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Abstract: Agricultural marketing plays a crucial role in determining the income received by farmers, the availability 

of agricultural commodities, and the efficiency of the rural economy. Regulated markets, particularly Agricultural 

Produce Market Committees (APMCs), were established in India to create an organized and transparent marketing 

environment, protect farmers from exploitation, facilitate fair price discovery, and provide essential market 

infrastructure.  

In Aurangabad, Maharashtra, now officially known as Chhatrapati Sambhajinagar, agricultural marketing is 

influenced by regulated market yards, traders, commission agents, wholesalers, processors, transporters, storage 

operators and emerging direct and digital marketing channels. The present review examines the economic role of 

regulated markets and market intermediaries in agricultural marketing with particular reference to Aurangabad. The 

review focuses on price discovery, marketing efficiency, transaction costs, market competition, farmers’ bargaining 

power, post-harvest management, market information and the distribution of marketing margins. Regulated markets 

continue to provide important services such as auction facilities, weighing, grading, storage, payment arrangements 

and market information. 
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I. INTRODUCTION 

Agricultural marketing is an essential component of the agricultural economy because the economic value generated 

through production can be realized by farmers only when agricultural commodities are efficiently marketed. The 

marketing process includes assembling, transportation, grading, storage, financing, processing, wholesaling and 

retailing of agricultural commodities. In India, agricultural markets have historically been characterized by the presence 

of several intermediaries between producers and consumers. Regulated markets were introduced to provide farmers 

with a more organized marketing environment and to reduce exploitative practices associated with unregulated trade.  

Agricultural Produce Market Committees were developed to regulate transactions, provide market infrastructure and 

facilitate transparent price discovery. In Maharashtra, APMCs are responsible for regulating wholesale agricultural 

trade within defined market areas and facilitating activities such as auctioning, grading, weighing, payment and 

temporary storage. For an agriculturally important district such as Aurangabad, the functioning of regulated markets is 

economically significant because agricultural producers require reliable channels for selling crops and obtaining 

remunerative prices. At the same time, market intermediaries perform several economically useful functions, including 

aggregation of small quantities, transportation, financing, storage and linking farmers with wholesalers, processors and 

consumers. Therefore, the presence of intermediaries should not automatically be interpreted as inefficient; rather, the 

economic issue is whether the services they provide justify their marketing margins and whether farmers have 

sufficient alternatives and bargaining power. 
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II. CONCEPTUAL FRAMEWORK OF REGULATED AGRICULTURAL MARKETS 

The regulated market system was developed primarily to establish orderly conditions for agricultural transactions. Its 

major objectives include ensuring accurate weighing, transparent auction procedures, timely payment, appropriate 

grading and prevention of unfair trade practices. The Maharashtra marketing system specifically identifies fair prices, 

transparent transactions and infrastructure provision as important functions of APMCs. From an economic perspective, 

regulated markets can reduce information asymmetry between farmers and buyers, standardize trading procedures and 

lower certain transaction risks. They can also facilitate price discovery by bringing multiple buyers and sellers together. 

However, regulation does not automatically guarantee competitive markets. Studies of Indian wholesale markets have 

shown that regulated brokers may continue to exercise considerable influence and that long-term relationships between 

farmers and brokers can combine output marketing with credit and insurance arrangements. Consequently, the 

economic performance of a regulated market depends upon the degree of competition among buyers, transparency of 

auctions, availability of information, quality of infrastructure and the bargaining position of producers. 

 

III. ROLE OF MARKET INTERMEDIARIES 

Market intermediaries constitute an important link between agricultural producers and final markets. Village-level 

collectors, commission agents, traders, wholesalers, processors and retailers perform different functions within 

agricultural supply chains. Small and fragmented farm production makes aggregation particularly important because 

individual farmers may not have sufficient quantities to supply large buyers directly. Intermediaries therefore collect 

produce from several farmers, arrange transportation, undertake sorting and grading, provide temporary storage and 

facilitate transactions with larger buyers. However, multiple layers of intermediation can also increase the difference 

between the price received by farmers and the price paid by consumers. Evidence from India shows that the farmer's 

share in the consumer's rupee varies considerably across commodities and marketing channels, indicating substantial 

differences in marketing efficiency. The economic role of intermediaries in Aurangabad should therefore be evaluated 

according to both the services they provide and the margins they receive. Where intermediaries provide genuine 

logistics, finance, storage and market-linkage services, their role can improve efficiency; where market power, 

restricted entry or information asymmetry allows excessive margins, intermediation can weaken farmers' bargaining 

power. 

 

IV. ECONOMIC IMPORTANCE OF REGULATED MARKETS IN AURANGABAD 

Aurangabad's agricultural economy requires efficient marketing institutions because farmers produce commodities that 

must be transported from rural production areas to wholesale, processing and consumption centres. Regulated markets 

can provide an institutional framework through which farmers access buyers, obtain market information and complete 

transactions according to established procedures. Their economic importance extends beyond price discovery because 

market yards can support grading, weighing, storage, transportation and other post-harvest services. Maharashtra's 

Directorate of Marketing emphasizes the development of organized marketing networks, alternative marketing 

opportunities, infrastructure, grading, standardization, processing and packaging as important components of 

agricultural marketing development. For Aurangabad, strengthening these services can reduce post-harvest losses, 

improve commodity quality and enable farmers to obtain better prices. The effectiveness of regulated markets is 

particularly important for small and marginal farmers who may lack the financial capacity to store produce or wait for 

favourable prices. 

 

V. MARKETING EFFICIENCY AND PRICE REALIZATION 

Marketing efficiency refers to the ability of a marketing system to deliver agricultural commodities from producers to 

consumers at the lowest possible cost while providing appropriate returns to producers and reasonable prices to 

consumers. An efficient marketing system should minimize unnecessary transaction costs, reduce physical losses, 

improve market information and promote competition. Research on Indian agricultural marketing has identified 
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problems such as long supply chains, inadequate competition, high market charges, weak infrastructure and limited 

bargaining power of farmers. In Aurangabad, marketing efficiency can be improved by reducing unnecessary 

intermediaries while retaining those intermediaries that perform economically valuable functions. Direct marketing, 

farmer-consumer markets, contract marketing, producer organizations and digital platforms can provide alternatives to 

traditional channels. Maharashtra has formally created provisions for direct markets, private markets, farmer-consumer 

markets, single-trade licences and contract farming, demonstrating a movement toward diversified marketing channels.  

 

VI. MARKET REFORMS AND DIGITAL TRANSFORMATION 

Agricultural marketing in India has undergone significant institutional transformation. Traditional regulated markets 

remain important, but reforms increasingly emphasize competition, alternative marketing channels, farmer 

organizations and digital market access. The development of e-NAM and other digital platforms can improve access to 

price information, expand the geographical reach of markets and potentially reduce dependence on local buyers. Recent 

research suggests that digital agricultural platforms can improve market access, transparency and price realization by 

connecting farmers with a wider range of buyers. For Aurangabad farmers, digital marketing can complement rather 

than completely replace physical regulated markets. Physical infrastructure remains necessary for weighing, grading, 

storage and transportation, while digital systems can improve information and buyer competition. The future marketing 

system is therefore likely to involve a combination of regulated physical markets, direct procurement, farmer 

organizations and digital platforms. 

 

VII. MAJOR ISSUES IDENTIFIED FROM THE REVIEW 

The review indicates that regulated markets provide an important institutional foundation but face several economic 

and operational challenges. These include limited competition among buyers, dependence on commission agents, 

inadequate storage and cold-chain infrastructure, insufficient processing facilities, information asymmetry, 

transportation costs and differences in farmers' bargaining power. Agricultural marketing reforms can improve 

efficiency, but deregulation alone is not sufficient. Research indicates that regulated markets can also generate 

favourable outcomes when farmer-oriented institutions have a strong role in market operations. Thus, the appropriate 

policy approach for Aurangabad is not simply to remove regulation but to improve the quality of regulation while 

expanding competitive marketing alternatives. 

S. 

No. 
Major Area Role/Issue 

Economic Implication 

for Farmers 
Relevance to Aurangabad 

1 
Regulated 

Markets 

Regulation of agricultural 

trade 

Reduces unfair trading 

practices 

Provides organized selling 

channels 

2 Price Discovery 
Auction and competitive 

bidding 

Helps determine market-

linked prices 

Can improve farmers' price 

realization 

3 
Commission 

Agents 

Facilitate transactions and 

buyer linkages 

Useful services but may 

increase marketing 

margins 

Important in wholesale 

transactions 

4 Wholesalers 
Aggregate and redistribute 

produce 

Reduce transaction and 

distribution costs 

Connect rural producers with 

larger markets 

5 
Market 

Information 

Prices, demand and supply 

information 

Reduces information 

asymmetry 

Helps farmers decide when 

and where to sell 

6 
Weighing and 

Grading 
Standardization of produce 

Improves transparency 

and quality-based pricing 

Important for better 

commodity valuation 

7 Storage Temporary holding of produce Reduces distress selling 
Important for small and 

marginal farmers 

8 Transportation Movement from farms to Determines transaction Rural connectivity affects 
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markets costs market efficiency 

9 
Farmer 

Organizations 
Collective marketing 

Increases bargaining 

power 

Can reduce dependence on 

individual intermediaries 

10 Direct Marketing 
Direct farmer-buyer 

transactions 

Potentially improves 

farmer share 

Alternative to traditional 

market channels 

11 
Digital 

Marketing 
Online price and buyer access 

Expands market 

opportunities 

Can complement physical 

APMC markets 

12 Processing Value addition 
Creates higher-value 

marketing opportunities 

Can increase returns from 

agricultural commodities 

13 
Market 

Competition 

Number and diversity of 

buyers 

Strong competition can 

improve prices 

Important for reducing buyer 

concentration 

14 
Marketing 

Margins 

Difference between producer 

and consumer prices 

High margins may 

reduce farmer returns 

Requires monitoring for 

efficient marketing 

15 Market Reforms 
Direct/private/farmer-

consumer markets 

Provides alternative 

channels 

Supports modernization of 

Aurangabad's agricultural 

marketing 

 

VIII. DISCUSSION 

The review demonstrates that regulated markets and intermediaries have complementary but sometimes conflicting 

economic roles. Regulated markets provide institutional protection and market infrastructure, while intermediaries 

perform aggregation, financing, transportation and distribution functions. The main economic challenge is therefore not 

the complete elimination of intermediaries but the creation of competitive conditions in which their margins correspond 

to the actual services provided. Evidence from agricultural marketing research suggests that reforms are required to 

address high transaction costs, weak infrastructure and long supply chains.  

In Aurangabad, farmer producer organizations, cooperatives and collective marketing can strengthen the bargaining 

power of producers by aggregating output and negotiating with larger buyers. Improved storage and processing can 

further reduce distress sales and create opportunities for value addition. At the same time, transparent auction 

procedures, accurate weighing, quality grading and accessible market information should remain central functions of 

regulated markets. The combination of these measures can make the agricultural marketing system more competitive 

and farmer-oriented. 

 

IX. CONCLUSION 

The role of regulated markets and market intermediaries in agricultural marketing remains economically significant in 

Aurangabad. Regulated markets provide an institutional mechanism for organized trading, price discovery, 

infrastructure and protection against unfair practices, while intermediaries perform essential aggregation, logistics, 

financing and distribution functions.  

Nevertheless, excessive intermediation, inadequate competition, high marketing costs and weak bargaining power can 

reduce farmers' share of the final value of agricultural commodities. Maharashtra's introduction of direct markets, 

private markets, farmer-consumer markets and other alternative channels provides opportunities for improving 

competition and reducing unnecessary intermediation. The future of agricultural marketing in Aurangabad should 

therefore focus on a balanced system that combines effective regulation with competitive markets, farmer producer 

organizations, digital marketing, direct procurement, better storage, processing and transparent price information. Such 

an integrated approach can improve marketing efficiency, strengthen farmers' bargaining power, reduce avoidable 

transaction costs and contribute to sustainable agricultural development in the region. 
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