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eed marketing forms the critical nexus between agricultural research and farm-level 

productivity. For agribusiness management students, understanding the complexities of 

seed supply chains, regulatory environments, and market efficiencies is essential for 

designing sustainable agricultural enterprises. This review paper synthesizes current literature 

and empirical case studies to explore the dynamics of seed marketing. By comparing 

regulatory frameworks-specifically contrasting the European Union's strict ex-ante 

certification with the United States' truth-in-labelling approach-this paper highlights how 

policy shapes market access and genetic diversity. Furthermore, it analyzes supply chain 

efficiencies in developing economies, focusing on maize and vegetable seed distribution 

networks. The findings emphasize the necessity of robust infrastructure, public-private 

partnerships, and cooperative models to mitigate supply chain risks and ensure the equitable 

distribution of high-quality seeds. 

Introduction 

The agricultural sector serves as the backbone of economic development and food security 

globally. At the foundation of this sector lies the seed industry, which dictates the yield, 

resilience, and overall success of crop production. Seed marketing seeks to meet farmers' 

needs for a consistent supply of improved seed varieties of high quality at a reasonable price 

(Mustafiz et al., 2021). Without an efficient marketing system, the benefits of advanced 

breeding and agricultural research cannot be realized at the farm level. For agribusiness 

management, seed marketing is not merely about sales; it encompasses the entire supply 

chain from seed multiplication, assembling, processing, and grading, to packaging, labelling, 

and final distribution. The industry faces unique challenges, including the perishability of 

seeds, seasonal demand spikes, and the need for stringent quality control to prevent the 

spread of substandard varieties. As the private sector increasingly dominates higher-value 

segments of the seed market (Kolady & Awal, 2018), understanding the intersection of 

policy, supply chain logistics, and strategic marketing becomes paramount. 

Regulatory Paradigms in Seed Marketing 
A foundational aspect of seed marketing is the regulatory framework governing market 

access and quality assurance. It’s a comparative look at the European Union (EU) and the 

United States (US) reveals fundamentally divergent philosophies in seed law. 

he European Union Model: Ex-Ante Quality Control 

The EU employs a highly regulated, technocratic approach aimed at guaranteeing seed 

quality before it reaches the consumer. 

 Mandatory Certification: Seed varieties must be officially certified and registered in a 

Plant Variety Catalogue (National or EU Common Catalogue) before they can be placed 

on the market. 
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 Strict Testing Norms: Varieties must pass rigorous testing for distinctiveness, 

uniformity, and stability (DUS). 

 Value for Cultivation: Agricultural seeds must also demonstrate a satisfactory "value for 

cultivation and use" (VCU), proving they offer a clear improvement over existing 

varieties. 

 Impact on Biodiversity: While this ensures high yields and genetic purity, it creates 

significant market barriers for traditional "conservation varieties" that are genetically 

diverse and locally adapted but fail to meet strict uniformity standards. 

The United States Model: Truth-in-Labelling 

Conversely, the US regulatory system operates on the assumption that a transparent market 

allows consumers to make informed choices. 

 Information Over Intervention: Governed primarily by the Federal Seed Act (FSA), the 

US model relies on truth-in-labelling laws rather than mandatory government 

certification. 

 Voluntary Registration: Seed registration and certification are entirely voluntary. 

 Market Freedom: Any seed can be marketed-even those considered "below standard" in 

germination capacity-provided that the label honestly reflects its quality and 

characteristics. 

Table 1: Comparison of EU and US Seed Marketing Regulations 

Feature European Union (EU) United States (US) 

Core Regulatory 

Philosophy 
Ex-ante quality control Truth-in-labelling 

Market Access 
Requires official certification and 

registration 

Unrestricted access if 

properly labelled 

Testing Standards 
Mandatory DUS and VCU 

testing 

Voluntary certification based 

on 

DUS criteria 

Conservation 

Varieties 

Faces significant barriers due to 

uniformity requirements 

Easily marketed as 

conventional seed without 

restrictions 

Structure and Dynamics of Seed Marketing Chains 
In developing economies, the transition from traditional, farm-saved seeds to formally 

marketed, improved varieties is an ongoing challenge. Examining specific supply chains 

reveals the logistical bottlenecks and profit margin distributions that agribusiness managers 

must navigate. 

Maize Seed Supply Chains in Nepal 

In the hills of Nepal, the Community-Based Seed Production (CBSP) program has been 

instrumental in increasing the availability of improved maize seeds. However, the efficiency 

of the seed distribution relies heavily on the length and nature of the marketing chain. A 

comprehensive study identified five primary supply chains: 

Key Insight on Marketing Efficiency: The analysis revealed that Chain V (direct from 

producer to consumer) exhibited the highest marketing efficiency index (7.24), while Chain I 

exhibited the lowest (0.90) due to the compounding margins of multiple intermediaries. 

Despite Chain V being the most efficient, Chain II was the most dominant, accounting for 

38.8% of the total marketed seed volume. This was largely driven by institutional buyers, 

such as government organizations and NGOs, who prefer purchasing in bulk from formalized 

wholesalers rather than individual producers. Furthermore, transportation costs accounted for 

the largest share of marketing expenses, averaging 47.5% of total added costs across the 

chains. 
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Figure 1. Marketing Channel Chains (I–V) (Source: Author’s own illustration, adapted 

from Acharya & Agarwal (2019), Agricultural Marketing in India) 

Vegetable Seed Marketing in Bangladesh 

Similar structural challenges are observed in Bangladesh's vegetable seed market, where 

inadequate infrastructure forces reliance on intermediaries. 

 Demographics and Professionalization: Research shows that the vegetable seed retail 

sector is largely driven by young entrepreneurs, with 32.5% of sellers aged between 21 

and 30. Furthermore, 80% of these sellers are members of the Bangladesh Society of Seed 

Technology (BSST), indicating a professionalized approach to seed quality and 

technology adoption. 

 Infrastructure Constraints: The primary constraint identified by seed farmers is the 

poor road and transport system, which inflates costs and restricts direct market access. 

 Pricing Power: Due to a lack of processing units and transport, collectors and traders 

effectively control seed pricing, capturing disproportionate profit margins while limiting 

the economic benefits realized by the actual seed farmers. 

Supply Chain Risks and Strategic Management 
Agribusiness supply chains are inherently vulnerable due to the biological nature of 

agricultural products. The traversal time of products through the supply chain and the ability 

to use inventory as a buffer are severely limited by perishability and biological degradation 

(Ahumada & Villalobos, 2009). In seed marketing specifically, timing is everything. Seeds 

must be produced, processed, and distributed precisely in alignment with seasonal planting 

windows. Supply chain risk management in agribusiness requires quantitative decision 

models to navigate these rigid constraints and mitigate risks related to weather, demand 

volatility, and infrastructure failures (Behzadi et al., 2018). Agribusiness managers must 

integrate robust demand forecasting with strategic inventory positioning to avoid catastrophic 

stockouts during the brief sowing seasons. 

 

 



Suruchi (2026) Agri Magazine, 03(07): 721-724 (JULY, 2026)     

Agri Magazine ISSN: 3048-8656 Page 724 

Strategies for Sustainable Seed Marketing 
To overcome the inefficiencies and structural barriers identified in the seed sector, several 

strategic interventions are recommended for agribusiness managers and policymakers: 

1. Fostering Public-Private Partnerships: While the public sector traditionally dominates 

high-volume, low-value crops (e.g., cereals), the private sector leads in high-value, 

2. low-volume crops like vegetables and hybrids. A synergistic approach where public 

research institutions provide foundational genetics and private enterprises handle 

multiplication and distribution can dramatically improve market reach. 

3. Developing Cooperative Hubs: To counteract the monopolistic pricing power of 

middlemen, establishing farmer-owned cooperative societies serves as a powerful market 

intervention. These cooperatives can act as centralized collection, processing, and 

distribution hubs, allowing farmers to pool resources, achieve economies of scale, and 

bypass predatory retail channels. 

Enhancing Local Entrepreneurship: Building the capacity of agro-entrepreneurs-

particularly educated rural youth-can streamline seed distribution. Providing training on seed 

production technology and business management empowers local actors to handle 

certification and marketing, thereby reducing the dependency on distant multinational 

corporations. 

Conclusion 
Seed marketing is a multifaceted discipline requiring a deep understanding of regulatory law, 

supply chain logistics, and agricultural economics. As demonstrated by the contrast between 

EU and US policies, the regulatory environment strictly dictates which seeds can be marketed 

and how they are tested. In developing regions like Nepal and Bangladesh, the physical 

realities of poor infrastructure and the dominance of intermediaries create substantial 

inefficiencies, reducing the profit margins of producers and inflating costs for consumers. For 

students of agribusiness management, mastering seed marketing requires shifting away from 

purely transactional models toward integrated supply chain management. By leveraging 

cooperative structures, optimizing logistics, and engaging in public-private partnerships, 

future managers can build resilient seed systems that promote agricultural productivity, 

safeguard genetic diversity, and ensure equitable economic growth across the rural landscape. 
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