
IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 3, Issue 11, May 2023 

Copyright to IJARSCT  DOI: 10.48175/568                 75 

www.ijarsct.co.in                                                   

Impact Factor: 7.301 

Harvest Market  
Dr. Madhu B K, A Shrinivas, G Prashanth Rao, H J Kishan  

Department of Computer Science and Engineering  

Vidya Vikas Institute of Engineering and Technology, Mysore, India  

 

Abstract: This unique Direct-to-Consumer platform called the "HAR-VEST MARKET" creates a direct 

relationship between farmers and consumers. It gives farmers the chance to make unique profiles and 

market their produce to a larger audience. Farmers may give buyers useful information about their 

products, such as the products' origin and prices, by listing each item in-depth on their websites. With the 

use of this web application, consumers can conveniently buy goods from farmers while enjoying a smooth 

and safe online transaction experience. It incorporates dependable payment gateways to protect the 

confidentiality and security of private financial data. The application also provides numerous distribution 

choices, giving farmers the freedom to take care of their own logistics or work with neighbourhood delivery 

providers. Customers can select the delivery option they prefer, whether it's home delivery or pickup from 

designated locations. In conclusion, by bridging the gap between farmers and customers, the HARVEST 

MARKET revolutionises the traditional agricultural industry. By establishing a digital market, it helps 

farmers increase their revenue and client base while enabling consumers to obtain fresh, locally sourced 

goods and make educated purchasing decisions. The web application offers a new paradigm for 

agricultural trading, encouraging a beneficial relationship between farmers and consumers by promoting 

transparency, sustainability, and community engagement. 
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