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Abstract  

Amla (Embilica Officinalis) is a deciduous plant with high vitamin C belongs to the family of 

Euphorbiaceae and is native to India. In India, the cultivation of amla is mainly done in Uttar Pradesh, Madhya 

Pradesh, Tamil Nadu, Gujarat, Chhattisgarh, Andhra Pradesh, etc. Tamil Nadu had a major production with an 

area of about 8, 40,000 hectares during the year 2020. Tamil Nadu occupies the third position in terms of area 

and production with 8,40,000 hectare under cultivation producing of 171.47 thousand tones (National 

Horticultural Board 2020). The fruits are transferred to major markets such as Koyembedu market, Chennai, 

Ottanchathiram etc. The specific objective was to analyze the Marketing and Price Spread of Amla and to 

identify the problems encountered by different intermediaries in marketing of amla. Price spread by the 

producer and lowest price spread was in channel I. The problems encountered by Amla farmer in marketing of 

Amla are “High Commission Charges” ranks first followed by “High Transportation Cost” and “Price 

Fluctuations” among various constraints. Majority of the Farmers expressed high commission charges as the 

major problem in marketing. To overcome this problem there is need to strengthen the HOPCOMS which can 

reduce the marketing costs including the heavy commission as well as transport arrangements can be made by 

the HOPCOMS. 
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Introduction:  

Amla (Embilica Officinalis) is a deciduous plant with high vitamin C belongs to the family of Euphorbiaceae 

and is native to India. In different parts of India, it is known by different vernacular names such as amla or 

aonla in Hindi, Dharti, Dhatriphala, or Amalaki in Sanskrit, Amla or Amalaki in Bengal and Oriya, Nelli in 

Malayalam, Indian Gooseberry in English. Tamilnadu had a major production with an area of about 8, 40,000 

hectares during the year 2020. Amla grows to a height of 8 to18m planted through deciduous tropical of India 

and on the hill slopes up to 200 m. It starts bearing fruit after about 4 to 5 years of planting depending on the 

cultivar grown. 
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The Shivalik foot hills of North-West India provide ideal conditions for the cultivation of Amla with an 

average rainfall of 1100 mm per annum as this region is still rainfed. Presently Amla fruit has great significance 

in medicinal and cosmetic products and little attention has been paid towards processing into quality products as 

food items. All parts of Amla tree are of great economic importance. Amla is a very rich source of ascorbic 

acid. Dried Amla fruit is used in Ayurvedic and Unani systems of medicine for various ailments like fever, liver 

disorder, indigestion, anaemia, heart complaints and urinary problems. 

Amla is cultivated in many parts of the world. Indonesia was the top producer of Amla with a production of 

18.30 MT in 2020. Next is Philippines which produce 15.35 MT in 2020. India is the world’s third largest Amla 

producer with a production of 11.93 MT in 2020. In India, the cultivation of amla is mainly done in Uttar 

Pradesh, Madhya Pradesh, Tamil Nadu, Gujarat, Chhattisgarh, Andhra Pradesh, etc. Uttar Pradesh is the lead 

state with a production of 379.14 thousand tonnes fallowed by Madhya Pradesh occupies the second position 

with a production of 187.07 thousand tonnes. Tamil Nadu occupies the Third position with a production of 

171.47 thousand tonnes (National Horticultural Board 2020). 

Amla is considered as “Wonder Fruit for Health”. In India Amla is consumed as juice, jam, sauce, candy, 

chutney, pills, pickle, shreds and supari. Average market price is Rs. 13 to 15 per kg. India’s present production 

is around 1.5 tonnes a day.  The total area under amla production is about 50,000 heacters with an annual 

production of 2 lakh tonnes or fruit. 

Tamil Nadu occupies the third position in terms of area and production with 8,40,000 hectare under 

cultivation producing of 171.47 thousand tones (National Horticultural Board 2020). The fruits are transferred 

to major markets such as Koyembedu market, Chennai, Ottanchathiram etc. 

Banarasi, NA-4(Krishna), NA-5 (Kanchan), NA-6, NA-7, NA-10, Francis, Chakaiya, Laxmi-52 are the 

major varieties that found in Tamil Nadu. Tamil Nadu agricultural University, Coimbatore, have released an 

Amla (grafted) variety named BSR-1. 

Objectives of the Study: 

1) To analyse the price spread pattern of Amla marketing in a selected area. 

2) To identify the problems encountered by different intermediaries in marketing of Amla. 

Methodology: 

Selection of Study Area  

Tiruppur district was purposively selected at the first stage because of high area of Amla fallowed by 

Tirunelveli district. In the second stage among the 13 blocks in Tiruppur district, Vellakoil and Udumalaipet 

blocks were purposively selected because of high area of Amla cultivation. In the third stage further in the 

selected block the villages namely Mettupalayam, Udaiyam, were purposively selected, since area wise these 

villages occupy the first two places in Amla cultivation in Vellakoil block. Elayamuthur, Sellappampalayam, 

are another two villages which occupies first and second place in Udumalaipet block. From each of the selected 
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villages 30 farmers were selected at random (Table-4). Totally 120 sample respondents were stratified random 

sampling technique. 

Tools of Analysis 

1) Price Spread Analysis        

Price spread in general is referred to as the difference between the price paid by the ultimate consumer 

and that received by the growers per unit of the commodity.  Price spread analysis would estimate the share of 

different market functionaries in the consumer’s rupee and this would often facilitate the understanding of the 

relative efficiencies and otherwise of alternative marketing channels.  For the present study, concurrent margin 

method is used to analyses the price spread. 

 Information on price prevailed and the cost involved in marketing of Amla, at different stages of all 

identified marketing channels were collected from the farmers and market functionaries. The cost of marketing 

included cost spent on transport, loading and unloading, commission charge and other incidental expenses 

incurred for marketing the produce. In the study marketing of Amla, the difference between price paid by the 

consumer and the price received by producer for equivalent quantity of the produce was defined as “price 

spread”. In the present study, in the price spread analysis marketing cost and profit margin and their expression 

as a percentage to the consumer’s rupee were computed. Moreover, farmer’s share in consumer’s rupee was 

also worked out. 

Farmer’s Share in Consumer Rupee       

Further, the Farmer’s share in consumer rupee was calculated with the help of the following formula. 

Fs    =   (Fp /Cp) X 100 

Where, 

 Fs = Farmer’s share in consumer rupee (percentage) 

 Fp = Farmer’s price 

 Cp = consumer’s price 

 

2) Marketing Efficiency 

 Marketing efficiency is the degree of market performance. The movement of goods from producers to 

consumers at the ultimate consumers at the lowest possible consistent with the provision of services desired by 

the consumer is termed as efficient marketing. One among the various methods used to measure the marketing 

efficiency is detailed here under. 

Acharya and Agarwal’s Formula   

 In the proposed study, Acharya and Agarwal’s index will be used to compare relative efficiency 

marketing channels by using the following formula 

                                                  E = (O/I) × 100 

Where, 
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E = Marketing efficiency expressed in percentage 

O = Value added to output in marketing system in terms of difference in consumer’s price received by 

the farmer. 

   I = Inputs used in the marketing process in terms of total marketing cost incurred by all those involved. 

 Higher the percentage, higher would be the marketing efficiency and vice versa. 

3) Garrett’s Ranking Technique (Garrett, 1969) 

 Garrett’s ranking technique was employed used to rank problems in the marketing of Amla in the order 

of their importance. 

 The respondents were asked to rank the problems and ranks given by respondents were converted into 

percent position with the use of formula 

Percent position =   
𝟏𝟎𝟎 ( 𝑹𝒊𝒋−𝟎.𝟓)

𝑵𝒋
 

Where,  

 Rij = Rank given for ith problem by jth individual 

 Nj  = Number of factors ranked by jth individual 

By referring to Garrett’s table, the percentage positions for each rank were converted into scores by 

using Garrett’s table. The scores of individual respondents for each problem were added together and divided 

by the total number of respondents for whom scores were added. The mean scores were added. The mean scores 

of all problems were arranged in descending order and ranks were given. Thus, the most important problems 

were identified. 

 

Result and Discussion:  

Marketing Channel of Amla 

 The major Amla marketing channel identified in the study area are presented below, 

              Channel I                                                                  Channel II 

               Farmer                                                                         Farmer 

 

           Village Trader                                                        Pre harvest Contractor 

 

Whole Saler                                                                   Industry 

 

Retailer                                                                     Super Market 

 

Consumer                                                                     Consumer 
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Price Spread of Amla in Channel I 

Table.1 Price Spread of Amla in Channel I 

S. No Particulars Price/Kg Percent 

1 Net price received by Farmer 16.00 53.33 

2 Selling price of the farmer 16.00  

3 Purchase price of Village trader 16.00  

4 Marketing cost of Village trader   

 a) Harvesting 0.75 2.50 

 b) Loading 0.20 0.60 

 c) Unloading 0.20 0.60 

 d) Weighing Charges 0.03 0.10 

 e) Transport 0.60 2.00 

 f) Miscellaneous Cost 0.15 0.50 

 Sub Total 1.93 6.40 

5 Marketing Margin of Village trader 5.07 16.90 

6 Selling price of Village trader 23.00  

7 Purchasing price of Village trader 23.00  

8 Marketing cost of Wholesaler   

 a) Weighing Charges 0.03 0.10 

 b) Godown Maintenance 0.55 1.83 

 c) Wastage 0.62 2.06 

 Sub Total 1.20 3.99 

9 Marketing margin of Wholesaler 0.80 2.66 

10 Selling price of Wholesaler 25.00  

11 Purchasing price of Retailer 25.00  

12 Marketing cost of Retailer   

 a) Loading 0.10 0.30 

 b) Unloading 0.10 0.30 

 c) Transport 0.30 1.00 

 d) Godown maintenance 0.35 1.16 

 e) Wastage 0.50 1.60 

 Sub Total 1.35 4.36 

13 Marketing Margin of Retailer 3.65 12.16 

14 Selling Price of Retailer to Consumer 30.00  

15. Producer Share in Consumer Rupee 53.33  

 

In the price spread channel I, it could be observe that, the net price received by the farmer was Rs.16.00 

per Kg, which 53.33 per cent of the consumer’s price. The marketing cost incurred by wholesaler is Rs.1.93 per 

Kg, and the local market is Rs.1.20 per Kg which accounted to 6.4 and 3.99 percent of the consumer’s price 

respectively. The market margin of the Wholesaler is Rs. 1.50 per Kg, Retailer is Rs.3.65 per Kg, and Village 

trader is Rs. 5.07 per Kg which accounted to 2.66 per cent, 12.16 per cent and 16.9 per cent of the consumer’s 

price and the producer share in consumer price and the producer share in consumer rupee is 53.33, it is 

presented in the Table -1. 
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Price Spread of Amla in Channel II 

Table.2 Price Spread of Amla Channel II 

S. No Particulars Price/Kg Percent 

1 Net price of farmer 18.00 36.00 

2 Selling price of farmer 18.00  

3 Purchasing price of pre harvest contractor 18.00  

4 Marketing cost of pre harvest contractor   

 a) Harvesting 0.75 1.50 

 b) Loading 0.20 0.40 

 c) Unloading 0.20 0.40 

 d) Weighing charges 0.03 0.06 

 e) Transport 1.00 2.00 

 f) Tax 0.10 0.20 

 g) Miscellaneous cost 0.20 0.40 

 h) Wastage 0.18 0.36 

 Sub Total 2.66 5.32 

5 Marketing margin of pre harvest contractor 9.34 18.68 

6 Selling price of pre harvest contractor 30.00  

7 Purchasing price of industry 30.00  

8 Marketing cost of industry   

 a) Loading charges 0.20 0.40 

 b) Processing 2.50 5.00 

 c) Packing and Labelling 0.50 1.00 

 d) Maintenance cost 0.30 0.60 

 e) Wastage 0.30 0.60 

 Sub Total 3.80 7.60 

9 Marketing margin of industry 11.20 22.40 

10 Selling price of industry 45.00  

11 Purchasing price of super market 45.00  

12 Marketing cost of super market   

 a) Unloading 0.20 0.40 

 b) Godown maintenance 0.30 0.60 

 Sub Total 0.50 1.00 

13 Marketing margin of super market 4.5 9.00 

14 Selling price of super market to consumer 50.00  

15. Producer share in consumer  Rupee 36.00  

In the price spread channel II, we can observe that, the net price received by the farmer is Rs. 18.00 per 

Kg, which constituted about 36 per cent of the consumer’s price. The marketing cost incurred by pre harvest 

contractor is Rs.2.66 per Kg, industry Rs. 3.80 per Kg and the super market is Rs.0.50 per Kg which is 

accounted for 5.32, 7.6, and 1.0 per cent respectively. The marketing margin of the super market is Rs.4.5 per 

Kg which is accounted to 9.00 per cent of the consumer’s price and the producer share in consumer rupee  is 

36.00, it is presented in the Table-2. 
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Comparative Marketing Efficiency of Different Channels 

Table.3. Acharya and Agarwal Index of Marketing Efficiency of Amla Trade 

S. No Particulars Channel I Channel II 

1 Marketing cost(1) 4.48 6.96 

2 Marketing margin(2) 9.52 18.04 

3 Value added(1+2) 14.00 25.04 

4 Efficiency index 312.50 359.77 

   

Acharya and Agarwal indices were used to analyze the comparative efficiency of marketing channels. In 

this study the marketing efficiency of amla were analysed using the marketing cost involved and the value 

added in the chain. Higher the index, higher the efficiency of the marketing chain. The results of the analysis 

revealed that the marketing efficiency was higher with Channel II followed by Channel I. It could be inferred 

that the role of intermediates might be restricted, so that the efficiency would get improved. But production 

Share in consumer Rupee is more in Channel I. 

 

Problems encountered by Farmers in marketing of Amla 

 Table.4. Problems Encountered by Farmers in Marketing of Amla 

S. No Particulars Rank 

1 High Commission Charges I 

2 High Transportation Cost II 

3 Price Fluctuations III 

4 Storage Problems IV 

5 Natural Calamities V 

6 Lack of Knowledge on Marketing Institutions. VI 

7 Poor Marketing Linkage VII 

8 Pest and Disease damage VIII 

9 Weighing Problems IX 

10 Lack of skilled labour for harvesting X 

 

The problems encountered by Amla farmer in marketing of Amla are presented in the Table-4. The table 

could reveal that “High Commission Charges” ranks first followed by “High Transportation Cost” and “Price 

Fluctuations” among various constraints. Majority of the Farmers expressed high commission charges as the 

major problem in marketing. To overcome this problem there is need to strengthen the HOPCOMS which can 

reduce the marketing costs including the heavy commission as well as transport arrangements can be made by 

the HOPCOMS. 

Conclusion: 

The marketing channel and price spread analysis in the present study identified two different channels in 

Amla. The price spread of intermediaries and marketing efficiency of the marketing channels are different. 
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Price spread by the producer and lowest price spread was in channel I. The problems encountered by Amla 

farmer in marketing of Amla are “High Commission Charges” ranks first followed by “High Transportation 

Cost” and “Price Fluctuations” among various constraints. Majority of the Farmers expressed high commission 

charges as the major problem in marketing. To overcome this problem there is need to strengthen the 

HOPCOMS which can reduce the marketing costs including the heavy commission as well as transport 

arrangements can be made by the HOPCOMS. 

Formation of co- operative organizations may further help in safeguarding the interest of the 

producer/growers and enable them to control the marketing of their products, strengthening of market 

intelligence network which may provide advice to the producer regarding demand/supply position in the 

market, latest practices in grading, packing and consumer preferences is necessary. Over all, the government 

should support the Amla processing units as a whole in general and export oriented Amla products in particular. 

 

References: 

Amirthalingam. 2015. “An Economic Analysis of Production and Marketing in Banana Tiruchirappalli District 

of Tamil Nadu”, (Unpublished M.Sc. (Ag) Thesis, Department of Agricultural Economics, Faculty of 

Agriculture, Annamalai University). 

Anil M. Ahire and Bhonde, S. R. 2008. “Marketing Channel and Price Spread of Grapes- A Study of District 

Nashik, Maharashtra”, Financing Agriculture, 40(4): 27-30. 

Baba. S.H, Wani. M.H., Wani. S.A. and  Shahid Yousuf. 2010. “Marketed Surplus and Price Spread of 

Vegetables in Kashmir Valley”, Agricultural Economics Research Review, 23:115-127. 

Ganesh Kumar, B., K.K. Datta, G. Vidya Sagar Reddy and Muktha Menon. 2010. “Marketing Efficiency of 

Indian major Carps in India”, Agricultural Economics Research Review, Vol.23, pp.105-113. 

Kokila. 2017. “An Economic Analysis of Production and Marketing of Rose in Hosur Taluk of Krishnagiri 

District”, Unpublished M, Sc., (Ag.) Thesis, Submitted to the Agricultural Economics, Annamalai 

University. 

Pushpa Saradathi. M. and Mrunalini Muddi. K. 2006. “Marketing cost and Price spread of rose flower in 

Karnataka: A case study”, Indian Journal of agricultural Marketing, (36)12: 12-15. 

Raghul. 2018. “An Economic Analysis of Production and Marketing of Tapioca in Salem District”, 

Unpublished M, Sc., (Ag.) Thesis, Submitted to the Agricultural Economics, Annamalai University. 

Raman. M. S. 2012. “An Economic Analysis of Production and Marketing of Banana in Triuchirapalli District 

in Tamil Nadu”, (Unpublished M.Sc.(Ag) thesis, submitted to Department of Agricultural Economics, 

Agricultural College and Research Station, Madhurai). 

Rangasamy. N. and Dhaka J.P. 2008. “Marketing Efficiency of Dairy plants in at Tamil Nadu – A comparative 

analysis”, Agricultural Economic Research Review, 12(2): pp 235-242. 

Satheesh. 2018. “An Economic Analysis of Production and Marketing of Aggrgatum Onion in Perambalur 

District of Tamil Nadu”, Unpublished M, Sc., (Ag.) Thesis Submitted to the Agricultural Economics, 

Annamalai University. 

Sreedevi. 2012. “An Economic Analysis of Production and Marketing of Orchids in Uttar Khand District”, 

(Unpublished M.B.A. (Ag) Thesis, Department of Agribusiness Management College of Agriculture, 

University of Agricultural Sciences, Dharwad). 

Sundar. A. and Kombai Raju. S. 2005. “Price Spread Analysis on Marketing of Gloriosa Superba in Tamil 

Nadu”, Indian Journal of Arecanut, Spices and Medicinal Plants, 6(2): 61-66. 

Vasugi. 2016. “An Economic Analysis of Production and Marketing of Gingelly  Villupuram District ”, 

(Unpublished M.Sc., (Ag) thesis, submitted to department of Agricultural Economics, Annamalai 

University).  

 

http://www.jetir.org/

