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AB STRACT: Bhindi (Okra) is an im por tant veg e ta ble crop of dis trict Bijnor. It pro vides a net
in come of Rs. 7794.78 with a gross out put value of Rs. 21000.00 with a to tal in put of Rs.
13205.22. The cost : ben e fit ra tio was cal cu lated at 1:1.59. In the mar ket ing of Bhindi(okra) the
pro ducer’s share in the price paid by the con sumer was very low be ing only 56.41 per cent due to 
in ef fi cient mar ket ing. A sound pro duc tion and mar ket ing sys tem of veg e ta bles in gen eral and
that of Bhindi (okra) in par tic u lar are needed.

Keywords : Okra, pro duc tion, mar ket ing, eco nom ics, cost : ben e fit ra tio.

Veg e ta ble grow ing has as sumed in creased
in ter est by the farm ers dur ing the last few de cades
with the com mer cial iza tion of ag ri cul ture. Bhindi is 
cul ti vated through out In dia for its im ma ture fruits
which are gen er ally cooked as veg e ta ble. Bhindi
soups and stews are also pop u lar dishes. When ripe, 
the black or brown white eyed seeds are some times
roasted and used as sub sti tute for cof fee. The crop
is used for the ex trac tion of the fi ber. The fruits also 
have some me dic i nal value.

Now a days, In dia is one of the main veg e ta ble 
grow ing coun tries of the world. Bhindi crop is
grown all over In dia. Among the most im por tant
states only four U.P., Maharashtra, M.P. and Tamil
Nadu ac count three fourth of to tal area (Schweers
and Sims, 3). 

An at tempt was made here to col lect pri mary
data and an a lyze it to find out cer tain spe cial
fea tures which would re veal a broad pic ture of
pro duc tion and mar ket ing of Bhindi in Bijnor
dis trict of U.P. with the spe cial ob jec tives viz. To
study the eco nom ics of pro duc tion of Bhindi,
eco nom ics of the ex ist ing ar range ment for
mar ket ing, and to ex am ine the prob lems of
pro duc tion and mar ket ing of Bhindi and put forth
sug ges tion to over come them 

MA TE RI ALS AND METH ODS

The pres ent study was con fined to Kotwali
block of Bijnor dis trict. The data were col lected

from 5 vil lages of the Kotwali block by con tact ing
50 Bhindi grow ers who were ran domly se lected for
the pur pose. The block was se lected most suited for 
Bhindi cul ti va tion. The data were col lected by
sur vey method through per sonal in ter view with the
re spon dents dur ing 2009-10. The data on mar ket ing 
were col lected from the Bijnor veg e ta ble Mandi

which is a sec ond ary mar ket and reg u lated one. 

RE SULTS AND DIS CUS SION 

For the sake of con ve nience, the pres ent study
has been di vided into three parts :  1. Eco nom ics of
pro duc tion of Bhindi, 2.Mar ket ing of Bhindi,and 3. 
Prob lems and Sug ges tions.

1.Eco nom ics of Pro duc tion of Bhindi: 

The farm ers of the Kotwali block of dis trict
Bijnor gen er ally grow Pusa Makhamali and Pusa
Sawani va ri et ies of Bhindi which are high yield ing
va ri et ies. The Bhindi grow ers in the study area
gen er ally ap ply, 3-4 ploughings, 1 to 2 weedings
and 2-3 ir ri ga tions for its pro duc tion. They
gen er ally use 300 to 400 quin tals of F.Y.M along
with chem i cal fer til iz ers in the form of N.P.K.

Cost and Returns : The cost structure in
production of Bhindi included the cost on
production inputs like seed, irrigation, plant
protection, manures and fertilizers, human labour
and tractor power, rental value of land at the
prevailing market rate and overhead costs,
comprising of interest on working and fixed capital, 
repairs and depreciation etc. The average cost on
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inputs and returns on the cultivation of Bhindi per
hectare on the sample holdings have been workout
(Table 1).

Ta ble 1 re veals that the cost of pro duc tion per
hect are of Bhindi (cost of cul ti va tion and mar ket ing 
charges per hect are) came to Rs. 16040.22. The
cost of pro duc tion per quin tal was worked out to
Rs. 229.15. As re gards re turns, Bhindi yielded a net 
re turn of Rs. 4959.78, with a to tal value of out put of 
Rs. 21000.00. The av er age yield came to 70.00
quin tals per hect are. As re gards ex pen di ture on
dif fer ent items, hu man la bour ac counted for the
high est per cent age ex pen di ture be ing 19.81 to the
to tal cost fol lowed by cost on ma nures and
fer til iz ers (19.07%), mar ket ing cost (17.70%), seed
(14.40%), trac tor power (7.20%), ir ri ga tion (3.41)
and plant pro tec tion (3.41%).

(2) Mar ket ing of Bhindi : 

Method of Sale : Mar ket ing of Bhindi plays a
very vi tal role in the pro duc tion pro cess of this
crop. In Kotwali mar ket both whole sale and re tail
sale are fol lowed. Whole sal ers and re tail ers, in fact, 
pur chase the Bhindi from pro duc ers and sale it to
re tail ers or con sum ers. Bhindi is of fered for sale in
the mar ket di rectly by pro duc ers them selves also. 

Market Charge : The marketing charges paid 
by the producers per quintal of Bhindi in Bijnor
vegetable mandi has been shows in Table 2. 

Ta ble 2 shows that the mar ket ing cost per
quin tal of Bhindi in Bijnor veg e ta ble mandi, which
is un der reg u la tion, came to Rs. 40.50 per quin tal.
As re gard mar ket ing charges of dif fer ent items,
com mis sion ac counted for the high est per cent age
ex pen di ture be ing 37.04 to the to tal mar ket ing
charges fol lowed by pack ing charges 20.99%,
trans por ta tion 23.46%, mandi charge and other
12.34% and load ing and un load ing charges 6.17%.

Dur ing the course of in ves ti ga tion, it was
ob served that the prices were the high est in the
month of Oc to ber to Jan u ary and the low est from
March to Sep tem ber. The po si tion of prices be come 
worst dur ing the pe riod when the trucks are not free 

avail able. The find ings of pres ent study are in line
of Maurya et al. (1). 

Producer’s Share in Consumer’s Price : It
would be interesting to know the difference
between price received by the producer and price
paid by the ultimate consumer and its spread over in 
the marketing of Bhindi in Bijnor. Several factors
are governing the fraction or percentage of price
obtained by the producer. Thus, whole spectrum of
such factors are rural roads, market distance from
production centres, marketing news, economic
condition of farmers and marketing facilities etc.
The producer’s share in consumer’s price in Bijnor
vegetable Mandi for the year 2009-10 has been
worked out in Table 3.

Ta ble 3 re veals that the pro ducer’s share in
con sumer’s price in Bijnor veg e ta ble Mandi came
to 56.41%. This low level of pro ducer’s share in
con sumer’s price may be at trib uted to wards
in ef fi cient markeing. The mar ket ing costs and
mar gins ac counted for 43.59%. The mar ket ing cost
born by the pro ducer came to 8.80% and those of
whole saler and re tail ers 16.54%. The mid dle men’s
mar gin came to 18.25% of the price paid by the
con sum ers. The per quin tal ex pen di ture borne by
the pro duc ers of the whole saler and the re tailer
come to Rs. 40.50, Rs. 42.50 and Rs. 33.50,
re spec tively. The mid dle men’s share came to Rs.
84.00 per quin tal.

(3) Prob lems and Sug ges tions : The main
prob lems re lated to Bhindi pro duc tion,
trans por ta tion, mar ket ing etc. and sug ges tions
(Loranz and Maynard, 2) thereof are sum ma rised in 
the fol low ing lines. By and large, the prob lems of
Bhindi cen tre round the fact that the mar gin of
profit in this com mod ity has been de creas ing and to 
not in con sis tent with the quan tum of in vest ment. 

(i) Sup ply of in puts and qual ity seed : There
are only two im proved va ri et ies of Bhindi i.e. Pusa
Makhamali and Pusa Sawani which are grown in
the study area. It is sug gested that new im proved,
hy brid, high yield ing va ri et ies of Bhindi and the
sup ply of other farm in puts at rea son able price and



276 Maurya and Pal

Ta ble 1 : The av er age cost and re turns on Bhindi crop (year 2009-10).

S. No. Particulars Value in Rs/ ha Percentage

1 Human labour 3176.59 19.81

2 Traction power 1155.00 7.20

3 Seed 2309.99 14.40

4 Manures and fertilizers 3063.14 19.07

5. Irrigation 498.81 3.11

6 Plant protection 498.81 3.11

7 Rental value of land 1500.00 9.35

8 Overhead charges 1002.10 6.25

9 Total cost of cultivation 13205.22

10 Average yield in quintal 70.00

11 Average marketing rate per quintal 300.00

12 Total value of produce 21000.00

13 Net profit 7794.78

14 Cost benefit ratio 1:1.59

15 Cost of production/qtl. of Bhindi 108.65

16 Marketing cost per quintal 40.50

17 Total marketing cost of the product of one quintal 2835.00

18 Cost of production/q of Bhindi including marketing charges 229.15

19 Total input cost/ha including market charges 16040.22

20 Net return per hectare 4959.78

Ta ble 2 : Mar ket ing charges per quin tal of Bhindi paid by pro ducer dur ing 2009-10.

S. No. Particulars Marketing
charges per

quintal in Rs.

Percentage

1 Packing charges 8.50 20.99

2 Transportation 9.50 23.46

3 Commission 15.00 37.04

4 Loading and unloading 2.50 6.17

5 Mandi charges & others 5.00 12.34

Total 40.50 100.00

Ta ble 3 : Pro ducer’s share in con sumer’s price (2009-10).

S. No. Particulars Amount in Rs.
per quintal

Percentage of
consumer’s price

A     1. Charges paid by producer 40.50 8.80

   2. Sale price of producer 300.00

   3. Net amount received by producer 259.50

B     1. Charges paid by wholesaler 42.50 9.24

   2. Sale price of wholesaler 380.50

   3. Wholesaler’s margin 37.50 8.15

C     1. Charges paid by retailer 33.50 7.30

   2. Sale price of retailer 460.00

   3. Retailer margin 46.50 10.10

D. Producers share in consumer’s price 259.50 56.41



at proper time will help in in creas ing the
pro duc tiv ity of the pro duce to a large ex tent. 

(ii) De vel op ment of va ri et ies : The
de vel op ment of va ri et ies with better cu li nary
qual ity and su pe rior nu tri tive value, ex plor ing
pos si bil i ties of in creas ing pro cess ing and in dus trial
use of bhindi is needed, im prov ing the ex ist ing
tech niques for pro duc ing dis ease free seed, pol len
stor age pol li na tion, flower pro duc tion and fruit ing
stud ies aimed at help ing in breed ing programme. 

(iii) Dis eases, in sects and pests : Bhindi is
at tracted by a num ber of dis eases caused by fungi
and vi ruses. The fun gus can live in the soil for
sev eral years; so the con trol mea sures con sist on
soil treat ment or use of fun gus re sis tant va ri et ies.
spray ing with some cop per fun gi cides also can
pre vent the spread of the dis ease. 

The most im por tant vi rus dis eases is yel low
vein mosiac. It is a vein clear ing vi rus dis ease.
There is no re sis tant com mer cial va ri ety. Pusa
Sawani is a va ri ety tol er ant to the dis ease. The
dis ease in fes ta tion is greater in the rainy sea son
than in sum mer. 

There are a num ber of in sects, which at tack
bhindi but only jassids are of ten se ri ous, the other
in sects are shoot and fruit borer and cot ton
bollworms. The con trol mea sures for Jassids are
timely spray ing with a 0.02% Endrine or 0.04%
monocrotophas. The treat ment should not be given, 
when the crop is ready for har vest. 

(iv) Low pro ducer’s share in con sumer’s

price: The pro ducer’s share in con sumer’s price
was very low in the study area and re quires
im me di ate re me dial mea sures. The ef fi cient
trans port and credit fa cil i ties may go a long way in
rais ing the pro ducer’s share in con sumer’s price on
one hand and re duc ing the mar ket ing cost of the
other. 

(v) Dis tress sale of Bhindi : Im me di ate
re me dial mea sures are need to save the bhindi

grow ers from dis tress sale. Ef fi cient trans port and
other fa cil i ties on one hand and in creased ex port on 
the other hand would go a long way in solv ing this
prob lem.

(vi) High trans port cost : The trans port cost
forms a ma jor part of the mar ket ing cost to the
pro ducer as well as the trad ers. Steps may be taken
at the gov ern ment level to reg u lar ize the trans port
charges. For this pur pose mo nop oly of the trans port 
agen cies will have to be bro ken and con trol rate be
in forced. 

(vii) Low price : It has been ob served that
dur ing the year there has been a very wide
fluc tu a tion in the prices. No doubt, price
fluc tu a tion of bhindi is one of the var i ous prob lems
of mar ket ing. 

(viii) Large sur pluses : In or der to in crease
the prof it abil ity of the crop, it is sug gested that the
sup ply at a rea son able rate must be in creased. For
this pur pose, news out side the coun try should be
ex plored on pri or ity ba sis. Ex port pro mo tion
coun cil should take up the is sue of sup ply of bhindi
more se ri ously. 

A multi-di rec tional in te grated ap proach to
take up prob lem solv ing and pur pose ori ented
re search, which may en able grow ers to play a vi tal
role in the ag ri cul tural econ omy of the state. 
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