Demand and supply are the major factors
determining the price of any commodity. Un-
like other agricultural commodities where de-
mand decides the price, in marine fisheries
supply plays a major role in price determina-
tion. In India, marine fish is supplied from
2244 landing centres located along 8085 km
of coastline. The inland fish supply comes from
about 27,000 km of rivers, 1,13,000 km of
canals, 1.75 m.ha oftanks, ponds and derelict
water spread areas. The growth of fish produc-
tion and overall development of fisheries sec-
tor depends largely on an efficient marketing
system. Fish marketing in india is character-
ized by monopsony and oligopsony conditions
and hence, the fishermen are unable to get
maximum advantage of high price prevalent
in the markets.

There is a confinuous increase in demand
and price of fish both in domestic and export
markets. The increase in fish prices is com-
paratively higher than the increase in prices of
food grains and other livestock products. Inthe
domestic market, there has been two to three
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fold increase in wholesale prices of different
fish varieties during the last two decades. For
instance, the price of seer fish increased from
Rs 19 o Rs 58 per kg, barracudas from Rs 11
to Rs 30 per kg, tunas from Rs 10 to Rs 30 per
kg between 1973 ond 1993. During the same
period, the retail prices of all commercially
important varieties of fish have regisiered a
similar trend. In export market the quantity
supplied by India increased from about 1 lakh
tonnes during 1988-89 to about 2.37 lakh
tonnes during 1993-94,. The unitvalue realised
increased from Rs 60 to Rs 104 during the
corresponding period.

About 90 per cent of the fish catch is
channelised in the domestic market for con-
sumption in fresh, frozen and canned forms.
During 1992-93 it was found that 44 per cent
the fish catch was consumed as fresh, 31 per
cent in dry form, 12 per cent in canned form
and the remaining 13 per ceni diverted to fish
meal plants. The fish consumption pattern
depends on the level of income, food habits of
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the people, form of disposal and availability.
Fresh fish consumption in earlier days were
confined 1o the landing centres and its adjoin-
ing areas. Now, about 50 per cent of the fish
is consumed in fresh form around the landing
cenires, 45 per cent in places located ot a
distance of 50-200 km from the cost and the
remaining five per cent in places located
beyond 200 km. The extent of wastage of fish
at landing centres and at various points of
distribution channels has been reduced con-
siderably due to widespread use of ice, tech-
nological improvements in processing and
transport facilities.

There has been a considerable variation in
the fishermen’s share in the consumers rupee
for different varieties which is influenced by the
marketing margins. Various studies condudted
by the Socio Economic Evaluation and Tech-
nology Transfer Division of CMFRI on fish
marketing during 1973-93 have revealed that,
fishermen's share in consumer's rupee ranged
from 31 1o 72 paise for different varieties. The
wholesaler's margin ranged from 15 to 37
paise and the retailer's from 11 to 25 paise.
Marksting expenses accounted for 4 to 14
paise. it was found that fishermen got higher
share for those varieties which were having
high consumer preference.

The global demand for sea food has been
estimated at 110 million fonnes by 2000 A.D.
against a supply of 100 million tonnes .India
has a good scope in sea food export as it is
seen from the export earnings which has
increased from Rs. 384 corers in 1983-84 to
Rs. 2433 corersin 1993-94. Now about 10 per
cent of our marine production is being ex-
ported to over 59 countries with Japan ranking
first. Among the various sea food items ex-
ported, prawn accounts for a major share in
the revenue with abut 70 per cent of the

earnings. The export of prawns is expected to
increase further with the development of aquac-
vliture industry in India.

India’s share in the $48 billion global sea
food trade is about 1.2 per cent. There is stiff
competition from other exporting countries in
the international market. The consumers in
developed countries mostly prefer ready to
cook or ready to eat sea food items. Hence,
product divarsification and more emphasis on
value added products will help to enhance our
share in sea food exports. Sincethe produdion
of value added producdis s highly capital inten-
sive, suitable collaboration with other coun-
tries who have the technical expertise in this
field may be explored, utilising the benefits of
the new economic reforms introduced in the
country.

The export of live items has been gaining
momentum in the recent years. Of the live
items exported, lobster and mud crab com-
mand high demand and price in South Easi
Asian countries. The lobsters with 1 1o 1.5 kg
weight get a price of about Rs 1200-1500 per
kg at the landing centres. Similarly sea hourse
having medicina! value fetches about Rs 75
per piece of 10-14 cm length. Sea cucumbers
of high quality command a local price of Rs
400 per kg. The pharmaceutically important
marine produds should be assessed and a
catalogue of such varieties can be prepared to
obtain maximum benefit. The by products of
marine fishing industry can be scientifically
utilised o provide better returns to fishermen.
Prawn shells and head wastes thrown out from
processing industries is estimated at 50,000-
60,000 tonnes annually. This can be utilised
for chitin extraction which commands high
price and has diverse uses.

Infrastructure facilities form the basic re-
quirement for developmeni of fisherysector. In
india, there are 248 freezing plants, 23 can-
ning plants, 129 ice plants, 23 fishmeal




plants, 921 pre processing centres, 321 cold
storage units, two agar plants and 52 IQF
plants. After ensuring the capacity utitisation of
these plants, further establishments may be
made considering the requirements.

The fish marketing in India is gradually
transforming from traditional to modern sys-
tem. Inspite of this the involvement of a large
number of middiemen affects the interests of
both the fishermen and consumers. Hence,
propar provisions should be made in the fish
marketing policyto reduce the impact of middle-
men. Announcement of suitable support prices
for commercially important fish varieties will
sofeguard the fishermen as well as the con-
sumers. Encouraging local fishermen to form
cooperative fish marketing societies may be
thought of. Considering the importance of sea
food as a potential foreign exchange earner
and a supplementary protein diet for the vast
majority of domestic population more empha-
sis naed to be laid on fish marketing strategies
for the development of fishery secor in India.
Studies on fish marketing is conducted by a
team comprising Dr R.Sathyadhas, Shri R.
Narayana kumar, Shri A.Bastion Fernando
and Shri A. Kanakkan of SEETT Division.





