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� 3 tests x 10% : 30%  
� Individual assignment : 10%  
� Group presentation : 10% (Product)  
� Final examination: 50%  
� Structure of final examination  

1.  Section A (True/False) : 30 marks  

2.  Section B(Definitions /Listings/Differentiate) : 30 marks  

3.  Section C(Explanation/Short essays) : 40 marks  





� Working with markets, which attempting to 
fulfill  potential exchanges for the satisfying 
human needs and wants through exchange 
processes. 

�  “The management process through which goods and 

services move from concept to the customer. ” 
 
 



Activities related to the marketing and 
production of agricultural products produced 
by an organization or individual farmer. 
 Eg. Activities in the process of farm’s 
marketing include packaging, selection of 
brands name, promotional strategies  etc. 



� In General : AM means the marketing of 
agricultural products to the first handler.  

�  In macro (social): Performance of all 
business activities involved in the forward 
flow of food and fiber from farm producers 
to consumers.  



� Agriculture Marketing definition:  
 All the activities associated with agricultural 
production and with food, feed, and fiber 
from assembly, processing, and distribution 
to final consumers, including analyses of 
consumer’s needs, motivations, and 
purchasing and consumption behavior. 



� marketing is not only focused to buying and 
selling also include activities such as 
transportation, storage, grading, financing, 
risks involvements, products design, price 
determination, promotions, distribution and 
developing marketing channels.  



�  In 1960’s Mc Carthy introduced a module on marketing. 
This module is known as Marketing Module or Agricultural 
Marketing Circle. It consists of 3 circles namely:  

First circle 
-Final 

consumer or 
targeted 

consumers 
Third circle 

- Environmental 
factor 

E.g.. Political and 
legal, economic , 
law & regulation 

Second circle 
- Marketing Mix 

4p’s 



First Circle - Target customer  
� Examples: Clothes made from silk which is 

high quality products. The target consumer is 
of high income and high class social status.  



� Second Circle - Marketing Mix or Four (4) 
P’s that can be controlled via- Promotion, 
Price, Place, Product / Services  



� Third Circle - Environmental Factors / 
macro that cannot be controlled.  

1.   Political & Legal  
¡  It will influence the marketing activities of 

firms and organization and the countries 
economic growth. It can be categorized :  
¢  Monetary and fiscal policy  
¢  Laws and regulation  
¢  Relation of government and industries.  



2.   Demographic  
¡  Based on geographical regions, the 

characteristics of the population, market 
segmentation and the distribution on various 
aspects such as :  
¢  Wants factors: Urban, town, rural areas. Age, 

education levels. Sex and occupation. Race and 
religion. Family lifestyle.  

¢  Sociological factors :Groups either family or social 
group  

¢  Physiological factors : Personality, attitude of buying 
behavior  

 



3.   Economic  
¡  Influence the level of macro economy from the 

aspects of growth of gross national products, 
inflation rate, consumption, money supply, credit 
support, income and credit flexibility.  

5.   Technology  
¡  Influence the market by:  

¢  Transportation (faster), Automobile ,Television 
(advertising) , Retailers (purchasing), Packaging (safe), 
Advances in technology (new tech.) , Market 
receptiveness to technology (in marketing process).  



5.   Legal's & Regulation  
¡  Agricultural products are mostly substitute or 

complementary , bulky & easy to deteriorate.  
¡  E.g.: The application of excessive insecticides to 

vegetables & a proper packaging of the products.  

7.   Social and Cultural  
¡  Will influence the economic, political, & technology 

of certain countries because of shifts in populations, 
better job opp., attitudes towards new tech., & 
trends in using computers  

¡  Social aspects of the society can be seen through the 
various changes of consumer products such as 
artificial to natural ingredients, product safety or 
environment & consumerism awareness.  



� The Production Concept  
 Consumers who will favor those products that 
are available and highly affordable and therefore 
management should concentrate on improving 
production and distribution efficiency ,Kotler 
(1996).  

� The Product Concept 
 Consumer will favor those products that offer 
the most quality, performance and features and 
therefore the organization should devote its 
strategy to making continuous product 
improvement, ,Kotler (1996).  



� The Selling Concept 
 Kotler (1996) defined - Consumer will not buy 
enough of the organization’s product unless 
the organization undertakes substantial 
selling and promotion efforts. 

 
� The Marketing Concept (1950’s – 1960’s) 
 Key to achieve organizational goal is for the 
organization to determine the needs and 
wants of the target market and to adapt 
itself to delivering the desired satisfaction 
more effectively than its competitors.  



� The Societal Marketing Concept (1960’s 
present) 
 The organization’s task is to determine the 
needs, wants, and interest of target markets 
and to deliver the desired satisfaction more 
effectively and efficiently than competitors 
in a way that preserves or enhances the 
consumer’s and society’s well-being. 



� Utility refers to the value of marketing which 
adds to goods and services.  
1.   Form utility -To change the raw materials to a 

finished products. (E.g. oil palm bunch to edible 
cooking oil ) 

2.   Time utility - Making the products be available 
during the convenient hours.  

3.   Place utility - Making the products and services 
available in convenience location and place. 

4.   Possession utility - Making the exchange of goods 
and services between the buyers and sellers. 

5.   Information utility -To informs the buyers that the 
products exists, how to use it, the price and other 
related information of the products availability. 



1) Marketing plays an important role in society. 
 - Marketing makes food available when we want 
it, in desired quantities, at accessible locations 
and in sanitary and convenient packages and 
forms. 

2) Marketing is important to business.  
 - Business objectives - survival, profits, and 
growth.  
 - Marketing  function - assessing the wants and 
satisfactions of present and potential customers, 
designing and managing product offerings, 
determining prices and pricing policies, etc. 



3) Marketing offers outstanding career opportunities. 
 - Career - professional selling, marketing research, 
advertising, retail buying, distribution management, 
product management ,etc. 
 - Non-business organizations - Hospitals, museums, 
un i ve r s i t i e s , t he a rmed f o r ce s , v a r i ou s 
government ,etc. 

 
4) Marketing affects our life every day.  

 - By developing a better understanding of marketing, 
customer  will become a better-informed consumer.  
 - Better understand the buying process and be able to 
negotiate more effectively with sellers. 

   



1) Buying & selling function 
 Transferring legal title of the product from the 
seller to the buyer. 

 
2)The storage function 
  Maintaining the product in good condition 

between production and final sale. 
  

3)The transportation function  
 Moving the product from where it is produced to 
where the consumer is willing to purchase it. 



 4) The processing function  
 The purposes of the marketing system is to 
transmit consumer desires to producers so they 
can provide the products that consumers want. 

 
 5) The grades and standards function 
 Involves the development of uniform descriptions 
of commodities and products.  

 
 6)The financing function 
 Involves providing the funds necessary to pay for 
the production and marketing of a product 
before the money is received from its sale. 



7)The risk taking function 
q   Involves assuming the risk of loss between the 

time of  purchase and sale.  
q  Insurance - fire, flood, theft, and spoilage.  

 
8)The market information function  
 Involves the development of any means to 
disseminate this type of information. 



 
Characteristics of the products.  
1)   A raw material 
2)   Bulky and perishable products 
3)   Quality variation 



Characteristics of agricultural productions 
1)   Total output is limited 
2)   Annual variability in production. 
3)   Seasonal variability in production 
4)   Geographic concentration of production 
5)   Varying costs of production 



1) GDP has declined in the contribution even-though the 
value-added has increased. 

 
2)Land expansion has been hindrance because some of 

the arable land has been allocated for 
industrialization, urbanization and housing projects. 

 
3)Market protection less has been taken into 

consideration as compared to automobile industries. 
 
4)Fiscal incentives did not favor in agriculture so that’s 

why large companies did not enjoy as compared to 
manufacturing industries.  



� The objective of the National Agricultural 
Policy is to maximize income from 
agriculture through the efficient and 
effective use of the nation’s resources and to 
stimulate the contribution of this sector 
towards the overall economic growth of the 
nation.  



� Since 1984, three NAP were formulated to 
develop agricultural sector:  

� NAP 1 (1984-1991)  
▫To develop the export oriented sector  

� NAP 2 (1992-1998)  
� NAP 3 (1998-2010)  

▫Increasing competitiveness of the agricultural 
sector  

▫Maximizing income through optimum utilization of 
resources  









� Enhancing food security  
� Increasing productivity & competitiveness of 

the sector  
� Deepen linkages with others sector  
� Create new sources of growth  
� Adopting sustainable development, 

utilization and management of natural 
resources  



� Optimizing The Resources Use  
▫Land, labor, capital and management are to be 

utilized effectively.  
� Human Resources Development  
▫The use of technologies in the agricultural sectors 

e.g. mechanization in planting and harvesting 
(paddy) will improved efficiency in used of labor.  
▫Manpower training is required to handle such 

cases, efficient agribusiness in marketing, and 
agro-based processing.  



� Enhancement Of Research And Development 
And Technological Diffusion  
▫Would maintained the competitiveness of the 

agricultural sectors e.g. rubber, oil palm, rice 
and other commercial products & must be 
market driven, commercially orientated and 
environmentally friendly.  

� Greater Role Of The Private Sectors  
▫Incentives, promotion and packages will enhanced 

the sale of products for export purposes.  



� Reformed Marketing Strategies of the 
producers  
▫Products should be view as commodity and plays 

it’s role in the export of the products to various 
countries like Middle East, African, Latin America 
and China as traditionally to the U.S.A.  

� Expanded Food Production  
▫The finished products should supply first for the 

demand of the domestic populations.  
▫The products produced must be competitive in 

nature.  



� Development Of Viable And Self-Reliant 
Farmers Institution  
▫The needs of this institution is highly required to 

reduce or less the burden of the farmers.  
▫Some farmers are incapable to supply their 

products because lack of facilities such as 
financial strength, marketing, storage and 
transportation purposes.  



1.  Define what is agriculture marketing (3 
marks) 

2.  Draw and list the agriculture marketing 
circle (3 marks) 

3.  List and explain the importance of 
marketing (8 marks) 

4.  Briefly describe the problems faced by 
agriculture sector (8 marks) 


