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Abstract

The study Problems and Prospects of Organic Vegetables and Fruits Market in Nepal

aims to analyze the status of organic market in Farmer’s Market at Le Sherpa situated in

Maharajgunj area of Kathmandu valley. The objective of this research is to analyze the

farming status of vendors, to analyze the status of organic farming, to examine the

perception of consumers towards the organic products and to analyze the prospects and

problems of organic marketing.

This study has been carried out mostly on the basis of explanatory research design. Both

qualitative and quantative data have been collected using primary and secondary

sources. Accidental sampling and simple random sampling methods were used to select

the sample population. The primary data were collected using structured questionnaires

and Focus Group Discussion methods whereas the secondary data were collected from

the books and journals published by several authors and researchers. The statistical data

were analyzed using computer software and statistical tools like tables, bar graphs, line

graphs, pie chart, etc. whereas the qualitative data were analyzed using descriptive

method.

The farming status of the vendors was analyzed. In this portion of analysis, the number of

trained farmers was less than that of untrained farmers. The cultivation by farmers was

mostly being conducted in a commercial scale and most of the farmers were using

organic fertilizers, compost and manure for cultivation. A huge portion of organic

products are being produced inside the Kathmandu valley and majority of farmers took

the farm land in lease for cultivation.

Secondly, while analyzing the status of the organic market, it was found that most of the

farmers were happy with the sales rate and profit margin. The price comparison was

carried out between organic and conventional products where the organic products were

found to be expensive by a huge margin. The registration process was found to be quick

and easy for farmers.
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The consumers were not well aware about the organic products. A lot of respondents

either had a partial and misguided idea about organic products or they didn’t have any

idea at all. It was also found that the targeted consumers of the market are very small.

But a few problems were found nonetheless. Some consumers shared their concern about

the quality and certification of products. Some complained that the pricing of the product

was too high. On the other hand farmers have difficulties and challenges themselves.

Thus, there is a huge possibility of organic product farming and marketing in Kathmandu

valley. In order to tap into a broad population, first the organic products must be

promoted and targeted to the general people rather than a small section of society. .Also

the organic farming and marketing is in its infancy stage right now and it requires a lot

of attention and care from government sector as well as the farmers and consumers.
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