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Rubber growers 
need proper 
marketing strategy

he market system we had been following 
for many years Is totally inadequate and 
against the interests of both the growers 

and the consumers
T h e  G o v ern m e iii has tak en  

m any m easures to support the 
natural rubber price as w ell as to 
n^otivate the grow ers. T h e  m ar­
ket intervention (procu rem ent), 
t'jxing benchntark price, ban on 
N R  im port against advance Uce» 
nee, export prom otion m easures, 
supply o{’ rubber to consum ers at 
the international price, the S T C ’s 
creUit sales up to 150 days at TO B 
rate, providing dil'ference o fp ric c  
to traders who supply N R at the 
international price lo consutncrs 
surrendering advance licence etc. 
are som e oCsuch m easures.

But (ibservers are keenly watch­
ing the outcom e o f  all these ag- 
gressi\ e efforts and finding faults 
witii the m easures. M any are o f  
the view  that the NR price will no 
lon g er be controlled by any such 
p rotective m easures, but it will 
depend on m arket forces. T h e re ­
fore, w ithout developing a proper 
m arket m echanism  in this area, 
the development o f  the Indian N R 
indusirv' is impi^ssible. W hat is ur­
gently required is to take som e 
correctiv e measures to rejuvenate 
th e N R  industry to reg a in  its 
strength and vigour in the dom es­
tic m arket as well as to m ake en­
try into the world m arket.

Standardisation
T h e  question today is w hether 

d^e Indian N R  m arket is equipped 
to m eet the em erging requireuient 
o f  consum ing sectors in dom estic 
and world m arkets? T h e fact is 
that many are aw are o f  the su- 
pretnacy o f  qua!it\’ rubbers. Mimy
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her due tt) its in fcritjr quality aiKt 
m arginally higher price. S o , how 
an international consum er will buy 
Indian rubber?

F or a quality consum er, price/ 
duty/impon restriction is not at-all 
a problem . What he wants is good 
quality rubber at a stable price. 
E ven  i f  the priccs are higher in 
the world m arket, consum ers can 
resort to import quality m aterials. 
B u t g lo b a l rates are  n orm ally  
R s. 8 to 10 a kg low er than do­
m estic p rice and so the Indian con­
sum ers very often like to avail the 
benefits o f  a likely  fall in rubber 
prices in the international market. 
Im port agaiiist any licence or duty 
is unlikely to pose any problem , 
as m ost o f  our big consum ers are 
large exp orters too.

Q uality grades
In this scenario , why not we do 

som ething aggressively  to pro­
m ote .specific quality grades for 
im port su bstitu tion  and exp ort 
m arket? T h is  quality grade rub­
ber shall be n'jarketed widi ‘‘e x ­
p o rt g rad e m a rk ” and routed  
through an authorised  ag en cy , 
w hich may help to create a good 
im ago for Indian rubber in the 
world m arket. T h e  grow ers, at 
least tho.se in the organised plan­
tation sector .should realise this and 
lake necessary  steps for product 
developm ent, based on process 
standardisation and com plete prt)- 
cess control methods for ach iev­
ing quality. But. all these need 
good capital investment and can 
be  adopted only by the processors 
in the organised sector or as a c o ­
operative venture with close inter­
action and support o f  Government 
agencies.

Licensing policy
T h e re  a re  d iffere n t opinions 

about the present system  o f  grant­
ing licence to the processing units. 
T h is  may b e looked into in future 
and only qualified processors in 
the organised sector may be given 
priority  for issuing licen ce. L ik e ­
w ise , instructions may be given to 
the existin g  licensed units not to 
p ro cess in ferior grades below  a 
defined  ratio . As far as possible, 
th is m ay be im plem ented as a 
m and atory  requ irem ent for all 
processors. C hanges i f  any made



and iinplcincniing such a m anda- 
tor>’ requirem ent may not a ffect 
ilie  product a v a ila b ility  as the 
present cap acity  u tilisation o f  the 
p rocessing  industry is not very 
high.

It is observed that production in 
many o f  the units is not done in 
well engineered plants. T h e  result 
is high cost o f  production and d i f - . 
ficulty in quality con tro l. M uch 
m ore research  and' developm ent 
efforts are required to optim ise 
and e n g in e e r  tiie p ro c e ss  and 
equipm ent system . G one are the 
days when consu m ers absorbed 
w hatever be tlie rubber produced 
by the grow ers.

Now tliere is limit for consum p­
tion and many alternatives are also 
there. F or exam p le, in the case  o f  
syntJietic rubber all grades are now 
available for specific applications. 
T h erefo re , the need o f  the hour is 
to m ake N R  av ailab le  in tailor 
made form s for use in p lace o f  SR  
with cost bcneH ts. A vailab ility , 
co st, quality standards and p ro ­
ce ss in g  c h a r a c te r is t ic s  are  the 
m ajor factors consum ers generally 
lake into account fi>r purchasing 
new claM oniers.

Traditionally , the grow ers have 
a m otto that production is their 
m ain jo b  at any cost without tak­
in g  qu ality  c o n tro l m e a su re s . 
N ow . as a result o f  change in the 
s c e n a r io , a new  e m p h a s is  on  
strengtliening tJie “ market produc­
tion linkages" is required . T h is  
can  be achieved by a com bination  
o f  ‘m arket crea tio n ’ and ‘ inarkct 
m atching* approaches. In  m arket 
creation , attem pt is to crca te  new 
m arkets, i .e . ,  to link production 
to m arkets through brand or im ­
age building. In m arket m atching, 
products are sold to m atch the 
m arket dem ands i .e . .  on ly  a little 
effort to influence the m arket.

M arketing strategy
It is true tliat, we d on 't have any 

m arketing strategy for N R  indus­
try. M arketing is not producing 
som ething and sellin g  it to needy 
persons. It is som ething  m ore,
i .e . ,  find what is their actual re ­
quirem ents, what is reliable price, 
how the product is packed, how 
the demand grow s, how the prod­
uct is distributed e tc . Q uality as- 
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is also inip^'nant. The market sys­
tem we had been follo\\ ing here 
fo r  man\ y e a rs  is to ta lly  in ­
adequate ar.d against the intere­
sts o f  both the grow ers and the 
consum ers.

In the international arena, m ar­
keting is well organised with p ri­
m ary, terminal and futures m ar­
kets and this helps in contracting  
large volum e sales. But, here ter­
minal and futures m arkets are ba­
sically  not there. R eliable p rices, 
demand/supply positions and its 
data arc no: exactly  known to the 
grow ers. So how can we m ake 
contracts for large volume iran.s- 
actions? Only at the estate level 
d irect sale is taking place and its 
volum e is less tlian 2 0 ^ .  D ealer 
off-take in India is m ore Uian 7 0 %  
in volum e. In this situation, se t­
ting up o f  a rubber conm iodity  
e x c h a n g e  or c o n tra c t trad in g  
would detm itely becom e futile. 
W hat we need urgently, before 
thinkiijg  o f such jarg on s is to de­
velop a m arketing strategy at the 
grow ers lc\el, which may help 
them to survive in the com p eti­
tive environm ent.

Extension services
Setting up o f  “ market extension 

serv ices w ing" in every rubber 
district will be useful to d issem i­
nate ideas and in form ation  on 
market-product linkages atid m ar­
ket intelligence. M ajor services to 
be discharged by the m arket e x ­
tension sen. ices include:

• G ive up-to-date infom iation re­
garding the arrivals and prices 
in various m arkets.

• Educate the fanners tlie bcnefjis 
o f  processing good quality rub­
bers.

• Fanners have to be infomied tlie 
im portance o f  standardisation 
and packing o f  m ore speciality  
rubbers.

• Provide inform ation on p ricing  
tre n d s , m ark et in te rv e n tio n  
schem es, export prospects o f  
certain idem!(led forms. IxMicfiis 
or organised m arketing stru c­
ture, world pricing trends etc.

All these are possible only if  
m arket extension serv ices w'ing 
shall be impressed upon m :irket 
in te llig e n ce . I'eedback thrcnigh 
exten sion  and applied research
; i f t  i v i t i i - s  r u - t v v o r k i i i i ’  o f  l ' ; i n iu * r s /

p r o c e s s o r s ’ o rg a n isa tio n s, and 
m arket assessm ent reports,

Ba.scd on the observations of 
D r. Sw am inathan Group it is sug­
g e s te d  th a t ,  o n e  ’ e x te n s io n  
w o rk e r’ should co v er at least iQ 
rubber villages, and every  10 vil. 
lages adm inistered b\ one “exten­
sion su p erv isor’ who will be able 
to m o n ito r  the fu n ctio n in g  of 
‘m arket ex ten sion ’ in the entire 
ru bber d istrict. The.se extension 
su p erv iso rs  sh a ll w ork closely 
with tlie plantations, identify some 
potential areas and recommend for 
converting it into organised plant­
ers/processors with the minimum 
d iscip line for processing  quality 
rubbers.

E xp ort m arket
W hen we talk o f  exports, we 

have to  re m em b e r that export 
m arkets are not places for dump­
ing the cx c e ss  stock  o f  any com­
modity from the dome.siic market. 
In ord er to m ake a dent into the 
export m arket lo r raw luitural rub­
ber. we have to build up a .system 
to suit the international require­
m ents. O f  cou rse it is true that, 
p rice -w ise  and tjualny-wi.se. we 
cannot com p ete with NK forms 
available from M alaysia and Thai­
land. T h ese  countries are closely 
follow ing the world market trends 
and m odifying their production 
p lan s and su p p ly ing  tailor-cut 
form s tim ely required in the mar­
ket. But the Indian N R is rejected 
in m any instances by d evelop ed  
m arkets. W e a rc  also  losing our 
im age by exporting inferior grades 
to neighbour countries like Nepal 
and B cn g lad esh . But. these are 
on ly  o u r m ainstream  markets. 
N ich e  m ark ets o f  E u rop e and 
A m erica  shall be targeted only 
through prom oting the iniage of 
the Indian N R  in the international 
arena.

T o  s u m  u p , o n e  s h a ll b e a r  that 
a ll th e  e x is t in g  s h o rt-te rm  and prp" 
te c t iv c  m e a s u r e s  m a y  not w o rk  in 
fu tu re  to  th e  d e s ire d  e x te n t. Like* 
w'i.sc, th e  tra d it io n a l c o n c e p t  or 
m a r k e t in g , "w -h a tev er is prtxJuC ^ 
c a n  b e  m a r k e te d  g a in fu lly ” . 
n o t w o rk  in  fu tu re . T h e r e fo r e ,  
is  t im e  to  la k e  s t r o n g  m e a su re s  ^  
c o - o r d in a ie  th e  p ro d u c tio n  wiin 
m a r k e t in g  an d  su p p o rt th e  gfO'-'" 
e r s  w h o  w ish  to  d o  e x c e lle n t  
ill ( iu :ili lv  iiro cL 'ss iii" ’


