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CHAPTER |
INTRODUCTION

1.1 Background

Nepal is a small and least developed country invéeh two emerging
economic powers of Asia, China in the north anddnd the east, west
and south. The total geographical area of the cpustl47181 sq. km.
Despite its size, it has diversified climatic cdrmah, which is suitable for
growing a large valuable species of crops. The tgus administratively
divided into five development regions and seventg-f districts.

Ecologically, Nepal has been divided into threeiaeg the Terai, the
hills and the mountains. These regions differ dydabm one another in

topography climate and population density.

Palpa district is also one of the famous distriotsvestern development
region as other district of the Himalayan kingdofrNepal. This district
Is very famous for its natural beauty, history aodrism. This district is
situated in the middle of Rupandhahi, Nawalpar&yanja, Gulmi,
Tanahu and Arghakhanchi districts. It is locatedLumbini zone and
covers 1373 sq km of the area of the Nepal. Tarsstre head quarter of
the Palpa district. Palpa have 60 VDC and 2 Muaidyp This district is
situated 83 km away from the birth place of LorduGana Buddha,
Lumbini. With the aim to develop the develop thege of Palpa district
to achieve the success or goal for there well bé#wegorganization like
REDA are working in this Palpa district to promated strengthen the

local area people, government and organization.



The full form of REDA is Rural Economic Developmekésociation. It
Is a nonprofit making community based on nongovemnorganization
established in 1991 A.D. at Palpa District. It Hasen registered to
District Administration office Palpa on 1993 A.Dna affiliated with
social welfare council on 1994 A.D. It compriseb4yeneral members
along with 17 board members. The main objectiveREDA is enabling
community people to identify and mobilize sociahypical and human
resources in achieving higher level of self rel@andt facilitates
communities' enchanting their planning, implemeataand monitoring
capacities. REDA has been lunching the ginger ptmmg@rogram since
2055 B.S in the financial and technical supporHefvatas, Nepal. This
program has been supporting farmers in productmmocessing and
establishment of institutionalized market mechasism order to
maximize farmers who produce ginger. One farmer e&ams about Rs
9000/- annually. Six thousands one hundred ang-forte ginger farmers
have been directly benefited through this progrdrman ginger co-
operatives have been established and operatedien twr support ginger
farmers in selling their products at maximum price and avoid
cheating from the local traders. One district lefedleration of ginger
cooperative also has been established and opahtted since January
2008. REDA is caring and raring these cooperatinstution despite of

the external support.

In the technical and financial assistance of Helfgernational, Nepal
and in the initiation of REDA livestock program Hasen implemented at
Palpa since 2001 A.D. This project has been lauham¢he partnership
of REDA and Heifer Internationals, Nepal till nowhere are four
projects under this program namely REDA Goat Rgistrogram, Youth

Integration in community development, Phek GoatsRagi Program,



Youth Integration in community development, Phek atGdraising
Program and Palpa Integrated Rural Developmentr&magr his program
has been implemented to promote livestock under I¢aeership of
women in order to reduce the rural poverty. Thesee5% women groups
in the limitation of REDA. The main aim of this gn@am is to empower
the women and support for the economic developroériarmers 860
goats to 430 families and 60 buffaloes to 60 fasilhave been gifted by
REDA through Heifer project till now. REDA, unddret agreement made
between Alternative Energy Promotion Centre/Ene3ggtor Assistance
Programmed(AEPC/ESAP) on August 2004 has been agritirough
the Regional Renewal Energy Service Centre (RRE&@yomote rural
activities in Palpa, Syanja, Gulmi, Arghakhanchplg&d and Pyuthan
districts with the aim of promoting with the aim pfomoting of Micro
hydro projects. ESAP has been providing finanaidissdy since August

2004 to till date. Major achievements of the progiae-

In total 212 K.W. for 2,661 households (175 K.Wt 1®41 households
through micro hydro project and 37 K.W. for 720 &elnolds through
Pico hydro project, has been build under the sotiabilization and
technical supervision of REDA. This program targetsthe production
of 1.5 Mw electricity in near future. AEPC had panty involved in
promotion and development of Biogas Technology mmolementation
of the National Improved Stoves (ICS) program. TG& program has
been initiated by REDA under the financial and tecal assistance of
CRTN from 2001 to 2003 A.D from January 2006 REDashbeen
implementing this program in Palpa district undbee tfinancial and
technical support of AEPC/ESAP. There are 20 logartner

organizations in four districts to run this progra®®1 promoters have



been trained to install the ICSs and 5817 ICSs Ih@en installed up to
2007.

The agricultural sector, which dominates the econoffNepal, accounts
for about 38 percent to the national Gross Domdatarluct (GDP) and
provides direct employment to about 76 percenth& €conomically
active population There is considerable degreesgional specialization
among cash crops due to ecological conditionsspairt and marketing
considerations, locations of processing faciliteesd socio-economic
factors. Sugarcane, tea, tobacco, potatoes, oissegnger, cardamom
and jute are the principal cash crops grown in Ngépedhain and Aryal,
2002).

Agriculture, in spite of the top priority accordbg government plans and
programs, remains a subsistence sector with lowlymtovity. Although
resource allocation to the agriculture sector heesnb25 percent of the
development expenditure, the dismal performanceha sector has
forced Nepal to import rice to meet the food shgetan the country
(Dahal, 1999). Agricultural diversification and corarcialization have
drawn attention of the planners and policy makererims of generating
more income, employment opportunities and bioditersonservation.
Because of poverty of the farmers and geographicglasse, the
traditional agricultural practices have undergoritlel changes. As
agriculture has been a key sector in Nepalese ewmgnagricultural
sector has to be developed and commercialized ise rdne living
standard of rural people by providing employmentpafunities
(Adhikari, 2000). The living standard of the farmeran be raised by
identifying high-value low-volume crops, which hawomparative
advantage, and by optimally utilizing the availablesources for

sustainable development (Gautam and Saraf, 199b)actelerate the



growth in agriculture sector, the government of &ldpas launched 20
years strategic plan, Agriculture Perspective RaRP). APP seeks to
raise agriculture GDP growth from 2.96 percent 892-1995 to 4.88
percent by 2011-2015. Likewise, APP aims to ugéfimers’ status by

including high value crops on a commercial basisilis of Nepal.

Ginger is cultivated mainly for export and majoioguction areas are
Syanja, Palpa and Tanahun districts in Western IDpuweent Region and
Salyan district in the Mid Western Development Regand Morang,

Taplejung, Panchthar, Tehrathum in Eastern DevetopmRegion.

Production of ginger in 1981/82 was 1648 mt. whereacent area
occupied by ginger is 8956 ha with the productiafy8.42 mt/ha (GRP,
2000). It has been estimated that out of the fmtadluction 60 percent is
exported particularly in India (KC, 2002).

The traditional value and geographical locationluefice decision-
making process in rural communities (Devkota, 1998yolvement of

women in agriculture plays an important role iniagitural production

and marketing processes in Nepal. In Nepal, feqmagrilation constitute
50.50 percent of the total population and 98 pdroéthem are engaged
in agriculture (Adhakari, 2002). In much of the commities throughout
Nepal, the women carry out much of the agriculivcek and almost all

household activities. The contribution of Nepalesamen to economic
activities in various friends is not less than nieaugh they were not
completely deprived of economic right, yet they ao¢ given equality to

it.

Nepalese women are still confined to their tradiiloroles. Activities like

fuel wood and water collection, food preparatianijrmgy birth, child care,

and washing clothes are seen as non-economictegiare performed by



women where as men are involved in marketing diegziand social
gathering (Bhattarai, 2002).

Women’s role is very crucial for promoting of highalue crops
production and marketing. As women comprise 76 grdrof the total
labor force in ginger production, women should amé¢ted as the key
players to promote agribusiness of high value ctopscrease household

income (Tulachan, 1994).

1.2 Focus of the Study

Demand for spice crops are increasing day by dalgarcountry because
of population growth, increase in external markemdnd and also
increasing in the local spice industries (GCDS, @OMis Majesty’s
Government of Nepal in its Tenth Plan has emphdsina the
commercialization of ginger in the identified potkehrough pocket
package strategy. This strategy not only improves ihcome of the

farmers but also promote agribusiness.

Efficiency of marketing is crucial in determininget profits from the
production. Ginger marketing system and most ofrtiaeket centers are
poorly organized and rudimentary. It is therefothis study was
conducted to examine the marketing situation ofgeginincluding
marketing system, pricing mechanism, gender detisimaking,
production and marketing problems and export p@kiyt of ginger in

Palpa district.



1.3 Statement of Problem

Mixed farming that includes crop farming, livestat&ing and forestry is
typical of Nepalese agriculture. The farming systenthe mid-western
hill is subsistence oriented to a large extent. Allageveloped and
efficient production and marketing system plays igofal role in

transforming the subsistence agriculture towarasmercialization.

Past efforts in the development of agriculturalteebave been largely
concentrated on production aspects. However, thave been gradual
changes in the scope of agricultural marketing witie increased
production in some pockets, increased urbanizadod production.
Despite the substantial emphasis given on produetspects, past efforts

have failed to achieve the significant productiggins (Karki, 1997).

Nepal’'s excellent topographical variation providest opportunities for
growing and exporting a variety of High value casbps. However, the
government has been focusing to invest on thetioadi pattern of
research focusing on a few cereal crops like rinajze, wheat and
legumes (Sedhain and Aryal, 2002). Ginger is onéhefmost feasible
high value crops of export potentialities. Becao$ersarious problems
related to agricultural marketing in Nepal like gpmarketing channel,
large number of middleman, bio-physical and socior@mic
constraints, farmers are not able to trap the drpeopportunity from
ginger cultivation. One of the problems of ofterpeessed by the ginger
growers was the fluctuation in the availabilitymérket as well as market
prices that resulted in heavy exploitation by thadérs. Agricultural
marketing in Nepal has because of investment ofg lonarketing
channels, a large number of middlemen, many typphgtical, social
economic and facilitating marketing functions aedvges. Due to these

problems farmers are not able to trap the oppdgtuform ginger

7



cultivation. To cope with these problems, Nepal ustioprioritize the
commercialization of ginger through efficient markg facilities to
accelerate economic growth of the rural communitigbe hills. Farmers

are losing their control over the domestic markets.

The gender disparity in farm related decisionsoiimon in our society.
Though women have significant role in farming meraken more
decisions about farm related activities. The lggalision regarding the
right of women has been accepted now. However, woare still far

behind men.

1.4 Rationale of the Study

Agriculture, in spite of top government priorityprinues to be largest
sector with a low productivity and traditional fang system.
Traditionally, Nepal's hill farmer have had limitedccess to the
marketing network for the commercialization of thproduction, thus
limiting the commercialization of hill agriculturas well as farmer’'s

iIncome generating potential.

Agricultural perspective plan (APP) has recognized importance of
ginger as the high value spice crop in Nepal. Hilgion is found more
suitable for high value commaodity production. Samis VDCs of Palpa

district is important ginger growing district inghVestern Development
Region of Nepal. The total area under cultivatigmpduction and

productivity of ginger in Palpa district in 2012¥0 were 995 ha.
13541.95 mt. and 13.61mt/ha. Respectively (DADMAE)0IN absence of
sufficient information about pricing mechanism andrket planning, the

farmers of this district are facing difficulty inbtaining remunerative



price of their product. Efficient marketing systamay help them in

fetching better prices for their produce.

Women play a vital role in the production of alghivalue commodities.
However, they have little access to alternative maeaf earning income.
In view of the government’s present policy of ernaming women in the
agribusiness sector, there is considerable needefwarch on gender
analysis that encourages women’s involvement iniosgonomic

activities.

Under these circumstances it is important to undedsproduction and
marketing situation of ginger as major exportaldshccrop. This study

has made an effort towards this direction.

1.5 Obijectives of the Study

The general objective of this study was to asskesproduction and
marketing dynamics of ginger with special referetweaginger in Palpa

district. The specific objective was :-

 To identify the marketing practices, marketing afeln and

business tradition of ginger;

» To analyze the gender role in household decisiokingaprocess

with regard to ginger production and marketing ioQgr;
» To assess the sales and production in quantity.

» To identify the major constraints of production andrketing.



1.6 Scope of the Study

It is expected that the output of the proposedystid help the farmer to
remove the weaknesses and make effective produetnoh marketing
plans of ginger. This will also help the ginger-gwoing farmer to reap a
maximum profit and rise in standard of living. Thlatudy will also be
useful for policy makers and planner in formulatipglicies and

guidelines regarding production and marketing afgr.

1.7 Limitation of the Study

This research addresses the production and magkdgmmamics of major
exportable spices, especially ginger, in Nepalc&ia effort was made to
minimize the limitations. However, the present gtuday have the

following limitations.

The study was limited to Village Development Conteas (VDCs) and

municipality (MPs) of Palpa district. As this stubdgs not covered all the
agro ecological zones of Nepal its findings may lb@trepresentative of
hills of Nepal Despite the several spices growiNépal including Palpa
district, this study covers only one spice i.e.ggin So it may not be
representative for all the high value cash cropsngaexport potential

(MDD, 2001).

1.8 Organization of the Study
The thesis has been categorized into five chapters
Chapter I: Introduction

The first chapter consists of introduction of theds, background of, the

study, History of Ginger production in Nepal, stagnt of the problems,

10



significance of the study, objectives of the stuBgsearch hypothesis

and limitation of the study.

Chapter II: Review of Literature

This chapter includes review of the literature, abhwas obtained during
the review of books, articles, journals, reportsd amther relevant

materials.

Chapter Ill: Research Methodology

This chapter deals on research design, populatidrsample size, source

of data, data collection and processing techniqunesanalysis of tools.

Chapter IV: Data presentation and Analysis

This chapter attempts to analyze and evaluated ddbathe help of
analytical tools and interpret all the result itee unit of empirical

findings and results.

Chapter V: Summary, Conclusion and Recommendations

This chapter covers on the results and findings @emmend some

suggestions.

11



CHAPTER Il
REVIEW OF LITERATURE

This study intends to analyze the production andkatang dynamics of
ginger in Palpa district of Nepal. Therefore, tbigpter briefly reviews
the earlier studies carried out on different aspeuft production and
marketing of ginger inside and outside of the coyrwhich are relevant

to the present study.

2.1 Marketing: Concept and Definition
Marketing:

Marketing is considered as an integral part of pojcy for agricultural

development. Marketing is a process that makes gg@ul services
available to the consumers. Success of any pramuotiented program
depends upon the efficient of produce

Marketing comprises all the activities aimed aisfgng the customers
through the exchange relationship to achieve orgdiional objectives
with social responsibility (Agrawal, 1999).

Kohls and Uhl (1985) defined marketing as the peménce of all
business activities involved in the flow of prodactd service from the
point of initial agricultural production until thegre in the hands of

consumers.



2.2 Marketing System and Marketing Margin

In a dynamic and growing economy, the agricultumalrketing system
provides important linkages between the farm pradocsector and the
non-farm sector. A part from performing physicaldafacilitating
function of transferring the goods from the prodsc® consumers, the
marketing system also perform the function of digring the prices at
different stages of marketing and transmitting finees signals in the
marketing chain (Acharya, 1998).

Efficient marketing system is a prerequisite forvelepment of

agriculture sector. A well developed and efficienarketing system
promote and provides extra leverage to the ovegabbwth and

development of an economy by facilitating optimabdguct mix and

planning and its efficient distribution (Gurunget al., 1996). In

developing countries agricultural marketing systerhave been
characterized by a diversity of structure oftenoires arrangements for
credit, storage and transport as well as networknt#rmediaries that
include large and small traders, cooperatives amtgergment agencies
resulting the higher costs of assembling and trantisyy farm products
(Yanagi, 1996). This is relevant in the marketirfiggmger in Nepal as
well. So there is a need to improve marketing ayeament so that the
consumer may benefit from stable delivery of pradwnd farmer may
receive higher returns. An efficient marketing systis essential for

timely delivery and reduces marketing cost.

A marketing system is a network of subsystem, whiHinked by
corresponding changes of information, productsrandey. In marketing
system producers, traders, transporters, wholassalestailers and
consumers are the main factors involved to carrymg different
activities (MDD, 1999). Marketing system dependglondistance of the

13



production area from the city and quality of proelun transportation
(Pun and Karmacharya, 1988). Lower marketing maima higher
production share on the retail price ensure efiicye of marketing

system.

Haqueet al., (1996) in their study on guava marketing found thatlong
marketing channel are one of the reasons for iseckanarketing cost
and bring inefficiency in marketing. This results the consumers’

welfare and producers share.

Sainiet al., (1999) in their study on role of ginger in ruravelopment of
Meghalaya, India stated that in the marketing systaost of the benefits
were reaped by the middleman as the majority ohéas were forced to
accept the value offered by the traders throughdlardan due to
unawareness of market trend. Farmers were compédledell their
produce at any price because of perishability & groduce (fresh
ginger), cash need and dependence on middiemaartetthe produce.
It was suggested that the sales should be doneighrgovernment
agencies like state cooperative marketing and coassl federation. This
would help in minimizing the margins of the inteweies and

ultimately ensure better producers share in thewmers’ rupees.

2.3 Spices in Nepalese Agriculture

Varieties of spices are traditionally grown in Nep8pices are very
popular in the Nepalese cuisine and kitchen fovditeng the delicious
food. Major spices grown in Nepal include largedeanom, ginger,
cinnamon, chilies, turmeric and garlic (GCDS, 2008)th the view In

Nepal the engine of economic growth is agriculasdt share the major

part of the export earnings. Nepal is blessed vtk favorable

14



geographical and agro climatic diversity providirige scope for
producing export potential high value cash cropghHalue cash crops
accounts for 8 percent of the total cropped ared\epal. Species,
especially cardamom and ginger, are most importand highly
commercialized to increase export earning and fes'mecome, spices
have been considered as priority high value caep @or hill farmers
(APP, 1995). At present, Nepal is earning more th&ncorer rupees
annually from the export of spices (Niroula, 1996he area under the
spice crops is gradually expanding due to govermnedfort (MDD,
1999). Considering this, the income from high vatoaps is expected to
triple over the courses of the APP (APP, 1995)sTain be possible only
by making spices cultivation as profitable entesgrio the farmers. An
efficient and organized marketing mechanism, winabvides incentives
for farmers to get reasonable farm get price, Ipfhkfor the promotion
of both export and domestic marketing of spice t@ral995).

2.4 Production and Marketing of Ginger in Nepal: A brief

Scenario

Very few formal researches have been carried oupr@duction and
marketing aspects of specie crops however, theaetaesearch output is
cited under three major areas namely ginger in mit of Nepal,

production trends of ginger and marketing of ginger
2.4.1 Ginger in Mid Hills of Nepal

Ginger ¢ingier official Rosc), one of the most important spices as well as
cash crops particularly in the mid-hill of Nepa,grown as mono-crop or
mixed crop with maize planted in April and harvestie December
(GCDS, 2000). Ginger contributes the hill economythe number of
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ways. Ginger cultivation can improve the socio-exuit situation of
rural people by providing high economic returnhe tarmers. Therefore
the cultivation of ginger in the hills is highlymeinerative to small as
well as large farmers. In addition to the high ewmart return, it also
reduces the environmental degradation, provide fgedurity from
Income generation provides employment opportuniteesvomen and
helps in bringing diversification and commercialiaa in hill agriculture.
In Nepal ginger contributes 0.44 percent of thecatjural GDP (MDD,
1999). The Western Development Region (WDR) shalpesit 11 percent
of the total ginger growing areas and about 25qydrm total production.
The principle ginger-growing district in the WDR ciodes Palpa,
Shayanja, Arghakhachi and Gulmi. The highest shameareas and
production is occupied by Palpa district as it gies about 52 percent of
total area and about 65 percent in total produdfi®D, 1999). The area
coverage and the amount of production under girgerincreasing in
recent years. Despite the fact the ginger prodagbiegram should be
linked with well-organized marketing for the pronoot of both

production and marketing.

2.4.2 Production Trend of Ginger in Nepal

Ginger is cultivated nearly 55 districts of Nep@he willingness of

Nepalese farmer in ginger cultivation is increaggngdually due to large
export opportunities to India, which has causedrdéped increment of the
area under ginger cultivation (MDD, 2001). The tgi@duction and area
under ginger cultivation in Nepal is estimated &51815mt and 7051 ha
respectively during 2011/2012 which increased t®26% mt and

8551.15 ha during 2012/2013(MDD, 2001). The higlsesire in area and
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production is occupied by Western Development fodd by Eastern,
Mid-Western, Central and Far-Western Developmeimfiéte

2.4.3 Marketing of Ginger in Nepal

After production, marketing is the most importanindtion, which
involves assembling, processing and distributionngér marketing
includes all the business activities involved inwvng ginger from
producers to the market centre and ultimately éoctinsumers. In Nepal,
fresh and dried form of the ginger is market thiowgfferent marketing
channel. However, fresh ginger has been the dormiftsm in which
ginger is marketed in the domestic and Indian ntas@&arma, 2002).
Generally, producers bring the ginger to the pnmaollection centers,
repack and makes ready for dispatch to long distanarket. In some
cases, collector themselves come to productiongiadk collect ginger.
The most common marketing channel found in Nepalnfarketing of
ginger is: farmers — Assembly traders — wholesalkrdian traders —
Export market (MDD, 1999). High marketing cost amdrgin, lack of
market information and market price fluctuatione eommon features of
ginger marketing in Nepal, which reflects the im@ént marketing
system. Unless and until marketing system is im@downo incentives to

increase the production will benefit the growers.

2.5 Production and Marketing Problems

Mukundaet al., (1999) in their study on ginger in rural developmef
Meghalaya found that the major constraints whichfiamted on the
farmer of Meghalaya in the economic production arasketing of ginger

were lack of proper, transport, communication, ahlé& organizational
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and marketing set up, weak cooperative organizakamk of literacy and
education; and deplorable condition of the primanmgrkets. This is
relevant in production and marketing of ginger irepdl as well as
indicated by Oli (1999) in his research study papermarket study

ginger.

Thapaet al., (1995) in their study on constraint in agricultunarketing
in Nepal pointed out the poor institutional, legahd marketing

infrastructure as the major constraint of agriaalkunarketing in Nepal.

Ginger is mainly grown under rainfed conditionsmand hills on sloppy
lands of the hilly terrain. Due to lack of appr@e technology and
available inputs, cultivation harvesting, sortirggading, washing and
processing (making Sutho) are done by hand by peaple which has
resulted low production, low quality (KC, 2002).

Marketing Development Division (2013) reported teaen exporter and
traders were usually harassed by the Indian oBiced custom while

exporting the ginger in India.

2.6 Export Market of Nepalese Ginger

2.6.1 The World Market Scenario

Globally ginger is traded in three basic forms, ebmfresh, preserved
and dry. However, preserved and dried gingers tmen dominating
form, particularly when these are internationallgrketed. Dried ginger
Is used directly as spice as well as ginger ol@onmaeparation from its
extraction (Purseglowt al., 1981).

It is estimated that India is the largest produafedry ginger in the total
ginger production in the world. India's contributtito the world trade is

around 20% and brings more than 5 corers Indiapasi@annually (Saini
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et al., 1999). However, Nepal's share in the world maiketegligible in
terms of volume of production and export. The vauand value of
spices exported from Nepal is small and therefisrghare is less than 0.6
percent both in terms of value and volume. (Shar2@90., Niroula,
1998). Sharma (2003) reported that China, India [diggtria are major
ginger exporting countries whereas America, Britalapan, Canada,

Saudi-Arabia and Singapore are major ginger impgrtiountries.

India has been the traditional market for Nepalgsees (TPC, 2000).

Primarily, Nepalese ginger is exported to Indiarrkats such as Silguri,

Patna, Gorakhpur Varanasi, Lukhnow and Delhi. Nepmalerseas export

has ceased since 1990 due to which India is tlgesiargest importer of

Nepalese spices (Niroula 1998). After a long dgapas reported that a
total 21 tons of dry ginger equivalents to 3 milliwpees was exported to
Singapore in 2012/13 (GRP, 2000).

2.6.2. Nepal in World Trade Organization (WTO)

A ray of hope for boosting export of ginger, foreigade is an important
factor of economic development of any country. Negp& economy has
encountered serious economic problems as its fordigde has
tremendously been suffering from growing trade ae({Devkota, 2000).
Nepal's trade, in the past was confined to Indiealise of limited transit
facilities provided by India, which had constrainedtrade with overseas

countries.

Nepal has adopted the different policies in différeéme to promote the
foreign trade. Nepal has started the process oficun liberalization
program since 1992(Sedhain and Maharjan, 2002)reTaee diverging
opinions among the economist about liberalized enoa policies. After
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the introduction of a liberalized economic polidglie government has
withdrawn subsidies in agricultural sectors; farsnere losing their
control on the domestic markets which has creabedys agricultural
issues more serious than yesterday (Sedhain aral, 2§02). Tulachan
(2012) argued that because of liberalized econquiicy there is a vast
opportunity to rapidly stimulate agricultural ledogith using the private
sector through their involvement and investmenthigh value cash

commodities.

Agriculture has always been a subject of major eaméor the developed
countries as well as the developing countries vadpect to World Trade
Organization (WTO). Nepal's membership to WTO isvitable to
integrate into global mainstream and also a malfteational pride to be
recognized as; it's independent entity capableattet(Shrestha, 2003).

The main thrust of WTO's Agreement on Agricultud®O@) is to remove
production and trade distortion practices and wlifate trading system
(SAWTEE, 2002). The AOA requires WTO member cowstrito
undertake a number of measures towards liberaliagricultural trade.
There are three major areas of commitments namelykeh access,
domestic support measure and export competitiohWAIO members
except Least Developed Countries (LDCs) were reduito make
commitments in all these areas in order to libeeakagriculture trade
(Shrestha, 2003).

Developed Countries have to reduce import tariff@agriculture products
by average of 39 percent (across the board) oxeyesr's period from
2012 with a minimum of 15 percent tariff reductifmm any one product.
Developing countries have to reduce import tarbifs average of 24
percent over a ten years period form 2012 with @mum of 10 percent

tariff reduction for any one product LDCare not required to follow

20



these provisions (AEC, 1999). The Least Develdpedntries can enjoy
preferential status in terms of tariff reductiontasy are not required to

follow this provision.

There is the provision that applied rate of targfn't be exceeded the
bound duties. Thus it is known that the simple agerof the bound rates
on agriculture products is 52 percent initially ad@ percent after

reduction by 2006 (Nepal, 2003).

Least developed countries like Nepal, have beenwiged the special
provisions by WTO for promotion of trade withoutstlirting the
domestic market. Such provision includes: prefezefar export of
LDCs, protection of domestic market by tariff, gafard from permitted
subsidies, and safeguard against unilateral dessiopositive
discrimination and assistance for capability (Stiv&s2003).

India is the major market for Nepal's agricultuse iishares about 80
percent imports (AEC, 1999). Membership of NepalWdO will be
beneficial to boost the Nepal's export not onlyridia but also overseas
countries. WTO membership means not only oppoitsibut also big
task ahead for Nepal. It is important to note thahe context of WTO,
market access is about both giving and taking. Ngpas access to its
own market to other WTO members in return for asdes Nepalese
goods to the markets for these countries. It shdved there is a
possibility of overflow of cheaper farm productsghtening the Nepalese
agricultural sector. This situation reduces theoexjpotential, as local
producers are unable to compete with the cheaprisi@®ome of Nepal's
agricultural production enhancement program haddabe setback due
to increasing flow of cheaper imported farm produdt this situation

prevails continuously, no one can deny that theite be considerable
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reduction of export market potential of agriculu@mmodities like

ginger.

Before 1980, Nepal used to export considerable amofudry ginger to
the overseas countries especially in Japan, theer&edRepublic of
Germany, the Netherlands, The United Kingdom anmgy&ore. At the
same time it was reported that high stocks andcatladiability of cheap
sliced ginger from Indonesia made it difficult fdlepalese ginger to
penetrate the markets in United Kingdom (ITC, 1980)

There is an ample scope for Nepal to export girtgehe international
markets. The government of Nepal should explorefaradthe ways and
means to take the advantage of WTO membershipthioNepal should
Increase the exportable volume of ginger and theorable ginger

should be competitive in global market both in teiwhprice and quality.

2.7 Gender Role in Production and Marketing

The term gender refers culturally specific set bfracteristics that
identifies the social behavior of women and men aathtionship
between them. Gender based division of labor isnsomin Nepal.
Traditionally women do house work and remain resgwde for the
reproduction of labor force as housewives. Gersléiken as relatively a
new approach emerging to complement in Women in el@gvnent
(WID) approach that was adopted in 1970s (Bhatt&@02). The low
representation of women social activities is mocat@ in developing

countries (Sharma, 1998).

Gender differentiated decision marking is common Sauth Asian
Countries. Agriculture production depends on atwdily, access and

control of production resources. One of the magmtdrs influencing low
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productivity and income of women is unequal accessproductive
resources such on land, capital, credit, and tdoggoand extension
services. Women farmers often do not obtain muctetiteof agricultural
and rural development programmed because of thek bf access to

membership, in cooperative in the south Asian aeesm(UN, 1996).

Gender issue in agricultural development has becamarea of global
concern. Women constitute an integral part in th@oseconomic life of
any country in the world however their role in esomnc development has
not been considered seriously (Konar, 2000). Iniaimdcontext, the
gender discrimination deprivation syndrome has tdalmus

consequences for female entrepreneurship (Shanrmun@aram, 2000).
Though women are taking more active part in pradacthan before,
almost everywhere they are paid less than men (B23@0). Even in
U.S.A. women are typically paid less than male Byp#&rcent and single
women earn 88 percent as much as men in the saengragp (Sathe,
2000).

The constitution of the Nepal, 1990(act 2058 B1i3}es that all citizens
shall be equal before the law and no discriminasiball be made in the
application of general laws on the ground of séxal$o includes that
special provision may be made by law for the prodec and

advancement of the interest of women (Constituabthe Nepal, 2047
B.S). Despite these facts, the gender differemi#he decision-making is

common in male dominated society of Nepal.

Gender issue in agricultural development has becamarea of global
concern. Nepal so far is a predominantly agrar@mesy where women
contribute almost 60 percent of the agriculturddolaforce (Shakya,
2001). 56 percent of the economically active fenml®ostly involved in

agriculture where as 44 percent in case of males(@B11).
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Gender involvement in agriculture varies accordinglocation, class,
culture and ethnicity of a society. Rural womenypiaultiple roles in the

world’s agriculture system. Rural women in devehgpicountries play
important role both in their communities and inioll economies as
producers, traders and marketers, street, venawraretakers of their
families (FAO, 2010). In spite of women's majorerah agriculture, they
still remain largely ignored by government extensservices and benefit
programs. The farmer's decision making regardingdyction and

marketing affects in farm production.

Women have a comparatively more involvement in pheduction of

minor crops whereas for major crops grown for a@aiming the decision
was made solely by the men (Bajracharya, 1994; s8me 1990). In
Nepal, women are involved in all the aspects opgrooduction except
plugging.

Bhattarai (2002) studied gender dynamics in craapction in the hill of
Nepal. She found that women's involvement in crepdpction was
higher than men's in both the Indo-Aryan and Tid&toman

communities. She also pointed that women's acaesgsources and

benefits has increased, but control is still wittrm

It has been observed that women are becoming siagg conscious of
their rights and capabilities. However, the inediges still exists in the

Nepalese society.

2.8 Review of Journals, Articles & Previous Thesis

In this subject, effort has been made to examirteramiew of some of

the related articles published in different ecorojournals, bulletins of
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Ginger Production in Nepal, dissertation papersyspapers, researchers

view and findings towards fund mobilization andeathelated books.

Katri (2005), in his thesis entitletdGinger Production and Marketing of

Morang." with the main objective of:

a) To present the impacts on ginger production andketeg in

Morang.
b) To see the impact on ginger production of Nepal.

REDA (2004),this institute provide training and promoting praxg with
the support of local media to improve ginger prdaburcin Nepal.

GPCU (2013) this institute also provide training to improvenger
production in Palpa District. Browsers also pubksid provide for local
people but not any books published yet.

Shrestha (2006),in his article "Ginger production in Nepal" has
specified, Nepal ginger production Limited has bewrch efficient in the
collection of resources from the people in bothaarbnd rural area of the

country.

2.9 Research Gap

Research gap focuses that the researcher how muoh to give new
from his/her study with compare to previous studmsidd by different
researcher. Above relevant reviews contribute tohaaned the
fundamental understanding and knowledge which reqgoaking study
meaningful and purposive a research. Most of thevipus research
studied were based on ginger production and maidkette. Most they
have indicated the sales and production. Thera & researches in the

topic impact of production and marketing rate aal@s of money. In the
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past ginger production support institution were afefed only the
supporter in present economic dynamism, only thppsuer is not
sufficient to improve profitability. So researchwas tried to analyze the

extraordinary items of income generation in ging@duction institution.

Previous researchers covered all the commerciditutisn and some
were either on case study between two commercsitutes or some
were on the particular personal production areatids study focused on
some development ratio of ginger production. Re$earhas not been
found any research work in this review from pregiowesearcher as
separately. Thus, to fill the gap, this study hadrbconducted. However,
no one has done study on "Ginger Production indalpth reference to

REDA, GPCU, and DDC. Therefore, the researchemgite to study in
this area.
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CHAPTER Il
RESEARCH METHODOLOGY

3.1 Research Design

Research Design provides the overall framework afketing plan for
the collection and analysis of data during theassestudy. This study is
a marketing of the ginger in Palpa district. A stahalysis of historical
and descriptive research was used in this studyarnalyze the
performance of past 5 year. The research procégghsquantitative as

well as qualitative aspects.

3.2 Population and Sample

Population and Sample size of 100 ginger grov@fifrom VDC and 10

from Municipality were selected randomly for thisdy.
3.2.1 Selection of ginger grower

The study population was the ginger growers of V& Municipality.

Most farmers in these areas had ginger in themd$aHHowever in order
to facilitate measurement of interest variablesmmercial ginger
growers were considered as survey population amd tireis included in
the sampling frame. The major list of the gingesvggrs were obtained
from District Agriculture Development Office (DADQ)Palpa and
concerned VDC offices. Key Informants and Juniochirecal Assistant
(JTA) of the study area were consulted for updating completing the

sampling frame.



Table 1. Sample Size Distribution by District inthe Study Area

District Total ginger growers (No) | Sample size(no) | Percent
VDC 120 90 75
Municipality | 20 10 50
Total 140 100 71.43

Source: GPCU, 2013.

Altogether 120 and 20 households respectively frdDC and
Municipality were listed meeting the criteria ofngaling unit and the

population constituted 140 ginger growers.

A sample size of 100 ginger growers, 90 from VDG &0 from

Municipality were selected randomly for this study.

3.2.2 Selection of Ginger Traders

For the purpose of the study, retailers in the miavkere identified and
selected purposively for the interview. Altogeth20 retailers were
selected representirigretailers from Tanserb retailers from Butwal3
retailers from Bhairawa3 from Sunauli and2 from Dang and2 from

Gulmi, Based on the availability of the retailers.

3.3 Sources of Information

Various sources and techniques were used for tiolledor necessary
information. In this study, both the primary ancc@edary data were

collected and analyzed.
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3.3.1 Sources of Data

Ginger growers and the traders were the major ssuof primary data.
Besides, the information obtained through obsemmatgroup discussion,
Rural Economic Development Association (REDA) andng@ér

Production Co-Operative Union (GPCU), key informaunirveys were

also given due consideration.

The secondary data through related publicationingey were obtained
from different institutes and organization suctMasketing Development
Division, Ministry of Agriculture and Cooperative€entral Bureau of
Statistics, Agro Enterprise Center and District idgiture Development
Office.

3.4 Selection of the Study Area

This study was conducted at Palpa district of Wasteevelopment
Region. Palpa district of Lumbini zone was purpebivselected as it is
the potential /major ginger growing pocket aredPafpa. Similarly, the
pocket areas within the district were selected psigely based on area
coverage, production and access to road faciliagell on this, VDC and
Municipality were selected for the study. The mdpRalpa district
showing the study sites is presenteétigure 1.

Wﬂr
) A~
Bhuwar P.nkharls sl % Hham?ﬂrlvaﬁr?a— e ng|
—fnpawada H |a|-.5\

nichhap . T
Foksifmkot ’m'@ 5
i ﬁaﬁw -

tales .- |
a thu:h et | G o BRI Sl‘m‘-’a F; Pa“’hha 5
» ¥

K w{yr.! %J“”'h”"g Kﬁﬁswn nl

g N

Juthapalna 7 Timdrekha J:"-H"" Fimgnara :
§ 'ﬂﬂ'f’e“ﬂaﬂ"f R K Devihagagsalpd G{Ighamt}m S
\ , : ,Koldada faient 3 Jbadews— 5 4ThaR & e hat
_d\‘—"\_ . Jobha Lt "-,‘ pahadurpun“wa'mm Iff
=, = i - o e
— — T Gﬁu:ladl Ea'h.a_has goi -SR]

Map: Palpa District s =
0 10 20 40 Kilometers

l L 1 1 | 1 1 I |




3.5 Survey Design and Data Collection Procedure

This section deals with the designing of intervisshedule and data

collection procedure employed during field work$lialpa district.
3.5.1 Interview Schedule Design

Two sets of interview schedules were designed fomary data
collection. One set of interview schedule was pregato collect
information from ginger growers and another set pa&pared to collect
information from different traders. With the held the interview
schedule information regarding respondent's inttdda, land holding
and its utilization pattern, sources of income, ggin cultivation,
production and marketing system, and production andrketing

problems, price fixation were recorded.

3.5.2 Pre-testing

The interview scheduled was pre-tested prior to iatering to the
actual respondents for checking the reliability amadidity of interview
schedule. The pre-testing was done on 5 respond#nt¢DC and
Municipality. The corrections made during the pesting were

incorporated in the final interview schedule.

3.5.3 Techniques of Data Collection

In order to carry out any research and draw rediadohd meaningful
conclusion, it is very much essential that the méshand techniques of
data collection be precise and accurate. Diffetechniques such as

interview, group discussion, REDA, GPCU, informateraction were
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used for the collection of necessary informatiohjolw has been briefly

discussed below.

Interview

The respondents were interviewed for the collecobmprimary data. A
Pre-tested and semi structured interview schedas administered to
them. The data regarding the, prevailing marketiygtem and different
problems of production and marketing of gingerhe study area were
collected from the ginger growers by interview. fBrént identified
traders were also interviewed by using checklistaikect information on
marketing system, market price, marketing margird anarketing

problems Participatory.

Rural Economic Development Association (REDA) andng@ér
Production Co-Operative Union (GPCU) REDA and GPQlgre
conducted to identify and prioritize the major pwotlon and marketing
problems of ginger. Information on farmers and éradview regarding

the export potential of ginger was also obtainedugh group discussion.

3.5.4 Field Survey

Field survey was undertaken during February-Mar@014. The
respondents were interviewed visiting at their lgoudhe collected data

sets were cross- checked and edited regularly.
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3.6 Methods and Techniques of Data Analysis

Both the primary and secondary information colldcteom the field
survey and other methods were coded, tabulatecaalyzed by Micro-
Soft Excel.

3.6.1 Socio Demographic and Economic Variables

Socio demographic and economic variables were tsedlescriptive
analysis of the study sites and the study populati@riables like family
size, occupational pattern, educational status, sirel of holding were
analyzed by using simple descriptive statisticshsas frequencies,

percentage, mean and standard deviation.

3.6.2 Indexes

Indexes were formed mainly taking into account oélgative data. On
the basis of response frequencies, weighted indexes calculated for
the analysis farmers’ perception on the farm gategdixation and extent

of production and marketing problems of ginger geosy
a) Index of influence

Farmers’ perception on influence of various agemtsfarm gate price
fixation of ginger was measured by five point leva influence
comprising very high influence, high influence, mad influence, low
influence, and no influence. Various agents lik@dpicers, traders,
farmers group and neighboring farmers' influencepoge fixation of
ginger was measured. Scale value of 5, 4, 3, 2,1ancere assigned for
very high influence, high influence, normal inflowen low influence, and
no influence respectively. The index of influenceaswcomputed as

follows:
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|nt =2 (s fi/N)

ki = Index of influence

>, =Summation

S = Scale value

fi = Frequency of influence given by the respondents

pd

= Total numbers of respondents.

b) Index of importance on production and marketingproblems

Farmers perception on the importance given to tfferent production
and marketing problems was analyzed by using fieetpscale of
problems comprising very high importance, high img@oce, normal
Importance, less importance and the least impogtéycusing 5, 4, 3, 2,
and 1 respectively. The index of importance wasmaed by using the

following formula:

limp =2 (S fi/N)

Where,

limp = Index of importance
) = Summation

S = Scale value

fi

i = Frequency of importance given by the resporsdent
N = Total numbers of respondents
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CHAPTER IV
PRESENTATION AND ANALYSIS OF DATA

This chapter deals with the presentation of resaffit®ined through the
analysis of the collected information and the dssoon thereof under the

following subheadings.

4.1 Description of the Study Area

This section deals with the general overview, gaplgical situation; land
utilization pattern, marketing environment and itngibns development

and population status of Palpa district.
4.1.1General Overview

Palpa district is one of the Hilly District of Lunmid zone in the Western
Development Region of Nepal. Palpa district shatesborder with
Nawalparasi district in the east, Arghakhanchi &udmi district in the
west, Gulmi, Sanjha and Tanahu districts in themand Nawalparasi

and Rupandabhi in the south. The district headquerfEansen.

4.1.2 Geo-physical Situation

Geographically, the district lies betweer® 2D" to 27 57"north latitude
and 8314 "to 84°02" east longitude with an altitude ranging fron8ei
to 1922 m above mean sea level. The district cagapr60 VDCs and 2
Municipality. The total area covered by the didtig 1373square k.m
(136595 hectare).



4.1.3 Land Utilization

The land use pattern of the district shows thataked land is 136595 ha,
among them 81957, 20490, 16392, 13660 and 4096livable land,
forest land, barren land, residential land covdredivers, and streams
respectively (DADO, 2008).

4.1.4 Land Holding

Out of total population 261180 farmers 235062 fasn&224 farmers'
families are landless and 255956 farmers’ havimgl leanging from less
than 0.1 hectare to more than10 hectare (DADO 2008)

4.1.5 Climatic Condition

Subtropical climate is prevalent in this districAnnual average
temperature varies from a minimum 8&to a maximum about 3§.
Average annual rainfall in this district is 1903nibADO, 2008).

4.1.6 Population Status

The total population of Palpa district was 2611&0which 115840 were
males and 145340 females. The average family siae 440(59291)
approximate. The average annual population growiie was —0.28
percent (DDC, 2005).

4.1.7 Farming Situation

Agriculture is the only means of livelihood for g}y of the households

in Palpa district as 90 percent of active popufatis engaged in
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agriculture. Crop- livestock integrated farmingtsys is common in this
district. The major cereal crops grown in this wistare wheat, maize
and rice. Besides cereals, ginger, vegetablestqatad citrus fruits are
also grown. Considerable farmers in the hilly VDGE district are
growing ginger as major cash crops (DDC, 2006).

4.1.8 Marketing Environment and Infrastructure Devdopment

As Palpa is a hill district, most of the village® @ot accessible and most
of the development programs are concentrated inteldnaccessible
pockets in the district. Tansen, the headquart&ada district.

Organizations like District Agricultural Developnte@ffice (DADO),
District Livestock Development Office, District $&@onservation Office,
Agricultural Development Bank and District Co-opera Office are

providing services in the development of agric@tsector.

4.2 Socio-economic Characteristics of the Respondsn

The socio- economic characteristics of the respatsdénclude total
population, gender distribution, family size, ecomncally active
population, education, occupation, ethnicity, lamitization and cropping

pattern. These characteristics are described below.
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4.2.1 Population Distribution

Table 2: Distribution of Population of Sampled Houghold by Gender

of Palpa
Palpa Total
Gender| Frequency VDC Municipality
Percent| FrequencgyPercent | FrequencyPercent
Female| 92 49.2 95 47.5 187 48.32
Male 95 50.8 105 52.5 200 51.68
Total 187 48.32 200 51.68 387 100

Source: GPCU, 2013.

The following table, total population of the 60-ga@dad house was found

387 out of which 48.32 percent were from VDC andbBlpercent from

Municipality. The male population was found higtiean female in both

VDC and municipality.

4.2.2 Family Size

Table 3: Distribution of Family Size of Sampled Hosehold by Palpa

Palpa Sample | Average| Maximum | Minimum| Model
household| family size
size
VDC 30 6.23 10 2 5
Municipality | 30 6.67 11 3 5
Total 60 6.45 11 2 5
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The following table, family size is an importantriadble as it reflects the
availability of labor force to the farm. The avesatamily size of the
respondents was found 4.40, relatively high in canson to the national
average of 5.50 (CBS, 2011; MOAC, 2012). The awerfagily size of
VDC was slightly higher than of Municipality. Theoahel family size of
both VDC and Municipality was found the same.

4.2.3 Economically Active Population

Table 4: Distribution of Population of the SampledHouseholds by
Age Group of Palpa

Age Palpa Total
group VDC Municipality

Frequency Percent Frequency Percent Frequency Percent
16-30 |56 29.94 | 60 30 116 29.97
years
31-55 |113 60.43 | 124 62 237 61.24
years
55 18 9.63 16 8 34 8.79
above
Total 187 100 200 100 387 100

Source: DEO Palpa 2013.

The following table, total populations of the samplouseholds was
categorized into three age groups. Among them toaanically active
population in this study refers to the populaticglonging to the age
group of 31-55 years. Economically active populaticas 61.24 percent.

This is an active labor force seeking employmenthi& labor market.
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Similar distribution pattern was found in both VDE&d Municipality.

However,

Municipality had

relatively more econontiiga active

population as compared to VDC. Similarly, the Mupadity had more

young members and VDC had relatively more peopl@dddr age.

4.2.4 Educational Status of the Family

Table 5: Distribution of Population of the SampledHousehold by

Level of Education

Palpa
Education Municipality VDC Total

level Frequency Percent Frequency Percent Frequency Percent
llliterate 76 40.64 | 65 32.5 141 36.43
Primary 50 26.74 | 43 21.5 93 24.03
Lower 35 18.72 | 48 24 83 21.45
secondary
Secondary | 15 8.02 20 10 35 9.04
Intermediate 7 3.74 15 7.5 22 5.68
University | 4 2.14 9 4.5 13 3.36
Total 187 100 200 100 387 100

The following table,

Source: DEO Palpa 2013.

it is believed that educatiomould create

employment opportunity and generate human and ishigleneeded for

the development of a country. The educational statiithe farmers

would play a significant role in adoption of moderachnology in

agricultural sector and dissemination of the neshmelogies as well. In

this study, the education level is categorized isito groups. llliterate
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refers to those who can neither read nor refers laaml no formal

schooling. Primary level refers to those who havmirsed formal

schooling up to 5 classes. Similarly, lower secomdaeans up to 8

classes, secondary up to School Leaving Celti#i¢aLC), intermediate

refers two years study after SLC and University dlevymore than

Intermediate Level. From the Table, it was foundttB6.43 percent of

the total population was illiterate. In comparisesth District 40.64

percent people in Municipality and 32.5 percerWDC were illiterate.

4.2.5 Education Status of Household

Table 6: Education Level of Household Heads of theésampled

Households of Palpa

Palpa

Education Municipality VDC Total

level Frequency Percent Frequency Percent Frequency Percent
llliterate 16 53.33 | 13 43.33| 29 48.33
Primary 7 23.33 | 8 26.67| 15 25
Lower 3 10 3 10 6 10
secondary
Secondary | 2 6.67 3 10 5 8.33
Intermediate 1 3.33 2 6.67 3 5
University | 1 3.33 1 3.33 2 3.33
Total 30 100 30 100 60 100
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The following table, a majority (48.33 percent)tbé household heads
were found to be illiterate. Particularly, 53.33qent of household heads

were illiterate in Municipality whereas 43.33 parcan VDC.

4.2.6 Occupational Pattern of the Family

Table 7: Major Occupation of Economically Active Pgulation of the

Sampled Households of Palpa

Palpa

Education Municipality VDC Total

level Frequency Percent Frequency Percent Frequency Percent
Agriculture| 73 64.6 56 45.16 | 129 54.43
Service 15 13.27| 21 16.94 36 15.1
Business | 3 2.65 12 9.68 15 6.33
Student 20 17.7 32 25.81 52 21.9
Others 2 1.77 3 2.42 5 2.11
Total 113 100 124 100 237 100
Agriculture| 73 64.6 56 45.16 | 129 54.43

Source: REDA, 2013.

The following table, occupational pattern showedt th4.43 percent of

the economically active population was employedagriculture. The
distribution of occupational pattern by Palpa showeat 64.6 percent of

the economically active population in Municipalayd 45.16 percent in

VDC were employed in agriculture. It clearly reveghlthat agriculture is

the main occupation for the majority of the popolatn the study Palpa.
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4.2.7 Occupational Pattern of Household Heads

Table 8: Major Occupations of Household Heads of th Sampled
Household of Palpa

Palpa

Education Municipality VDC Total

level Frequency Percent Frequency Percent Frequency Percent
Agriculture| 24 80 19 63.33 | 43 71.67
Service 4 1333 | 4 13.33] 8 13.33
Business 2 6.67 4 1333 6 10
Student 0 0 1 3.33 1 1.67
Others 0 0 2 6.68 2 3.33
Total 30 100 30 100 60 100
Agriculture| 24 80 19 63.33| 43 71.67

Source: REDA, 2013.

The following table, majority of the household head1.67%) were
found having agriculture as a main occupation. lanMipality, 80

percent household heads had agriculture as mamrpation where as
63.33 percent in VDC. It revealed that the occupeti pattern of the
household head was slightly different by locatiblowever, agriculture

remained major occupation of the farmers of thdysarea.
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4.2.8 Ethnicity

Table 9: Distribution of Respondents by Ethnic Groy

Education Palpa
Level |Percent Municipality VDC Total
Frequency Percent Frequency Percent Frequency Percent
Magar 5203 | 6 20 8 26.68 14 45.4
Brahmin | 17.46 | 5 16.67| 4 1333 9 28.6
Newar 347 | 6 20 6 20 12 6.6
Kami 6.72 4 1333 | 2 6.67 6.0 3.8
Cheetri 7.9 6 20 5 16.67| 11 2.34
Others 1242 | 3 10 5 16.67 8 13.2
Total 100 30 100 30 100 60 100

Source: DDC, 2014.

The following table, ethnicity plays an importartle in structure of

socio-cultural setting. Various ethnic groups weiend in the study area.

In total majority of the respondents were Magar.446 followed by
Brahmin (28.6%), Newar (6.6%) Kami (3.8%) Sarki3@%6) and other
castes (13.26%) . Particularly, in both of Munitifygaand VDC Palpa
majority of the people belongs to Magar and Brahcaistes.
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4.2.9 Land holding

Table 10: Distribution of Land Holding in the Sampled Household of

Palpa
Palpa Land holding (Ropani) Standard
Average Maximum Minimum deviation
Municipality | 13.29 29.49 2.95 8.38
VDC 18.3 44.24 5.9 11.3
Total 15.8 44.24 2.95 9.84

Source: GPCU, 2013.

The following table, the results showed that therage land holding size
of the overall sample was 15.8 Ropani. Comprishng land holding of
respondents it was observed that the farmers of VB larger holding
than that of Municipality.

4.3 Marketing System

4.3.1 Marketing System in Municipality

Marketing system in Municipality was also a privateenomenon. Some
of the farmers in this area sold ginger in the ropaility level marketer
l.e., Tansen and Rampur municipality to the assgrtalders. Due to
accessibility of road, the traders and collectds® approached to the
farmers to collect maximum quantity of ginger. Traemers in this area
were compelled to sell mostly on the price fixedthg collectors and
traders. The common marketing channel found irfléve of ginger from

producers of Municipality is presented in, figure 2
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Figure 2 : Marketing System in Municipality
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4.3.2 Marketing System in VDC

Like in Municipality, the marketing system in VDCa® also a private
phenomenon. Most of the farmers in this area saldey in the local
market i.e., Tansen to the assembly traders. Daedessibility of road,
the traders and collectors also approached to @nmmeirs to collect
maximum quantity of ginger. However, most of tharfars found selling
their product to the assembly traders in the locatket. The farmers in
this area were compelled to sell mostly on the epritxed by the

collectors and traders. Assembly traders purchamsk sapply to the
wholesalers or Indian traders in Bhairahawa andaBlimarket who in

turn deliver to traders in the Indian market ogagaton commission
basis. The common marketing channel found in tbe f ginger from

producers of VDC is presented in, figure 3.
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Figure 3 : Marketing System in VDC
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4.3.3 Production and Salses in Quantity
Table 11 : Production in Quantity
Production
Years Metric Ton
2008-2009 14500
2009-2010 14000
2010-2011 12000
2011-2012 13000
2012-2013 14500

Source: GPCU, 2013.

Production plays an important role in tradition teecVarious groups
were found in the study area. In total productiérihe 2008-2009 was
14500 metric ton, lack of marketing price the prctchn ratio was
decrease. In the year of 2012-13 the productiogirafer was grown due
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to facility of marketing good price rate for gingaoduction material. In
this year the production of ginger ratio was 14508e production of

ginger in metric ton is presented in, figure 4.

Figure 4: Production in Quantity
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Table 12 : Sales in Rate
Sales
Years Qty (in K.G.) Rate (in Rs.)] Total (in Rs.)
2008-2009 1087500 20 21750000
2009-2010 1120000 15 16800000
2010-2011 840000 20 16800000
2011-2012 1105000 30 33150000
2012-2013 1160000 60 69600000

Source: GPCU, 2013.

Sales rate is an important role in tradition sect@rious groups were

found in the study area. In total sales of the 2P089 was Rs.
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21750000, lack of marketing price the sales ratas wlecrease. In the

year of 2012-13 the sales rate of ginger was grdwa to facility of

marketing good price rate for ginger productionemat. In this year the
sales rate of ginger ratio was Rs. 69600000. Thes €4 ginger in Rs. is

presented in,
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Figure 5 : Sales Rate (in Rs.)
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4.4 Marketing Margin and Producers Share

Table 13: Marketing Margin and Producers' Share in Ginger of

Palpa
Palpa Marketing margin (Rs/KgProducers share (%)
Municipality 80 12.25
VDC 50 120.11
Total (average) | 65 66.18

Source: GPCU, 2013.
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The following table, marketing margin and producshare reflect the
efficiency of marketing system. Lower marketing giarand higher
producers share on retail price ensure efficienicynarketing system.
Table 13 depicts the marketing margin and produseiese in marketing
of ginger in the study area. The result showed thedrall marketing
margin was Rs. 65 per kg of ginger. Similarity #neerage producers
share was 66.18 percent. In particular marketinggmanf ginger was Rs.
80 in Municipality and Rs. 50 in VDC. Likewise puozkrs share was
12.25 percent in Municipality percent in and 120pktcent in VDC. The
result clearly revealed that efficiency of markgtim VDC was higher
due to lower marketing margin and higher producgrare as compared
to Municipality. This result may be due to the asikle condition,
presence of alternative market and comparativedg levolvement of

intermediaries in VDC.

4.5 Farmers' Perception on Farm Gate Price Fixation

Table 14: Index of Influence on Ginger Price Fixabn

Influencing agent Level of influence Total | Index| Ranking
5 |4 |3 |2 |1
Producers 2 7 100 20 21 60 2.15
Traders 40| 100 7| 3| 0] 60 4.45 |
Farmers group 2 5 10 20 28 60 205 IV

Source: GPCU, 2013.

The following table, survey finding revealed thatrers' perception on
influence of various agents on price fixation afiggr was different. The

index of influence calculated showed that tradexd high influence on
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ginger price fixation followed by neighboring farme producers and
farmers group. Thus the finding clearly revealedt tthe traders had
dominating role in ginger price fixation due to wihi farmers are
compelled to sell their products whatever pricedixy the traders. The
reasons behind this fact might be less bargainmgep of the farmers,

lack of alternative market and inefficient markgtmechanism.

4.6 Gender Involvement in Decision-making

4.6.1 Gender Decision on Production of Ginger

Table 15: Gender Decision on Production of Ginger dtween

Different in Palpa

Decision Palpa Total
maker Municipality VDC
Frequency Percent Frequency Percent Frequency Percent
Male 8 26.67 | 17 56.67| 25 41.67
Female | 6 20 4 13.33| 10 16.66
Both 16 5333 | 9 30 25 41.67
Total 3 100 30 100 60 100

Source: GPCU, 2013.

The following table, the result showed that gendisrision regarding the
production of ginger was independent of the locat@verall result from
both Palpa's indicated that 41.67 percent of nifle&§6 percent of female
and 41.67 percent of both male and female involaedkecision making.
It clearly revealed that male played the dominatnoie, as female
involvement in decision-making was less than mialmay be due to the

male dominated society in the surveyed sample Palpa
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4.6.2 Gender Decision on Marketing of Ginger

Table 16: Gender Decision on Marketing between Diffrent in Palpa

Decision Palpa Total
maker Municipality VDC
Frequency Percent Frequency Percent Frequency Percent
Male 15 50 12 40 27 45
Female | 5 16.67| 6 20 11 18.33
Both 10 33.33 | 12 40 22 36.67
Total 30 100 30 100 60 100

Source: GPCU, 2013.

The following table, the result showed that gerndkszision on marketing
of ginger was independent of location as p-valugghly insignificant. It

was found that majority of the household, male diegion the different
activities on marketing this might be due to theklaf education in male

dominated society in the surveyed Palpa.

4.7 Production and Marketing Problems of Ginger Gravers

Ginger growers in the study area have faced sepechllems related to
production and marketing of ginger. This sectioriudes the production

and marketing problems of ginger in the study area.
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4.7.1 Production Problems

Table 17: Production Problems of Ginger Growers

Palpa Problems Level of _
Total | Index| Ranking
problems
514/ 3|2|1
Pest problems 5 310(2|10|30 2.7 V
Lack of irrigation
. 200513 | 2|0 |30 4.433 1l
> facility
& | Unavailability of
S _ 25(1(3 |1/0 |30 4.664 |
‘= | necessary inputs
>
= |Lack of technica
20025 | 2|1 |30 4.264 Il
know-how
Unavailability of loan | 1028 | 5|5 | 30 3.233 IV
Pest problems 4 28 [5/11|30 2.433 V
Lack of irrigation
N 10047 [4|5 |30 3.333 11l
facility
O Unavailability of
I _ 2003|5 | 2|0 |30 4.366 |
> necessary inputs
Lack of technica
10125 [ 8|5 |30 3.133V
know-how
Unavailability of loan | 1263 |9/0 | 30 3.7 I

Source: GPCU, 2013.

This study showed that unavailability of necessaputs was the major

production problems perceived by the ginger growerd/Aunicipality.

This may be due to the lack of transportation fgcihnd ineffective

government policy to supply required inputs to themers. The second
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most important problem as indicated by the farmees the lack of
irrigation facility followed by lack of technicalnow-now, unavailability
of loan and pest problems. In VDC also, the unawdity of the

necessary inputs was the major problem. This maydbe to the
ineffective government policy to supply necessaryuis. The second
most important problems as indicated by the ging@wers was the
unavailability of loan followed by lack of irrigatn facility, lack of

technical know-how and pest problem.

4.7.2 Marketing Problems

Like production problems, marketing problems are thost important
factors hindering the growers of high value comrmpotike ginger (APP,
1999). In spite of the great potentiality and intpace of ginger in the
study area, farmers faced several problems regandaiarketing which

has limited the economic return to the farmers.

The study showed that lower market price of gingas the major
marketing problem perceived by the ginger growerSlunicipality. The
second most important problem perceived by the agirgyowers was
fluctuation in market price followed by lack of @mjzed market, lack of
transportation facility, lack of market informatiotack of processing

facility, lack of storage facility (Table 18).

Like in Municipality, lower market price of gingewas the major
marketing problem perceived by the ginger growe¥bIC. The second
most important problem was fluctuation in market@rfollowed by lack
of organized market, lack of market informationgkaof transportation

facility, lack of storage facility and lack of pregsing facility.
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Table 18: Marketing Problems of Ginger

Palpal Problems Level of problems Total | Index| Ranking
5143 2|1
Lower price 281 [1/0 (0 | 30 490 1

Lack of organized

market

20

5 (3|2 |0 |30 4.43 | 1

Lack of transportation

N 18/5 (3|4 |0 | 30 423 IV
> facility
c_g_ Lack of processing
'S . 10/5 |86 |1 |30 3.57 | VI
= | facility
>
= | Fluctuation in market
_ 2513 |2/0 |0 | 30 4.77 |
price
Lack of storage facility 12|5 | 3|2 |8 | 30 3.37 | VI
Lack of market
_ _ 15/5 [5/2 |3 |30 390| V
information
Lower price 255 |[0/0 |0 | 30 4.83 | |
Lack of organized
15/5 [6/4 |0 | 30 4.03 | 1
market
Lack of transportation
N 10/5 [5/2 |8 | 30 3.23| V
facility
O Lack of processing
) . 5 13 1]2/10/10|30 2.43 | VI
> facility

Fluctuation in marke

price

25

1122 |0 |30 463 1l

Lack of storage facility

)

6 | 410/5 |30 2.87 | VI

Lack of market

information

10

5 5|6 |4 |30 3.37| IV

Source: GPCU, 2013.
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The majority of the ginger-growing farmers werdtellate and resource
poor. As a result they have less bargaining povirmers were

compelled to sell ginger taking the price fixedthg handful of traders.
So, lack of education, lack of effective marketpalicy of government,

and lack of transportation facility might be thesen for lower price of
ginger. In both Palpa of the study area, lowergyrtuctuation in market

price and lack of organized market were the majoblems as perceived
by the farmers.

4.8 Export Potential of Ginger

This section includes discussion based on bothnskeecyg as well as
primary sources. Farmers and traders experiencdsparceptions on
export potential of ginger were gathered throughugrdiscussion. On the
other hand literatures related to the research xmore potential were
critically reviewed and tried to link with the fimjy based on group
discussion.

Farmers’ and traders’ perspective on export of gingr form Nepal

Ginger is one of the major spices grown in Nepal astablished as a
commercial crop and an exportable commodity. In &llefhe share of
domestic use and exports of fresh ginger produgtaeported to be 40
percent and 60 percent respectively. (GRP, 2001,;2001). It supports
to identify the ginger, as exportable commodityl&85 percent of the
total export spices value. Since 1990, Nepal's se@s export of ginger
has drastically reduced to other countries excegial since then India
has become the largest importer of ginger expdrtad Nepal (Niroula,
1998). However export of ginger from Nepal to Intlias increased for
few years (Table 19).
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Table.19 : Export of Fresh and Dried Ginger from N¢al to India

Year Commodity Total
Fresh ginger (000 Rs)| Dried ginger (000 Rs) (OOORs)

2008/09 | 1600 4100 5700

2009/10 | 1500 4000 5500

2010/11 | 1600 4950 6550

2011/12 | 1650 6000 7650
2012/13 | 2000 8050 10050

Source: GPCU, 2013.

In above table the export of fresh and dried girfgem Nepal to India

has been shown. In the year of 2008/09 the fredihdaed ginger export

ratio was 5700 in Total. Due to lack of transpootatbeginning year

transportation rate was decrease. In the year ®2/2@ the fresh and

dried ginger export ratio was 10050 increase.

Dudransportation

facility and increase of production quantity. Thepert of fresh and dried

ginger from Nepal to India is presented in,
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Nepal has adopted liberalized economic policy sihe82. After the

introduction of a liberalized economic policy theovgrnment has
withdrawn subsidies in agricultural sectors; far@e losing their control
on the domestic markets which has made today's@grral issues more
serious then yesterday (Sedhain and Aryal, 2000es& issues are
relevant with the finding of group discussion, ag government and
trading firms have shown no initiative to captune bverseas market for

Nepalese ginger in farmers’ and traders’ perception

According to the farmers, there is potentialitygofger production if they
are assured to the market of their produce remtimergrice. From the
discussions with the district level traders, it vimsnd that market price
of ginger in Nepal was heavily influenced by Indraarket price as there
exist open boarder. It was also found that dependen Indian market
for ginger export has discouraged the Nepalese gmovand traders
particularly when Indian officials in the customseocharged them.
According to them they had to pay at least fivéeto thousand rupees as
illegal money to the officials of Indian custom fexporting of one truck
of ginger from Nepal to India. The traders also ptamed that monopoly
taxation and police interference were responsiindeiss export of ginger

from Nepal.

The ginger exporters also complained of receiviog price in Indian
ginger market and the reasons were poor quality @ednliness of
Nepalese ginger. They also reported that India seagdounilateral
phytosanitary control on Nepalese primary agrigaltuproducts
including ginger and time consuming procedure ofdpct quality export

of ginger from Nepal to Indian market.
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Based on the discussion with traders and expoitteras also learnt that
drastic reduction of overseas export of Nepalesgeagi was due to the

poor quality, low export volume and uneven delivechedule.

Nepal has entered in World Trade Organization (WW) the objective
of improving its foreign trade (Shrestha, 2003).it2kar (2003)
suggested that Nepal should increase its exportédblas to take
advantage of WTO membership and the exportablesiteshould be

competitive in international market in terms ofgeriand quality.

Overall study on the export potential of ginger eated that weak
production frontier; low export volume, inferior @ity, ineffective
government trade policy and lack of competitivenegse the major
challenges for promoting ginger export. Under theseumstances,
export can be encouraged by improving the qualfitgroducts, reducing
costs of production, generating export surplusbsrdlizing exports and

encouraging research and development.

4.9 Major Findings

Based on the findings of the study following dre major finding were
made that may useful to farmers, policy makers athr concerned
agencies in order to improve the production andketarg of spices

especially ginger in Nepal.

* Research in ginger sector is in initial stage. $wetbpment of
appropriate package of practices and transfer afrni@ogy to the
farmer should be done so that they can manage theps and

produce in such a way that it can fetch better etgokice.

» Marketing is the integral part of production. Sdlaaoration on
production, research and marketing research shmukinphasized.
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» Emphasis should be given to provide quality inpatsme.
« Irrigation facility should be improved.
 Provisions should be made for co-operative farnaind marketing.

» Training on quality improvement of products alonghwgrading

and packaging of ginger.
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CHAPTER V

SUMMARY, CONCLUSION AND
RECOMMENDATIONS

This section deals with the summary of finding bist study and
conclusion derived based on the finding. Besidesdlthis section also

deals with the some suggestions made for polityigapons.

5.1 Summary

Varieties of spices are traditionally grown in Negainger is one of the
important high value spice crops for the mid-hdfsNepal as identified
by APP. Nepal's varied climatic nature and soil eypffer a wide
potentiality for cultivation of ginger. Ginger hdseen emerging as
potential export products of Nepal. Despite thesaderable increments
in the area as well as production, farmers aregatiing reasonable price
for their produce. Keeping in view these situatiofisis study was
designed to analyze the marketing system of majporable spices in
Nepal with special reference to ginger in Palpdridis The specific
objectives were to identify the marketing systerd basiness tradition of
ginger, to analyze the gender role in householdsaatmaking process
related to production and marketing of ginger, $sess the sales and
production in quantity, to identify the productiand marketing problems

of ginger and to assess the export potential ajegin

The study was conducted in Palpa district of WestBevelopment
Region, which shares considerable area and pradudf ginger in

Nepal. Municipality and VDCs of Palpa district weprposively



selected for the study. A representative sample60f 30 from
Municipality and 30 from VDC were selected randomRroducer
farmers and ginger traders were the main sourgeimiary data. Besides
this relevant and necessary information were cwmtecfrom the

secondary sources.

Descriptive analysis of the survey results reveathdt the male
population was higher than female in VDC. The agerfamily size of

the respondents was found 4.5, relatively lowenthational average
5.50 (CBS, 2011; MOAC, 2012). Particularly the aggr family size was
higher in VDC as compared to Municipality. The emoncally active

population was found 61.24 percent in the studwsarédhe educational
status of the respondents showed that literacywatelow. Majority of

people, 40.64 percent in Municipality and 32.5 patcin VDC were

illiterate respectively.

The occupational pattern showed that 54.43 permfktite economically
active population was employed in agriculture. hkse majority of the
household heads (71.67 percent) were found hawmniguture as the
main occupation. Ethnicity showed that Brahmin &tabar dominated

other castes in Palpa.

The average land holding were 13.29 and 18.3 rapaviunicipality and
VDC respectively. The average land holding washéigin VDC.
However the respondents of Municipality cultivaggdger in relatively
larger area (6.15ropani) as compared to respondentsVDC. In the

study area, ginger was mainly grown as monogcarmirrigated area.

The ginger farmers and the traders were the maiorsain marketing
system of ginger and the marketing system was pprélate based. The
majority of the farmers sold fresh and dry gingethe local market. In
Municipality and VDC the traders and collectors maghed to the
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farmers to collect the ginger due to road facilMost of the farmers sold
their product to the assembly traders in the loonarket who in turn
deliver to the domestic markets and the tradets iimdian market. The
marketing channel found in the study area was fesme Assembly
traders — wholesalers and Indian traders — Exparket and domestic

market.

The average marketing margin in the study areaR&$5/kg of ginger
providing 66.18 percent share to the producers. é¥ew the average
marketing margin in ginger was Rs. 80/kg in Munadity and Rs. 50/kg
in VDC. Similarly producers share was 12.25 and.1PQpercent in
Municipality and VDC respectively. Lower marketingargin and higher
producers share in VDC showed the higher markifigieficy compared
to Municipality.

Gender decision on production and marketing showett female

involvement in decision-making was less than malalpa.

Among the several production problems of gingee, tinavailability of
required inputs was the major production problemkeWwise, the major
marketing problems were lower price of ginger, fllation in market
price and lack of organized market. Besides, la€ktransportation
facility, lack of market information, lack of progging plants, and lack of
storage facility were also the important probleelsted to marketing as

perceived by the respondents in the study area.

Finding on export potentiality of ginger revealedatt ginger is a
upcoming export items of Nepal if existing probleretated to quality
and quantity of ginger along with government trgdécy are given due

consideration for improvement.
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5.2 Conclusion

The following conclusions are drawn based on thdifig of the study.
Municipality and VDCs of Palpa district are potahpocket areas for the
ginger. The marketing system in the study area pawly organized.
Farmers were not getting reasonable price for fh@duce for few years.
The existing marketing system was not in favor wiggr growers, as
they were not getting reasonable price for theadpce. Pricing of ginger
was highly influenced by traders. The farm gategrof ginger was
mainly affected by volume of sale and location.d@iction volume and
location played the importance role in determinthg selling time of
ginger as well. Among different problem regardingpquction and
marketing of ginger, unavailability of necessarputs was the major
production problem whereas low price of their prm@land fluctuation in

market price were the major marketing problems.

Gender decision on production and marketing wasepaddent of
location. In Palpa, female involvement in decismoaking was less than

male.

Despite adoption of different economic reform, @xmf ginger was not
Improving as expected. Serious attempts to expéx@ort market are

lacking.

5.3 Recommendations

Based on the findings of the study following recoemaations were
made that may useful to farmers, policy makers ath@r concerned
agencies in order to improve the production andketarg of spices

especially ginger in Nepal.
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Research in ginger sector is in initial stage. Swetbpment of
appropriate package of practices and transfer din@ogy to the
farmer should be done so that they can manage tneps and

produce in such a way that it can fetch better eigokice.

Marketing is the integral part of production. Sollajmoration on

production, research and marketing research sthmmuiEmphasized.
Emphasis should be given to provide quality inpaitisme.
Transportation facility should be improved.

Irrigation facility should be improved.

Provisions should be made for co-operative farnaing marketing.

Training on quality improvement of products alonghwgrading and
packaging of ginger should be organized to enale farmers to

obtain maximum profit.

Government should encourage Nepalese exportersobyulating

export mechanism.
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APPENDIX —IV

Survey Questionnaire of ginger traders

1. How did you know about ginger trade progressingsieRRiease put a
tick mark in the right box.
Advertisement [ ] Family [] Frier] ]
Agency [] Others []

2. What others cash crop (ginger's competitors) digdgteeck before
making the final decision?
Please write the other cash crop against the makelyecked out.
Sugarcane e
Garlic
Onion
Potato

Tomato

3. Reason to choose ginger production. Please maiksagegach factor in
preferential order, 1 being top priority and 5 lgel@ast priority.
CashCrop
Productionrato
Price
Hybrd
Others (please specify)

4. Did you make the final decision to product ginger a
Personal land[_] hire ren{_]

5. With whom did you discuss before making the finatidion?
Spouse [ ] Friend [ ] Family memt__]
Colleagues] ] Other trade owner ]



. How many years would you prefer plan terms to He@ge circle one.

Below 3 years [ ] 3years [ ] 4 yea[ |
5 years ] More than ]

. What suggestions would you like to give to improve product’s
feature (ginger) and the production being providamf the Agency?

Please write for them.

. Please tick on the right box about your information
Age:

Below 21 [ ] 21-29 [ ]

30-39 ] 40-49 [ ]

Marital Status:

Single[ ] Married ]

If married, how many children?

One[ ] Two[ |



