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IN any programme of cooperative 
development, marke t ing is bound 

to p lay a crucial role. F r o m the 
point of view of economic reorga
nisation, processing and market ing 
are undoubtedly ' the most strategic', 
as even the success of cooperative 
credit seems, u l t imate ly , to hinge 
upon them. Hence, al though co
operative marke t ing societies lack 
even the numer ica l impressiveness 
which the credit societies marshal! 
for themselves, there is an impera
tive need for a comprehensive study 
of the problems that beset them. 
This task has been ab ly undertaken 
by the A l l Ind ia Cooperative Union , 
which conducted a Seminar on Co
operative M a r k e t i n g d u r i n g Septem
ber 1958, the proceedings of which 
have now been published. (Report 
of the All-India Seminar on Co
operative Marketing of Agricultural 
Produce. V o l T. A l l - I n d i a Coopera
tive Un ion . New Delh i . ) 

Cooperative marke t ing of agri
cul tural produce formed an impor
tant part of the integrated scheme 
of ru ra l credit . I t received serious 
attention on ly under the Second 
Plan. Precise targets were prescrib
ed, for the first time, in respect of 
the number of market ing societies 
to be organised, the number of suger 
factories, cotton gin houses and other 
processing units to be set up and the 
warehouses and godowns to be b u i l t 
by the Central and State Ware 
Housing Corporations as well as by 
Marke t ing Societies. 

As a result of the vigorous policy 
pursued in the i n i t i a l years of the 
Second Plan and thanks largely to 
the efforts of the Reserve Bank, pro 
gress in the field of cooperative 
credit has been somewhat satis-
factory. The loans advanced by 
p r i m a r y agr icu l tura l societies, for 
instance, rose f rom Rs 22.90 crores 
in 1950-51 to Rs 67.33 crorcs in 
1956-57. So also d i d the advances 
of the Reserve Bank of Ind ia rise 
f rom a meagre sum of Rs 5.37 crores 
in 1950-51 to Rs 65.41 crores in 
1957-58. 

Progress in the field of coopera
tive marke t ing has, however, lagged 
far behind cooperative credit . The 
Plan envisaged the organisation of 
1,800 p r i m a r y marke t ing societies at 
impor tant mandis, which among 

themselves, were to handle about 10 
per cent of the marketable surplus 
by the end of the Plan per iod. Each 
State was also expected to organise 
an apex marke t ing society to handle 
inter-State trade and d i s t r ibu t ion of 
essential goods and also to st imu
late export trade through coopera
tive channels. There was also the 
provis ion for construction of 1,500 
godowns by market ing societies. 

D u r i n g the first two years of the 
Plan period. 719 p r imary market
ing cooperatives have been estab
lished. Apex market ing societies 
have been constituted in 10 States. 
These figures may suggest progress 
according to schedule: but when 
they are qual i ta t ive ly judged, a 
different picture emerges. Market
i n g ' societies have not been able to 
handle any substantial p ropor t ion of 
the marketable surplus in their 
areas of operat ion. A large part of 
the business done by market ing so
cieties has been the grant ing of 
advances against the pledge of pro
duce. The programme of l i n k i n g 
credit wi th marketing has not suc
ceeded to any appreciable extent in 
many States. The State Marke t ing 
Societies in most States have only 
just been organised and. therefore, 
they are yet to take roots. S imi 
lar ly , f rom the structural point of 
view, the relationship between the 
pr imaries and the federations is yet 
to be established proper ly . The 
adminis t ra t ive and technical person
nel have not been able vet to get a 
f i rm gr ip over the si tuat ion. 

In respect of processing, the trends 
are far less encouraging. Out of 
35 cooperative sugar factories pro
grammed dur ing the Second Plan, 
only 14 were in product ion dur
i n g 1957-58. In terms of output the 
cooperative sector has contr ibuted 
only 7 per cent of the total sugar 
product ion . It has to be admit ted 
that; besides sugar factories, very 
l i t t l e progress has been made in the 
d i rec t ion of establishment of other 
cooperative processing units. 

That the overal l picture of co
operative market ing and processing 
has been disappoint ing is admitted 
in no uncertain terms by the Reserve 
Rank in its latest Review of the Co
operative Movement in India 1956-
58. (Reserve Bank of India . 1960) . 
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What such a tardy pace of deve
lopment means even fo r the deve
lopment of cooperative credit is 
clearly brought out by it in the fo l 
l owing words : 

" W i t h o u t a sound structure of 
cooperative marke t ing and pro
cessing, the pace for expanding 
cooperative credit w i l l sustain a 
set-back because the recoveries of 
the loans given by agr icu l tu ra l 
credit societies for agr icu l tura l 
operations have to be effected by 
the market ing and processing so-
cieties . 

What precisely are the factors 
that hinder the growth of coopera
tive market ing? Or, how does one 
account for the slow rate at wh ich 
the expansion programme is pro
ceeding? The Cooperative Union ' s 
Seminar Report thrashes out, in 
admirable detai l , the host of pro
blems facing these societies—pro
blems relat ing to the structure, rela
t ionship between marke t ing and cre
d i t , finance, t r a i n i n g of personnel, 
relationship between processing, 
storage and warehousing, etc. The 
Reports of the W o r k i n g Croups as 
well as the ensuing discussion help 
to clear up many subtle issues im
pl ic i t in the implementat ion of the 
programme. The discussion on the 
role and funct ion of the warehousing 
programme vis-a-vis the marke t ing 
cooperatives is an instance in point . 

Al though the Seminar brought 
together persons who were di rect ly 
concerned, at different levels, w i t h 
the development of cooperative mar
ket ing and processing, one gets the 
impression that not much light is 
th rown on the specific pract ical pro
blems that confront such societies. 
Possibly, the comprehensiveness of 
the compass itself is p a r t l y respon
sible fo r the emphasis on generali
ties. 

One would l ike to know why is 
it that at least in some parts of the 
country marke t ing cooperatives have 
developed considerably? The Rural 
Credit Follow-Up Survey. 1956-57, 
General Review Report, (Reserve 
Bank of Ind ia . 1960) gives an in 
teresting insight into some aspects 
of this question. The analysis here 
is based on an. intensive enqu i ry 
conducted in to 42 selected market
ing societies in 11 distr icts . 



I f the p ropo r t i on o f produce mar -
keted th rough cooperatives to total 
produce sold by cul t ivators is taken-
as an indicator of per formance of 
market ing cooperatives, the study re
veals that the degree of progress 
varies a great deal f r o m dis t r ic t to 
distr ict . Ma rke t i ng th rough coope
ratives, accounted fo r about hal f 
of the total value of produce sold 
in B roach ; about one-th i rd in Dhar -
war and one-tenth in East Khandesh. 
As against this, in other distr icts 
less than 1 per cent of the produce 
was sold th rough cooperatives. 

Thus i t was only in the fo rmer 
three distr icts that cooperative mar
ket ing had developed to any s igni
f icant extent. In Broach, par t icu
la r l y , cooperatives were all deve
loped and were slowly replacing 
pr ivate t rad ing agencies. Th is was 
rendered possible by the efficient 
management of market ing coopera
tives, cooperative processing of pro
duce before sale, and l iberal ised 
scales of finance. Fur ther , the cot
tonseed mul t ip l i ca t ion scheme in 
operat ion prov ided a bu i f t - in me 
chanism fo r ensuring that pledge 
finance was availed of only by the 
growers. 

Cooperative market ing in Dhar-
war was, however, adversely affected 
by the preva i l ing system of trade 
credit , the practice of m i x i n g cot
ton and the inab i l i t y of cooperatives 
to take up processing activi t ies. The 
prob lem of trade credit manifested 
itself also in East Khandesh. 

In West Godavar i , market ing co
operatives made no effort at deve
lop ing processing activi t ies and 
therefore made l i t t le progress in 
marke t ing . In Ferozapur, again, 
where condit ions favourable for 
development of market ing were 
present, viz, good communicat ion 
fac i l i t ies and regulated markets, 
weak p r i m a r y credit societies and 
t rader-dominated market ing coopera
tives impeded progress. Marke t ing 
cooperatives here were reduced to 
mere assembling agencies. In Nadia, 
market ing cooperatives could not 
make headway ow ing to the pecu
l iar nature of the jute trade and the 
absence of processing faci l i t ies. 

These few instances are sufficient 
to indicate the regional variat ions in 
the problems that market ing co
operatives have to face. Th is only 
goes to under l ine the need fo r in
tensive investigations in to these so
cieties in each region so that fu tu re 

po l i cy may be sui tab ly modi f ied to 
meet the specific needs of each re
g ion. 

On, the broad nature of the pro
blem there has probably been enough 
discussion. Take one instance: 
"Shor tage of t ra ined personnel w i th 
the necessary business acumen" 
writes the Follow-Up Survey refer
red to above. ' o r d i n a r i l y resulted 
in the employment of persons who 
were not competent to ho ld the 
posts of managers and secretaries of 
the market ing societies. Th is was 
an important factor prevent ing a 

more r a p i d g row th o f cooperative 
ma rke t i ng " . As f a r back as 1928, 
the Royal Commission on Agr icu l 
ture wrote "Exper ience has shown 
that great care is requi red in the 
organisat ion of sale societies. Sk i l l 
ed technical advice and guidance are 
necessary but even more impor tan t 
is proper business management. 
Unless this is avai lab le, the society 
must inevi tably come to g r ie f " . 

It is t ime that we get down to 

specific issues imp l i c i t in, the imple

mentat ion of the programme. 
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