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Abstract

An investigation was carried out during the periaehfrDecember 2007 to November
2008 to find out the fish marketing system and socimeaic status of aratdars at
Singra (Natore), Baneshwar and Puthia (Rajshahi). Bmas of fishes were observed
where maximum fishes (70%) were come from the lacad and rest (30%) was come
from outside of Bangladesh. Four types of marketirgnokl were identified and the
commission agents usually earn about 3-4% commisfiomsthe farmers. The highest
landing was 388143.75 kglyHypophthalmichthys molitrix in Shingra) whereas the
lowest landing was 701.75 kg/yXénentodon cancila in Baneshwar). Price varied from
20.38+4.58 Chanda ranga in Baneshwar) to 190.17+27.33 Tk/Kg &rias batrachus in
Baneshwar). The average marketing cost and marketargin varied from 91 to 128
Tk/day and 17.75 to 28.25 Tk/kg in Baneshwar. Majdty.76% in Puthia to 74.99%
in Baneshwar) aratdars were found to class I-X. Magrondary occupation of the
aratdars was fish farming (50% in Puthia to 75% ineBamvar). Most of the aratdars
(75% in Baneshwar and Shingra to 83% in Puthia) iearad to earn Tk 100-500 per
day. Infrastructure of wholesale and retail fish merkevere not adequate with
regarding to sales area, packaging, sanitation, wsigply, drainage, cleaning,
washing, maintenance and repairs except very few.
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I ntroduction

Marketing is defined as the businesaddition actual sale of fish by reducing

activities that involved in the flow of goods middlemen (Agarwal, 1990). Marketing

and services from the point of initial provides the channel of communication
production until they reach the ultimatebetween the producers and consumers
consumer. Fisheries marketing comprise aWhich passes through a number of
the activities and agencies conducting thenintermediaries: farias, beparies, retailers,
involved in the movement of fish or fishand aratdars. Fish collectors commonly
products from the farm or industries to theknown as mohajons or aratders procure fish
final consumers or end users. The fisliorm the catchers, with the help of local

marketing should not have the object onibrokers who get a profit margin or

catching and selling of fish but the fishcommission from the mohajons. The most
marketing should have the wide scope foserious marketing difficulties seem to occur
exploitation production, distribution, in the remote communities, which lack of
preservation and transportation of fishin  transport, ice, poor road facilities and where
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the farmers are in a particularly weakmarkets. Physically market visit and
position in relation of intermediaries questionnaire based interview methods were
(Rahman, 1997). The successful fisheryised for data collection. Following formula
development of Bangladesh depends upcere used for the calculation of marketing
adequate consideration of biologicalmargin —

technical and economic information along

with socio economic and culturalMM = P, = B (Where, MM = Marketing
information for making an overall decision.margin, R = Retail price and = Farm
Actually fresh fish marketing disorder notprice).

only seen in Bangladesh but also in Asiarll the data are analyzed by using computer
region (Shrivastava and Randhir, 1995). Fosoftware Microsoft Excel.

this aim investigation of the social patterns,

economic system and some related asped®esults and discussion

of the people of fishery are found as the

basic need. Afsaruddin (1964), Westerguar&tructure of fish market

(1975-76) and Karim (1978) were focusedrhe structure of the market could be
on fishermen’s occupation in the descriptiortharacterized by a situation of the presence
of socio economic and socio-culture aspectef many buyers and sellers. There were 33
The fishermen are the producers of fish, buiShingra), 13 (Baneshwar), 13 (Puthia)
as a class they are extremely ignoredratdars and 200 (Shingra), 70-100
socially and exploited economically. So, it(Baneshwar), 90-100 (Puthia) retailers in the
iS necessary to know about the socistudied market. A number of people also
economic condition of intermediaries andwork with the traders as daily basis.
fishermen for the development of marketingVholesales were held from 6:00 AM to
strategy and livelihood status of them. Kingl2:00 PM and retail markets were held from
(1997) reported that some fisher folk group®:00 AM to 5:00 PM. The infrastructure of
and NGO's have attempted to market theiwholesale and retail fish markets were not
own fish or produce value added productadequate with regarding to sales area,
and become more active in small-scalpackaging, sanitation, water supply,
marketing development activities in India.drainage, cleaning, washing and
Therefore the present studies were designedaintenance and repairs except very few.
to found out the detailed account ofHossain and Uddin (1995) also reported the
marketing and the sustainable livelihood osame constrains and infra structural status of

the aratdars. the fish market. Panikkar and Sathiadas
(1989) found that due to lack of
Materials and Methods infrastructure facilities the supply of fish at

The study was carried out for a period othe landing centre is highly inelastic in
December 2007 to November 2008 fokKerala, India.

getting a details account of marketing

system of Singra (Natore), Baneshwar an8ources, supply and other facilities

Puthia (Rajshahi) and also the soci® remarkable amount of caught fish from
economic status of aratdars of the fishivers, canals, beels, haors, ponds, swamps,
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floodplains and paddy fields were came tdMarketing channel
the fish markets of the North-West area byn the present study the marketing channel
the interference of fishermen, faria, bepanvas traditional and remains in the hands of
or by wholesaler. Both culture and capturerivate traders and government have no role
fisheries produce less which accounts foin this field. So, the price of the fish
high prices of all fish species during dryfluctuates of the different intermediaries:
season. Annual report of NFEP, 1995 weréarias, beparies, retailers, and aratdars. Four
alsosame.The transportation system of fishto five intermediaries were present in fish
from surveyed fish landing center aremarketing (Rahman, 2003; Yousuf, 2004;
presented in fig. 1. Gupta, 2004 and Thakur, 1974). The

After catching, fishes were transportednvolvements of large percentage of the
in the market by different vehicles (train,middleman and commission agents reduce
bus, truck, pick-up, boats, tampoo,benefit to the fish products (Ahmed al.,
rickshaw, bullock cart, cycle, van, tomtom,1993 and Mazid, 1994). The commission
thalagaree, and bhar). There was agents usually earn about 3-4%
connection between fish transportation andommissions from the farmers. So, the price
marketing. But it was unfortunate to all ofof fish increases in every stage by 20-40%.
us that were no organized transportatioMore or less results were found by Khanam
system in studied area. Rokestaal. (1997) et al., 2003. The fish marketing channel of
were found same problem in their regiondifferent fish markets are presented in fig. 3.
For the packaging and preservation different
kinds of bamboo baskets, plastic baskets,anding, pricing, marketing cost and
leaves, pulm trees and banana leafs, woodemar keting margin
boxes, polythene bag or plastic bag, earthedanong the three fish market the highest
pot, aluminium can, drum, few aquaticlanding was 388143.75 kg/yH(molitrix in
vegetation were used for fresh fish andghingra) whereas the lowest landing was
fishery products. 701.75 kglyr X. cancila in Baneshwar). The

Ice was used as 1: 3 for transportatiohighest landing was found in Shingra
in case ofHilsa and exported fishes. The because “Chalan beel” was situated in front
daily supplies of fishes in Baneshwarof Shingra bazar, which is the main source
Puthia and Shingra bazar are presented @i fish of Shingra bazar. The highest price
fig. 2. was 190.17+27.33 Tk/kgC( batrachus in

In Shingra fish market, most of theBaneshwar) whereas the lowest price was
fishes (70%) were come from the local are20.38+4.58 Tk/kg€. ranga in Baneshwar).
and rests (30%) were come from outsidGhe price of small fishes and also other
(India and Myanmar). Siddque (2001) alsdishes varies according to the season of the
found that in Mymensingh markets, fishesyear with marketing cost. Market price of
were imported from Myanmar and India.fish was not always constant i. e. when the
Especially Indian major carps are largesupplies of fishes were high then the price
sizes. of fishes were dropped and when the
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Figure 1. Showing the sources and transportation of fish faatveyed fish landing center
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supplies of fishes were low the price Yadov (1991) and Atapattu (1994)

increase. Flowreet. al. (2000) worked on reported that fish growers association and
the relative importance of four commercialco-operative  organization should be
fishes and prawns of the North-West Regioestablished in order to aim at better
(NWR) of Bangladesh in relation to landingproduction, harvesting and marketing. The
and price. Average landing and price ofiverage marketing cost varied from 91 to
different fish species are presented in Tabl&28 Tk/day in the surveyed markets. The
1. highest total marketing cost was 8.00 Tk/kg

O Bxotic fishes (kg)
B Indigenous fishes (kg)
B Live fishes (kg)

60%
O Smallfishes (kg)

Shingra

O BExotic fishes (kg)
B Indigenous fishes (kg)
B Live fishes (kg)

60%
O Small fishes (kg)

Baneshwar

O Exotic fishes (kg)
B Indigenous fishes (kg)
B Live fishes (kg)

61%
0 Small fishes (kg)

Puthia

Figure 2. Supplies of fishes at different fish market
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for C. carpio (Shingra) and lowest was 4.50(2004) were worked on market margin and
Tk/kg for O. nolotica (Baneshwar). The price analysis. The highest margin price
most sold fish species wete rohita> C. paid by consumers as Tk. 73.00/kg for
catla> C. mrigala> H. molitrix> P. rohita (Puthia) The fishermen get the
pangasius. The highest marketing marginmaximum price for their commodity at
of farias was found fokL. rohita (Shingra) Puthia fish landing center foP. sutchi
The highest marketing margin of bepariesvhich was Tk. 48.00/kg that was 73% of the
was found forL. rohita, O. nilotica and C. consumer price. The lowest price obtained
carpio (Baneshwar) whereas the lowest wady the fishermen foH. molitrix was found
found for P. sutchi (Baneshwar) Mia as Tk. 25.00/kg at Shingra fish market at
(1996); Khalil (1999); Biswas (2001); Natore.

Rahman (2003); Gupta (2004) and Yousuf

Fisher men/Growers

\ 4 v
Faria v Faria
Bepari
v
Aratdar y
Bepari
y
Retailer Aratdar '
Aratdar
A
Retailer Retailer
Aratdar
4 \ 4

Fisher men/Growers

Figure 3. Showing the fish marketing channel
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Table 1. Average landing and price of different speciethiee fish markets

Different species Baneshwar Puthia Shingra

Landing | Averageprice Landing Average price Landing Average price

(kglyr) (Tk/kg) (kglyr) (Tk/kg) (kglyr) (Tk/kg)
Exotic fishes
Hypophthal mi chthys 2846.41 40.35+1.18 220023.00 39.49+0.09 388143.758.5531.32
molitrix
Aristichthysnohilis 235115.75| 39.84+2.81 191986.25 39.88+0.85 33233.2538.10+1.85
Cyprinus Carpio 111049.00| 51.18+5.54 110167.25 53.13+2.70 176815(789.97+4.12
Cyprinus Carpio linnacus | 103062.50| 49.16+7.76 107125.00 52.07+3.47 193082(088.68+4.61
Ctenopharyngodonidellus | 226094.75| 47.05+5.27 192131.50 45.33+3.93 298671)289.05+4.69
Puntius goni onotus 28887.28 36.88+7.92 35112.50 45.07+17.66 71938.50 0.7047.82
Oreochromi s niloti cus 51761.30 41.52+9.67 32106.00 41.09+11.10 62554.50 9.2037.54
Clarias gariepinus 47842.00 24.48+4.22 13375.00 20.40+11.33 35959.25 7.3123.92
Pangasi us pangas us 172811.00| 50.53+14.06 104618.25 53.44+3.09 227879|549.11+12.83
Tilapi a mossumbi cus 19915.50 40.03+6.00 23409.00 45.34+7.70 55008.50 .5833.61
Total 999385.49 1030053.75 1839786.25
Indigenous fishes
Labeo rohita 209416.50| 66.13+18.24 173980.00 69.07+3.52 256902(562.63+3.03
Catla catla 173146.25| 72.05+6.86 155803.75 71.37+4.58 280249)265.22+3.31
Cirrhinus mrigala 166203.50| 55.09+5.04 164294.25 52.72+3.51 277048)506.31+1.96
Labeo calbasu 24880.75 46.70+1349 26633.25 51.19+17.86 72862.75 9.0554.47
Labeo boga 27055.00 54.78+5.77 22124.25 54.08+15.05 67093.25 0.1832.23
Chirrhinus reba 19790.50 60.73+10.25 20057.50 65.52+5.39 58537.50 5.83@2.02
Labeo bata 10580.00 46.15+16.65 14372.25 47.33+13.82 48551.2554.02+4.96
Total 631072.5 577265.25 1061245.00
Live fishes
Heteropneustes fosslis 1907.25 80.21+35.98 2712.25 99.73+40.74 14953.25 7.30%#18.33
Clarias batrachus 2137.75 190.17+£27.33 3348.00 120.15+23.30 12816.00134.71+16.22
Ompok pabda 1794.50 159.28+36.55 1669.75 183.03+67.87 6413.5Q0 88.79+35.16
Mystus vittatus 1107.20 60.25+19.91 1643.25 63.56+30.99 5679.25 5022.04
Anabas testudi neus 849.00 93.44+38.64 881.50 91.77+47.78 4399.19 B#A.6.48
Chanjna striatus 937.25 38.55+30.72 1873.75 44.57+37.97 4271.15 084.4.45
Channa punctatus 2724.75 25.9245.27 13939.50 29.65+3.61 5295.75 236.60
Total 11457.7 26068 53828.09
SIS
Puntius sophere 4773.75 26.61+2.65 7513.75 27.57+5.03 4641.75 2337
Rasbora daniconius 1442.75 20.55+10.27 1816.50 25.08+2.24 11702.50 3222.62
Amblypharyngodon mola | 2563.50 54.28+12.62 4653.75 58.96+8.38 11109.76 09E5.39
Pseudeutropi us 1544.25 46.49+23.72 1703.50 62.00+11.95| 7998.75 4682.8.05
atherinoides
Salmostoma bacaila 2521.75 50.11+17.37 4379.75 54.73+8.88 14310.50 388%3.08
Chanda ranga 2403.00 20.38+4.58 4604.75 21.37+3.00 19344.25 72B.B0
Glossogobius giuris 2032.75 32.40+4.63 3510.00 33.9455.49 9973.50 IR
Xenentodon candila 701.75 25.53+13.85 789.00 26.00+16.89 3578.50 M B5E4
Total 17983.5 28971.00 124429.75
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Table 2. Socio economic status of aratdars of different feshter at Rajshahi and Natore

Items Different bazar
Baneshwar (%) | Puthia (%) | Shingra (%)
Family size (No.)
3-5 16.66 7.69 6.06
6-7 16.16 23.07 36.36
8-9 25.00 30.76 36.36
10-Above 41.66 38.46 21.21
Educational status
llliterate 8.33 7.09 18.18
Classl-V 16.66 23.07 21.21
Class VI-X 58.33 30.76 51.51
Class XI-Degree 16.66 38.46 9.09
Health service (used by aratders)
Village doctor 100 83.34 91.66
Community hospital 16.66 8.33 25
Upazilla hospital 0 16.66 33.33
District hospital 8.33 25 16.66
Private clinic 16.66 16.66 25
Other profession
Fish farmer 75.00 50.00 58.66
Business 16.66 16.67 25.00
Agriculture 8.34 33.33 16.34
Daily income (Tk)
100-500 75.00 83.32 75.00
500-900 16.66 8.34 25.00
900-1200 8.34 8.34 -
Economic status
Lower middle class 16.67 41.67 25.00
Middle class 58.33 33.33 50.00
Rich 25.00 25.00 25.00
Socio economic status occupation in the description of socio

The socio economic condition of aratdersgeconomic and socio culture aspects. The
and other fish traders were still at andnformation on the socio economic status of
primary stage of growth in studied areahe fishermen, aratders and other fish traders
(Table 2). Aratders of surveyed fish landingwill be helpful for making any development
centers are poor, illiterate, few and followdecision for North-West (Rajshahi and
the traditional fish business. Mia (1996)Natore) fish market and other fisheries
found that most of the fish traders were ufsector.

to secondary level of education. It is true

that the aratders also involved with otheConclusion and recommendation

business and maintain rich livelihood.Almost all the aratdars were facing many
Some workers like Afsaruddin (1964),problems and going through a very
Westerguard (1975-76), Karim (1978)vulnerable livelihood. Low income (with
discussed on fishermen and fish trader'slaily and seasonal variation) was the most

41



F. A. Flowra, A. H. M. K. Bashar, S. N. Jahan, M.2amad and M. M. Islam / Our Nature
(2012) 10: 34-43

common and severe. In most cases thefgsaruddin, M. 1964.Rural life in Bangladesh (A

was no auction sheds, packing sheds, even study of selected villages). New market, Dacca.
' ' 114 p.

proper d_ra'”age and hygienic faC”'t'e_S'Agarwal, S. C. 1990. Fishery management. Ashish
Unauthorized intruders (Mastan), credit, = publishing House. 8/18, Punjabibagh, New
lack of workers, undeveloped communic-  Delhi-110026. 329-376 pp.
ation etc. were the main constrains of thé\hmﬁ% '\e/lhb |dRa§é'o§éoggr?q -CB'ggﬁor’ceM'Eé aﬁjglgéh
H us SOCI IC, u u I

aratdars. Among Others.’ lack of capital, very marketing in two thanas in Bangladesh.
poor or no .preservatlon and processing  |cLARM Tech. Rep. 40-82 pp.
facilities, pricing system, poor educationalAtapattu, AR 1994. Community-based approaches
background and health service were also to fisheries management: the role of marketing
important. From the above point of view it development and fisheries co-operatives in

b luded th h I improving socio-economic conditions of small-
may be concluded that the present over all g.qe fishermen. In: Socio-economic Issues in
declining fisheries status and little improved  coastal Fisheries Management, Proceedings of
marketing system of surveyed fish landing the Indo-pacific Fishery Commission (IPIC)
center and market at Rajshahi and Natore syérgozsélimé% ;angkok, Thailand,  RAPA

; ; p ubl.8:281- .
was not satisfactory. The socio economl%iswas, H. 2001. Dried marine fish marketing in
status of aratders was very average. SOME greater Chittagong  district. MS  Thesis.
recommendation for improving existing Department of Co-operative and Marketing,
marketing system that affect on the food, Bangladesh Agricultural University, Mymensin-
nutrition as well as export earnings are gh. 119 p.
b

Establish conservation area for fishes, b) " - A Hossain, M. A and Parween, S. 2000.
! Relative importance of four commercial fishes

Ensure better marketing and distribution of  and prawns of the North-West Region (NWR) of
fishes, c) Improve season based modern Bangladesh in relation to landing and pride.
storage system, d) Maintain sanitation an%u tt;O_SSGB Szbgz_ﬁgfatus of Fish marketing in Fulpur
_hyg'emc_condltlons in the fish ma_rkets’ €) pUbaziII, Mymensingh. M. S. Thesis. Dgpartmepnt
introduction of modern wholesaling and  of Fisheries Management, Bangladesh Agricult-
retailing facilities, e) Keep the constant ural University, Mymensingh. 63 p.

price of fish by government ) EstablishHossain M. M. and Uddin, M. H. 1995. Quality
the documentation of the contribution of control and marketing of fish and fish product

. L . needs for infrastructure and legal support. Paper
fish to livelihood of aratdars, income and presented in the National workshop of Fisheries

nutrition in rural areas. Research Development and Management form
29 October to 10 November. Dacca. Bangladesh.
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