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ABSTRACT

Agricultural Marketing in a broader sense is coneérwith the marketing of farm products produceddmmners
and of farm inputs required by them in the produtif these products. Agriculture sector in Kurndistrict is blessed
with good resources. About three-fourths of thdssaie black cotton soils with good moisture ratantapacity. Crops
like paddy, sunflower, Bengal gram, ground nut aed gram have good scope for further developmehé fEsearch
stations and agricultural college in the distriet providing technology support for the growth gfiaultural sector in the
district. Irrigation sources are diversified anéytare being further developed under the Jalayagmagram of the state
government. In this atmosphere, one can hope fad igrowth in agricultural productivity. However,dvketing is one of
the important aspects to the farming community. €benomy of the farmers directly depends on mapkiee which
farmers get for their produce. In Kurnool distrittere are 12 Market committees existing but fewuhem are catering to
the marketing needs of farming community. It h@ss@b yards in the district. At this juncture ittbenes imperative to
prepare agricultural marketing strategies for imprg the marketing system suitable to that paréicgleographical area
based on information collected by using participatoethodologies including Participatory Rural Apisal (PRA).
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