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Tomato, one of the most viewed crops in studies and NEWS reflects instability and frequent fluctuations in case of market 
related aspects starting from facilities for grading and packaging to sources for required information, transportation, availability 
of markets, malpractices at markets etc. affects the farmers share in consumer’s rupee in tomato crop. Hence, this study aims 
to study constraints faced by tomato growers and chittoor district of Andhra Pradesh was purposely selected for this study as 
Andhra Pradesh rank first in tomato production in country which contribute 16.22 per cent of total production in India (Food 
and Agricultural Organization (FAO) Statistical data, 2020) and Chittoor district stands first in production of tomato in Andhra 
Pradesh. The study was conducted with a sample size of 120 tomato growing farmers from six top villages in production from 
three mandals of Chittoor district. The study revealed that malpractices in market was the major constraint faced by tomato 
growers and rank first, followed by mandi infrastructure and storage facilities ranked second and third in constraints whereas 
grading and packaging, market intelligence and transportation ranked fourth, fifth and sixth respectively in case of constraints 
faced by the sample tomato farmers.
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INTRODUCTION
Since thousands of years vegetables have been 

growing in India but now-a-days it has become an 
important commercial enterprise at both national and 
international levels. At present Tomato (Lycopersicum 
esculentum) is one among the most important and 
popular vegetable grown in India because of its higher 
production, high nutritive value and wide ecological 
amplitude.

Tomato cultivation (open field) in India has grown 
from 289,000 ha in 1991 to 865,000 ha by 2011 but the 
average yields have not kept similar pace the figures being 
14.7 t ha-1 to 19.5 t ha-1 for respective years. The increased 
area reflects the high economic value to the growers and 
the demand of the ever increasing population.

The southern and central state s constitute much of 
India’s production including the states of Andhra Pradesh, 
Telangana, Madhya Pradesh, Karnataka, Gujarat, 
Odisha, West Bengal, Chhattisgarh, Maharashtra, Bihar, 
Haryana, Uttar Pradesh and Tamil Nadu. Andhra Pradesh 
state alone contributes a share of 16.22 per cent of total 
Indian tomato production (FAOSTAT, 2020). The annual 
tomato production in Andhra Pradesh state 2450.67 
thousand tonnes (Ministry of Agriculture and Farmers 
Welfare 2019-2020) 11.66 per cent of production in 

India in area of 61571 hectares with productivity of 42.49 
tonnes ha-1. (India Stat 2016-2017). In Andhra Pradesh, 
Chittoor district occupies the first place in production, 
with an area of 9858 hectares and a production of 43.37 
thousand metric tonnes (District Horticulture Office, 
Chittoor, 2020-21) followed by Ananthapur and Kurnool 
districts which contribute to 20 per cent of state tomato 
production (RARS, Data base). 

Despite the status, the tomato farmers are facing a 
lot of constraints relating to marketing that are hindering 
the growth of farmers along with the consumers. Hence 
there is need of understanding various constraints faced 
by farmers for strengthening the marketing of tomato, 
formulating of policies and schemes, guidance and 
training required to the farmers, proper communication 
of market information, facilitating exports etc. that can 
improvise the livelihood of tomato growers and end 
consumers of the country and create sustainable business 
model for tomato in India. 

 Hence, this study is conducted with the objective 
of analyzing marketing constraints faced by the tomato 
growing farmers in chittoor district.

MATERIAL AND METHODS
The study area, Chittoor district of Andhra Pradesh 

was purposively selected based on highest area under 
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Particulars Constraints Farmer's 
response 

Grading and 
packing 

Non availability of labour 6% 

Higher labour charges and Non-availability of infrastructure 42% 

Non availability of infrastructure 28% 

No problem 24% 

Storage facilities No storage facility 82% 

No storage facility and inadequate cold storage facility in the village 18% 

Transportation Lack of vehicles 2% 

Vehicles not available in time 4% 

Non-availability of proper transportation 1% 

Lack of better connectivity to mandi 3% 

Vehicles not available in time and lack of better connectivity to mandi 8% 

Lack of vehicles & lack of better connectivity to mandi 1% 

No problem 81% 

Matket 
intelligence 

Information available for limited markets only, inadequate information 38% 

Information available for limited markets only, inadequate information 
and misleading information 

5% 

Misleading information 47% 

No problem 10% 

Mandi infrastructure Inadequate space available in mandi 1% 

Inadequate space available in mandi and non-availability of auction platforms 7% 

Non-availability of auction platforms  9% 

Non-availability of adequate staff for auction 2% 

Non-availability of storage facility in mandi 27% 

No problem 54% 

Malpractices in 
market 

Deduct higher charges 1% 

Deduct higher charges and higher commissions 2% 

Deduct higher charges, higher commissions and quote lower price than actual 8% 

Higher commissions  32% 

Quote lower price than actual  27% 

No problem 30% 
 

Table 1. Constraints faced by tomato farmers
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tomato cultivation. Out of 66 mandals in the district, top 
three with highest area under tomato cultivation were 
selected for the study viz., B.Kothakota, Kalakada and 
Gurramkonda mandals. 

Two villages with highest area of tomato from 
each mandal were selected. The villages selected were 
B. Kothakota, Upparavaripalli, Penukondapalem, 
Devalapalli, Gurramkonda and Ellutla. 20 farmers from 
each village were selected randomly. Respondents were 
personally interviewed using well prepared, pre-tested 
interview schedule.

RESULTS AND DISCUSSION
To analyze the marketing constraints faced by the 
tomato growing farmers in Chittoor district

Grading and packaging

In Chittoor district, tomato growers had a problem 
regarding higher labour charges and non-availability 
of infrastructure (42.00%). About 28.00 per cent of 
the respondents reported that they are facing problems 
related to availability of infrastructure for grading and 
packaging. Some of the farmers (6.00%) express that 
non availability of labour for grading and packaging.

Storage facility

In Chittoor district a large portion (82.00%) of farmers 
are facing problems related to storage. As tomato is 
highly perishable crop due to non-availability of storage 
facilities the mature crop is picked and sold immediately.

Transportation

In case of transportation according to respondents 
81.00 per cent of them do not have any problem relating 

to transportation. 8.00 per cent of the farmers report that 
during peak harvesting there would be problem relating 
to availability of vehicles and lack of better connectivity 
to mandi.

Market intelligence

47.00 per cent of the farmers report that information 
is misleading in the markets, 38.00 per cent of the farmers 
explained that Information is available for limited 
markets only and so they have inadequate information 
regarding markets.

Mandi infrastructure

54.00 per cent of the respondents report that they do 
not have any problems relating to mandi infrastructure. 
27.00 per cent of the respondents express that there is 
no storage facility for the farmers at mandies in order to 
store their produce.

Malpractices in market

32.00 per cent of the respondents report that 
commission in high at markets by the commission 
agents. 30.00 per cent of the farmers said that they do not 
have any problem relating to malpractices at markets. 
27.00 per cent of farmers said that quotes lower prices 
than actual price at markets, Farmers also have problem 
relating to higher charges at markets.

Table 2 shows the ranking given by the farmers 
relating to the marketing constraints faced by them. This 
explains that malpractices in markets rank first among the 
constraints with mean score of 72.6 followed by mandi 
infrastructure and storage facilities which rank second 
and third with mean scores of 58 and 56.35, grading and 
packaging rank fourth with mean score of 45.25, market 

Table 2. Ranking of marketing constraints faced by tomato farmers

S. No. Particulars Mean Rank 

1. Malpractices in market 72.60 I 

2. Mandi Infrastructure 58.00 II 

3. Storage Facilities 56.35 III 

4. Grading & Packaging 45.25 IV 

5. Market Intelligence 39.45 V 

6. Transportation 28.35 VI 
 

Thabasum Naz et al.,
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intelligence rank fifth with a mean score of 39.45 and 
transportation rank sixth with mean score of 28.35.

From the study it is concluded that malpractices 
in markets and mandi infrastructure are the major 
constraints faced by the tomato farmers whereas market 
intelligence and transportation are the least affecting 
marketing constraints to the tomato farmers of Chittoor 
district of Andhra Pradesh.
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