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Abstract 

This paper tries at value practices 

followed via the players of the marine fisheries in 

Pondicherry and how much price they are adding 

to the very last fish product. The observe has been 

based to seize the essence of the approaches and 

drift of the cost chain in Marine fisheries. The take 

a look at is designed in any such manner that it 

addresses various studies questions like the 

fundamental fee chain shape,  fee introduced 

operations in fisheries price chain, the value of 

every operation at the side of price growth and 

sooner or later the final fee of the product.  In this 

paper, in order to suggest an appropriate price, 

intensive market studies become performed to take 

a look at the Special reference to marketing and 

socio economic conditions of Fishermen, Cycle 

service with respect to fresh fish within the coastal 

Pondicherry in India. 

Key words:  Marine, Marketing, Fisherman. 

I. INTRODUCTION 

Become first defined and popularized by 

Michael Porter in his 1985 excellent-vendor 

eBook, Competitive Advantage:  Creating and 

Sustaining Superior Performance.  Michael  

 

Porter coined the time period value gadget this 

means that larger interconnected cost chains. 

Porter (1985) defined the fee machine proper from 

the dealer to the patron. The price gadget 

integrates the dealer of the firm (and their 

providers all of the manner lower back), the 

manufacturing center or the firm itself, the 

distribution channels and the consumers of the 

company.  Another cost chain philosopher Lynch 

(2003) described the feed chain as a collection of 

sports which includes shopping,   manufacturing, 

distributing and marketing of business enterprise’s 

products. 

If an attempt is made to apprehend the 

insights of price chain idea, some of the people 

and institutions have given their understandings.  

Porter (1990) in his book opined that the Value 

Chain framework is an interdependent gadget or 

community of sports, related by linkages. 

Pathania-Jain (2001) proposed that the machine 

need to be controlled carefully in order that the 

linkages may be a crucial source of competitive 

advantage. Lynch (2003) discussed approximately 

fee chain evaluation and said that it entails the 

linkage of regions which are the price of 

organizational sports with its primary useful 
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elements and the second one the assessment of the 

contribution of each part in the overall added price. 

World Business Council for Sustainable 

Development (WBCSD) defined as fee chain 

refers to complete life cycle of a product or 

technique which incorporates sourcing of raw 

fabric, manufacturing, intake and eventually 

disposal of the product.  Sustainability, UNEP and 

UNGC (2008) referred cost chain because it 

encompasses considering the cost created with the 

aid of the chain, especially for end-use clients.  

Fishing is no longer the conventional 

occupation of a fishermen dwelling alongside the 

sea coast. Fishing and allied sports constitute an 

industry and have created employment 

possibilities for greater humans having unique 

skills in extraordinary fields of fisheries. It gives a 

huge scope to satisfy the goal of production cum 

full employment envisaged in the improvement 

plans in Pondicherry.  It offers direct employment 

to huge in people and indirect employment via 

related sports like net making, boat making, boat 

repairing, fish processing, fish trades, fish trades, 

fish transportation, and many others., on this 

context. The fisheries quarter goals high priority 

because it has the capacity of employment and 

earnings technology. 

Pondicherry lives in villages and as a 

result, it's miles described as a rural we of the 

primary region comprising agriculture and allied 

occupations together with fishing constitute the 

largest sector of the economy.  Fisheries are of 

outstanding monetary importance to Pondicherry.  

It gives a terminators scope to meet the primary 

objectives of manufacturing cum employment 

envisaged in the development plan of Pondicherry  

besides imparting indirect employment through 

related sports like boat carving, fish processing, 

fish sales, fish transportation, basket making, ice 

production, salt making etc.,  

Review of literatures: 

Kaplinsky, R. And M. Morris (2001) in 

their book titled “A Handbook for which turned 

into organized for the International Development 

Research Centre (IDRC) defined cost chain  as  the  

full  range  of  activities,  which  are  required  to  

deliver  a  product  or  service  from conception, 

through the middleman stages of production 

(related to an aggregate of bodily transformation 

and the input of numerous manufacturer services), 

transport to final purchasers, and very last disposal 

after use. 

Porter (1985) has given a definition of 

value chain in his e-book “Competitive 

Advantage” because the fundamental tool for 

diagnosing aggressive advantage and finding 

methods to beautify it's miles the value chain, 

which divides a company into the discrete sports it 

plays in designing, producing, advertising and 

marketing, and distributing its products. While 

Porter in 1990 said that cost chain concept 

decomposes all activities of 1 firm into 

components and analyses each man or woman 

activity and their interdependence”. 

Brown (1997) considers,  as a device the 

value chain divides a business into strategically 

relevant sports.  Through the agency is able to pick 

out the resources of aggressive advantage and 

perform those sports more affordable or better than 

its competition. Walters and Lancaster (2000) have 

provided price chain definition as an enterprise 

gadget which creates cease consumer satisfaction 

(i.e. Price) and realizes the goals of different 

member stakeholders. 
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Fish Marketing 

In order to make fish to be had to 

customers on the proper time and within the right 

vicinity an effective advertising system is crucial.  

Fishermen who exploit fish by laboring in a single 

day do now not typically promote fish in retail 

advertising.  At the break of day, they take their 

catches to locations where Nikaries/ Benares or 

shops meet them and bargain loads.  However the 

touchdown point, the quantity of middlemen is 

excessive. Perhaps handiest one occasionally all or 

middlemen might also technique a fisherman.  If 

the primary middleman is unsuccessful, some 

other spelled into bargaining for the trap. 

Normally, the first Nikaries/Paiker- the store does 

not permit this to manifest and secures on a lot for 

himself.  Therefore, the terrible fishermen 

frequently fall prey to the Nikaries/ Benares/ 

Parker-store’s crude exploitations.  Fishermen, as a 

dealer, can't negotiate favorable prices for himself 

in particular due to the fact; 

 He meets customers (middlemen) as soon as at a 

time and at unique instances. 

 He cannot keep fish for a long-term because the 

product is notably perishable, 

Entry into the market is one of a kind for 

fishermen for lots of motives, especially due to 

strong non- cooperation and resistance from the 

Parker/ Retailers.  Thus, it's miles obvious why 

fishing groups stay negative or are getting terrible 

over the years, despite the fact that they alternate 

an important, nutrition’s an everyday commodity.  

Markets at the number one catch level are almost 

completely non-aggressive and consequently, 

exploitation is excessive. 

Role of Middlemen in Fish Marketing  

Marketing of fish is poorly evolved and 

there may be an awful lot room for improvement.    

The observe of advertising of fish wishes 

the examine of channel of distribution. The 

method by means of which the distribution of 

fished merchandise has been effected from 

producer to client is the channel of distribution. 

Traditional fishing is absolutely within the 

clutches of middlemen and financiers. Co-

operatives have not but started marketing 

operation lest the craft owners ought to get 

reasonable return for their catches. There is 

principal role of private area in catching, 

processing and advertising. 

The gift problem of fishery zone is the 

presence of too many middlemen among the 

manufacturer and the customers. In spite of the 

National Federation of Fisherman’s Cooperatives 

(NFFC) kingdom stage cooperatives, district 

degree cooperatives, and number one cooperatives, 

middlemen and powerful businessmen maintain 

their sturdy preserve on the fish exchange. 

The entire advertising and marketing, 

transportation, garage, processing of fish and 

shrimps in India are undertaken via non-public 

region gadgets. This chapter offers advertising and 

marketing machine for marine fisheries. The 

marketing system ought to observe in phrases of 

the user flows, the bodily flows, the channel flows 

and proportion of producers in customers – rupee, 

the fee spread, and the margins. 

II. OBJECTIVES OF THE STUDY 

The examine is designed in such a manner 

that it addresses various studies questions just like 

the primary price chain structure, price introduced 

operations in fisheries cost chain, a value of every 

operation together with rate growth and eventually 

the very last fee of the product. The unique targets 

of the study are:  

1) To make complete have a look at on diverse 

value chain actors, their function in price 
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chain management of fisheries in terms of 

diverse markets. 

2) To investigate various operational fees 

concerned at each stage of fish seize to 

processing. 

3) To propose the proper price chains to the key 

stakeholders of the world. 

Sampling 

The sample frame was designed in 

such a way that all the key stakeholders are 

covered i.e. fishermen, middlemen, head loader, 

cycle carrier and retailers in the study area so 

that the complete picture of marine fisheries 

value chain can be assessed as it is presented in 

which the details about study area and sample 

size are mentioned with different respondents. 

Quota Sampling Technique was adopted to 

collect data from their respective coastal 

Pondicherry. Simple Random Technique was 

adopted to collect data within a district. 

 

 

Identification of  Value Chain Actors Performing Value Chain Operations 

Table 1: Value Chain actors 

 

Value Chain 

Actor 

 

Performing 

Value Chain 

Not Performing 

Value Chain 

 

TOTAL 

Fishermen 378 (84.00) 72 (16.00) 450 (100.00) 

Middlemen 54 (75.00) 18 (25.00) 72 (100.00) 

Head loader 72 (80.00) 18 (20.00) 90 (100.00) 

Cycle Carrier 72 (80.00) 18 (20.00) 90 (100.00) 

Retailer 126 (70.00) 54 (30.00) 180 (100.00) 

TOTAL 702 (80.00) 180 (20.00) 882 (100.00) 
       Source: Calculation from Primary Data (Figures in the brackets are percentages to their row totals) 

 

From the sample what was obtained 

from the study area, the respondents (i.e. key 

stakeholders) were divided into two 

categories i.e. performing value chain and 

not-performing va lue  chain. From Table 1, 

it can be found that there are 378 (84%) 

fisher men who perform value chain 

operations and 72 (16%) fishermen who are 

not performing value chain operations. Among 

the sample, 54 (75%) middlemen who are 

performing value chain operations and 18 

(25%) who are not performing value chain 

operations. Among the head loaders, 72 (80%) 

head loaders who are performing value chain 

operations and 18 (20%) who are not 

performing value chain operations. There  are  

72  (80%)  cycle  carriers  who  perform  value  

chain  operations  and  18  (20%)  cycle 

carriers  who  are  not  performing  value  

chain  operations.  Among the retailers, 126 

(70%)  are performing  value chain operations  

and 54 (30%) retailers who are not 

performing  value chain operations.  Among 

the total sample, 702 (80%) head loaders 

who are performing value chain operations 

and 180 (20%) respondents who are not 

performing value chain operations. 

Calculation of Prices of Fish  

In this section, an attempt has been 

made to calculate prices of fish sold out 

without performing Value Chain Operations. 

Table 3 presents cost sale price, profit and 

profit percentage getting by value chain 

actors. In order to calculate prices, the 

following parameters were observed as 

factors that influence price of fish. 

 Fisherman price at sea shore. 

 Middleman commission. 
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 Transportation Charges. 

 Market fee. 

 Wholesaler margin. 

 Retailer Margin. 

Table  2. Average Price of Fish 

 

Value Chain 

Actor 

 

Cost 

of Fish 

Rs./Kg 

 

Sale 

Price 

Rs./Kg 

 

PROFIT 

Rs./Kg 

 

% of 

PROFIT 

Fishermen 

Intermediary 

Marketing 

 

35 

 

42 

 

7 

 

17% 

Fishermen 

Direct Marketing 

Consumer 

 

35 

 

48 

 

13 

 

27% 

Fishermen 

Direct Marketing 

Company 

 

35 

 

60 

 

25 

 

42% 

Middlemen 
 

42 

 

55 

 

13 

 

24% 

Head loader 55 75 20 27% 

Cycle Carrier 55 80 25 31% 

Retailer 55 65 10 15% 

Table 3 presents general value chain 

operations adopted by fishermen for fresh 

fish to increase value there by price. The 

identified value chain operations performed 

by the fishermen for fresh fish are Cleaning,  

Washing, Separating,  Grading,  Weighing,  

Icing and Packaging.  The average cost 

incurred by the fishermen was found to be 

Rs.11.83 per kg and average price increased 

found to be Rs.21.38 per kg. Hence there was 

increase of Rs.9.55/- per kg (55%) (Price 

increase – cost incurred) for fresh fish. 

Table 3. Cost and Price addition through Value Chain for Fresh Fish 

 

Particulars of Item 

 

Cost in 

Rupees/Kg 

 

Price 

Increase 

% of Price Increase 

Value Chain Operations (fresh fish) 

Cleaning 1.50 3.76 18% 

Washing 1.89 2.98 14% 

Separating 0.97 1.89 9% 

Grading 0.59 1.90 9% 

Weighing 1.79 2.75 13% 

Icing 2.89 3.98 19% 

Packaging 2.20 4.12 19% 

Total 11.83 21.38 100% 
Value addition for Fresh Fish per Kg 

(Price - Cost) PROFIT 
9.55 55% 
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Fresh  fish  value  by fishermen   practicing Intermediary marketing 

Table 4. Fresh Fish Value Chain with Intermediary Marketing – Fishermen 

 

Particulars of Item 

 

Values    in 

Rs. / Kg 

 

Values in 

% 

Value Addition Operations by fisherman 

Fisherman Price at Seashore 35.00 61% 

Transportation cost to Village 0.80 1% 

Value Addition Process 1 - Cleaning 3.76 7% 

Value Addition Process 2 -Washing 2.98 5% 

Value Addition Process 3 -Separating 1.89 3% 

Value Addition Process 4 -Grading 1.90 3% 

Value Addition Process 5 -Weighing 2.75 5% 

Value Addition Process 6 -Icing 3.98 7% 

Value Addition Process 7 -Packaging 4.12 7% 

Final Avg. sale price (for Middlemen / Retailer) 57.18 

PROFIT  /  Value   addition 

( Final Sale Price - Seashore Price ) 

 

22.18 

 

38% 

Table 4 shows, fishermen cost of 

fish Rs.35/kg, transportations charges 

Rs.0.80/Kg, after value addition  operations  

like cleaning  (Rs.3.76/kg),  Washing  

(Rs.2.98/kg).  Separating (Rs.1.89/kg), 

Grading (Rs.1.90/kg), Weighing (Rs. 

2.75/kg), Icing (3.98/kg) and Packaging 

(4.12/kg), the value has been  increased  to 

Rs.57.18/Kg.  Overall  there is 38%  (Profit)  

price increase  added  to the product. 

Direct Marketing 

This section concentrates on direct 

marketers in fishing community who practice 

direct marketing and involving in  value  chain  

operations.  The fishermen are  selling  their  

product  directly  to consumer and sometimes 

to Exporter / Fish Companies also. 

 

 

 

 

Table 5. Direct Marketing – Fishermen 

 

Particulars of Item 
 

Values   in 

Rs. / Kg 

 

Values      in  

% 

Value Addition Operations by fisherman 

Fisherman Price at Seashore     35.00 61% 

Transportation cost to Village 0.80 1% 

Value Addition Process 1 - Cleaning 3.76 7% 

Value Addition Process 2 -Washing 2.98 5% 

Value Addition Process 3 -Separating 1.89 3% 

Value Addition Process 4 -Grading 1.90 3% 

Value Addition Process 5 -Weighing 2.75 5% 

Value Addition Process 6 -Icing 3.98 7% 

Value Addition Process 7 -Packaging 4.12 7% 

Final Avg. sale price           57.18 
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Fisherman Selling fish to Consumer Directly 

Avg. Sale Price fixed by Fisherman 57.18 77% 

Transportation Chagres      4.36 6% 

Packing     0.59 1% 

Fisherman Margin 12.15 16% 

Final Avg. Price for Consumer 74.28 

PROFIT     /  Value     addition 

( Final Sale Price - Seashore Price ) 

 

39.28 

 

52% 

Fisherman Selling fish to Company Directly 

Avg. Sale Price fixed by Fisherman 57.18 66% 

Fisherman Margin 30.00 34% 

Final Avg. Price for fish company / Exporter 87.18 

PROFIT    /     Value        addition 

( Final Sale Price - Seashore Price ) 
 

52.18 

 

59% 

Table 5 shows that there is more 

than 50% value increased to the product after 

performing value chain operations by 

fishermen. The fishermen selling fish directly 

to consumer are getting 52% more returns on 

their fish catch whereas the fishermen selling 

fish directly to company/ exporter are  getting  

59%  more  returns  on  their  fish.  Here  it 

should  be  noted  that  the  exporter  / fish 

company will purchase product if and if only 

export quality / high value product fish 

available. 

Middlemen Value Chain - Fresh Fish 

Table 6 shows that middlemen are getting 

fish either from seashore or fish villages at the 

average price of Rs.57.18/kg. The middlemen are 

investing their money on transportation charges, 

market fee etc. There is 38% value increase in 

fresh fish middlemen value chain. 

Table 6. Middlemen Value Chain - Fresh fish 

 

Particulars of Item 

 

Values    in 

Rs. / Kg 

 

Values        in 

% 

Final Avg. sale price fixed by fishermen * 57.18 

Value Addition Operations by Middleman   

Avg.Sale Price fixed by Fisherman 57.18 61% 

Middleman Commission 16.5 18% 

Transportation Chagres 4.36 5% 

Market Fee 1.55 2% 

Wholesale Margin (pricing strategy) ** 5.6 6% 

Retailer Margin (pricing strategy)** 8.45 9% 

Final Avg.Price for Consumer 93.64 

PROFIT   /      Value    addition 

( Final Sale Price - Seashore Price ) 

 

36.46 

 

38% 

*- Avg. Sale Price Fixed by Fishermen at Seashore / Village. 

**-The middlemen include ideal wholesale / retail margin in his price. 

  

admin
Line
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Head Loader Value Chain - Fresh Fish 

Head loader is like door-to-door sales 

woman present in urban / town households 

and sells fish by carrying  the product  on her 

head. Table 8 shows  that there is 62% 

price after value  addition processes.the major  

cost  goes  to  transportation.  Return will  be  

high  because  of  reduced customer cost as 

the product is available at door step. 

Table 7 : Head Loader Value Chain - Fresh Fish 

 

Particulars of Item 

Values    in 

Rs. / Kg 

Values   in 

% 

Final Avg. sale price fixed by fishermen *           57.18 

Value Addition Operations by Head loader 

Avg.Sale Price fixed by Fisherman 57.18 67% 

Cost of Transportation 20.00 23% 

Margin of Head loader       8.45 10% 

Final Avg.Price for Consumer              85.63 

PROFIT     /     Value    addition 

( Final Sale Price - Seashore Price ) 

 

28.45 

 

62% 

*- Avg. Sale Price Fixed by Fishermen at Seashore / Village. 

Cycle carrier value chain - fresh fish 

Cycle Carrier is like door-to-door 

salesman present in urban / town households 

and sells fish by carrying  the product  on a 

bicycle.  Table 9 shows that there is 66% 

price after value addition processes.  The 

major cost goes to transportation.  Return will 

be high because of  reduced customer cost as 

the product is available at door step. 

Table 8. Cycle Carrier Value Chain - Fresh Fish 

 

Particulars of Item 

 

Values        in 

Rs. / Kg 

 

Values    in 

% Final Avg. sale price fixed by fishermen * 57.18 

Value Addition Operations by Cycle Carrier 

Avg.Sale Price fixed by Fisherman 57.18 60% 

Cost of Transportation 30.00 31% 

Margin of Cycle Carrier        8.45 9% 

Final Avg.Price for Consumer                   70.36 

PROFIT    /   Value    addition 

( Final Sale Price - Seashore Price ) 

 

13.18 

 

66% 
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Retailer Value Chain - Fresh Fish 

Table 9. Retailer Carrier Value Chain - Fresh Fish 

 

Particulars of Item 

 

Values    in 

Rs. / Kg 

 

Values      in 

% 

Final Avg. sale price fixed by fishermen * 57.18 

Value Addition Operations by Retailer 

Avg. Sale Price fixed by Fisherman     57.18 74% 

Transportation Chagres 4.36 6% 

Market Fee 1.55 2% 

Weighing 0.79 1% 

Cutting 3.89 5% 

Washing 0.89 1% 

Packing 0.45 1% 

Retailer Margin 8.45 11% 

Final Avg. Price for Consumer              77.56 

PROFIT  /   Value                 addition 

( Final Sale Price - Seashore Price ) 20.38 59% 

*- Avg. Sale Price Fixed by Fishermen at Seashore / Village. 

Table 10 shows that retailer  will be 

involving  in different  value chain operations  

like cutting, washing etc. there is 59% price 

increase after retail value added operations to the 

product. 

Comparison Between Value Added Selling And Non-Value Added Selling

Table 10: Comparison between value added selling and non-value added selling 

 

Value 

Chain Actor 

Value Added Selling 
Non-Value Added 

Selling 
Difference 

Profit Profit diff. diff. 

Rs./Kg % Rs./Kg % Rs./Kg % 

    Fishermen 

    Intermediary 

     Marketing 

 

22.18 

 

38% 

 

7 

 

17% 

 

15.18 

 

68% 

    Fishermen    

   Direct              

    Marketing    

    Consumer 

 

39.28 

 

52% 

 

13 

 

27% 

 

26.28 

 

67% 

   Fishermen Direct     

    Marketing  

   Company 

 

52.18 

 

59% 

 

25 

 

31% 

 

27.18 

 

52% 

     Middlemen 36.46 38% 13 24% 23.46 64% 

      Head loader 53.72 62% 20 8% 33.72 63% 

     Cycle Carrier 63.72 66% 25 11% 38.72 61% 

      Retailer 45.65 59% 10 15% 35.65 78% 
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The findings of the study are 

summarized in the Table 10. As it shows, the 

value chain actor and their profit after selling the 

product to the customer are presented. 

 The fishermen practicing intermediary marketing 

and performing value added operations are 

getting 68% more returns than non-value added 

selling. 

 The  fishermen  practicing  direct  marketing  to  

consumer  and  performing  value  added 

operations are getting 67% more returns than non-

value added selling. 

 The  fishermen  practicing  direct  marketing  to  

company  and  performing  value  added 

 operations are getting 52% more returns than non-

value added selling. 

 The middlemen performing value added 

operations  are getting 64% more returns than 

non-value added selling. 

 The middlemen performing value added 

operations  are getting 63% more returns than 

non-value added selling. 

 The head loader performing value added 

operations are getting 63% more returns than 

non-value added selling. 

 The cycle carriers performing value added 

operations are getting 61% more returns than 

non-value added selling. 

 The retailers performing value added operations 

are getting 78% more returns than non- value 

added selling. 

Limitation:  

              In this study only applicable in 

Pondicherry. They not applicable other state. 

 

 

 

 

 

III. CONCLUSION 

It can be concluded that inside the sample 

of fishermen, sixteen percentage fishermen aren't 

performing any price addition activities and 

directly away promoting fish catch to both 

middlemen or store whereas 84 percent fishermen 

are performing value-added operations starting 

from or three to six or seven exceptional cost 

addition approaches. The maximum used cost 

brought sports for fresh fish are cleaning, grading,  

setting apart,  washing,  weighing,  icing, and 

packaging.  The price addition operations by 

unique humans like fishermen, middlemen, retailer, 

head loader and cycle provider are analyzed and it's 

far discovered that on an average 12 percent cost is 

being added to fish if they perform cost addition 

strategies. Therefore it's far strongly encouraged to 

all of the gamers of the fish deliver chain to 

practice cost chain management so one can get the 

greater fee in phrases of rate to seller and pride to a 

client in terms of convenience of the use of the 

product. 
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