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Abstract
The objective of the study was to find out the marketing channels of chilies in 
Virudhunagar District. The study based on primary and secondary data information 
collected during the field survey adopting questionnaire, interview, and observation 
of the study area. The study has found that the marketing channels play the role of 
mediator between traders and farmers with higher bargaining power. It concludes 
that there is a need for the channels members to buy products from farmers at a 
rate that would compensate for their efforts and continue to keep them in business.

Introduction
 Agriculture marketing is mainly the buying and selling of 
agricultural products. In the olden days, selling of agricultural 
cultivate was easy as it was direct between the cultivator and 
the consumer either for money or barter. In the modern world, it 
became challenging with the latest technologies and involvement 
of intermediaries, commission agent who keep their margins. 
The marketing channel is longer and dominated by a number of 
key prayers which include farmers, rural traders / exporters, and 
intermediaries. Marketing system, then it would be possible to 
achieve higher economic growth. It is pertinent to mention here, that 
it would not be possible to ensure a better living standard of farmers 
without farming different kind of marketing channels throughout the 
country.

Statement of the Problem 
 The farmers are not having the capacity to run their farming 
activities efficiently because of their poor family background, lack 
of educational qualification (illiterate), financial ability to purchase 
the market price for a better price.

Objectives
1.  To study the characteristics of sampled Chili cultivators.
2.  To analyze the marketing channels for Chilies.
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Research Methodology 
 The study based on primary data, and secondary data. The primary data collected from the 
questionnaire, and the secondary data from Journals, and magazines, etc.

Analysis of the Study
 The distribution of farmers by age group revealed that there was a high proportion of 60.6 
percent of the respondents belong to the age group of 40 to 50 years and also the dominance of 
large size of a farmer is in this group. In this study, the gender analyzed that there was a large 
proportion of 82.20 percent than females and most of the male farmers are depending on the small 
size farms compared with medium and large size farms. The level of education was included to 
ascertain the respondent’s ability to use and interpret agricultural information. The result showed 
that 37.5 percent had higher education and medium and large size farmers having majority higher 
education 81.1 percent respondent’s main occupation is agriculture in all level of farmers 91.1 
percent respondent are married. The above table reveals that 58.9 percent respondents nearly 4 to 6 
members are engaged in farming activities and 44.3 percent in small farms, 71.3 percent in medium 
farms and 46 percent in large farms.

Analysis of Data 
Table 1 Domestic Characteristics of Sampled Chili Cultivators

S. No Particulars
Size of Farm

Total
Small Medium Large

1 Age

Below 40 Years 6(9.9) 30(15.9) 7(6.3) 43(11.9)
40 to 50 Years 21(34.4) 121(64.4) 76(68.5) 218(60.6)

Above 50 Years 34(55.7) 37(19.7) 28(25.2) 99(27.5)

2 Gender
Male 57(93.4) 150(79.8) 89(80.2) 296(82.2)
Female 4(6.6) 38(20.2) 22(19.8) 64(17.8)

3 Education

Illiterate 26(42.6) 27(14.4) 11(9.9) 64(17.8)
Middle school 4(6.6) 92(48.9) 27(24.3) 123(34.1)
Higher Secondary 21(34.4) 53(28.2) 61(55.0) 135(37.5)
Degree and Above 10(16.4) 16(8.5) 12(10.8) 38(10.6)

4 Occupation
Main 44(72.1) 157(83.5) 91(82.0) 292(81.1)
Supplementary 17(27.9) 31(16.5) 20(18.0) 68(18.9)

5 Marital Status
Married 54(88.5) 175(93.1) 99(89.2) 328(91.1)
Unmarried 7(11.5) 13(6.9) 12(10.8) 32(8.9)
Total 61(100.0) 188(100.0) 111(100.0) 360(100.0)

6
No. of a member 
engaged in Chili 
farming

Up to 3 26(42.6) 30(15.9) 22(19.8) 78(21.7)
4 - 6 27(44.3) 134(71.3) 51(46.0) 212(58.9)
Above 6 8(13.1) 24(12.8) 38(34.2) 70(19.4)

Total 61(100.0) 188(100.0) 111(100.0) 360(100.0)
Sources: Primary Data ( )-%

Sources of Marketing 
 Agricultural marketing today means more than linking the producer with the consumer, it 
includes the creation of a favorable economic environment for farmers to enthuse him to grow 
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more and get proceeds from transactions. Many alternative forms, such as cooperative marketing, 
local marketing, contract marketing, regulated marketing, direct marketing, and e-com-electronic 
commerce are in the wake to enable the producers to maximize the share in consumer’s rupee and 
delivering at an affordable price to the consumer. 

Table 2 Source Selected by Respondents for Selling their Chili
Particular No. of respondents Percentage 

Village trader / local buyer 73 20.3
Regulated market 42 11.7
Commission agent 172 47.8
Co-operative societies 26 7.2
Direct Marketing 47 13.1

Total 360 100
Source: Primary Data
 The above table reveals that 47.8 percent of the respondents sell Chilies through the commission 
agent, 20.3 percent sell Chilies to village traders, 13.1 percent sell Chilies directly to the consumer, 
11.7 percent sell Chilies to regulated market and 7.2 percent only it to the co-operative societies.

Factors Influencing for Choosing Different Channels
 The researcher has identified that to avoid risk immediately cash, better price, freedom from 
malpractice, advance amount, more convenient, reliability, storage, and transport facilities. In this 
section, the researcher has used a weighted average score to rank the factors that affect the Chili 
producer in the study area. The Chili producers were asked to rank that factor in the order of their 
importance. The percent position of each rank thus obtained was converted into weighted stores. 
The ranks assigned to the various factors are given separately as the reason for selling the Chilies 
to village traders, regulated market, commission agent, co-operative society and direct.

Selling Chilies to the Village Trader
 The responses of Chili growing farmers about trade facilities with village trader in Chili market 
are summarized in Table 3.

Table 3 Reason for Selling Chilies to the Village Traders
Reason SA A N DA SDA Total Score WAS Rank

Crop hypothecated 9 30 17 11 6 244 3.34 III
Advance received 11 23 15 14 10 230 3.15 IV
No profit benefit-other market 6 17 27 19 4 221 3.03 V
Immediate cash after sales 34 22 14 1 2 304 4.16 I
Long-term practices 9 13 20 17 14 305 2.81 VII
Low marketable surplus 12 20 29 9 3 248 3.40 II
Lack of transport facilities 0 16 34 22 1 211 2.89 VI
Any other 0 5 45 19 4 197 2.70 VIII

Source: Compiled from Primary Data
WAS: Weighted Average Score
 It is clear from the table that some of the Chili growing farmers sale their Chili production to 
the Village Traders because they will provide immediate cash got the first rank with the total score 
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of 304, low marketable surplus got the second rank with the total score of 359, crop hypothecated 
got third rank with the total score of 244, followed by advance received, no profit benefit in another 
market, lack of transport facilities, long-term practices, and other reasons are placed in the fourth, 
fifth, sixth, seventh and eighth ranks respectively.

Selling Chilies to the Regulated Market
 Regulated market is a wholesale market where buying and selling are regulated and controlled 
by the state government through the market committee. It aims at the elimination of unhealthy and 
unscrupulous practices reducing marketing charges and proposing facilities to producers and sellers 
in the market. The responses of Chili growing farmers about trade facilities with the Regulated 
market in Chili Market are summarized in Table 4. It could be inferred for the above table that Chili 
producers sell Chili to the regulated market for a financial facility, storage facilities, better market 
practices placed in first, second and third. More convenient, correct weight and auction method are 
placed in fourth and sixth. Reliability and seeds on subsidiary rate are placed in seventh and eighth 
positions respectively.
 

Table 4 Reason for Selling Chilies to the Regulated Market
Reason SA A N DA SDA Total Score WAS Rank

Better market practices 13 8 11 4 6 144 3.43 III
Reliability 5 5 20 8 4 125 2.98 VII
Auction method 13 4 12 8 5 138 3.29 VI
More convenient 9 8 15 10 0 142 3.38 IV
Financial facility 8 18 16 0 0 160 3.81 I
Correct weight 9 11 13 5 4 142 3.38 IV
Storage facilities 7 13 15 7 0 146 3.48 II
Seed on a subsidiary rate 4 4 22 5 7 119 2.83 VIII

Source: Compiled from Primary Data
WAS: Weighted Average Score

Selling Chilies to the Commission Agent
 The responses of Chili growing farmers about trade facilities with Commission agents in Chili 
Market are summarized in a table. It is clear from the table and chart that highest number of Chili 
growing farmers sale their Chili production to the commission Agents because they will provide 
better credit facilities, better price for the product, immediate cash after sale and they have long-
term practice. 

Table 5 Reason for Selling Chilies to the Commission Agent
Reason SA A N DA SDA Total Score WAS Rank

Immediate cash 77 53 37 3 2 716 4.16 I
Advance Received 24 44 41 44 19 526 3.06 III
Transport facilities 4 36 75 37 20 483 2.81 IV
Storage facilities 8 10 60 68 26 422 2.45 VI
Long-term practice 9 8 71 70 14 444 2.58 V
High Price 27 51 50 40 4 573 3.33 II
Any other 20 4 12 49 87 337 1.96 VII

Source: Compiled from primary data
WAS: Weighted Average Score
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 It could be inferred from the above table that Chili producers sell Chili to the commission 
agent for immediate cash, followed by high price compared to village merchant, advance received 
and transport facilities are available placed second, third and fourth. Long-term practices, storage 
facilities, and any other reasons are placed in fifth, sixth and seventh positions respectively.

Selling Chilies to Co-Operative Societies
 This marketing system is pursued through the Co-operative societies registered under Co - 
operative Societies Act. This system is pursued on the principle of “self - help by mutual help.” It 
reduces the marketing cost, enhances the bargaining power, and there is an equitable distribution of 
the proceeds. Presence of marketing cooperatives makes the market more competitive and ensures 
better returns to the producer. The responses of Chili growing farmers about trade facilities with 
co-operative societies in Chili Market are summarized in Table 6.

Table 6 Reason for Selling Chilies to Co-Operative Societies
Reason SA A N DA SDA Total Score WAS Rank

No malpractice 3 6 10 3 4 79 3.04 III
Loan facility 10 7 3 0 6 93 3.58 I
Gain of bulk supply 0 5 6 10 5 63 2.42 VII
Immediate cash 5 4 6 4 7 74 2.85 V
Better price 3 6 8 3 6 75 2.88 IV
Quality seed on a subsidiary rate 6 5 10 3 2 88 3.38 II
Storage facility 3 4 5 6 8 66 2.54 VI
Long- term practices 0 5 3 7 11 54 2.08 VIII

Source: Compiled from Primary Data
 Chili producers sell Chili to co-operative societies because there is loan facility followed by 
quality seed on subsidiary rate, no malpractice, and better price placed in second, third and fourth. 
Immediate cash, storage facility, gain of bulk order and long-term practices placed in fifth, sixth, 
seventh and eighth positions respectively.

Selling Chilies to Direct Marketing
 Direct marketing is an innovative concept, which involves marketing of produce by the 
farmer directly to the consumers/processors without any intermediaries. Direct marketing enables 
producers, processors, and other bulk buyers to economize on transportation cost and improve 
price realization. The responses of Chili growing farmers about trade facilities with direct Chili 
market are summarized in Table 7.

Table 7 Reason for Selling Chilies to Direct Marketing
Reason SA A N DA SDA Total Score WAS Rank

More profit margin 7 10 17 5 8 144 3.06 V
No commission 15 9 9 7 7 159 3.38 III
No malpractice 12 16 8 5 6 164 3.49 I
Immediate cash 9 6 24 4 4 153 3.26 IV
Long- term practice 0 11 20 9 7 129 2.74 VI
Better price 12 8 18 9 0 164 3.49 I

Source: Compiled from Primary Data
WAS: Weighted Average Score
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 Some of the Chili producers sell Chilies directly to the consumer for no malpractices and better 
price, which are placed in first, followed by no commission on the agent and immediate cash, 
which are placed in third and fourth places. More profit margin and long-term practice are placed 
in the fifth and sixth ranks respectively.

Suggestion 
 On the basis of this study, the following recommendations are suggested
1.  Chili is an economically viable crop, it has a vital potential in increasing the income and 

employment so the area should be increased and should find an adequate place in the cropping 
pattern of the farmers.

2.  Chili crop is more remunerative so that state government should come forward for more 
remunerative prices for the Chilies growers.

3.  The Chili producers eliminated to sell their product in the regulated market through co-
operative marketing society. Hence, the primary co-operative societies should be encouraged 
to arrange for a sale of the product of its members in the regulated market.

4.  The government needs to attract the private sector to invest in infrastructure, to improve the 
distribution system and provide cold storage and warehouse along the marketing chain.

5.  Furthermore, in order to have more clear information on a commodity price marketing 
opportunity, the government could expand the marketing information system all over the 
country.

6.  Adequate finance facilities should be made available at producer level to reduce dependence 
on non institutional credit, so that producer would get time utility and more bargaining power 
at open auction process.

Conclusion
 This paper attempted to discuss the channels of distribution of Chili in Virudhunagar District.  
From the analysis carried out so far, it could be seen that the channels for marketing of Chili 
negate the conventional marketing channels. Many factors account for this phenomenon, however, 
because of the high risks are taken by the farmers that are associated by perishability and seasonality 
involved Chili production in Virudhunagar there is the need for the channels members to buy 
products from farmers at a rate that would compensate for their efforts and continue to keep them 
in business.
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