngd for

fertilizer it the ¢ untry side, »s first step towrds trking over the

-
wne gement of the E°DC Supply Depet ot Thono points by tie scce,cory
1

sccictied, Firnmci~1 reoees c¢f =11 such operrtiorn will be proviced by
tic central coeperrtive brals (seconcd~ry levell,

[rZeting of Feedgroain

Suggestions hnhve ~lrerdy becn rpde in our carlier griup

renert about rrocurement of foodgrmins at the level of primery socicties.

(@) The socicties 1i1l procurc the foodgrnins frem the
merbers ~n- ~rra je delivery of the same »t the sceond-ry
level,
k) "rrapqge to sct up sm=ll 1 sking "ng othir precessing

ploi ts for the benefit of thc f~rmeis ond encourrgi.g
the supply of fine rice,

{c) Tic procurement mry be «1 ¢ st besis, port prymet
brsis, "nd towrrds recovery of the lo~ns,

Thc secoi d~cy tier will toke the fcllovirg steps:—

() Stering, mrk ting ~no processingy s the c°se mry bo,
(ii) . Fin~ncing the procurement =t the prirmary level.
(iii) y sk for ~11 .ccessry frcalitics from the apex loevel
+ org isctios,
(iv) Coordirnte the ~ctivities of thc primrrics ~ng =rovide

~11 necessnry feeility s rry e nececdcd by them.

The 3cx level orgr-is~tion ill coordirrte the ~ctivitics .{ the

3

seccndhry level crghrisrtions and

(i) provice mrket irtelligeace
(ii) ~rr-ngc firmnce cr 1i.k up the firn~ncing sources
(iii) exr~1ge ~11 possible goverament rssistruce (Circet/i. circet)

for the nr rketing cooperatives.
(iv) take steps for ~ctivising the scecundrry units wheneve? alecessary



(v) rrovicde ~dvisory ~n¢ tecinclogical ~ssist-nce
(vi) ~rronge trnirning f~cility
(vii) assist the scc.ndnries in preporing the fersibility
and cvrluntion reports for facilitnting financinl
and mrnagenent contrel,

I'nrketing of Fruits & Veget~bles

For t~kirg up merketing of sclected items of fruits enc
vegetables new s cieties will have to be crgm ised ir selccted ~re-s
wherce there is adequate supply source. Suitable stornge focility is
necessnry ~t the level of the primmiy socicty in respect of
vegetables while storage (ircluding freezing plort), ;rocessing mn¢ groding
f~c*lity in rcspecet of fruits is necess~ry 7t a ceatral pl-ne of primery
s cicties. Twe re shoulcd be arrangcment for quick tr».sport a~nd
rr rketing. FProb~ble functions of the upper tier mey be more or less

s~me »s discusscd above,

pk/
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1. Mx, S~lelh Uodin Ahmed Chrirmen
2. llr. Sadullsh Chowdhury Secretrry

3. 1 r. . K. Cioudhury
4. Ir, Md. Erkub *1i Khan
5. fr, 10, Vosleh Urdin

Question -~ Icdentify the functions that rre requircd tc be perfermed

2t different stnges in the mrketing process i~ respzet of
(2) purcirse nvd supply of fertilizers, (b) mrrkzting of
(i) foodgroins, (ii) fr its & vegetables anad consider the
types of federal services th~t right be needed =t
prrticular stages.

- o vy e v man

Mfter due ccnsider=tion the Group is of the opiricn th~t the

fellowing functions »re to be performed by cifferent tiers cf cocperntives

in respect of purchnse =:.d supnrly of fertilizers:-

PLIIMRY LEVEL

1,

4.

[9)]

[
8.

to 2ssist the member i: prephring the procduction plens and to
deterrine the requi:ement of fertilizers of cdiffe-ent kinds for erch
frrmer,

to collest individurl production pleis and censclisate the totnl
requircmert s of the frrmer.

(2) to subrit the consolidnted recuirement st2tement to tiic upper
tier =i ¢ the fin~ncing institution

(b) to preprre the stotement for istributicn of fertilizer
tarough credit »nd in c~sh,

to arrar gy godown f-cilities for storing thc fertilizer iv the
primary/village lecvel,

to arronge te receive the ~1llotment of supply from the store of the
scconcnry society/BTDC.

to ~rrange funds for lifting the fertilizers from sec.ndery
society/B’DC from fine-cing institutions e.g. Central Coogerative Bink,
Sec.ndrry/Mational loiketing Society, Commercial Bank.

to arrange for proportiorate and proper distribution of fertilizers,

to supcrvise the proper ut ilizntion.

SECI'DARY LEVEL

1.

tc consolidate the statements o requirements of fertilizers of the
primery societies nnd to submit the same to the nation»l socicty
»vd to locnl authority of B'DC.


http://subr.it

17

tc arrage ior, furcs fr-m differcrt finrncing institutions
¢.g. Centr~] Toope.ntive Brnks, Bongledesh Jotiyn Samabaya 3k
~ijd Commcrei®l Bark cte.

to arr-nge for sterrge for the fertilizers either in the 2/DC
godowr. or in its owwn Jodown.

(1) vo ariruge the timely, proportionnte =nd proper
disiribuciov, :

(b) to prr-nge fcr proper supervision of the distribution.

to arrange for treusportetion of e~rrying fertilizers to ~ud
from cifferent distribution centrcs., ,

o determinc the distrikbution price of the fertilizers angd the
rate for trrnsportniion,

A - s . .
to pvovice trrining facilities in respect of reecrds keeping, ~ccounts
mrintninieg ~nd ccrrespordence cte, for st~ff, office bearers
2. d members of toe primary socicties ond for itself,

PId10 L LAV EL

1,

2.

[

(¥

t¢ reeeive ave exanin . che consolidated stotemcnts of requiremcnts
of the zcecondrry soeictics.

o regotinte wit: 07 ZDC qutierity in respeet of the nvailebility
of the required qu-viity cof fertilizers. )

to dc-crwine the o Icention of fertilizers to different secondery
societics xceping .m vxow the aveilrbility.

to neqQLzin’ e w o secthdrvy sciety in’ respect of renlizatior and
distribution of profiils nrmeng the diffcrent tiors. ’

v .ale up problionmg, I -ny, with the government whenever necessery.
to provide relevent irformrtion “o lower tiers.

16 ex.m 3o o vhe rpnining and guidence tu the stoff of different
tiers.

to negotinte with thae B'DC/ overnnci® in respect of the storrge
facilities, "t

tc avyaran nnd negotinte «ich the different ivstitutions ~nd
organis=tiocns in rcspcet of providing fund to the lower lecvel,

Mter ~uc comsicerrtion the Group is of the opinmion th-t the

"following ifuactlons are recuired to be perlorme? by cifferent ticrs

of t.ae coeper~tivis arc cifevent strger in respect of mrketing of

(1) foodgrnire fii) Frivs & yegetobles,

1.

PLINIRY « ~

to nssces the npriot:ble produce of the membors and te estimatc
the volumc of procuces to be mrrketed through the society,



2. to orrrnge for proper storage frcilities. Specinl arrangewents ~re to
be mde for storge ¢f fruits mnd vegetobles. {

3. to pool the procuces from the members »ng to arronge for the'grﬂding.
sorting, Gr~cding ~nd sorting is tc be strictly obhserved in thc cese of
fruits and veget-bles.

4, to arranjc for the proper preservation =nd proccssing.

B, tc nrronge for finsncing to the mcembers ~gainst the produces deposited
with the goeiety.

5. to collcet mrrket informrtion.

7. to negotietc with the seconderry society in resoect of the mrrieting
Jrecedure, finance »nd transportation,

(Q4]

« to srrwige for training for the st~ff ang office berrers in respect of
nccounts mrintsining, rccords keping, hondling ond prescrvotion of
perishablc fruits ~nd vegetnbles.

9. to firc¢ mrrket nud to ~rronje for the sale rt profiteble priccs.
SECCMD "RY

1. to deternine the vclume of mrketrble produces cf the member
sccieties.

2. to nrronge for necessary funds for m rketing operntion of the
primpries ~nd fer the society itself fir purch~sing, storing ctc.

3. tc arrarge for cclleetion and tr» s portntion.

4, to arrange fcx the grodetion =nd stornge facilities (specirl
~rrangement siculd be mrde for fruits & vegetnbles).

5, (n) to fiid out r rket ~nd to neg tinte with the purchrser,
(b) tc sell out =rd to clear out the accounts.

5. tc arreuje for the troining of tae steff ~nd office benrers of the
society “nd ~s well »s for those of the primyy societics.

7. to keep cortect »nd negotisrte with the pex socl ety ir respact
of (a) tr~ining, (b) wrketirg informetion, (¢) stornge, ~nd
(¢) probl.oms wien nriscs.

C. to estnblish processing plrnts speci~lly for fruits =nd vegcteZles
wherever fersible.

M"TIG ML
1. to eollcet ~nc disscnin~te mrrket informetion.

2. t. find market for the mrketable procuces cf tlie secondary zid
primry socicties.

3. to negotintc ~nd arrriige for funds wdth different financing institutionms
for the marketing of mnrketable produce by the seccndriies, the
primaries and for itself,

4, to negotiate with c¢iffercnt ~gencies for providing storrge,
transport~tion ancd eouipment (espceirlly in respect of fruits ond
veget~bles),



5'

() to takc up problems, if eny, with the government.

t

(b) to influence the government's marketirg policy.

to wovide trrining f~cilities for the staff, office berer
and members of the primrries, secondaries and for the =pex
itself, (speci®l treining is required in respect of
mrrketing of fruits and vegetables).

to nrrange 2ud establish the processing plonts for certain
fruits =nd vegetables. :

e D A SV s g W S S N U B G O Sy
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"1, Mr. Sunder i Miyen Caairmen
2. Mr. "KM, Fazd ul doue .. Secrotary

3. {fr. Md. Frzlul Hoque
4, lfr, #d, Nurul Hoa~ Khon
1 . A
Question - Ifentify v-orious cost itéms involved in 5ssembling,
stor~ge and transport =nd ~iscuss hoJd t¢ reduce taem
Wi, th specitl refcrence to foodgrsins mrketing in
Brngladesh. .
"'""""3" '

1., Cost of assembling

Preliminary axrangement ard publicity, cost of prcking mnterial,

[ P

cost of procurcment labo 'r and travsport, cost of temporsry storing
ot primory level, cost of lifting to the seccndary level, pryment of
ccmmission to the proucurement agent.

2. Cost of storirg & processiing

Proposed ~t secondary level - cost of storing br pocessing
ond mnrketing, cost of piocessing and grording, loss duc tc prob-ble
s“ertage, cost of security me~sures including insur-nce, cstoblishment
expenses and wages, deprccintion Aand rent interest on borrored
cp ital,

3. Trorsport Cost

At gisposal point - cost of 1lifting and hondling, cost of
crrrying te the merket, tronsit insurnnce cost,

How to mipimise cost of nssembling

Bulk »nd quick procurcmert should be made., Indivicual
resporsibility should be fi xed up to minimisc shortrge and weste,
Stock should be lifted tc the secondary level promptly to

minimise the risk of loss.



How to minimisc cost of storing & processing

The stcck should be sold out quickly as far ~s prrcticrile
to sove cost of storing, sccurity interest on capital as far

s practicnble.

;0w to minimisc the transport cost

Bulk quaitities may be sold to mirimise the cost of

trnasport 1t the point of selling,



Qucstior

lo
2.
3.
40
5.
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lr. .M "HMusleh Uodin Chrirmon
['v, Erkub f1i Khon ocecretnry
lire ¢.K. Choughury

I'r. %dull~h Crovdhury

khre S0 lek Udin Mhned

\

Iei tify v~rious cost items involve¢ ir ~sserblinyg,
storsge ~nd tr-usport ~nd discrss hoWw te reduce
them wita special reference tc food gr-irs marteting
in Bonglacesh,

*fter due cousiderrtion the sroun wns of the opinion tant

the following ~re the items of costs in respect of the mrrketing

pr.cesses, n~mely, :-

1, "3SEIBLING

)} Collection cost

b) Container cost - special bags in respect of foodgr ins.
¢) hancling and labour chrrges

d) treoasport cost

¢) gace cost

f) weighing

g) wrstage ~nd shortage

) ond the irterest o the borrowed fund for the purp.se,

2. STOR’S

a)
b)
c)
¢)
e)
£)
¥)
h)
i)
i)
k)
1)

gocdowir c.~rges

sorting cost

p~clirgy cost - bngs i, respect of foodgrrins
hrndling ~nd lobour ch~rges
shortrge

damr ges ~nd west~ go

mrintais ence ~nd supervision
pilfer~ge

insur~nce cost

security messure

risk of f»11 in price
intercst on boriowed fund

3. TETISPCRT

a)
b
c)
&)
e)

£)

q)
h)

cost in respect of assenbling, storing =nd transportation c~n be

space ccst

hhndling ond lrbour cirrges

damge ~nd wrsthge

specinl facility »t increnses rate
shortage

pilfer-ge

insur~nce cost

intcerest on the berrowed fund

The Griup ~lso co:sidess thot the above mentioned items of



reduced c.g.:=

i) .the volume is large

ii) the quality is uniform

iiidthe number of collection times cav. be rccduced
iv) the ecoonomy in the use of transport cn be schieved
v) the c.ntainer of Jdur~ble nature c~n he used

vi) the space/stere is owned by the society’

viidthe better supcrvision nrd better maintainence

!

'

The above mentioned economy c~n be ~vailed of if: () the
m?rketing activities of the society be bro5d-bnsed. (b) there is
ccordin~tion nrmong different coopei~tives nnd between the cocperntives
of adifferent tiers,nnd (¢) efficient nnd modern mech~nised mctiocs

of h~ndling, trrnsportntion, grodation ~nd stornge is used,
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1, Bir. MK, Fazlul Bague Casirman
2. [fx. !¢, Nurul Jor~ Khon Secretary

3. Prof. "zrrvl Jdoue
4, I'r, ilosi~ "1i

Tucstion 1 ~ PDiscuss a"¢ cutline a quality pryment scieme
thrt succcssfully could 'Be ~pplie” for
fruits (bar~n~s), co

The sroup consicered the scieme and its applicebility in

Zrrjlacesh s tuntion (fruit, barana) ir great Fetails. The pfecc-dition

sct forth i the paper of lx. Jpkelius ~ve presc.t. Eut the Group

felt thrt the term “quality" has wider scnse, Besices reputatior of taste,

smell, form, colour, size, the.e is dilfercuce in rrocuction cost ~u~ time,

ciffeiesce i perisiebility, cdiffercnce in qualitative losses, Eui because

»

ta

pe

ie¢ is s.ort supply of fruits and poor prying crp-d ty of the mrsscs,

t.ic quality pryment incentive may be applicd in such » way thet it brings
~rdcitional production to siit the poying coprceity of the comren pcople
where nunber of eonsumer is large. 7VitS the incresse in the i~c-mc pattern
the quality poyment ince tive 4ill have to be rerrranged suiting te the

rcevirement of the lsrger number ¢f the consurers.

Tucstion 2 -~ Piscuss =i/ try to idertify siturtions uwhe~ qunlity pryment
ci"ferenti=ls should be (i) ircreased, (ii) equal to, a-d
(iii) less tbap the preveiling in the merket. 3ive cxamplcs.

I. L crense in quality prym:nt may be rocessary when -

a) cffcetive aggreyete demng for = particuler
quality ircrenscs.

b) supply deteriortc due tc various rerscns including neturnl
calamity.

¢) cost of primery p cductior incro~ses.
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1, Mr. P.K. Ciordiury Car~irmarn
2, Ir, S~lea Uddin fhmed Sccretary

3. lir. 3»cull~’ Choichury
4, Lr.Muslenr Urdin
5. I'r, Eekub #1i Kian

v

estion - Discuss »rd outline » quality prym-nt scieme th-t
successfully c.uld be applied foi foodjyr-irs(rica).

)

By quality p~yr= t scheme e ricon the systom of poyme t
of wrice tc the jrovers at fiffcientinl r~tes for the protuce (rice)d
of different quclitics o as to give incentive to the growers ts
produce crep (ricc) of better qurlity.
Mter due ¢ sider~tio the Sroup reccommended thrt the
follouwing mersures ca: be irtrorucecd in » successfel wey for implceme tetion
ol tiac quality pryment scaicie,
I. tc stucy the consumers's prefirernce for the rien ~F o
i. cifferent size
ii. different colour
iii, different teste
ir. Aifferent flawour
Ve diiibfevx [T
II.t cercduct extersion or” -
i. tc popul-rise batter quality smony pioducers
ii. to popul~rise bett-r quality ~mong ccnsuners
iii. to publici~» *mr romrnyntive yotes of different quelities
iv. tc produce for better quality crop (rice)

I1I. to fin¢ out standard patter~ for different qualities

IV, to find out the effective methods of differentirtion of
qualities cf different stendords

V. to determine the price of rice of different qualities on tle
besis of :-

i. dewnrd for the type of quality
ii, availability of %he type of qunlity
iii. cost of production
VI. to arrange for propev ~*t~ 2 - ! mwerowy tie -mwetem for vice
of giffeovent quul..ies.



VII. to arra.ge for proper plece ~nd cdemonstrotion of cifferent
quolities i. mprketing channel.

VIII. te give ar incertive price.
1%, crsh prynent syster for guality rice

%

X. to give preferentinl trestme -t to the procucers of qual ity rice
in respoet ¢of =
i. supplies of better seerfs
ii, supclies of irputs
iii, crecit frcilities
iv. guid~vee ang training.

o s g gt ssnan S

Questior = Try to list nnd exrmine the different sources for
mrrket inferrrtion aveilable ir Bangladesh.

Tie sro.p feels tae felloyiryg medin tareugh <hich mrric
infoc wetion can be avriled i B=' glacdes -
I. Iti. rry mcichinrts say: Forin, Bopori etc.
11, oryccis ~ crlled Mratds
III. rts (villaqge mrrket pl-ces) and urban mprket pl-ces.

I7. (2) Cfficexrs of the "griculturnl Ibhrketi g Directorate pl-ccc
at Qdifferent levels.

(b) Agricultural Informetion Pirector-te.
V. W.oles~lers at busiucss centres.
¥I, l'cuspapers '
TII. Racio ,
VIII. Pgriculturrl Journnl "KKISiIKﬂTHfh

7. Burearu of Statistics

X. (a) "gricultursl Coopgi~tivc I2rketing
(b) Coope:ative Jeurnal "STIPBAYAM

The teit one may be uged as the most useful source, niclh

mry use the scurces mentionca in scrinls I -V,

s St g S > e .
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1. llr. Sunder Ali iiyan Chairman
2, I, Lohsin Secretary
3. ALK, Fazlul Faque

4, I, [id, Nurul 3o-n Khan

8. Prof. "zaarul Braoue

Question = What fectors should be taken into considerntion when deciding
o.. thc location of a processing plant,
a) deiry procucts, b) cold storage, c) packing of fres: re~t,

() prixy priducts

"Mmcre ninimum required infrostructure is svnilable, 2 milk plant
Grith rrrongement for using byproructs) si.vle be locted =t procuce.s point
1ith acdecuate supnly source ir consicdermtion of the following:~

a) nerness to supply scurce

b) less cost on p:ocurement (»3je, tronsport)

¢) ince. tive to preduce more

d) exmployment of local labour (rurrl) which is relatively cheaper
“clotive disedventr o of merketing cost, inceitive cost or account ¢of

sxilled labour etc, hrove =1so been tnken into consiceration by tihc Group.

(b) Ccld Stor~ e

Pt oresent usecd for pjiato.
The 3rovp felt that e ianfyestructurc is =yeilnovle, o colc
storage shoulad be located ~t o 1 »oirt of the p.oducers area, becru se

o geod portior of the stcck is uﬁigﬁns seeds by thc growers, Cther benafits

ciscussed mbeve will be some,

(¢} Prckirg of fresh mert ,

The Group felt thet the processing urit of fresh me~t siculd be
locarted »t the consumers point i,e. nenr t  the cities. Becruse Zcre
profit ble use of the byproduct is not possible i. iscletior, The skin, blood,
bone ¢ i+ot be profitakly used »t procucers point in isol~tion, Zcsi“es the cost

of tr-nsport of mert will ecirl mocde of trr~sport necessary). But the

ordincry moce of trons ir c~rrying the crttles, lenrness to the

cocusuner's will also ure freshness‘i
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GRTUE II
1. /r. BEakub 241i Xhen Cheirmrn
2. l'r. 0. 32culls  Choucdhury Secretary

3. v, F.X. Choughury
4, i'r. Selehuddir "hmed
5. ir. ilusle2 Ugodin

Cuestior. = Junrt frcters should be taken into considertion vhen deciding
on t:e locrtior of s processing plant,
a) ¢riry products, b) cold stornje ¢) packing of fresh me~t.

After due ccnsiderntion the Group recommended that the

following factors should be trken irto consideration vthile deciding on the

location of (°) deiry procucts, (b) cole storrze, and (c) packing of fresh ment.

(2) peiry Products

1. Procduction area

) wacether the procducers of milk are concentrated
) or ¢ispersed '

2. fvailability of transport fecilities for collecting milk from production
points to processing plent,

3, C:illing freilities
4, Fcilitics aveileoble wity the procucers/suppliers in respect of contriners
5., IrSrostructural facilities s1¢- as (p) clectricity, (b) commuric-tion.
S fvailbility of tecinical personnel
7. sceurity of the plent and procucts
8. fynilnbility of land

9. (=) concentratior or dispe sal of consumers,
(5) werket ope.ing

1C. Banking frcility

(b} Colg Stornge

l. Size of the commodities . ... ~*nred
2. llumber of procucers from ihem the commocities come
3. Ccncentrotion or cispersnl ¢f the produce
4., (2) Types of ccmmodities
(b3 T'umber of consumers to be served

(¢) Concentration/dispersal of the consurers

.



§, Zlvailnbility of technical personnel
6. Pvailability of infrastructural focilities

(~) electricity, (b) access to the transport facilities: (i) frem
the procduction centre, {(ii) to consumption centre.

(¢) Poceking of fresh reat

1, (o) Jithin the ensy avnilability of corsumer
(b) consumers preference .

2. (2) fynilnbility of cettle heds
(b) Locotiocn of slaughter house

3. Tfvailability of packing mnterirls
4, Frescrvation frcilities
5. Irbour

6, Infrastructural facilities

s SR 0 >



pk/14 Hovenber 1973

SEQUF 1

fre MU, Frzlul fhque
Ly I, Hurul “ore “han Chairmen
Ifr. Suncer tli [Hy~n secretary

Questiocr =~ that type of technicrl and cther informmtion ghe:ld be
commurica ed to formers throujh forming guidence service
taking into corsirer~tion t-e syricultuzrl cc1liticn
prevailing in Berglacesi. |

T farminy pler of an incivicw ] membper ain at (i) pleuning
of p ccuctios (ii) puichrse of agriasltur~l inputs (iii) merketing
of f»rm procucts and (iv) éstimptiig ircome ~nd experditure. Ir this
connectio. » farmer reruiics juid~nce cor prcper implementrtion of
his incivi-‘ual progrorme.

Technical Syidance

loac preprr~tic., (plovjriny) soil testing, rotaticn o crops,
use of seced/seedling, use of cther inputs i.c. irrigrtic , fertiligzer,
use cf pesticides, prc.ess of hrrvesting tc minimise mstozc, preservation

of seed, us¢ ~o¢ mnintrinence cf the frrm equipment.

lian~yement Suicenee

ler~1 p fermntion for consclic~ticn of smnll =nd seritered
helcisr g explniviny the eccaomy, i formmtion sbout availrtllity of
inputs (i: clucing crerit) equipmunt, pcpul-rise the seononic
use ¢f .»ter resevoir »nd na;urql sou ces (river, oil etc), iaformrtion
about probekle price structure cf sgriculturrl piocuces

an” mrketing frcilities, prob=ble m thod of lond improvemcnt, the



technicue cf nssessing the results of operstic:,

fvailablc [ cia

]

el

L

Ficld officers ¢f the agriculture ceprt ent (wit teclinical

3

e

backgreund), fielr cfficers c¢f the cccper-tive deprrtmesrt, erpl-yees

of ccopcxstive orgyenisotions, «Jorkcis. anc offi ce-bearers .
the primery cooperative crjaris~tion. Fiel” ¢ snnel of ta.

goevernment ajriculture & mprkceting fliectorste, neuwsprpe.s, rodio,

-

agricultural jour:ial, Sameboya sotrika, le~flet, p mphlet, nicturcs,

victorirls, denonstretio- farms,

gy ot St a8
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« GROUP II
1. IlIr, 3dullah C.oi'iury Ch=irnnn
2. L.r, 3~leh U'Qin 2hned Secrctary

3e t TeFo e Choidhury
4, ir. T kub 21i Khan
5. Ilr. tlusleh U-gin

Question « Niscuss how the mrrketing societics shoule corry out forming

guicence services, wh~t rel~tions they should hdove i th the
feder~tions in their work sn¢ how these seivices shoul® be
coordirnted with the ~gricultural extension work of the
goverament,

" #fter cue corsi‘eration the Group was of the opiniot th~t the

rmerketing societies shoul” perform the following functions to cerry .ut the

form guidance services:-

1.
2.
3.

4] -2
L] ”

O

11,
12,
13.

rppoirtment of experienced farm guidance workers

Training of farm guicence workers

LKllocetion of res, o sikilities rccorciry to the field of
srecialisrtion of the workers an¢ recuirements cf the
moember-f-rers.

Determining the fields of production of the member~farmers.,
Concucting of scil test

Censolicrtion of holcings ane improvements cf land of frrmer«erbers
~etermining the requirements of Adifferent inputs <f the frrmers,

delping the f~rmers in prep-ring their procuction plans ~n~ farm budget.

Collection ~n¢ dissemin~tion of mrr'cet 1 forrmetion from different
souices ~nc¢ to the member-f~ rmers.

Froyision of troining facilities to the member-f~rmers i. respect of
timing of production »nd ~pplieation of different inputs »nd the use of
different equipment an- improver mechanised methods,

Concducting <f motivational sork.

Settirg up cdemonstr~tion f~rm,

Training farmer-members in respect of collcetion of crops, greding,
sorting, preservatior, packiny etc.

The Group »lso expressed its opinion thet the merketing socicties

siwoul” hove the fcllowing ~spects of relntionship with the federaticn in their

verk 3

1. &xchonge .f mrrket informnatio

2. tolicy formulation

3. Training

4. Coordiration in resp.ct of the use of (n) technical perscunel,
(b) facilities

5. Financing where nccessary in the frim guidrnce services.



The Greup alsc felt thot the farm guirance services of a mrrketing
cooperetive scciety mry be coordinated with the »jricultural cxtension work
of the govermment it tie folloirg v ys:-

1. Frepartion of joint work plen,

2. Specific~tior of the fiels of responsibility £ fifferent

sct of workers in respect of teclmicel, eccchomic and mrir genert

aspects.,

3. Mnalysing the extension noliev of the governmcnt to the loc-1
workers, ’

4, Csurl eyrlurtios meeting/conference of the twe sets of “Jox¥ers
ar¢ their contrclling authority on the jcint ucrk plen,
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Programme for Inaugural Function of the
ICA/SCC/BJSU/BSMS National Seminar on "Agricultural
Cooperative Marketing" at Hotel Purbani International,
Dacca, on 5th November 1973 at 10 A.M.

l.
2.
3.

rk/

Telawat—-e-~Quoran
National Song

Song of Rebel poet Nagrul Islam on
Cooperation

Address—of welcome by:-

a) Mr. M. Fazlur Rahman, Vice Chaimman-I, BJSU
b) Mr. Z. Quiyum, Chairman, BSMS

Remarks by:-—

a) Mr. Olle Hakelius, Swedish Cooperative Centre
b) Mr. Lionel Gunawardana, International Cooperative
Alliance

Speech by Chief Guest - Mr. M. Dewan Farid Gazi,
State Minister for Rural Development & Cooperation.

Speech by distinguished cooperators

Presidential Address - Barister Aminul Islam,

State Minister for Food, Government of Peoples Republic
of Bangladesh.

Refreshments.

—— s A . o o T
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ICY/3CC/BISU/BSIS NATINAL SEMIN AR
N

"IGEICULTURL CIOPEEMTIVE MARKETRG"
Dacca = Movember 5«17, 1973 o

PROGEAMME

Lion, Sth Noyember 1973 Session

10,30 - 12,0C 1 Opering Session

2.00 - 5,30 2 Presentation of bockground p~pers

Tue, 5th Hovember 1973

3 Raview of fqricultural- Coopexstive Morketing
in Bangladesh 3

2,30 « 10,15 3.1 Lecture : Cooperztive Morketing of Foodgrains
- by L.R., Khen

12,18 -~ 11.00 Discussion

11.20 -~ 11,30 Tea brerk

11,30 - 12,15 3.2 Lecture : Cooperative brketing of Fruits
and Vegetables
-~ LR, Khan

12,15 - 1,20 Discussion

1.20 - 3,20 Lunch break

.0 - 3.30 3.3 Lecture: Ceoperstive liarketing of

Dairy Products
- Immawucddin “hmed

operative Harketing of Foultry
Eggs

&

4,00 - 5,00 Piscussion

Wed. Tth l'ovember 1973

3.3C - 10,30 4 Lecture : Principles cf Cooperitior =s
~pplied to fgricultural Marketitg
Cogper~tives

i - Lionel Gunawardana
12,30 - 11,20 Discussion
11,32 - 1,00 5 sroup work
22 - 3,00 Lunch break
3.00 - 5.0 Group Work (Contd)






Thu., Sth Novembexr 1973

9.2% =~ 10,30
IOt 30 - 11.3
11,00 - 11.30
12.33 bad 1000

lQCO - 3.00

3,80 - 5,00
Fri, 9th lovember 1973

9;30 - 10030

.30 ~ 11,00
111:}: b 11.30
11,33 - 3.70

3.09 baad 5-00

S5ot. 10th Movember 1973

o]
7w

0

[ @)

[
(@8]
.

€9
(&)

11,3°

11,30

|

N

(o)

[¥¥]

.20

-

~—

-

10.3

11.00
11.3C
1.00
3.5C

5.00

Suc. 11ty Hovember 1973

o~

10

11

12

13

Lecture : Government's Role jir the [Trketing
of "griculturd Produce 2n
supnort to Marketing Cooper>tives
- ".N,ii, Eusuf

Piscussion
Tea brenk

Lecture : Jpei~tious o’ Primary Marketing
Coopernrtives (with g ecial refererce

to Japan)
- 7. Keossoka

Discussion
Lunch break

Group work

Lectuse : Coordination of “ctivities between
Frimpries a2: d their Federstions
- [f, Fazlur ahman

Discussion
Te» break
Free f.v prayers

sroup work

Lecture : Causes of High Costs of lrketing
- Lionel Gunaw»s rdana

Discussion

Tea.break

Plen=ry o~ Group work
lunch break

sroup work

Free


file:///n.Vi




Yon, 12th November 1973

:).30 hed 10.%

12,30
11,00
11,30
12,30

1.0

~n
3.°C

Tue, 13th Movember 1973

11,00
11.30
12.30
1.00
3.20

£.00

9,30 - 17.30

10,32
11.7¢
11,30

1.72

3..C

led, 14th November 1973

11,00
11,30
1,00
3.00

5.00

15th November 1973

9.30 - 10030
1.3 - 11,00
11,00 _ 11.30
1.,3C - 1.00

1,00 - 3.20

3.2 - 5,00
Thur,

9036 - 10.30
12,35 ~ 11,30
11.30 - 1.00

llc hnd 3.00

3‘C‘O - 5000

Fri, 16th November 1973

9'33 hd 11.30

14

15

17

18

19

21

22

23

24

25

Lecture : Technicues of Marketing
~ Qlle Hakeljus

Discussion

Tea brerk

Plen~ry on group work
Discussion

Lunch break

srour work

Lecture: llzed ~ind Importance of Procegsing
for Incrersing Leturns to Farmers
- Dr. Mltaf Zossain/
tir, Mersoor f1i Mhmed/
"r. Ealph Townsend/
I'r., {1le Fokelius

Piscussion

fea bresk
Fler~ry on 3roup .lor
Lunch brerk

3roup work

Lecture: Lhole ~nd O: yenisation of Farm
Suicance "ctivities (with special
referenice to Jeprn)

- I . Kosaoka

Discussion

Tea breek

Flerary cn Jroup work

Lunch break

aroup work

Lecture: Einerncial Coptrols as = tol of
effective monagement

- ?lle Fnkelius
Mscussion

Ter bresk
sroup work

Lunch break
Plerary on group work

Final Plerary
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LIST OF PARTICIPANES






1.

3.

10,

10" /3CC/ 75(/BSMS NATIONAL SEMIN AR
ih

MAGIG LULAL C 1oL TIVE D8 CETTIGY

Dager = Moveombor S-17, 1973

LIST OF PALTICIFMITS

Fr, A.K.M. fMazlul Haque,

Special Assistant Registr-r of Cooperstive Societies (T&J)
Cooperative Dep2rtment

Dacce

I'r. Sunder Ali [iayan, District Auditor,
Cooperative Societies, Jeavers,
Cooperative Dep~rtment,

Dacea

lld, Sadullah Choughury,

Ixecutive 2fficer

Vymensingh Central Cooperative Bank,
lymensingh

fr, t.X Ciowdhury
rofessor
Cooperrtive Collcge
Kotberi

Comilla

I'r, Abdur Bsihiw Fathan

pistrict AMuditor (Credit & Merketing)
Ccoperative Societies

Chittagong

ifl’. hsB.Mu LuthI Z'b"hue

District fuditor ("utc kickshaws)
Cooperrtive Societies

Pacca

iy, Kozl Nurul Islam
Inspector (P/U)
Cooperative Societies
~acea Sadar lioxth

{whammad Faizlul Jaque

Ingpector

Copperative Societies (Ibrketing)
Dacca

ifr, Ii. Golam Tasul

Joint Secretary

Doulatpur~Phultala Centxal Cooperative Multipurpese Society Ltd,
Rhulrna

v, Badal rashid

Director

Bengladesh S~mabaya Mrrketing Soclety
7/D hotijheel Commercial ’rea

D-cca






110 Mdo WaZi Uddin Khan
Pabna Central Coopeirtive B~nk Ltd,
& Pabna Hotor Sromik Gavmbaya Samity Ltd,

Pabna
12, Md, Nurul Islam
C.iairman
Eangpur Central Cooperrtive Bank
Eangpur
13, Ir. F.A. kuhommad Hossain
nairmen
Thakurgaon lunicipality Consumer Cooperstive Society
Thakurgaon
Dinajpur
14, I'd. Golam Mustafa Khan
Cha irman
Kahaloo Unior Cooper-tive Multipurpose Society
Bogra
15. Mr, Nuruzz=moa Chowdhury

Junior Executive

Bastern 1 ilk Producers Cooperstive Union
500 E, Dhanmandi

Dacca

16, lir. 'bdul ‘dud Khan
Inspector of Cooperative Societies
Zasteri llilk Producers Cooper>tive Union
Daccs

17, Mg. Nurul Zoda Khan
Loan Cfficer (Cper-tion)
Bangladesi Jatiya 3~mabays Bark
Dacea

15, ¥r, U.B. Chowdhuzy
Director
Eastern Cooperstive Jute lills Ltd,
Dacea

19, Mr, Gayesali HNaster
Chai rran
geipura Certral Coop, Multipurpose Society
Raipura
xces

2C. Prof, "zhorul Jaque
Secretary
Sonagezi Thena Centr~1l Coopermtive fssociatior
Hoakhali

21, Py, Siafiul Islem
Commercial Manager
Bonglrdes: Jntiys Sam,hayo Shilpe Semity
Dacca ‘

22, Fr, fbdul Iatif Siddique
Chairmn
%nlhati Thena Central Cooperrtive Society,
Zrlhati



23. I're .M, Ehy-
Secretary~General
rfederation of TCC.S
Chittageng

24. HMr, Lonotosh Das
Federatior of TCCLS
Chittagong

25. i, fawarul Islam
liana ger
Jalalpur Bohumukhi "d~rsha Semrbaya Smity
Jalelpur
Pabna

26, Fr, tiohsin
Guruds spur Than= Central Cooperative *ssociation
Suruda spur

27. Mr. "handur Laaman Chowdhury
Secretary
Zathazari Thana Centrszl Cooperative 'ssociation
Chittageng

2Z. I'd. Fakub "1i Khan
Junior Jficer
Bangladesh Jatiye Samebaya Union
BDacca

29. Mr. Selru-gin “hmed
2ffice Superintendent
Bennglrdesh Jatiya S2mabayr Union
Dacca

1, Mr. Lutfur Eehman Khan
Joint Secretary
Linistry of "griculture
Governr.ent of Benglscdesh
Dacca

2. M, Imemuddin “hmed
Deputy Gererc! hanager
Eastert 1'ilk Producer: Cooperative Union

Dacca

3. Iy, "1i "shrf
Di-ector
EJSU
Dacca

4. fr. ",N,M, Busuf
Gegizz . " "iii.i-.lve Cocleties
Government of Bargladesh
Dacca

E. Mr. i, Fazlur Erhman
Vice-Choivmn I
EJSY

Dacea






&, Tr. Clle 2kelius
Swedish Cooper-tive Centre
Stockholm
Sweden

7. Mr. Lionel Gunawarden?

Joint Director
IC? Regional Cffice & Education Centre for S-E Nsia
New Delhi, India

8, fr, M., Knsaoka, Marketing Specis list
ICM Regional (ffice & Education Cei:tre for S-E Msia
Hew Daéhi, India

9. Mr, Ralph Townsend
IVS fdviser
BJISU
Dacca

10, Dr. *ltaf ZHossain
Chairman
Baufal Thana Ce:tral Cooperative "ssociation
Baufal ‘ratukhali

11, ir. Munsur "li "hmed, Executive Cfficer,
Bangladesh Sambaya larketing Society
Dacca

CBSEEVERS

1. Mr. John Rooke
IC? Mdviser
3JSU, Dacea

2. llr. Golem ['ustafa Chowdiury
Director, BJI
Dacea

3. Prof, f1i ’"shr-f
Secretary
l'latre Dere College X%remchrri Consurers Cooperstive Union Lid
Dacca

SECIVLE SECETARINT

1, Lr. "KM, Zahirul Haque
Chief Ixecutive Officer
BJSU, Pacca

2. [ ro Prem Kumar, Seminar Secretary
ICM Regional Office & Education Centre for S-E ’sia
New Delhi, India,

3. Ifxr, fbul Kesem
BJSU, Dacca

4. lir, 1. lominul Haque
Coordinator, BJSU
Dacea

5k/31173
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[PTICNAL SEMIN AR X' "LMEKETING OF "GRICULTUEML PECrUCE"
prcez, Bauglacesh - November =~15, 1973

EV/LU'TIM QUESTIT'N'IRE

1. What is your opinion regrrding distribution
0” worzing forms. In your opinion wrs the time
allotted to erch oie of these forms adequate
or do you suggest allocating more time to any
particulinr form.
"dequate iore Less
i. Lecturecs

ii. Srour Discussion

iii. Bocigrcunc Popers

2. Plersc incicote whether in your opivion seminor
siculd hoave been combinec with some study visits,

3. Practical arrrnzements - Plevse stote comments in brief where
arr~n cients considered unsatisfactory.

a) Board & lodging satisfrcteyy / unsatisfrctory
b) Seninar timings satisfactory / unsetisfactory
c) Supply of prior informtion sntisfactory / unsatisfactory

regarding seminary



4, th~t is your opinion reyrdiny the subject =arens covered in the seminar,
Do ycu thirk that other ~rers 2150 could hove been included with
benefits tc participents. If so, plcase suggest them.

5. My cther rerrTks:



