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&gwgw gricultural marketing plays a pivotal role in shaping the economic well-being of farmers

51 and ensuring food security in India. In a country where smallholder farming is

e predominant, institutional support becomes essential to address challenges such as poor

7% infrastructure, fragmented supply chains, price volatility, and limited market access. This

Qs article examines the critical roles played by key institutions including the Directorate of

“." Marketing and Inspection (DMI), NAFED, APEDA, Central Warehousing Corporation
Qs (CWC), Food Corporation of India (FCI), IFFCO, private NGOs, and Public-Private
g Partnerships (PPP). Each of these entities contributes to enhancing efficiency, promoting fair
90 trade practices, improving storage and logistics, facilitating exports, and empowering farmers
“©  through training, digital tools, and market linkages. By fostering collaboration and

Directorate of Marketing and Inspection (DMI): Established in 1935 under the Ministry of
Agriculture, the DMI plays a crucial role in regulating and modernizing agricultural
marketing. It advises state governments, promotes grading and standardization, implements
the Agricultural Marketing Infrastructure (AMI) scheme, and supports marketing reforms and

iz innovation, these institutions are transforming India’s agricultural marketing system into a

01350 more inclusive, transparent, and sustainable model that supports both rural livelihoods and

;; national economic growth.
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&% Introduction &%
@%%j Agricultural marketing is a vital component of India’s rural economy, directly impacting [;}5@
&% farmers’ incomes, food security, and overall economic development. Given the challenges of &%
i fragmented supply chains, inadequate storage, price fluctuations, and limited market access e
Eey for smallholders, institutional support plays a crucial role in strengthening the agricultural

&g%gﬁ marketing ecosystem. Various public, cooperative, and private institutions in India are

% working collaboratively to enhance efficiency, promote fair trade, ensure better price

2 realization for farmers, and facilitate value addition. This article explores the key roles of LI
o major institutions such as DMI, NAFED, APEDA, CWC, FCI, NGOs, and public-private oy
Qe partnerships in transforming agricultural marketing into a more inclusive and sustainable % o0
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training.
: NAFED (National Agricultural Cooperative Marketing Federation of India): Founded in
,\f; 5 1958, NAFED works to promote cooperative marketing among farmers. It supports
procurement, processing, storage, and trade of agricultural produce. It also facilitates exports,
el provides warehousing, and acts as an agent for government procurement, helping farmers get
s better prices and reducing exploitation by middlemen.
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APEDA (Agricultural and Processed Food Products Export Development Authority):
Under the Ministry of Commerce, APEDA promotes the export of scheduled agricultural
products like fruits, vegetables, meat, dairy, and basmati rice. It sets export standards,
improves packaging, funds infrastructure, and provides training and certification, making
Indian agri-products globally competitive.

Central Warehousing Corporation (CWC): Established in 1957, CWC provides scientific
storage facilities across India. It reduces post-harvest losses, enables farmers to store produce
and avoid distress sales, issues electronic negotiable warehouse receipts (e-NWRs), and
supports food security programs like PDS and MSP procurement.

Private NGOs: NGOs play an essential role in linking farmers directly to markets,
promoting organic farming, building digital literacy, forming FPOs, and training farmers in
post-harvest practices. They help reduce middlemen exploitation and improve price
realization through advocacy, infrastructure, and policy support.

Public-Private Partnerships (PPP): PPP models in agriculture have enabled modern
infrastructure development like cold chains, digital platforms (e-NAM), mega food parks, and
contract farming. Partnerships with private players help in value addition, technology
adoption, credit access, and global market integration.

IFFCO (Indian Farmers Fertiliser Cooperative Limited): IFFCO supplies fertilizers and
agro-inputs, promotes e-commerce platforms like IFFCO eBazar, and trains farmers through
cooperative networks. It also encourages sustainable and organic farming practices and
strengthens rural cooperatives.

Food Corporation of India (FCI): FCI ensures food security through procurement at MSP,
buffer stock management, and distribution under the Public Distribution System (PDS). It
also stabilizes market prices and supports farmers by guaranteeing minimum returns for key
food grains.

ITC e-Choupal: An innovative private initiative, ITC’s e-Choupal digitally connects farmers
with markets, reduces intermediaries, and improves supply chain efficiency. It provides real-
time market data, inputs, and direct procurement channels, significantly enhancing farmers’
income and empowerment.

Conclusion

\India’s agricultural marketing system is undergoing a transformative shift, thanks to the
combined efforts of government bodies, cooperatives, private enterprises, and non-
governmental organizations. Institutions such as DMI, NAFED, APEDA, CWC, FCI, IFFCO,
and forward-looking models like ITC e-Choupal have collectively contributed to making
agricultural marketing more transparent, efficient, and inclusive. By improving infrastructure,
facilitating exports, ensuring fair pricing, and promoting farmer empowerment, these
institutions play a critical role in bridging the gap between rural producers and national or
global markets. Continued collaboration, digital innovation, and policy support will be
essential to build a resilient, farmer-centric, and market-driven agricultural economy.
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