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I. INTRODUCTION 

Fishing is no longer the traditional 

occupation of a fishermen living along the sea 

coast. Fishing and allied activities constitute an 

industry and have created employment 

opportunities for more people having different 

skills in different fields of fisheries. It offers a wide 

scope to fulfill the objective of production cum full 

employment envisaged in the development plans in 

India.  It provide direct employment to millions of 

people and indirect employment through associated 

activities like net making, boat making, boat 

repairing, fish processing, fish trades, fish trades, 

fish transportation etc., in this context. The 

fisheries sector desires high priority since it has the 

potential of employment and income generation. 

India lives in villages and hence it is 

described as a rural country.  The primary sector 

comprising agriculture and allied occupations such 

as fishing constitute largest sector of the economy.  

Fisheries are of great economic significance to 

India, and stand next only to agriculture in the 

organized sector.  It offers a terminators scope to 

fulfill the basic objectives of production cum 

employment envisaged in the development plan of 

India  besides providing indirect employment 

through associated activities like boat carving, fish 

processing, fish sales, fish transportation, basket 

making, ice manufacturing, salt making etc., 
 

 

 

Fish Marketing 

 In order to make fish available to 

consumers at the right time and in the right place 

an effective marketing system is essential.  

Fishermen who exploit fish by laboring overnight 

do not usually sell fish in retail marketing.  At the 

break of day, they take their catches to places 

where Nikaries/ Beparies, or retailers meet them 

and bargain a lot.  However the landing point, the 

number of middlemen is high. Perhaps only one 

sometimes all or two middlemen may approach a 

fisherman.  If the first intermediary is unsuccessful, 

another spelt in to bargaining for the catch. 

Normally, the first Nikaries/Paiker- retailer does 

not allow this to happen and secures on lot for 

himself.  Therefore, the poor fishermen often falls 

prey to the Nikaries/ Beparies/ Paiker-retailer‟s 

crude exploitations.  Fishermen, as a seller, cannot 

negotiate favorable prices for himself mainly 

because; 

 He meets buyers (middlemen) once at a time 

and at different times. 

 he cannot keep fish for a long time because the 

product is highly perishable, 

 Entry into the market is different for 

fishermen for many reasons, mainly because of 

strong non- cooperation and resistance from the 

Paiker/ Retailers.  Thus, it is obvious why fishing 

communities remain poor or is getting poor over 

the years, although they trade an important, 

nutrition‟s and everyday commodity.  Markets at 
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the primary catch stage are almost completely non-

competitive and therefore, exploitation is high. 

Role of Middlemen in Fish Marketing  

  Marketing of fish in the country has been 

neglected over the past decades and although there 

is some development in the two or three states, in 

many others, fish marketing is not at all developed. 

Marketing of fish is poorly developed and there is 

much room for improvement.
   

The study of 

marketing of fish needs the study of channel of 

distribution. The method by which the distribution 

of fished products has been effected from producer 

to consumer is the channel of distribution. 

Traditional fishing is completely in the clutches of 

middlemen and financiers. Co-operatives have not 

yet started marketing operation lest the craft 

owners should get reasonable return for their 

catches. There is predominant role of private sector 

in catching, processing and marketing. 

  The present problem of fishery sector is 

the presence of too many middlemen between the 

producer and the consumers. In spite of the 

National Federation of Fisherman‟s Cooperatives 

(NFFC) state level cooperatives, district level 

cooperatives, and primary cooperatives, middlemen 

and powerful businessmen retain their strong hold 

on the fish trade. 

  The entire marketing, transportation, 

storage, processing of fish and shrimps in India are 

undertaken by private sector units. This chapter 

presents marketing system for marine fisheries. The 

marketing system could study in terms of the use 

flows, the physical flows, the channel flows and 

share of producers in consumers – rupee, the price 

spread and the margins. 

 

 

 

 

 

 

Table 1.1 Basis of Retail Fish Sellers in the Rural Markets in 

Indian coastal area 

Fish Seller 

Category 

 

Average Sellers 

per Market 

Percentage of 

all Sellers 

Dry fish seller 6.90 21 

Preserved fish 

seller 
2.32 7 

Live fish 

seller 
5.56 17 

Fresh fish seller 

Small fish 11.96 36 

Large fish 6.20 19 

                    Source: Primary Data. 

Years of Experience in Fishing Trade 

                  Occupational experience of middlemen 

in Fish trade would indicate the involvement in 

trade. If they are in fish trade for longer period it 

means there is less trader turnover (entry into and 

quit) in fish industry. If most of the fish traders are 

new entrants it would suggest that as shrimp trade 

would not provide regular and sufficient income, 

the experienced trader‟s years of experience of 

trade of the middlemen in shrimp trade are found 

through the interview schedule. 

 Table 1.2 shows the years of experience in 

shrimp trade. 

Table 1.2 Years of Experience in Fishing Trade 

Years of 

experience 

Number of 

Middlemen 
Percentage 

Up to 5 years 0 - 

5 – 10 02 04 

10 – 15 06 12 

15 – 20 10 20 

20 – 25 12 24 

25 – 30 06 12 

30 – 35 05 10 

35 – 40 04 08 

40 – 45 03 06 

45 – 50 02 04 

Total 50 100 
Source: Field Survey 
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Kinds of Middlemen 

 In the supply chain of fish from fish 

producer, namely, craft owners, to domestic 

consumers or multinational consumers different 

types of middlemen render place utility services. 

They are mobile retailers, retailers, wholesalers, 

commission agents and exports. 

 Table 1.3 provides the information on the 

distribution of various types of middlemen. 

Table 1.3 Kinds of Middlemen 

Kinds of 

Middlemen 

Number of 

Middlemen 
Percentage 

Mobile Retailers 11 22 

Retailers 17 34 

Wholesalers 09 18 

Commission 

Agents 
06 12 

Exports 07 14 

Total 50 100 
Source: Field Survey 

 Table 1.3 highlights the fact that more 

than half of the middlemen 56 percent are retailers. 

They trade on fish on a small – scale basis. 

Commission agents undertake the sale of fish at the 

fishing harbor. The commissions agents sell fish at 

open auction settle the amount due to craft owners 

immediately after deducting the commission due to 

them. They constitute 12 percent of the total 

middlemen. Fish trade on large scale account for 18 

percent of the total middlemen. Exporters account 

for 14 percent. It is clear that small traders 

constitute the majority. As the volume of trade is 

large in the case of export trade which requires 

huge capital it keeps the number the least. 

Marketing Channel 

 Marketing channel is the vehicle of the 

marketing system, the unit within which all 

marketing activity takes place.
 

Distribution 

channel/marketing channel is a set of 

interdependent organizations involved in the 

process of making a product or service available 

for consumption by the consumer or business user. 

Distribution channels are more than simple 

collections of firms tied together by various flows. 

They are complex behavioral systems in which 

people and companies interact to accomplish 

company and channel goals. 

Price Spread 

 It is found that various middlemen exist in 

the flow of shrimp from harvesters to consumers‟ 

and importers. The efficiency of marketing system 

could be understood by analyzing the fishermen‟s 

share in the consumer‟s rupee, namely, price 

spread.   An attempt to study the price spread under 

various distribution channels is made in the present 

study. Price spread is a term applied sometimes to 

absolute margin, particularly one representing the 

combined margin of several types of dealers.
 

Price under first type of distribution channel 

Table 1.4 Exportable Shrimp Price Spread –First Type of 

Distribution Channel 

 Craft Owners – Commission Agents -- 

Wholesalers -- Exporters –   Importers 

Cost / Profit 
Percentage to 

Total 

Cost of Shrimp 

Profit margin to commission 

Agent 

68.89 

6.00 

Cost to wholesalers 

Assembling cost 

Administration expenses 

Profit Margin 

74.89 

9.00 

3.37 

4.30 

Cost to exporters 91.56 

Processing expense 

Administration expense 

Selling and Distribution 

expenses 

2.36 

0.23 

2.82 

Profit margin 3.03 

Cost to Importers / Export 

price 
100.00 

Source: Computed Data 100 = per kg. Rs. 389/- 

(Calculated under average trade volume and average export 

Price of Headless white     31/35 shrimp) 

Under the first type of distribution channel 

headless white shrimp moves from craft owners to 

importers through three middlemen, namely, 

commission agents, wholesalers, and exporters. 

The importer‟s price per kg is Rs. 389. The craft 

owners get 68.89 percent of the sale price for their 



Emperor International Journal of Finance and Management Research ISSN: 2395-5929 

Mayas Publication                        IFS- 1.14 | SJIF-2016-3.343 | SJIF -2017- 4.253 | ISI-0.67 Page 38 

efforts in fishing. The commission agent 

(Vattakkaran) who sells the fish in auction earns 6 

percent of the sales price. The wholesaler incurs 

12.37 percent of the sales price as incidental 

expenses (assembling cost 9 percent; 

administration expenses 3.37 percent) and earns a 

4.30 percent profit on sale price. The exporters 

incur 5.41 percent expenses and earn a profit of 

3.03 percent of sale price. 

Price Spread under Second type of Distribution 

Channel 

Table 1.5 Exportable Shrimp Price Spread –Second Type of 

Distribution Channel 

Craft Owners --- Wholesalers --- Exporters --- 

Importers 

Cost / Profit 
Percentage to 

Total 

Price to craft owners / Cost to 

wholesalers 
74.89 

Assembling cost 

Administration expenses 

Profit Margin 

9.00 

3.37 

4.30 

Cost to exporters 

Processing Expenses 

Administration expenses 

Selling and Distribution 

expenses 

91.56 

2.36 

0.23 

2.82 

Profit Margin 3.03 

Cost to Importers / Export 

price 
100.00 

Source: Computed Data 100 = per kg. Rs. 389 

(Calculated under average volume and average export price of    

Headless white 31/35 shrimp) 

Under the second type of distribution 

channel only two kinds of middlemen are involved 

in the movement of shrimp from craft owners to 

importers. They are wholesalers and exporters. The 

wholesalers directly purchase from the craft owners 

and sell to the exporters. The exporters‟ cost price 

of shrimp is the same as they purchase from the 

wholesalers in the first type of distribution channel. 

This is because of the uniform price the exporters 

quote in a particular day for their purchase 

regardless of the sellers. The wholesalers also earn 

the same percentage of profit as they earned in the 

first type of distribution channel. 

Violation of Fishing Regulations Imposed by the 

State Government 

 Most of the conflicts between the craft 

owners arose due to violation of the economically 

strong of government norms and fishing in areas 

beyond the area specified by government. 

Unsuitable Working Hours 

 Recently in order to explore new fishing 

grounds, the boat owners attempt to fish beyond 50 

meters.  The state government insists that the craft 

owners should return ashore before a specific time.  

The craft owners have reported that the total time 

allotted for fishing is not sufficient.  In order to 

search for fresh area the craft have to voyage into 

long distance.  This makes it difficult for them to 

return to the shore within the Government‟s 

stipulated time.  This affects their fishing and 

production. 

Financial Problems 

 „Everything is paid for out of cod ends‟.  

At present fresh financial assistance either from 

commercial banks or from apex financial 

institutions is not forth coming for the fishery 

sector. The reluctance on the part of the 

institutional financing agencies to lend to the 

marine fishing sector is related to their inability to 

recover repayments from those who take loans 

from them.  Considering the peculiar characteristics 

of fishing industry new schemes are to be 

formulated for granting loans and recovery norms.  

Easy credit facilities should be made available to 

the fishermen from various institutions through    

co-operatives. 

Infrastructure Facilities 

 Lack of marketing infrastructure facilities 

such as guide lights, mending hall, auction hall, ice 

plant and cold storage are also affecting the returns 

of traditional craft owners. 
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Marketing System 

 The fishermen of this area are fully 

involved  either as part or full time involving small, 

middle and large- scale fishing. The landing place 

is the place for landing, selling and also the key 

contact place of owner fishermen, labour 

fishermen, middlemen and buyers. Generally both 

fishermen and all type of buyers gather here.    

 The whole sale/middlemen are the 

marketers and provide who lend capital to most of 

the fishermen to buy and collect fish from small, 

middle and large-scale operators and then the sell 

fish to retailers.  The retailers are selling fish to the 

consumer and exports. Fish being a perishable 

commodity, it should be marked as early as 

possible and to achieve this, if there is ready 

transport, the products could be marketed early. 

Transport    

 This is a major problem faced by 

fishermen to market their catches from sea shore to 

the market.  Because of this fishermen suffer a lot 

that if they came after the beak hour that is early 

morning (6 to 7.30).  They may not able to sell 

their fish.  Due to the insufficient transport even the 

marketers are not willing to come over there. 

Cold storage Facilities 

 First of all there is no proper storage in 

fish landing centre as well as in their boat. Even 

though some fishermen have acquired ice-box it is 

not adequate to preserve huge quality of fish. If 

only freeze the fish for few hours.  Traditional 

sectors have taken time to catch the fish 5 to 15 

hours; nontraditional sectors have taken 24 hours.  

So, that if they are came late fishermen has forced 

to handover the try fish marketers.  

II. CONCLUSION 

Fisheries in Tamilnadu are a traditional 

industries and providing livelihood for all 

fishermen population. The fishery is having a 

linkage effect with agriculture which is main 

occupation of majority of the people in the district 

and fishery is related with other economic activities 

and fish marketing problems.  

Despite the various measures the 

government has not been able spare the fishermen 

from the clutches of the middlemen whose 

practices have reduced the fishermen, just to the 

status of a wage earner. Efforts are being made to 

solve the problems through the formation of a 

viable solution to fix floor price in all lending 

points by the government. 
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