Abstract
This study was undertaken to understand the general features of milk marketing in Bangladesh and explore some of the issues on milk production among dairy households and their conditions under various milk marketing channels. This study highlights share of milk marketed in urban and rural region, quality of milk and price variations under different stages of marketing and selling spots. On the basis of available information a total of 39 dairy farm owners were selected from Khulshi, Port area, Kattoli, Chandga, Rupnagar, Bahaddarhat, Oxygen, Sholosahar, Mohoripara, Wireless, Bowbazar at Chittagong city corporation; Sikalbaha at Potiya upazilla. The study identified three different marketing channels available in study areas \in present marketing system. In case of indirect market the average price per liter of milk was Tk.50.13 and in case of direct market the average price per liter of milk was Tk. 40.43 which is Tk. 9.07 higher than the direct market. The average cost of per litter milk was TK 5.60. The net marketing margin per litter milk was TK 5.90. This study also identifies problem faced by farmers in milk marketing and their probable solutions.
Key Words: Marketing margin, Channels, Milk production.
Chapter-01
Introduction
1.1    Background of the Study:

The livestock sector in the economy of Bangladesh, as well as in South Asian economies, occupies a very important place. It provides (a) energy in the form of drafts and traction power for various activities and fuel for cooking and other heating purposes; (b) the form of milk, milk products and meat; (c) raw materials in the form of wool, hair, skins, hides, bones, hoof and horns; (d) a number of other products of pharmaceutical and industrial use; (e) manure for crops and (f) cow dung for fuel. The dairy sector especially has been the subject of much attention to increase the availability of many of these resources.
 Livestock sector comprises an integral component of the country's crucial and largely subsistence economy in which fluid milk marketing is one sub-sector. In this study, we have examined the current and potential market supply and demand, marketing opportunities and consumer preferences for milk in Bangladesh. Evidence showed that the highest number of livestock (cattle, buffalo, goat, sheep etc) population was found in Patuakhali, Comilla, Jessore, Sirajganj, Dinajpur and Sylhet districts. Among the divisions, the highest number of livestock was found in Rajshahi division followed by Dhaka division. The prices of livestock and livestock products fluctuate by seasons and regions mainly due to the variation in demand and supply of those products (Jahangir Alam & Md.  Akteruzzaman).
Livestock population in Bangladesh, in 1994 was estimated 24.1 million cattle and 0.89 buffalo and their milk production was 801000 metric tons. Of this 775000 metric tones from cattle and 27000 tones from buffalo. According to another report, the cattle population is 23 million and annual milk demand is 13.01 million metric ton but production is only 2.65 million metric ton (D.L.S, 2008). In Bangladesh, in 2007-2008 fiscal year, the total cattle population is 22.87 million and total milk production is 18.9 lak metric ton (Annual report, Arthonaitic Somikkha, 2008) .Milk market in Bangladesh is mostly an unorganized sector. Milk consumption is centered on urban area (Miah, M. A. M. 2002). Market places are underdeveloped and unhygienic. Intermediate traders are involved in transferring milk from the farmers to the final consumers. This raises marketing cost high in one hand and farmers become deprived of fair price on the other. There is also seasonal as well as regional fluctuation of price.
Milk may be defined as the entire lacteal secretion of mammary glands of the mammals obtained by the process of milking during the period following at least 72 hours after calving or until the milk is free from colostrums. (G.C.Banerjee, 8th edition). Production character of the milk is fluid from, widely scattered, and rural based both traditional and commercial. 
Milk is often referred as “the most nearly perfect food”. This expression is made in reference to its nutritional value. Since milk contents about 85 different nutrients. Its meet the nutritional requirements of body better than any other single food(Hasan, K. 1997).  
Moreover milk is one of the few food stuffs consumed in its natural state. Not only it is the most important food during early childhood but also continues in our normal diet throughout the life. Besides mother milk, the main sources of milk for human consumption are cow, goat, and buffalo and sheep milk. (Miah, M. A. M. 2002).The main compositions of milk are Fat-4%, protein-3.3%, Carbohydrate-4.9%, Mineral-0.8% and water-87%. (Roy, J.H.B. 1980 & walker, D.M. 1979).
Majority of dairy farms in the country are private which can be categorized into five different groups: 

1. Dairying for home consumption - The large and medium size farmers keep 1-3 cows to meet primarily their household demand for milk products, the surplus being sold in the local market;

2. Rearing of cows for dual purposes (draft and milk) – Households depending mainly on draft power for cultivation usually keep 2-6 cows including both bulls and dairy cows and often have to use their dairy cows for ploughing. During the off season when cows are free from agricultural farm use they produce milk which is usually sold in the market;

3. Small-scale dairy farming – The small- and medium-sized livestock households with financial and technical support from the government, NGOs and cooperatives manage to procure 2-5 cows. They usually sale all their milk and milk products in the market;

4. Medium sized commercial dairy farming – The medium sized households receiving

mostly government incentives or cooperative support establish dairy farms where they

usually rear 6-25 cows for market sale of milk and milk products;

5. Private large commercial dairy farms – These commercial operations establish modern

dairy farms and keep 26 + cows.

There are also eight government dairy farms, these are basically used as breeding farms for supplying of heifers to small-scale farmers.
The prices of livestock and livestock products in the country are found to fluctuate by seasons and regions mainly due to the variation in demand and supply of those products. (Source: BBS, 2001).
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                            Source: Directorate of Agricultural Marketing (DAM), 2002

                                                   Figure 1:  Seasonal milk price.

The highest milk prices prevailed during October to December (Figure 1). The period for the lowest milk price was identified as March to April.

Table -1: Division wise milk price
	Division
	TK/100Lit

	Barisal Division -


	3500

	Chittagong Division-


	12500

	Dhaka Division -
	5300

	Khulna Division -

	4950

	Rajshahi Division -

	10400

	Sylhet Division -

	5950


Source: Directorate of Agricultural Marketing (DAM), 2002

Table-1 showed that the highest price of milk per 100 liter prevails at Chittagong division (Cox's bazar, Tk. 2400/100 liter) and the lowest price was at Rajshahi division (Nilphamari, Tk. 1050/100 liter).
1.2 Justification of the Study:

Various types of research studies has been done about fluid milk but very little research has been undertaken for fluid milk marketing system in Bangladesh. This study represents the present root level milk marketing system of northern and southern milk ring areas of Bangladesh. So this study will be helpful for the dairy farmers, middlemen, consumers, and policy makers to find actual market information in time.
Consumers will get a picture of which quality of milk they are buying from the market and know about the actual price of milk.
1.3 The Specific Objectives of the Study are:
i. To become familiar with the milk marketing system in the selected area.
ii. To analyze the existing marketing channel of fluid milk in the selected area.
iii. To estimate the marketing cost and margins of farmer.
iv. To find out the constraints of milk marketing faced by the dairy farm rearers.
v. To formulate policy suggestions for improving the marketing system.
Chapter-02 
Review of Literature
Huq and Huq (1985) observed that the price of cattle was 20 to 40% higher during the month of Eid-ul-Azha (a Muslim festival). 

Price data collected by DAM  for the last 10 years revealed that the price of milk did not follow any definite trend during 1993-2003.

N. Morgan, Livestock Policy Officer, FAO Bangkok, (2007): The pro-poor social/business community dairying model (Bangladesh) adds livestock activities to ongoing community development programmers that provide training, vaccination, veterinary care and other support services to help poor women become dairy farmers and assist others to improve and expand dairy operations. In Bangladesh, project participants have become suppliers of milk to private dairies, including the Grameen DANONE yoghurt plant. Today, this programme and others are administered by a not-for-profit organization called the Grameen Motsho O Pashusampad (Fisheries and Livestock) Foundation. 
Ashoke Kumar Ghosh, Keshav Lall Maharjan, 2006:  Dairy farmers in Bangladesh are raising their indigenous cows; small in size and low in milk yielding, in a very traditional way giving almost no attention regarding their fodder, medication and genetic improvement. Although there is a general trend to raise cows in Bangladesh, the rural people have not yet undertaken dairy on a commercial scale. Small farmers who rear only a small number of cows in rural area produce most of the milk. They are interested in getting the highest possible return for their milk. On the other hand, consumers want the best milk for their price. Middlemen are performing various intermediary marketing functions such as transportation and retailing of the milk and link the dairy farmers (producers) and the consumers.
The main interest of the marketing intermediaries is to gain the highest profit possible from their particular business operation (FAO, 2002).

The milk marketing and processing systems in Bangladesh are not yet developed. Milk being perishable item, needing timely and special attention to market, makes the marketing more difficult. Generally, rural milk producers sell their surplus milk to various marketing intermediaries prevailing locally who in turn sell the milk to the individual consumers, restaurants & tea stalls in the urban area. In this process marketing intermediaries buy the milk from the farmers at a cheap price and are said to appropriate large profit. Lack of effective marketing organization in the grass-root level is a drawback for the farmers’ position in selling milk. Earning money and improving production will be vulnerable if they are unorganized. Under these circumstances the farmers are unable to improve their socio-economic conditions. Cooperative marketing system could play a vital role in providing a channel that can link the farmers to the urban markets/consumers smoothly and ensure higher price for their products. The concept of dairy development through smooth marketing arrangement under cooperative umbrella is well established in India and elsewhere as well1. This is also confirmed for Bangladesh by studies made earlier (FAO, 1990).
Ashrafuzzamn (1995): He studied economic efficiency of milk production under cooperative system in Sirajganj district, Bangladesh, and found farmers are enjoying a ensured milk market for selling their milk under cooperative marketing channel. 
Rahaman and Mian (1996), by studying cooperative also in Sirajganj district and traditional milk marketing channels in three different markets (Dhaka, Mymensingh and Rangpur) in Bangladesh, found that the cooperative milk marketing channel can provide

Best profit for primary producers. Khan and Suraiya (1996), studied a traditional village in Jessore district, where bulk of the milk was sold by traditional middlemen and found middlemen are depriving the primary milk producers from their milk profit and suggest for milk producers organization, such as milk cooperative for small dairy farmers, to reduce the transportation costs and better their earnings. Roy (2000), conducting a research on milk marketing under cooperative management again in Sirajganj, has shown that cooperative dairy farmers are receiving better price compared to non-cooperative farm.
Miah, M. A. M., 2002: The method of distribution of fluid milk is very complex, due to its higher perishability, compared to other agricultural commodities. Furthermore, the demand for milk and milk products by urban consumers increases secularly, whereas milk production fluctuates from season to season throughout the year. The milk marketing process starts with the producer and ends with the final consumers. It appears that milk marketing channels vary according to location. Two types of transactions, direct and indirect, generally occurred between producers and consumers in the milk marketing systems. Under the direct marketing channel, the producers sold milk to final consumers or users, while under indirect marketing channel, a number of intermediaries were involved in the transaction. 
Alam, et. al, 1994 and Ashrafuzzaman, 1993: The expansion of dairy sector depends, among other things, on the profitability of rearing milch cows at farmer’s level. A number of studies have been conducted on the profitability of rearing dairy cattle. The study found that the total cost of indigenous and cross breed dairy cow were Tk. 23.56/day/animal and Tk. 60.46/day/animal, respectively. The major cost item for both the indigenous and cross breed cows was feed cost. The highest return obtained from crossbred cow was Tk. 80.88/day and the net return was Tk. 21.44 while the net return per local dairy cow was Taka 26.64 per day.

Sayeed, M. A. Rahman, A. Alam,  and Begum, 2008: Aggregate consumption gains in regional dairy product consumption over the past decade mirror regional annual income gains of nearly 5 percent. Within a global context, the near doubling of regional milk consumption over the past 25 years, to an estimated 247 million tons in 2008, has placed Asia as the strongest growing region for milk and dairy product consumption. In fact, Asian consumers have generated nearly half of the global dairy product demand over the past decade.
Chapter-03
Methodology
3.1   Selection of the study area and period of study:
        It was a bare necessity to select the areas, which would provide maximum information regarding milk marketing. The selection of the study area depends on the objectives of the research. On the basis of available information dairy farm owners were selected from Khulshi, Potenga, Kattoli, Chandgaon, Rupnagar, Bahaddarhat, Oxygen, Sholosahar, Mohoripara, Wireless, Bowbazar at Chittagong city corporation; Sikalbaha at Potiya upazilla. These selected areas have  highest potentiality for milk production in this region. The study was conducted during the period of October, 2011 to December, 2011.

3.2 Preparation of survey schedule: 

          For this study survey method was followed to collect data. It is very important in any survey to prepare an interview schedule. After consulting the available literature on milk marketing and keeping the objectives of the study in view to sets of close-cum-open type interview schedules. The interview schedules were pretested and then prepared for survey. The schedule was prepared maintaining relevance with the objectives of the study.
3.3    Selection of sample: 

         In total 39 farms were selected conventionally for this study of which 20 from Chittagong city corporation area and 19 from Sikalbaha at Potiya upazilla to examine their milk marketing system. Random Sampling technique was followed to select sample. The samples were collected through personal interview to the respective farms.
3.4   Analytical Techniques:

     The data were put on the master sheet and were arranged in tabular form. Simple statistical measures (arithmetic mean, percentage etc.) were used in this study. 
                      Net profit = Marketing Margin - Marketing cost
                        Marketing margin= Price paid by consumer - Price received by
Chapter-04
Result and Discussion
4.1 Marketing channel:
The milk marketing channels in Bangladesh are not organized. Sometimes, dairy farmers sell their milk directly to the local market, neighbors, tea stalls and local restaurants. Most of the times they sell their milk through different types of middlemen like Gowala, Aratdar and retailer. These intermediaries operating at different level of milk marketing earn margins that affect primary milk producers directly or indirectly. The proportions of milk selling by the farmers through different channels differ from place to place. The typical milk marketing channels are described below.

4.1.1 Traditional Milk Marketing Channel

Petty milk marketing practice is very common in Bangladesh and milk marketing channels are not regular and organized. Producers may sell their milk directly to local market, neighbors and tea stalls. But most of the times, they sell their surplus milk to the Gowala. In the traditional milk marketing channel, Gowalas collect milk from the producers, sometimes mix water or milk powder for more profit, and sell this in the urban market. In the rural area Gowala perform the door-to-door milk collection from milk producers and deliver the milk to consumers (Rahman et al. 2002). Some of the Gowalas are milk producers themselves, selling rurally collected milk in addition to their own produce. They sell this milk to different types of consumers in urban area, such as, individual consumers at market, contact households, tea stalls and hotels or restaurants. Price is always uncertain both for primary producers as well as for Gowala in this type of marketing channel. At times, there are few other middlemen such as Aratdar and retailers in this marketing channel. Aratdar is a commission agent and mediates between producers and Gowlas/ retailers, consumers as well as hotels and restaurants. Aratdars charge a fixed amount of commission form of monetary value or milk from producers. Retailer includes the milk trader who buys milk from the Aratdar, Gowala or group or individual producers in the market and supplies this milk to the city consumers, hotels and restaurants. The middlemen are performing a role of marketing the rural milk to urban places, but the price of milk is not fixed and the middlemen do not pay farmers regularly. Price varies from place-to-place and from season-to-season. Gowala also cannot ensure the fresh milk for the consumers as they start collecting milk from the rural area early in the morning and sell this to the urban area until the evening without any preservative measures. Mixing water and milk powder in the fresh milk is very common practices among the Gowalas in this marketing channel.

4.1.2 Pala Milk Marketing Channel

Pala is an informal group made by the villagers having milk cows in the Char area, difficult to be reached by normal transportation means. The small dairy farmers in the area producing 1-5 liters of milk which cannot be profitable for individual farmer to sell in city with high transportation cost, make informal marketing group (Pala) with 20-50 members to sell the milk jointly. All the Pala members participate rotationally, each for one day, marketing their milk. The Pala representative brings the group’s milk to the market and sells to retailer through Aratdar. Aratdar is paid certain amount of milk/cash by Pala representative as commission for mediating the job. Retailer finally sells this milk to the urban consumers, restaurants and tea stalls at a higher price and earn his own margins. The Pala system seems to be efficient in collective marketing of the milk by dairy farmers in the Char area. However, the Pala farmers again depend on middlemen for marketing their milk. The mechanism of milk marketing beyond this stage is same as traditional milk marketing system prone with unstable price and quality.

4.1.3 Cooperative Milk Marketing Channel

To reverse the situation of primary milk producers in milk market and the quality of milk, the cooperatives were made as to-

 1) Raise the subsidiary agricultural income for poor landless and marginal dairy farmers by introducing them in organized milk marketing channels. 
2) Development of infrastructure for milk collection at fixed and fair prices through organized village milk producers cooperative and relieve them from exploitation by the middlemen, and 
3) To ensure the supply of pure and hygienic milk and milk products to the consumers. 
Keeping all these objectives, Bangladesh Government took initiatives to organize poor dairy farmers under a cooperative umbrella known as Bangladesh Milk Producers’ Cooperative Union Ltd. (BMPCUL), in which the Government gave credit to establish the dairy infrastructures such as, milk processing centers, and veterinary services, transportation and a stable market price. BMPCUL started its function with the aims of establishing a dairy base in Bangladesh as well as rural development by providing inputs to the farmers at low cost and ensuring fair price of the milk to the small rural milk producers. Presently the BMPCUL has been running seven dairy plants for processing and/or pasteurizing at Dhaka, Baghabari ghat, Tangail, Manikganj, Tekerhat, Sreenagar and Rangpur regions. In 1973, soon after the liberation, the government of Bangladesh undertook a development scheme titled Cooperative Dairy Complex based on the recommendations from United Nations Development Program, Danish Agency for Development Assistance (DANIDA) and Food and Agriculture Organization of the United Nations. Around this plant area, there were about 335 primary milk producers’ cooperatives with membership of over 28 thousand farmers. They supplied milk at a daily average of 6 million liters, by which the BMPCUL produces butter, cheese, ice cream, milk powder, pasteurized milk, etc., and marketed these products under the brand name of Milk Vita (Hanif, 1996).

Before the cooperative was formed, farmers had to depend on middlemen to market their milk and as a result they were exploited in various ways. Not only were they paid low price but also cheated in weighing. To improve the situations, the BMPCUL has been helping the rural milk producers in organizing their own village Primary Milk Producers Cooperative so that they can help themselves and become responsible for marketing their own milk. They no longer have to depend upon middlemen and a relatively unstable market. A village milk producer cooperative consists of one to three villages covering an area of approximately 1-2 sq. km., having a marketing surplus of 180-200 liters of milk per day. To establish a cooperative first the group of dairy farmers needs to inform the BMPCUL regional authority of their intensions. Generally, the authority considers the first year as the observation period. At that time the authority verifies the milk production capacity of this group. If the group can fulfill the required amount of milk production then it will be formally registered as a cooperative under BMPCUL system. (Haque, 1998, Ghosh & Mahajan, 2001).
Although in rural Bangladesh almost two out of three households rear cattle, the first two small dairy rearing group households use their milk primarily to meet their own consumption needs. A part of their surplus milk goes directly to other neighborhoods who buy their milk from local producers. There are also Goala who collect milk from the farmers’ houses through door to door visits and also from the local market, they prepare ghol and ghee with the collected milk and sell those products in the local market. Sometimes the small-scale producers bring their milk to the market place on a regular basis if they cannot make any regular arrangements to sell it from their own house. Small dairy farms producing more than 5 liters of milk/day also sell part of their milk in the local market. There is a group of people called Paikars who do regular business buying and selling milk in larger quantity. They usually have regular contact with all the commercial dairy farms producing larger quantities of milk for market sale and also with the market intermediaries (Ghosh and chilling centers), who buy milk in larger quantity on a regular basis. The paikers sometimes collect milk from the local market if their daily supply exceeds their total demand. The paikers after collecting milk from the producers and also from the local market supply it to the Ghosh, (who use milk to prepare curds and ghees and sell them to the sweetshops), Chilling centers of different milk processing plants and also to different social gatherings e.g. reception parties, the latter use it for the preparation of some dessert  items. The chilling centers have also established their own network by organizing cooperative dairy farms or groups to collect their required volume . In the country there are already 9 milk processing manufacturers/plants involved in collecting, processing and marketing of fresh milk from dairy farms to the urban markets. It should be remembered that facilities for sale to chilling centers are limited to only selected areas – the areas of concentrated milk production.

Most of the farmers are interested to rear crossbreed cow. Indigenous cow are very few in number.5 farms are found in this area they rear only a 4-5 numbers of cow. Their only purpose is to get economical support from the farm. They sell milk directly to the consumer (city dwellers).so they follow the direct market. Their profit is somewhat higher than those who sell their milk to the middleman. Because they save their marketing cost.

Figure-2: Direct marketing Channel.
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Other farm owners sell their milk to the broker (middleman) or to the restaurant. Broker has direct contact to the sweetmeat shop, hotel, and restaurant. Sometimes they packed the milk and sell to the city dwellers. Those farmer follow direct marketing channel there exist no marketing margin.(table-2)
Figure-3: Indirect market.
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The indirect channels found in the study area are: 
Channel-1: Farmer           middleman           consumer 
Channel-2: Farmer           middleman           Sweetmeat shop            consumer 
Channel-3: Farmer           Sweetmeat shop           consumer .etc (Fig.3).
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                                        Figure-4: Followers of market
The pie chart shows that among 82% dairy farmers of the total farmers use indirect channel to marketing their fluid milk but only 18% farmers followed direct channel for milk marketing which has been shown in Fig.4.
In case of indirect market the average price per liter of milk is Tk.50.13 and in case of direct market the average price per liter of milk is Tk. 40.43 which is Tk. 9.7 lower than indirect market (Table-2). In indirect market product transportation cost, middlemen cost, preservation costs are added so that their price is somewhat higher than that of direct market (Table-2) .
Table-2: Price difference in direct and indirect market
	Market
	Ave. price/lit milk

	Direct
	40.43

	Indirect
	50.13

	Difference
	9.70


Source: Field survey, 2011
4.2 Marketing cost of milk
Cost involve in milk marketing refer to the cost of various services rendered by different intermediaries in the process of movement of milk from the producers to consumers. In this study the researcher considered the following cost of farm owners:
Table-03: Cost item of fluid milk marketing.

	Cost item
	Cost(TK/Lit)
	Percent

	Transportation
	1.80
	32.14

	Consultant
	0.57
	                    10.18

	Wages and salaries
	1.15
	20.54

	storage
	0.44
	7.86

	Electricity charge
	0.25
	4.46

	Milk pails 
	0.12
	2.14

	Sweeper
	0.20
	3.57

	Night guard
	0.14
	2.5

	Telephone bills
	0.33
	5.89

	Personal expenses
	0.60
	10.71

	Total
	5.60
	100


Source: Field survey, 2011
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                           Figure-5: Percentage of marketing costs in different sectors

Transportation cost: 
Transportation cost involved cost of transporting milk from farms to the middleman and the consumer. The average transportation cost for 1 liter milk production was Tk.1.80 which represented 32.14% of total marketing cost(Figure-5). It was the major cost of marketing of fluid milk (Table.3).
Consultation with doctor:

Veterinary doctor is an important part of a dairy farm. Farm owner always maintain a constant chain with a doctor especially through mobile. Doctor visits the farm thrice in every month and cost is Tk.0.57/Lit milk production which represents 10.18% of total cost (Table.3).

Wages and salaries:
Farmer generally employs some labour on monthly salary daily wage basis for performing various functions at farm. Salaries of employers to be Tk.1.15 /Lit milk i.e.  20.54% of total cost (Table.3).The number of employers ranges from 2 to 5 according to the size of the farm.
Storage cost:
In case of distant supply or sometimes delay supply or unsold milk  it is needed to store the milk. Average storage cost was Tk. 0.44/Lit of milk i.e. 7.86% of total cost (Table.3).

Electricity bill:
Electricity charge was estimated Tk. 0.25/Lit milk which contributed 4046% of total marketing cost (Table.3).

Milk pail:
Milk pail cost was estimated 0.12 TK/Lit milk which contributed 2.14% of total marketing cost (Table.3).
Wage of sweeper:
Sweeper sweeps the farm regularly for cleaning daily farm wastages. He/she is employed on daily wage basis. The wage of sweeper was Tk. 0.20/Lit milk i.e. 3.57% of total cost (Table.3).

Salary of night guard:
The salary of night guard incurred by the farmer was Tk. 0.14/Lit milk which accounted for 2.50% of total marketing cost (Table.3).

Telephone bill:
Telephone is an important gadget for successfully running a business. The average Telephone bills were 0.33TK/Lit milk which contributed 5.89% of total marketing cost (Table.3).

Personal expenses:
The personal expenses included the cost of betel leaf, cigarettes and snacks. It was estimated Tk.0 .60 /Lit milk i.e.  10.71% of total cost (Table.3).
4.3  Marketing margin
Table-04:  Marketing Margin of per farm per liter of milk (Direct market)
	 Name of the farm
	Size of farm
	No. of Cows
	Farm price/lit milk
	Consumers price/lit.

milk
	Marketing Margin

	Abdul bari
	medium
	05
	42
	42
	0

	Mirza sahabuddin
	Small
	03
	40
	40
	0

	Nur mohammad
	Small
	02
	38
	38
	0

	md. soleman
	Small
	03
	42
	42
	0

	Md. jasim
	Small
	02
	40
	40
	0

	Aziz dairy
	Medium
	07
	41
	41
	0

	Yousuf dairy
	Large
	40
	40
	40
	0

	Average
	
	
	40.43
	40.43
	0


Source: Field survey, 2011

In direct market farmer sell their milk directly to consumer. So their marketing margin is zero. In that case marketing cost is included into the farm milk price. The marketing margin for indirect market is shown in table-05.                                            
Table-05: Net Marketing Margin of per farm per liter of milk (Indirect market0
	 Name of the farm
	Size of farm
	No. of Cows
	Farm price/lit milk
	Consumers price/lit.

milk
	Marketing Margin
	Cost


	Net marketing margin

	Mizan dairy
	Medium
	07
	39
	50
	11
	5.60
	      5.4

	Bengal dairy
	Large
	18
	40
	51
	11
	5.60
	5.4

	Basundhara dairy
	Medium
	09
	40
	53
	13
	5.60
	7.4

	Selim dairy
	Large
	12
	40
	52
	12
	5.60
	6.4

	Bibiana dairy
	Large
	12
	39
	50
	11
	5.60
	5.4

	Sowkat dairy
	Large
	11
	42
	52
	10
	5.60
	4.4

	Rafiq dairy
	Medium
	07
	40
	52
	12
	5.60
	6.4

	Haji dairy
	Large
	40
	39
	52
	13
	5.60
	7.4

	Abu dairy
	Large
	15
	38
	51
	13
	5.60
	7.4

	Jasim dairy
	Medium
	10
	41
	52
	11
	5.60
	5.4

	Sofiq dairy
	Medium
	05
	42
	54
	12
	5.60
	6.4

	Suvash dairy
	Medium
	10
	40
	51
	11
	5.60
	5.4

	Zamal dairy
	Medium
	10
	37
	48
	11
	5.60
	5.4

	Rahim dairy
	Medium
	10
	41
	51
	10
	5.60
	4.4

	Harun dairy
	Large
	15
	40
	51
	11
	5.60
	5.4

	Khalek dairy
	Medium
	07
	41
	53
	12
	5.60
	6.4

	Jia dairy
	Medium
	07
	39
	51
	12
	5.60
	6.4

	Samsul dairy
	Medium
	08
	42
	52
	10
	5.60
	4.4

	Kashem chairman
	Large
	11
	41
	52
	11
	5.60
	5.4

	Kabir dairy
	Large
	17
	41
	51
	10
	5.60
	4.4

	Md. Yousuf
	Small
	02
	35
	48
	13
	5.6
	7.4

	Azizul huq
	small
	03
	40
	50
	10
	5.6
	4.4

	Jamal dairy
	Medium
	05
	40
	52
	12
	5.6
	6.4

	Razzak dairy
	Large
	40
	38
	50
	12
	5.6
	6.4

	Md. ismail
	Small
	03
	35
	46
	11
	5.6
	5.4

	Harun sawdagar
	Large
	26
	35
	48
	13
	5.6
	7.4

	Nur dairy
	Large
	20
	37
	50
	13
	5.6
	7.4

	Kamrul islam
	Small
	04
	32
	45
	13
	5.6
	7.4

	Ridwan dairy
	Large
	20
	35
	48
	13
	5.6
	7.4

	Md. lokman
	Small
	04
	32
	45
	13
	5.6
	7.4

	Zasim uddin
	Small
	03
	35
	45
	10
	5.6
	4.4

	Abdul gafur
	Small
	03
	35
	48
	13
	5.6
	7.4

	Average
	
	
	39.72
	50.13
	11.65
	5.6
	5.9


   Source: Field survey, 2011

The marketing margin for indirect market is shown in table-5. The Margin ranges from Tk. 10 to 13. .Average marketing margin was Tk. 11.65/lit of milk in case of indirect market. But there is no margin in case of direct market. Average net marketing margin for indirect market is TK 5.9.
Chapter-05

Problems and Recommendation
In the existing socio-economic condition of Bangladesh there are so many marketing problems for fluid milk farmers .From the field survey in the study area it was known that dairy farm owners face some problems at the time of milk marketing are  presented in Table:- 06.
Table: 06.  Problems faced by farmers
	Problems
	Extend of Problems faced by the Respondent
	Total
	Percent (%)

	
	Low
	Medium
	High
	
	

	High feed price
	0
	0
	15
	15
	38

	High Demand of deshi Cow milk
	0
	4
	6
	10
	26

	Fluctuation of Price
	0
	1
	1
	2
	5

	High transportation cost
	2
	5
	1
	8
	21

	Hartal, Strike, Flood  and Natural Calamities
	1
	0
	0
	1
	2

	High cost of storage
	3
	0
	0
	3
	8

	Total
	
	
	
	39
	100


Source: Field survey, 2011
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              Figure-6: Problems faced by dairy farm owners (Source-Field survey, 2011)

High feed price:
Animal feed price is increasing day by day. It is becoming very difficult for small scale farm owners to adjust their cost due to increasing feed price. They are forced to change feed ration in quick successions and thus hampers milk production. 38 percent farm owners thought that it is the main constraint for smooth milk production and marketing (Table-06).
High Demand of deshi Cow milk: 
About 26 percent dairy farmers claim the problem that demand of deshi cow milk is higher than the cross-bred dairy cow milk (Table-06). 6 of them thought that it is the main problem for their milk marketing (Figure-6). But most of the farmer’s rare cross-bred dairy cow for higher milk production.
Price fluctuation:
Price fluctuation is another major problem. About 5 percent of farmers told that when the price of milk increases, customers are less interested in consuming milk in high price (Table-06). One of them gave it highest priority (Figure-6).
High transportation cost:

It is another big problem in milk marketing. Because when middlemen buy milk or when farmer have to sell milk to sweetmeat shop, they have to transport milk to the destination. So that transportation cost have to be added with the net cost. About 21 percent farmers claim it (Table-06). 1 of them thought that high transportation cost is the main constraint to their smooth marketing operation (Figure-6) .
Hartal, Strike, Flood and Natural Calamities:

Hartal, Strike, Flood and Natural Calamities hampers the smooth transportation of milk to its destination thus detoriates the quality of milk and farmers have to face loss.

High cost of storage:

In case of over production or lower demand, farmers have to store milk for a while. For this reason storage cost increases the marketing cost of milk. About 8 percent farmer responded in favor of that problem (Table-06).
Measures suggested by Farm Owners: 
· Animal feed price have to be controlled.

· Regularity in Electricity supply should be ensured.
· Increase government support to the farmers.
· Increased transportation facilities will help the farmer to transport their milk     to consumers in time without adding any kind of preservatives.
· Proper storage facilities will avoid any tendency of adding harmful preservatives (formalin, hydrogen per-oxide etc).
· Loan facilities by government should be increased.
· Legal price of milk should be ensured.
· Proper market information has to be supplied.

· Regular and skilled veterinary support has to be served.
Chapter-06
Conclusion
It is observed that most of the dairy farmers were small in size, their milk production low and they market the surplus milk after consumption. However, the cooperative farmers had more cows and were producing more milk per cow compared to non-cooperative farmers. Farmers were following dominant marketing channels for selling major portion of their milk according to the locations. Price fluctuation in marketing is one of the important constraints for the small dairy farmer. The seasonal price fluctuation was higher for village as well as at urban markets. However, the cooperative price was fixed and it varied according to the fat content of the milk. The average price of milk received by the dairy farmers was higher for the city corporation area. The higher and fixed price of milk would help farmers to better dairy farm planning. The milk price is not fixed under the traditional marketing system and milk producers frequently suffer from low price, seasonal price fluctuation and irregular payments. Middlemen on the other hand, appropriate larger margins from milk market often mixing fresh milk with water and powder milk. The milk quality supplied to urban markets through middlemen was not of good standard and price of milk varied according to different types of consumers even at the same market. Generally, the infrastructures for milk marketing are not available in the markets. Lack of infrastructure also damages the quality of milk. But the cooperative provides all modern marketing facilities to their members for marketing their milk. The milk supplied under cooperative system is hygienic and guaranteed with price and quality. Therefore further development of dairy farming depends upon the organized marketing channel in which farmer can get fair price. Collective marketing like cooperative system can also reduce the transportation cost. So, keeping in mind for mass of the small producer, cooperative milk marketing system can be developed for betterment of the rural dairy farmers. It needs further research on milk marketing system in Bangladesh for more conformation.
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