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FOREWORD 

In order to assess the impact of NABARD supported Rural Haats and Marts and also to identify 

the bottlenecks in its implementation for the refinement of the existing guidelines, NABARD 

conducted a study in two sample districts of Dumka and Bokaro from Jharkhand state covering 

a sample of 4 Rural Haats and 2 Rural Marts.  

The study highlighted some of the positive features of the program, such as increased number 

of buyers and sellers, sustainable income levels, product heterogeneity, and the creation of 

livelihood through Rural Haats and Marts. The study found that during the project period, there 

had been a steady growth in the number of buyers as well as sellers and empowerment of 

marginalised groups. While this scheme for rural marketing is laudable, its implementation, 

delivery and monitoring needs to be more effective, for which the study has made a few 

suggestions, such as prioritising the infrastructure facilities, convergence with other 

programmes, regular monitoring, etc.  

I am sure that the results and recommendations of the study will not only be useful in fine-

tuning the existing provisions of the scheme but also increase the economic and social benefits 

for rural population in both qualitative and quantitative terms. The results of the study will be 

useful for policy planners and development practitioners for replication of similar projects in 

different geographies. 

 

Dr. K J S Satyasai 
Chief General Manager 
02 July 2021 
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Executive Summary 

 

Rural Haats play a very important role in the socio-economic empowerment of the rural 

population. However, they face issues such as lack of raised platforms with roof shades, lack 

of toilet, absence of proper road connectivity, inadequate drainage facility and proper hygiene, 

etc. which create difficulties for both sellers and buyers leading to a decline in economic and 

social exchanges in such Haats. To support rural artisans, weavers, SHGs (Self Help Groups), 

and other entrepreneurs to market their products effectively, NABARD has been providing 

financial assistance for setting up Rural Haats and Rural Marts. This has helped many artisans 

and SHG members get exposed to the urban markets as well. The experience gained has helped 

them to fine-tune their product range and marketing strategies to suit emerging market 

preferences. 

In this background, a study was conducted to assess the impact of Rural Haats and Marts 

supported by NABARD in the districts of Dumka and Bokaro in Jharkhand through a field 

study. A total of two Rural Marts namely EMKSSS (Ekta Mahila Kukut Palak Swawlambi 

Sahakari Samiti), Dumka and Petarwar Mart, Bokaro and four Rural Haats namely Ghasipur 

and Lakhanpur in Dumka and Araju and Tiro in Bokaro were studied. The study was aimed at 

assessing the impact of the marketing infrastructure created in existing Rural Haats and newly 

created Rural Marts on economic and social life and to propose appropriate measures for 

further improvement to make it more efficient for the sustainable livelihood of the rural 

population. In addition, the study was conducted to examine the type of infrastructure that was 

created from NABARD’s assistance and convergence with other schemes of NABARD and 

Governments or non-government agencies for the creation of public good in rural areas through 

the interviews conducted with various stakeholders.  

Major Findings 

Major findings from the study are as follows: 

 In all the four Rural Haats, there has been a shift in the marketing trends and patterns. 

Originally, the number of sellers was approximately 155 in Tiro Haat, 270 in Araju 

Haat, 280 in Ghasipur Haat and 270 in Lakhanpur Haat. There was an increase in the 

number of sellers which ranged between 3% to 11 % in the sample Rural Haats. The 

increase in sellers varied from one market to another depending on the factors like level 
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of facilities in the form of infrastructure created, choice of buyers, and distance from 

the villages. However, there was no increase in catchment areas of the Rural Haats. 

This was mainly due to the availability of other Rural Haats, higher transportation cost, 

and restriction in mobility due to covid-19. 

 The market space, product heterogeneity, and availability of various agricultural and 

non-agricultural products have also increased. The number of sellers and buyers from 

the nearby villages had also increased. 25% of the sample sellers were found to be 

coming from distance of more than 5 K.M. from their residence. In the last year, after 

the NABARD’s assistance, there has been an increase in the number of sellers by 40% 

in the group of those coming from a distance of 5 to 10 K.M. There was no evidence of 

similar change among the buyers coming from a distance of more than 5 K.M. from 

their residence although the change was evident among those coming from nearby 

places.  

 The study also witnessed a little change in the income level of the sample buyers and 

sellers. Due to the upgradation of Haats, the number of buyers and sellers from the 

income group above Rs. 1,00,000 have increased by 5 percent (15 to 17 in number) and 

6 percent (21 to 23 number) respectively. Among the sellers, this is mainly due to the 

rise in demand for dynamic products as the number of buyers in the Haats have 

increased.   

 In the process of infrastructure creation in Rural Haats and the establishment of Rural 

Marts, non-recurring employment was generated in different sample Rural Haats and 

Marts.  

 Optimum utility of Rural Haat is possible with the maintenance of existing 

infrastructure along with sustainable connectivity with the Rural Haat. Convergence 

with other schemes like RIDF (Rural Infrastructure Development Fund) in case of 

Araju Haat has shown better success. The road connected under RIDF helps to connect 

various villages with the Rural Haats which has resulted in an increased number of 

buyers and sellers. 

 Convergence has proved to be an important method of the success of the Rural Mart 

too. In Petarwar Mart, technical support and training to rear poultry are provided by 

NGO named Pradhan. So, with the financial assistance of NABARD and the technical 

support of Pradhan, SHGs women have started their own backyard poultry. This has 

resulted in empowerment of those SHG women and enhancing the business of Rural 
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Mart. Agricultural and horticultural activities of these SHG women are also benefited 

by NABARD’s watershed project in this area which helps to supplement their income. 

 Rural Haat was playing a multidimensional role like providing shelter for 

police/paramilitary personnel particularly during the rainy season while patrolling these 

areas, organising marriage ceremonies, space for political campaigns, meeting places 

to interact with friends and relatives from other villages particularly for women, and a 

place for news and information exchange. 

 Rural Haats provide a space for inclusion and promotes social cohesion among different 

social and religious groups. 

 Both the sample Marts, directly and indirectly, were found to empower SHG women. 

It was observed that because of their source of livelihood, their participation in decision 

making both intra household and outside has increased. Getting involved in such 

economic activities, attending meetings, and training from various institutions have 

helped them to nurture their confidence. They are also spending their income on their 

children's education. 

Action Points/Recommendations 

 The success of Rural Haats in achieving its goal depends on the collaborative efforts of 

the NABARD and Gram panchayat including RHMC (Rural Haat Management 

Committee). Identification of sellers in providing platform needs to be taken 

unanimously in RHMC meeting. Priority should be given to those vendors whose 

selling activities are more prone to vulnerability from having open space. 

 RHMC may appoint a person to protect the infrastructure created by NABARD. 

Instances like stealing hand pumps and damaging solar lights can be avoided by this. 

 The selection of Mart needs to be broader and priority-based. Those SHGs or groups 

need to be promoted which have less market access to sell their products and do not 

have any or having a limited source of funding.  

 Some training-based programmes or seminars can be conducted by NABARD where 

resource persons having expertise in the respective field can interact with these SHGs 

women and motivate them for their entrepreneurial activities. From time to time, 

consumer awareness programs should be organized to protect them from any kind of 

fraud, cheating, etc. 
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 Rather than putting only one large waste bin, small waste bins are required to be 

installed at different locations throughout the Haat premises. The practice of 

vermicomposting can be adopted for utilising the agricultural waste that are leftover 

after the market is closed. 

 More solar panels need be installed in Haats so that Haats can function till late in the 

evening i.e. even after the sunset. Longer hours mean more transactions and sales. In 

some places where solar light is not possible to maintain, grid-based electricity can be 

provided.  

 Both the sample Marts need to expand their entrepreneurial activities. More funds can 

be utilised to expand the Mart from the stipulated fund sanctioned by NABARD. 

Sample Marts need to diversify their products. For example, bamboo-based products 

and handicrafts being utilised by tribals may be prepared by SHGs and marketed by 

them in their Marts. 

 Rs. 10 lakh is not enough for the creation of the required supporting infrastructure in 

Rural Haats. Therefore, more amount should be provided by NABARD as a grant for 

the creation of additional infrastructural facilities like shaded platforms, a proportionate 

number of toilets as per male-female ratio, functional water facilities inside toilets, 

fencing to prevent animal entry in Haats, parking facilities, etc. 
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Chapter 1 

Introduction 

 

Rural Market in India 

1.1 Villages are India's backbone, contributing around 46 percent to the country's net 

domestic product and employing 70 percent of the total workforce (Chand et al, 2017). As per 

the 2011 Census, 68.8 percent of the country's population and 72.4 percent of the workforce 

reside in rural areas (ibid). With such a mammoth rural demographic figure, the role of the 

rural market in impacting rural lives becomes quintessential.  

1.1.1 The rural market in India is not a separate entity and is strongly influenced by 

sociological and behavioural factors, as well as by changes in the tastes and preferences of 

consumers in the country. With the rise in income, demand is also increasing in rural areas. 

The rural market needs to be seen in a two-way marketing process. There is an inflow of 

products into rural markets for production or consumption and there is also an outflow of 

products to urban areas. Periodic markets are the principal agency of satisfying the usual needs 

of rural inhabitants. On the other hand, it also promotes local economic interaction. The influx 

of urban goods in rural periodic markets and vice versa promotes the regional economic 

interaction within the district. With the advancement of transport, rural sellers wish to travel to 

urban markets and bring varieties of urban products to the notice of rural consumers in periodic 

markets (Sarkar et.al. 2015). Issues such as inadequate infrastructure, low literacy, and high 

levels of poverty raise serious question marks about the sustainability of the rural market. Many 

pieces of evidence have pointed out that the lack of proper connectivity in terms of roads, 

railways and telecom infrastructure are big hindrances apart from the lack of skilled talent and 

fragmented demand patterns. Other barriers to profitability and scalability include the lack of 

information or information asymmetry on rural markets and consumers and limited access to 

financing options (Dawar, 2013). To Bridge those gaps, the role of periodic village markets or 

Haats and Marts can prove to be an effective means of marketing. 

Rural Haat and Rural Mart 

1.2 Haats are open-air markets that operate on a daily or weekly basis, at a particular place 

where local people buy and sell goods but, the bulk of the selling is done by generally non-
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local traders (Wanmali, 1980). Haats are also called periodic markets and play an important 

part in the rural way of life. They are the epicentre for the rural marketing system in India, and 

a readymade distribution network embedded in the rural fabric. It is the nerve centre of the 

economic social and cultural life of villages. Producers and farmers depend on Haats not only 

for the disposal of their products but also for the purchase of their daily needs (Kashyap, 2011). 

These are often known by their local names – ‘Haats’ (West Bengal, Bihar, Jharkhand, Orissa), 

Santhe (Karnataka), Sandhai (Tamil Nadu), etc. (Yule & Burnell, 1968). 

1.2.1 A Rural Mart is a retail marketing outlet for producers/artisans/weavers to sell their 

locally made products. It aims to facilitate the rural artisans, weavers, and entrepreneurs in 

introducing and marketing their products at reasonable prices to increase their earnings and 

also to improve their standard of living. It also helps them to get exposure to the urban markets. 

(NABARD, 2020). 

Importance of Rural Market 

1.3 The purpose of Rural Haat is to provide better marketing facilities and to enable the 

rural poor. Rural bazaar has been increasing but at a slow pace and unequal geographical 

variation.  The rural bazaar needs to be studied and strengthened. Rural Haats and Marts play 

important role in the aggregation of farm produce for forward linkages and facilitating 

farmers/produce in the direct sale of their products to consumers/bulk consumers and reducing 

intermediaries. These Haats aim to provide better access and thus help in the reduction of 

wastages, improving income and rural economy.  

1.3.1 Rural Haats and Agricultural Produce Market Committee/Regulated Market Committee 

(APMC/RMC) markets play a crucial economic role for the agrarian community in realizing 

prices for the commodities traded. However, the village Haats, lacking requisite marketing and 

supporting infrastructure and facilities, are of paramount importance for farmers in general and 

small and marginal farmers including women in particular, for better value realization of their 

agricultural produce. Many regulated wholesale markets also suffer from the lack of necessary 

marketing and auxiliary infrastructures. Inaccessibility and inadequate supporting and 

marketing infrastructure together lead to a prevalence of avoidable intermediaries, resulting in 

low price realization to the producers, more so to the small and marginal ones. Hence, 

improving the infrastructure of Rural Haats and selected regulated wholesale markets will 

substantially improve the agri value chain and will improve the market accessibility and price 
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realisation, reduce wastages and provide an opportunity to the farmers for value addition and 

processing to make it more marketable and remunerative (Ministry of Agriculture, 2019). 

1.3.2 The interaction in Haats is not between two individuals, but between two distinct 

standpoints in societies, with the vendors representing completely different socio-political 

concerns than their customers. The village Haat represents a site of cultural diversity. In this 

sense, the village bazaar can be viewed as a way of reinforcing local networks and cultural 

wisdom surrounding sustainable living (Das, 2018). 

Potential and Challenges 

1.4 Low per capita income in rural areas is another challenge. The rural-urban divide in 

India is so prominent that the income of an average person in the rural parts of India is less 

than even half of the urban counterpart. The government has compiled the estimates of rural 

and urban per capita income in terms of Net Value Added (NVA), which is Rs. 98,435 in urban 

areas and Rs. 40,925 in rural areas (Sharma, 2019). A bulk of the demand that usually is 

generated from the rural economy is decelerating due to declining rural incomes. The two key 

sources of rural income—income from cultivation and allied activities, and wages—have 

declined in real terms. As per National Sample Survey Office (NSSO) and NABARD's All 

India Rural Financial Inclusion Survey (NAFIS), the monthly income of agricultural 

households from cultivation has been stagnant during the last four-five years. The average 

monthly income from cultivation was Rs. 3,081 in 2012-13 (NSSO data) and Rs. 3,140 in 2015-

16 (NABARD data). If adjusted for inflation, there has been a decline in per capita income. 

This is largely due to inadequate returns from the cultivated produce (Jitendra, 2018). 

Government Schemes 

1.5 The government had approved a scheme called Agri Market Infrastructure Fund 

(AMIF) with a corpus of Rs 2,000 crore with the National Bank for Agriculture and Rural 

Development (NABARD) to develop and upgrade the agricultural marketing infrastructure in 

10,000 rural agricultural markets. The fund aimed to provide loans at a cheaper rate (about 6%) 

to states and union territories (UTs) so that they can convert Haats into agricultural markets. 

NABARD’s Promotional Schemes 

1.6 To support rural artisans, weavers, SHGs, and other entrepreneurs to market their 

products effectively, NABARD has been providing financial assistance for setting up Rural 
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Haats, Rural Marts and marketing various products through Exhibitions. This has helped many 

artisans and SHG members get exposure to the urban markets. The experience gained has 

helped them to fine-tune their product range and marketing strategies to suit emerging market 

preferences. The NABARD Rural Haat scheme provides for one-time grant assistance of upto 

95% of total cost in northeast states, hilly areas, Andaman Nicobar Island, and aspirational 

districts and 90% of total cost in other areas rupee with grant assistance of Rupee 15 lakh and 

5 lakh respectively, whichever is lower. 

Statement of Problem 

1.7 The 2018-19 budget had accepted the Doubling Farmers’ Income Committee’s 

recommendation and declared that 22,000 Rural Haats across the country would be converted 

into agricultural markets to strengthen the sale mechanisms of agricultural products and to 

allow farmers who cannot reach the APMC markets to get fair prices for their crops. National 

Commission on Farmers headed by eminent agricultural scientist M.S. Swaminathan had 

recommended that agricultural markets should be constructed to serve an area of 80 square km 

each in order to grant fair prices to all farmers. In reality, however, the average area served by 

an APMC market is 496 sq. km, which not only shows the dearth of agricultural markets in the 

country but also makes them accessible to big farmers alone. As of March 31, 2017, there were 

a total of 6,630 APMC markets in India (Mishra, 2020). 

1.7.1 At the top of the market hierarchy are mandis, which owe their development partly to 

government policies on agricultural marketing. These mandis are usually governed by APMC 

(Agricultural Produce Marketing Committee) acts. A limited number of traders in APMC 

markets thereby reducing competition, cartelization of traders, and undue deductions in the 

form of commission charges and market fees create hurdles in access to the market. Most 

farmers lack access to government procurement facilities including APMC markets. Therefore, 

there is a need for the creation and support of alternative marketing platforms. 

1.7.2 Rural markets in India have attracted the attention of businesses and traders because of 

their enormous untapped potential. The growth in rural India is accelerating with increased 

purchasing power, increased literacy levels, social flexibility, and improved means of 

communication. These factors are helping to change the pattern of rural demand. It was the 

common perception that rural markets had the potential for agricultural outputs and inputs, but 

now there is also a growing market for consumer goods. Therefore, many traders and 

entrepreneurs are excited to enter the rural market. Marketeers look for opportunities and use 
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them to their best advantage. To do this, marketeers need to understand the dynamics of the 

rural market. The rural markets suffered from many constraints that limited the development 

of various interest groups in the market. Poor rural infrastructure also leads to poor accessibility 

to Rural Haats. Dilapidated Rural Haat and Mart infrastructure compels the villagers to depend 

on the middleman. Further, less number of operational day, and low turnover leads to a low 

margin of profit for the sellers.  

1.7.3 Many of the existing literature has replaced the rural market with the agricultural 

market. This reflects on the narrow view of looking at the rural market. As the contribution of 

the agriculture sector in the rural economy is declining and importance of NFS (Non-Farm 

Sector) is increasing, rural market also needs to be looked at beyond the agricultural market. 

The proportion of non-farm produce is sharply increasing in the rural market therefore any 

study limited to mandis or agricultural market in a larger framework of rural marketing will 

become null and void in highlighting the inclusive picture of the rural market. Apart from 

economic impact (i.e. income, profit, turnover, operational days, etc.) which are generally 

measurable, social impact generally not measurable in cardinal numbers, and is ignored while 

studying the rural market.  

Rationale of the Study 

1.8 In the past, rural marketing was reckoned only as the marketing of agricultural products. 

The rural market in India was unknown to a majority of companies globally and they were not 

interested in entering this segment because of its seasonal nature, poor purchasing power of the 

people, lack of infrastructure, transportation, warehouse, financial and banking services, etc. 

But these things of the past are changing. This has left a scope to study the rural market further 

and more dynamically and comprehensively.  

1.8.1 In common parlance, the viability of the rural market in general and Rural Haat or 

periodic market, in particular, is seen as quantifiable in terms of measures like income, 

expenditure, turnover, number of buyers, and sellers. This view of looking at the rural market 

ignores the qualitative change in the rural sphere which mainly includes sociological aspects. 

Such a gap provides a scope to study the impact of the rural market by upgrading infrastructure 

and financial supports. 

1.8.2 Rural Haats and Marts although essential and having the potential to strengthen the 

rural economy yet they have largely been ignored. Very few efforts have been made from both 



6 
 

policy-making and research points of view to highlight their importance in the rural economy. 

Even though some studies have been conducted on periodic markets in rural areas but to a large 

extent, they have ignored comprehensive views and interlinkage with the rural economy and 

rural society. Many of these studies were conducted two or more decades ago. In recent years 

NABARD has initiated a scheme to support Rural Haats and Marts which has urged the field 

of academic and policy research to revive the study on rural markets with a focus on periodic 

Rural Haats and Marts. The success and challenges of such a scheme need to be studied so that 

it can be improvised if required. 

Organisation of the Report 

1.9 The chapter two throws light on the reviews of existing studies on the rural market in 

general and Rural Haat or periodic market in particular. It highlights the importance of existing 

studies done in academic world and NABARD and the gap available in those studies. Chapter 

three describes the objectives and research methodology adopted for this study. Chapter four 

deals with the profile of studied sample districts namely Dumka and Bokaro. Chapter five 

focuses on the profile of studied Rural Haats and Marts and the catchment areas to the Haats. 

Chapter six deals with social and economic impact of Rural Haats and Marts. Finally, chapter 

seven summaries the findings of the study and suggests the way forward. 
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Chapter 2 

Review of Literature 

 

2.1 Haats are weekly markets where villagers from not only that particular village but also 

the surrounding villages assemble to buy and sell goods. These Haats are developed over a 

long period of time as many villages did not have a fixed location of retail shops. The villagers 

came to the Haats not only to do shopping outside the village or to sell products and buy goods 

and services but also for recreation. The Haats serve as the place for gathering and socializing 

for the villagers (Velayudhan, 2008). This study has tried to bring the social impact of Rural 

Haats other than economic impact, which contributes a new dimension in research studies. This 

also provides to study rural markets and their impact on social aspects which are usually 

ignored. 

2.2 Akoijam (2018) in his study on the rural weekly market in the state of Meghalaya 

highlights the role of Haats as a scene to gather news and information, to exchange views and 

knowledge, to engage in various social, cultural, religious, and even political activities. It 

provides a platform where people from all the social groups and classes can access them and 

ultimately lead to unity and exchange of social and cultural values. Haat markets provide a 

benefit to customers because they provide lower rates for products. It also provides access to 

fruits, vegetables, clothing, and other products that may not be regularly available at the 

permanent markets in the region they live in. It helps in reducing the purchasing time of the 

consumer, easy to get fresh vegetables, availability of a maximum variety of products, and 

making social balance through the interaction of different income groups. Although this study 

has attempted to bring both social and economic importance to the rural weekly market, it is 

unable to reflect many other parameters like profit margin, turnover, historical background, 

and trends of Haat. 

2.3 In one of the studies conducted by NABARD (2009) on promoting rural 

industrialization in the state of Andhra Pradesh, two Rural Haat in Medak districts were briefly 

studied. The study highlighted that these Haats, sanctioned by NABARD, were maintained 

poorly. It led to cracks due to poor quality flooring of platforms within four months. However, 

the study could not reflect the impact on the local economy.  
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2.4 Another study of Rural Haat and Mart in Uttar Pradesh (NABARD, 2019) highlights 

their importance on the village economy. It highlights the role of advertisement and publicity 

as a tool to enhance the sale of the product. It recognises the importance of Rural Mart in 

providing an assured space for locally produced products. It also found that SHG women are 

feeling more empowered and liberated since they have started earning. The study identified 

important issues for policy intervention like organizing financial literacy programs to SHGs, 

infrastructure for separate toilets for both men and women, proper sanitation and cleanliness, 

and promotion of e-commerce. Although this study was unable to capture the profile of buyers 

and sellers, yet it captured the variables to measure changes in their social and economic 

aspects, assessment of infrastructure supported by NABARD and the gaps faced by the various 

stakeholders of the Haat/Mart. 

2.5 Another study on performance evaluation of Rural Haats and Rural Marts in Nagaland 

(NABARD, 2019) concluded that Haats were found to be satisfactory, however, some 

deficiencies need to be acted upon. It was found from the field that new improved strategies 

and techniques are not adopted by most farmers. Financial literacy programs and lack of proper 

warehouse facilities required to act upon. The Rural Haats lack proper drainage systems and 

face problems during rainy seasons. Bad road conditions make huge hurdles in the 

transportation of agricultural commodities. This study has provided a space to look into the 

issue of Rural Mart specifically. However, this study lacks in analyzing the social and 

economic impact on sellers and buyers after the intervention of NABARD.   

2.6 Another study on Impact Evaluation of Rural Haats under the Policy for Financial 

Assistance towards Marketing Initiatives of NABARD in the state of Maharashtra (NABARD, 

2019). This study is more systematic and comprehensive. The study has assessed the 

infrastructure facilities provided by NABARD, the economic viability of Haat on some 

variables i.e. income, expenditure, and tax, employment generation, and role of Rural Haat 

Management Committee (RHMC), and brought out several suggestions to strengthen Rural 

Haats. This study highlighted that direct employment is created through the route of 

maintenance of Haats such as cleaning, maintenance of records, construction of related 

infrastructure and stalls, transport, legal and accountancy services, waste disposal/recycling, 

marketing, etc. The economic benefit associated with indirect and induced employment 

remains in the local economy. Markets provide entry-level employment that can assist 

relatively unskilled or under-capitalized individuals. However, the study did not find the profile 

of the stakeholders namely sellers and buyers, production and consumption level in nearby 
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villages, perception of the beneficiaries regarding changes in their social and economic 

activities after NABARD intervention. 

2.7 World Bank (2008) remarked how the shabby road conditions coupled with the 

undeveloped infrastructure limit the farmers' as well as the buyers' access to rural markets. As 

long as they are affected by such complexities, the Haats/bazaars can seldom contribute to the 

development of the rural sector (Sarkar et al, 2015). This study provides scope for further 

research to examine the impact of infrastructure supports provided by apex institutions like 

NABARD in the field of rural areas to strengthen the rural market with a focus on Rural Haats 

and Marts. 

2.8 Charles M. Good (1970) in his study of the periodic market in east Africa has 

highlighted that to study the role of periodic markets in regional economic development it is 

essential to study the hierarchy of periodic market centres in the study area. These are the 

centres where producers directly confront the consumers for the exchange of goods, services, 

and information. These markets also provide a growth point of the rural space, due to the nature 

of centrality of their location and optimal accessibility of the people living in nearby areas. 

Based on the field research undertaken in the study area, it has highlighted the non-economic 

functions of the periodic market such as maintaining the social entities within each community, 

creating a network of social ties, etc. leading to the process of social change. More specifically 

the periodic market is seen not only as a local medium but also as a most important mode in 

the communication network of peasant society.  This study provides a scope to look at the Haat 

from a broader perspective which include both economic and social importance. 

2.9 A thorough analysis of periodic markets of Singhbhum district of then Bihar, now 

Jharkhand, by S.V. Wanmali (1986) in his taxonomical study of periodic markets in a non-

plain region indicates that even in a tribal setup, the periodic market, as a trading centre, forms 

the part of a larger exchange and distributional system of goods and services. Hence, Wanmali 

stresses the inclusion of periodic market centres as focal points of implementation of rural 

development plans, so that the benefits of the development programs could be availed properly 

and optimally by all sections of people in rural society. Although this is an old study but the 

crux of this study needs to be heeded in present time. 

2.10 Haats are weekly markets where villagers from not only that particular village but also 

the surrounding villages assemble to buy and sell goods. These Haats are developed over a 

longer period as many villages did not have a fixed location of retail shops. The villagers come 
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to the Haats not only for shopping outside the village or to sell products and buy goods and 

services but also for recreation. The Haats serve as the place for gathering and socializing for 

the villagers (Velayudhan, 2008).  

2.11 Cleophas Lado (1988) in his study “Some Aspects of Rural Marketing Systems and 

Peasant Farming in Maridi District, Southern Sudan" highlights the need for infrastructural 

development for the development of the periodic market. Periodic markets are points for the 

sale of farm produce into large sacks for sale in urban markets. An organization of rural markets 

overseas takes into cognizance the distribution of population and settlement, degree of mobility 

of traders and purchasers, and local variations in productive capacity and resource endowment. 

In his study, he found that there is a lack of vehicles and communications which are vital to the 

process of socio-economic development. The task of organizing an efficient rural marketing 

system is thus formidable and involves the improvement of transport, communications, and 

other market-related infrastructural facilities and services. Upgrading and maintenance of the 

seasonal roads, and the construction of the feeder ones in the surplus production areas, is a pre-

requisite. With reasonable prices, farmers would be encouraged to produce surpluses for the 

market, and traders would also be encouraged to penetrate these rural regions to purchase 

foodstuffs. The improvement of transport would enable farmers and local traders to move 

agricultural produce to areas where it would have the greatest utility and this would help to 

reduce the high price of food especially in the hungry-gap periods (page 373). This study 

reflects the importance of infrastructure in the growth of rural market. Multi-dimensional 

approach of rural development programmes have fair chance to develop rural market. 

2.12 Madhulika Gupta and Manjula Jain (2016) in their paper "Indian Rural Market: 

Opportunities and Challenges" have done a SWOT analysis of the Indian rural market. Indian 

rural market plays a pivotal role as it offers great opportunities to the corporates to stretch their 

reach to nearly seventy percent of residents. The rural market also paybacks the rural economy 

by providing infrastructure facilities, elevating the standard and quality of life of the people 

residing in surrounding areas. Though the rural market has become a desired destination for 

every marketeer, it is important to comprehend that it has a lot of challenges and risks, therefore 

companies should assess the obstacles as heedfully as possible. An exhaustive understanding 

of rural markets and systematic move is necessary to penetrate the rural market. In order to 

develop marketing strategies and action plans, the corporate needs to take into account the 

complex factors that influence the rural consumers' buying behaviour. The development of 

rural market is dependent upon factors such as increasing purchasing power, changing 
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consumption patterns, increased access to information and communication technology, 

improving infrastructure, and increased government initiatives to boost the rural economy. The 

biggest challenge today is to develop a model by adding more resources for influencing the 

rural customer's mind over a sustainable period of time. Traditional urban marketing strategies 

will have to be localized as per the demands of the rural markets. It has to reach out to rural 

shoppers and relate to them at a fitting level so that it can bring about the desired behavioural 

change among the buyers as well as sellers. Government support is necessary for the 

development of rural market in India to face the emerging issues and challenges in the primary 

areas like transportation, communication, road connectivity, and credit institutions, crop 

insurance for better utilisation of land and water resources (2016). 
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Chapter 3 

Objectives and Methodology 

 

Objectives of the Study 

3.1 The main objective of the present study was to study the impact of Rural Haats and 

Marts on the socio-economic condition of rural people in the catchment area and to identify 

the gaps if any. The specific objectives of the study were the following: 

i. To study the functioning of the existing Rural Haats and Marts. 

ii. To find out the problems of marketing in rural areas. 

iii. To assess the level of infrastructure support provided by NABARD and the gaps, if any. 

iv. To examine the socio-economic impact of Rural Haats and Marts on various 

stakeholders. 

v. To suggest changes in our policies to make them more effective. 

 

Approach of the Study 

3.2 In order to fulfill the above mentioned objectives, the following methodology was 

adopted. The data used for this study has been obtained from the primary sources. This research 

is a mixed method of both quantitative and qualitative. Quantitative methods were used to 

analyse the main economic viability of the Haat i.e. impact on the income level of sellers, the 

location from residence, turnover, expenditure, etc. while qualitative methods were used to 

analyse mainly social aspects i.e. social differences and discrimination, perception of the 

stakeholders, behaviour changes, etc.  

Sample Design of the study 

Selection of state 

3.3 In the preliminary phase, multi-stage sampling was opted. In the first stage, out of a 

total of 28 states and union territories where NABARD has sanctioned any Haat or Mart, there 

were 9 states where a total number of Haat and Marts exceeded 10 and are in operation for at 

least two years. This may provide a larger view of the functioning and impact of Rural Haats 

and Marts on different stakeholders. Out of 9 states, Jharkhand was selected for the study areas 
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due to presence of both Rural Haats and Marts in both tribal and non-tribal areas. A list of Rural 

Haat and Mart sanctioned by NABARD is given in table 3.1. 

Table 3.1: List of Rural Haats and Marts Supported by NABARD (State wise) 

Sl. 
No. 

State Sanctioned 
Haat 

Operationa
l Haat  

Sanctione
d Mart 

Operational 
Mart 

Total 
sanctioned 
Haat and 
Mart 

Total 
operati
onal 
Haat 
and 
Mart 

1 Andaman 
&Nicobar 

2 1 1 0 3 1 

2 Andhra 
Pradesh 

12 10 6 6 18 16 

3 Arunachal 
Pradesh 

3 1 7 4 10 5 

4 Assam 15 13 4 1 19 14 

5 Bihar 1 1 2 2 3 3 

6 Chhattisgarh 12 8 5 5 17 13 

7 Himachal 
Pradesh 

2 0 6 3 8 3 

8 Haryana 1 0 5 5 6 5 

9 Jharkhand 7 7 7 4 14 11 

10 Karnataka 14 8 14 14 28 22 

11 Kerala 6 2 15 11 21 13 

12 Manipur 9 9 6 6 15 15 

13 Meghalaya 4 4 2 2 6 6 

14 Maharashtra 5 1 9 5 14 6 

15 Madhya 
Pradesh 

10 5 10 4 20 9 

16 Mizoram 12 6 4 4 16 10 

17 Nagaland 7 5 3 3 10 8 

18 Odisha 5 2 12 12 17 14 

19 Punjab 2 0 8 8 10 8 

20 Rajasthan 1 0 1 1 2 1 

21 Sikkim 2 0 3 2 5 2 

22 Tamil Nadu 5 5 15 15 20 20 

23 Tripura - - 1 1 1 1 

24 Telengana 12 12 7 7 19 19 

25 Uttrakhand 1 1 10 6 11 7 

26 Uttar Pradesh 13 6 14 14 27 20 

27 West Bengal 5 0 10 10 15 10 

28 Gujarat - - 6 3 6 3 

 Total 168 107 193 158 361 265 
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Selection of Districts 

3.4 Selection of districts for the study was done in consultation with Jharkhand RO and the 

DDMs from a list of Rural Haats and Marts sanctioned in Jharkhand state (Table 3.2). Out of 

6 districts in the state where either Haat or Mart or both exist, three districts namely Dumka, 

Bokaro, and Deoghar were sorted based on the presence of both Haat and Mart in districts. Out 

of these 3, Dumka and Bokaro were selected as they fall under different physical and 

geographical topography.  

Table 3.2: List of Rural Haats and Marts in Jharkhand (District wise) 

Sl. No. District Operational Haats Operational Marts Total  

1 Dumka 5 2 7 
2 Bokaro 2 1 3 
3 Deoghar 1 1 2 
4 East Singhbhum 0 2 2 
5 Chatra 0 1 1 
6 Lohardaga 0 1 1 
 Total  8 8 16 

 

Selection of Sample Units and Users 

3.5 In Dumka, 2 Haats (Lakhanpur and Ghasipur) and 1 Mart (EMKSSS) and in Bokaro, 2 

Haats (Araju and Tiro) and 1 Mart (Petarwar) were selected for detailed study [Table 3.3 (a) 

and (b)]. The selection of the stakeholders namely sellers and buyers was based on stratified 

random sampling. Strata were based on gender namely male and female and social groups 

present in the catchment areas. Based on the population composition of the nearby villages, 

proportionate random sampling was used. 

Table 3.3 (a): Sample size of the study- Rural Haat 

District Sample 

Haat 

Buyers Sellers Total Grand 

Total   M F Total  M F Total  M F 

Dumka Lakhanpur 8 1 9 7 2 9 15 3 18 

Ghasipur 7 2 9 7 2 9 14 4 18 

Bokaro Arazu 12 1 13 13 0 13 25 1 26 

Tiro 4 1 5 5 0 5 9 1 10 

 Total 31 5 36 32 4 36 63 9 72 

Note: M- Male F- Female 
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Table 3.3 (b): Sample size of the study- Rural Mart 

District  Sample 

Mart  

Buyers Sellers  Total  Grand 

Total  

  M F Total  M F Total  M F  

Dumka  EMKSSS 4 0 4 1 0 1 5 0 5 

Bokaro  Petarwar 4 0 4 1 0 1 5 0 5 

 Total  8 0 8 2 0 2 10 0 10 

Note: M- Male F- Female 

3.5.1 Table 3.3 (a) and 3.3 (b) show the sample size of buyers and sellers for the study. The 

total sample size for this study was 82 in different Haats and Marts based on the proportionate 

size of the buyers and sellers in Haats. Sample size from each Haats varies depending on the 

number of the sellers in the Haats. A total of 72 samples including 36 each for buyers and 

sellers were interviewed from four Haats [Table 3.3(a)]. While in 2 Marts, 1 seller and 4 buyers 

from each Mart were interviewed Table 3.3 (b). 

Selection of the Field  

3.6 2 Haats and 1 Mart from each of the two districts in the state of Jharkhand were selected 

for this study. The selection of the Haats and Marts was based on the size and duration of their 

operational. The purpose of this selection was that relatively older Haats and Marts can give 

better trends of their functioning.  

Figure 3.1: Districts selected for field study 

 

 

Districts of Jharkhand 
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Technique and Tools of Data Collection 

3.7 Data was collected from the primary source by visiting Rural Haats and Marts. It 

included stakeholders namely buyers and sellers in Haat and Marts, NABARD R.O. officers, 

Project Implementing Agencies (PIAs), and Rural Haat Management Committee (RHMC) 

members. For this primary-based research, three techniques for data collection were used.   

a) Interview –The primary data from the field was collected with the help of an interview 

schedule for buyers and sellers. The interview schedule was semi-structured (Annexure 

1) and included some predetermined questions prepared before going into fieldwork 

while some questions were asked spontaneously, which came out from the interaction 

with respondents and the circumstances in which the interview took place. The 

questions were both open and close-ended and easy to understand. It was asked in the 

local language which was convenient for the respondents. 

b) Observation –Nonparticipant observations related to social differences, behaviour, and 

social intercourse, etc. were made through the observation during market days. 

c) Oral History- This technique was used to collect information from aged respondents 

having long experience and memories of the existences and trends in the functioning of 

the rural market in the region. A total of 8 interviews, 2 from each Haat, from the aged 

respondents having experience of more than 25 years was conducted. Some of the 

information was collected about the history and the origin of a particular Haat and its 

subsequent development.  

Data Analysis  

3.8 The values from the collected data were subjected to further treatment to arrive at the 

aforementioned objectives. Statistical Analysis Tools in MS- Excel is used for analysing the 

data. Also, calculations like percentage, average, etc. are been done for data analysis. 

Percentage analysis was done for various factors to evaluate the findings of the study.  

Study period 

3.9 The study was conducted during 12th April to 18th April 2021 in Dumka and Bokaro 

district of Jharkhand. Jharkhand R.O. Ranchi was also visited to get information/data related 

to Rural Haats and Marts.  
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Reference Period of the Survey 

3.10 For most of the questions in the interview schedule, the reference period was taken as 

one year (365 days) preceding the date of the survey. The reference year is 2021-21(April 1st, 

2020 to March 31st, 2021). 

Limitation 

3.11 Due to time and resource constraints, the study was confined only to the geographical 

limits of Jharkhand State. The study is based on a limited number of samples therefore the 

findings of the study may be interpreted with precaution. During interviews with farmers, it 

was found that sellers were sometimes unable to provide information on their annual income 

and expenditure. Utmost effort has been made by the researcher to obtain correct answers by 

asking alternative questions and using observation techniques. However, the possibility of a 

reasonable margin of error and imperfection in the figures may not be entirely ruled out. 
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Chapter 4 

Districts Profile 

4.1 The study was conducted in Dumka and Bokaro districts of Jharkhand. 

Dumka District 

4.2 It is one of the most spectacular districts of Jharkhand state that has the epitome of 

being the sub- capital of this State. Dumka – as the name suggests is a district surrounded, by 

lofty hills and exotic forest. Dumka District, an administrative district of Jharkhand has it’s 

headquarter at Dumka. 

Location and Natural Resources  

4.3 This district is a part of Hazaribag plateau. It has been divided into four sub-micro 

regions, viz., Dumka-Godda uplands, Deoghar uplands, Rajmahal Hills, and Pakur uplands on 

the basis of geological factors like relief, soil, climate, geology, and natural vegetation. The 

landscape of the district is characterized by gentle to very gentle slopes. Soils are sandy loam 

to clay loams, non-calcareous, slightly to moderately acidic, and have location exchange 

capacity. The soils are generally shallow on the ridges and plateaus and deep in the valleys. 

The most common tree of the district is sal (shorea robusta). Some teak of inferior variety is 

also found. Other trees found are jack-fruit, munga, bamboo, and satsal. Here herbs are also 

found in forests and mountains.  

Economic Sectors  

4.4 Agriculture is the major economic activity in Damka. Agri-work is generally done on 

traditional small plots. Vegetables especially potato, tomato, cabbage, pumpkin, are brinjal are 

grown extensively. Dumka is the future silk city of India. It is India's largest producer district 

of cocoons. Silk is a natural protein fiber and it can be woven into textiles. The protein fiber of 

silk is produced by certain insect larvae to form cocoons. All the 10 blocks of Dumka Produces 

cocoons but 6 blocks namely Kathikund, Gopikander, Shikaripara, Ranishwar, Masalia, and 

Sariyahat are the main producers 
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Banking Infrastructure           

4.5 A total of 16 commercial banks, 01 rural banks, and 05 private sector banks as of 31 

May 2020 exist in the district. A total of 114 branches of cooperative banks are functioning. 

The credit-deposit ratio of the district was 27.85%. 

Annexure table 4.1: District profile (Dumka) at a Glance –As on 31 March 2020 

District  Dumka 
State  Jharkhand  
PHYSICAL & ADMINISTRATIVE 
FEATURES 

Total Geographical 
Area (Sq.km) 

3671 

No. of Sub Divisions 1 
No. of Blocks 10 
No. of Villages 
(Inhabited) 

2688 

No. of Panchayats 206 
SOIL & CLIMATE Agro-climatic Zone Esstern Plateau & Hills-Eastern 

Platue(Zone 7) 
Climate Moist sub-Himid to Dry sub-humid 
Soil  Red laterite & Clay Loamy, Red& 

Yellow 
LAND UTILISATION [ha] Total Area Reported 377518 

Forest Land 48872 
Area Not Available for 
Cultivation 

25899 

Permanent Pasture and 
Grazing Land 

18289 

Land under 
Miscellaneous Tree 
Crops 

5770 

Cultivable Wasteland 22963 
Current Fallow 49347 
Other Fallow 45037 
Net Sown Area 246627 
Total or Gross Cropped 
Area 

310750 

Area Cultivated More 
than Once 

64123 

Cropping Intensity 
[GCA/NSA] 

126 

WORKERS PROFILE [in '000] Cultivators 194 
Of the above, 
Small/Marginal 
Farmers 

48 

Agricultural Labourers 462 
Workers engaged in 
Household Industries 

9.6 

Workers engaged in 
Allied Agro-activities 

8.5 

Other workers 28.578 
DISTRIBUTION OF 
LANDHOLDING 

 Holding (%) Area (%) 
<= 1 ha 53974 (49.43) 22137 (14) 
>1 to <=2 ha 20338 (18.63) 25160 (16) 
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>2 ha 34873 (31.94) 113776 (71) 
Total 109185 (100) 161073 (100) 

POPULATION  Population 1321442 
Rural  1231320 (93.18 %) 
Urban  90122 (6.82%) 
Scheduled Caste 79614 (6%) 
Scheduled Tribe 571077 (43.2%) 

HOUSEHOLDS in (000) Total Households 274 
Rural Households 245 
BPL Households 32 

VILLAGE-LEVEL 
INFRASTRUCTURE (Nos) 

Villages Electrified 413 
Villages having 
Agriculture Power 
Supply 

12 

Villages having Post 
Offices 

302 

Villages having 
Banking Facilities 

2660 

Villages having 
Primary Schools 

1732 

Villages having 
Primary Health Centres 

5 3 

Villages having 
Potable Water Supply 

1737 

Villages connected 
with Paved Approach 
Roads 

693 

INFRASTRUCTURE RELATING 
TO HEALTH & SANITATION 
(Nos) 

Anganwadis 1266 
Primary Health Centres 53 
Primary Health Sub-
Centres 

132 

Dispensaries 22 
Hospitals 20 

IRRIGATION COVERAGE (Ha) Total Area Available 
for Irrigation 

221537 

Irrigation Potential 
Created 

47774 

Net Irrigated 
Area(Total area 
irrigated at least once) 

30493 

Area irrigated by 
Canals / Channels 

5395 

Area irrigated by Wells 5644 
Area irrigated by 
Tanks 

3354 

Area irrigated by Other 
Sources 

3789 

PREDOMINANT ECONOMIC 
ACTIVITIES IN THE DISTRICT 

Agriculture, horticulture & plantation, sericulture, poultry, small 
and cottage industries 

MAJOR FOOD/COMMERCIAL 
AND 
PLANTATION/HORTICULTURE 
CROPS 

Cocoons, rice, pulses, maize, vegetables, gram, mustard 

Source: Potential Linked Plan for Dumka, 2020, NABARD, Jharkhand Regional Office. 
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Bokaro District 

4.6 Bokaro is located in eastern part of Jharkhand state in India. It lies along the Damodar 

River, and is one of India’s largest iron and steel plants. 

Location and Natural Resources  

4.7 Bokaro district lying in the eastern part of Jharkhand district. Physically it comprises 

the eastern edge of the Chhotanagpur Plateau where it gradually merges with the plains. Bokaro 

Steel City lies in a tropical area and away from the sea. Topographically it is a low dissected 

plateau. Hence, due to associated geographical factors, Bokaro Steel City is lucky enough to 

enjoy all seasons distinctly. A large area of about 25% of the district is under forest. The 

cultivable land is divided into two categories - Low lands and uplands. Block-wise statistical 

data reveals that only 29% of the total geographical area is cultivable. The forest is full of a 

variety of material plants, kendu leaves, bamboo, sal, teak, and other timber species. The 

district has considerable flat land which provides a suitable site for agricultural use. The hilly 

area is mostly under forest with patches of cultivation on scrap areas. Major crops grown in the 

district are rice, wheat, and pulses. The area depends mainly on rain and a major source of 

irrigation are wells and canals. The average rainfall of the district is 1363.57mm. 

Economic Sectors  

4.8 Bokaro district is largely characterised as a rural district as most of the population 

resides in villages. Agriculture is the predominant activity in the district and is the means for 

livelihood for about 80% of the district population. The pattern of agriculture practices in the 

district is mono crop because of rain-fed farming. The dependency on rainfall for agriculture 

purposes is evident from the fact that almost 85% area is dependent on rain for agriculture 

purposes. The major crops grown in the district are paddy, wheat, pulses like gram, peas, arhar, 

moong, urad, and oilseeds, etc. Dairy farming, sheep and goat rearing, poultry production, pig 

farming rabbit rearing are the alternate sources of mixed farming. The Bokaro district is rich 

in coal minerals. Other minerals like stone, sand, limestone, quartz, etc are also available in the 

district. 

Banking Infrastructure 

4.9 In the district, as on 31 March 2020, a total of 182 branches of the commercial bank 

and 3 branches of Regional Rural Bank (RRB) were in operation. The credit-deposit ratio of 

the district was 40.34 %. 
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Annexure table 4.2: District profile (Bokaro) at a Glance –As on 31 March 2020 

District  Bokaro 
State  Jharkhand  
PHYSICAL & ADMINISTRATIVE 
FEATURES 

Total Geographical 
Area (Sq.km) 

2883 

No. of Sub Divisions 2 
No. of Blocks 9 
No. of Villages revenue 
(Inhabited) 

635 

No. of Panchayats 249 
SOIL & CLIMATE Agro-climatic Zone Eastern Plateau & Hills - Eastern 

Plateau (Zone 7) 
Climate Moist Sub-humid to Dry Sub-humid 
Soil  Red laterite & Clay Loam, red loamy, 

red & yellow 
LAND UTILISATION [ha] Total Area Reported 288992 

Forest Land 53244 
Area Not Available for 
Cultivation 

71257 

Permanent Pasture and 
Grazing Land 

5303 

Land under 
Miscellaneous Tree 
Crops 

3268 

Cultivable Wasteland 15852 
Current Fallow 45559 
Other Fallow 38432 
Net Sown Area 56077 
Total or Gross Cropped 
Area 

79521 

Area Cultivated More 
than Once 

23444 

Cropping Intensity 
[GCA/NSA] 

142 

WORKERS PROFILE [in '000] Cultivators 138 
Of the above, 
Small/Marginal 
Farmers 

88 

Agricultural Labourers 126 
Workers engaged in 
Household Industries 

22 

Workers engaged in 
Allied Agro-activities 

138 

Other workers 400 
DISTRIBUTION OF 
LANDHOLDING 

 Holding (%) Area (%) 
<= 1 ha 70394 (80) 41920 (51) 
>1 to <=2 ha 13198 (15) 18462 (23) 
>2 ha 4399 (5) 20894 (26) 
Total 87991 (100) 81275 (100) 

POPULATION  Population 2062330 
Rural  1078686 (52.30 %) 
Urban  983644 (47.70%) 
Scheduled Caste 299227 (14.5%) 
Scheduled Tribe 255626 (12.4%) 
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HOUSEHOLDS in (000) Total Households 395 
Rural Households 206 
BPL Households 
(population) 

82665 

VILLAGE-LEVEL 
INFRASTRUCTURE (Nos) 

Villages Electrified 426 
Villages having 
Agriculture Power 
Supply 

4 

Villages having Post 
Offices 

189 

Villages having 
Banking Facilities 

408 

Villages having 
Primary Schools 

1076 

Villages having 
Primary Health Centres 

116 

Villages having Potable 
Water Supply 

614 

Villages connected with 
Paved Approach Roads 

608 

INFRASTRUCTURE RELATING 
TO HEALTH & SANITATION 
(Nos) 

Anganwadis 2187 
Primary Health Centres 24 
Primary Health Sub-
Centres 

116 

Dispensaries 1 
Hospitals 4 

IRRIGATION COVERAGE (Ha) Total Area Available 
for Irrigation 

62964 

Irrigation Potential 
Created 

2684 

Net Irrigated 
Area(Total area 
irrigated at least once) 

9868 

Area irrigated by 
Canals / Channels 

1565 

Area irrigated by Wells 6043 
Area irrigated by Tanks 2260 

PREDOMINANT ECONOMIC 
ACTIVITIES IN THE DISTRICT 

Agriculture, horticulture & plantation, poultry, heavy industries, 
small and cottage industries 

MAJOR FOOD/COMMERCIAL 
AND 
PLANTATION/HORTICULTURE 
CROPS 

paddy, tur, maize, pigeonpea, vegetables, gram, mustard, 
sunflower 

Source: Potential Linked Plan for Bokaro, 2020, NABARD, Jharkhand Regional Office. 

 

  



24 
 

Chapter 5 

Profile of Sample Haats and Marts 

Economic and Demographic Profile of the Sample  

5.1 The study involved a detailed inquiry about the socio-demographic profile of all the 

sample buyers and sellers. The age and educational status of the sample buyers and sellers have 

a significant bearing on the overall socio-economic wellbeing of the sample buyers and sellers. 

Age profile of the respondents 

5.2 Like any other marketplace, people in the sample Haats and Marts from all age groups 

visit them. The age profile of the respondents reflects their visit.  

Table 5.1: Age profile of the sample Beneficiaries 

Age group 
 

No. of Sellers  Total (1) No. of Buyers  Total (2) Grand Total (1+2) 
Male  Female  Male  Female  

Upto 30 4 0 4 4 1 5 9 
30-45 16 0 16 25 2 27 43 
45-60 13 2 15 9 2 11 26 
>60 1 2 3 1 0 1 4 

 

5.3 Table 5.1 presents the age profile of the respondents covered under the study. As 

depicted, a majority of about half of the respondents were in the age group of 30 to 45 years. 

This trend is indicative of the accessibility among the younger population. Haats and Marts 

visited by the population below 30 years and above 60 years of age is less than one fifth which 

reflects their inability to visit these places. Some of these reasons for less participation among 

the aged people include health issues, inability to access transport facilities, and absence of 

income to spend in Haats. Less participation of the age group upto 30 years has some of the 

reasons like youths are working in town and they cannot reach to the village during Haat time. 

Many among these groups especially women are not allowed by the family members to go 

outside as they got married only a few years ago. 

Educational status of the respondents  

5.4 This study also probed into the educational status of the respondents. The finding 

pertaining to the distribution of respondents by their educational status has been presented in 

table 5.2. 
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Table 5.2: Educational status of the sample Beneficiaries 

Educational level No. of sample 
buyers (percent) 

No. of sample 
sellers (percent) 

Total  (percent) 

Illiterate  2 (5) 5 (13) 7 (9) 
Literate, no formal education 1 (1) 1 (1) 2 (2) 
Upto primary  11 (27) 7 (21) 18 (22) 
Upto secondary  18 (41) 17 (45)  35 (43) 
More than secondary  12 (27) 8 (21) 20(24) 
Total  44 (100) 38 (100) 82 (100) 

 

5.5 The study findings reflect that a little lower than one-tenth of the respondents were 

completely illiterate, and about 2 % could read or write but had not received any formal 

education. One in every five respondents reported having studied upto the primary level (class 

8). About two in every five respondents reported having education qualifications upto 

secondary level (class 10). Only a quarter of the respondents have education qualifications 

above secondary level. Literacy levels among the buyers are relatively higher than among the 

sellers. 

Source of Livelihood 

5.6 Besides the demographic details, some of the pertinent areas of enquiry included 

primary occupation. The commitment of the workforce to employment is a key determinant of 

development because it helps to generate desirable resources and take advantage of available 

opportunities. The study findings reflect that among the sellers, 97% of them reported to be 

self-employed or own account worker which included farmers. Among the buyers about 21 % 

are self-employed followed by 45 % wage labour and 34 % salaried jobs (Table 5.3). 

Table 5.3: Primary Occupation of the Sample Beneficiaries 

Primary 
occupation  

No. of 
Sellers 

Percent  No. of 
Buyers  

Percent  Total Percent  

Cultivation  11 29 3 7 14 17 
Other 
enterprise  

26 68 6 14 32 39 

Wage labour  0 0 20 45 20 24 
Govt./Pvt. 
jobs 

1 3 15 34 16 20 

Total  38 100 44 100 82 100 
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The Detailed Profile of Sample Rural Haats 

5.7 Detailed profile (areas, number of buyers and sellers, villages covered, marketing time 

etc.) of all the four sample Haats is highlighted below (Table 5.4). 

Table 5.4: Profile of Sample Rural Haats 

District  Dumka Bokaro 
Name of Rural Haat Lakhanpur Ghasipur Araju Tiro 
Existing/new 
construction  

existing existing existing existing 

Operational since  2020 2020 2020 2020 
Area  1.5 aces 2 acres 1.5 acres 1 acre 
Operated day Tuesday Tuesday Monday and 

Friday 
Monday 

Marketing time  2-6 P.M. 3-6 P.M. 1-5 P.M. 1-5 P.M. 
Village covered 18 13 17 10 
No. of sellers (Approx.) 300 300 300 160 
No. of buyers (Approx.) 650-700 650-700 750-800 550-600 
Project Implementing 
Agency (PIA) 

Gram 
panchayat 

Gram 
panchayat 

Gram 
panchayat 

Gram 
panchayat 

 

Lakhanpur Haat (Dumka) 

Figure 5.1: Image of Lakhanpur Haat 

 

5.8 Lakhanpur Haat is located in Kathikund block of Dumka district. It is 40 km from the 

district headquarters. It has been actively working on the initiative of the Kadma panchayat. At 

this weekly market, agricultural products, livestock, handlooms, and handicrafts are traded. 

Vegetables, fruits, spices, meat, fish, hand-made products, bamboo products, food items, and 

groceries, etc. are sold by nearby villagers. Before the infrastructure was constructed under 
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NABARD’s Rural Haat scheme, some of the shops had temporary thatched structures although 

historically the Haat was completely an open sky market. Haat markets are held in different 

villages at different days of the week. Vendors move from one market to another market during 

the week (Monday to Sunday).  

Figure 5.2: Catchment villages of Lakhanpur Haat 

 

Ghasipur Haat (Dumka) 

Figure 5.3: Image of Ghasipur Haat 
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5.9 Ghasipur Haat is located 30 K.M. from the district headquarter. Ghasipur village 

panchayat, with the support of NABARD, has upgraded the Haat in Ghasipur village in 

Sikaripada block in Dumka. This Haat has been operating for at least 4 decades. This area came 

under the left-wing extremism, so initially because of safety reasons a small group of sellers 

and buyers used to visit here. Market operation hours used to be only for 2-3 hours in broad 

daylight. In monsoon, due to difficult geographical terrain, Haat used to be almost closed. Later 

on, due to improved accessibility and infrastructure creation in and around the village, the 

market operation started increasing gradually. Very limited products mainly related to 

agricultural and daily use products used to be sold in the market. This pattern has changed 

gradually.  Now the number of buyers and sellers is increasing along with the availability of 

heterogeneous products. There are approximately 300 vendors visiting the Haat who sell 

varieties of agricultural and agro-industrial products such as vegetables, fruits, poultry, meat, 

other livestock, pottery, production of sugar cane and bamboo, handlooms, etc.  

Figure 5.4: Catchment villages of Ghasipur Haat 

 

 

 



29 
 

Araju Haat (Bokaro) 

Figure 5.5: Image of Arazu Haat 

  

5.10 Araju Haat is located in Jaridih block of Bokaro. The village is mainly dependant on 

agriculture and allied sector with an emphasis on plantation crops namely papaya and jackfruit. 

With the upgradation of this Haat, financed by NABARD, this area experienced significant 

development activities in and around the nearby villages. It is also located on the border of the 

West Bengal state.  Traders from west Bengal frequently visit here. This increases the sale of 

jackfruits mainly grown in nearby villages. Road constructed under the NABARD’s RIDF has 

further encouraged the traders from far away village to visit this Haat. Due to road connectivity, 

this Haat has an advantage over other sample Haats. The convergence of RIDF and Rural Haat 

scheme of NABARD has enabled the nearby villages to maximise their benefits. 

Figure 5.6: Catchment villages of Arazu Haat 
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Tiro Haat (Bokaro) 

Figure 5.7: Image of Tiro Haat 

 

5.11 Tiro Haat was upgraded by panchayat with financial support from NABARD. This Haat 

is the smallest among the sample Haat. It is connected with a concrete road which provide 

access to nearby villagers and also traders from West Bengal. Local farmers used to sell their 

seasonal vegetables and horticulture products in both retail and wholesale. Apart from 

agricultural products, non-agricultural items like grocery stuffs, handicraft and wooden based 

items etc. are sold and purchased.   

Figure 5.8: Catchment villages of Tiro Haat 
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The Detailed Profile of Sample Rural Marts 

The detailed profile of both the sample Rural Marts are given in Table 5.5. 

Table 5.5: Profile of Sample Rural Marts 

Name of Rural Mart EMKSSS Petarwar 
Owned/leased Owned  Owned  
Operational since  2019 2020 
District Dumka  Bokaro  
Marketing time  9 A.M.-8 P.M 9 A.M.-8 P.M. 
No. of buyers/day (Approx.) 25-30 30-40 
Monthly sale (approx.) (Rs.) 2,00,000 2,50,000 
Monthly expenditure (approx.) (Rs.) 1,40,000 1,70,000 

Net Income (Rs.) 60,000 80,000 

Presence of NABARD signboard Yes  Yes  
Product sold Chicken  Chicken and eggs 

 

EMKSSS Mart  

Figure 5.9: Image of EMKSSS Mart 

 

5.12 EMKSSS Mart is working since 2019 and was launched by the Ekta Mahila Kukut 

Palak Swawlambi Sahakari Samiti (EMKSSS) with financial support from NABARD. 

EMKSSS is working since 2009 and is one of the pioneer SHGs in this area. The work was 

carried out by the SHG with more than 650 members who actively participate in the rearing of 

poultry. Their products are also exported to Dumka. Bhagalpur, Deoghar and Godda cities. 

Their average per day sale is 50 quintals while annual turnover is Rs. 6 crore. These are mainly 

managed by women who feed themselves and their families with the skills they have learned, 
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with the main aim of promoting locally produced poultry. The team is actively working 

together and building a relationship to empower these women in the villages. This mart directly 

provides employment to 3 people and on busy days like Sunday, holidays and festivals, 2 more 

people are hired on daily wage basis. Those employed in the Mart are given training and now 

they are equipped to carry this enterprise further even without NABARD assistance after two 

years of its support. 

Petarwar Mart 

Figure 5.10: Image of Petarwar Mart 

 

5.13 Petarwar Mart was opened in 2020 is owned and managed by the SHGs group named 

Petarwar Gramin Poultry Co-operative Society Ltd. This Mart is sponsored by NABARD with 

the main purpose of promoting locally reared poultry. There are 750 SHG members associated 

with this Mart. These are groups that support women economically and socially. They are well 

trained in savings where they save their funds and engage in various sustainable activities for 

their livelihood. Regular training and technical support are provided by NGO named Pradhan 

to these women. Three types of training namely New training (for newly admitted women), 

Refreshment training (for old staffs) and Ownership training (for acquiring new rules and 

entrepreneurship training) are provided. The share of profit from the Mart is distributed among 

the SHG women depending on the number of poultry they rear. A register is maintained for 

regular transaction like input cost, profit received and details of meeting. Many of these SHG 

women also invest their income in agriculture. NABARD’s watershed project also help their 

agricultural or horticultural activities. Thus it helps them in supplementing their income. 
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Chapter 6 

Economic and Social Impact 

6.1 The major impact of the scheme on Rural Haat was observed in increasing the number 

of buyers and sellers. The buyers and sellers from the faraway villages have also increased. 

This has led to increase in the heterogeneity of products being sold in the Haat. The number of 

operational days and Haat hours in all the four Haats has increased with improvement in 

infrastructure facilities owing to NABARD assistance. Earlier during winter and rainy season, 

the hours of Haat operation was less but this is gradually increasing. 

6.2 Due to the increase in numbers of buyers, sales have also gone up which leads to 

increase in sellers' income. Due to arrival of more number of traders who purchase in bulk, 

farmers and other handicraft artisans from the nearby villages started coming and selling their 

produce in  wholesale to these traders. This has helped them to reduce their transportation cost 

unlike earlier when many of them had to travel to faraway mandis or to town to sell their 

produce. Some of the farmers have benefited from this, thus their income has also risen. Due 

to the increase in income level their purchasing power has increased hence their demand for 

other products too has gone up. 

6.3 The Rural Haat and Rural Mart schemes have been instrumental in increasing 

employment opportunities in the study area. Owing to these Rural Haats and Marts, recurring 

and non-recurring employment have generated in the catchment areas. During the construction 

of Haats, local people were employed leading to generation of non-recurring employment. 

Later on due to increases in economic activities and demand in the Haat, more vendors started 

selling their products in these Haats. Marts have also provided employment opportunities to 

SHGs women.  

Field Observation 

Availability of Infrastructure in Sample Rural Haats 

6.4 Table 6.1 shows the availability of infrastructure built in different sample Rural Haats 

funded by NABARD. As per the checklist of the infrastructure proposed to be created under 

the scheme only a few of the infrastructures were made in all the four sample Rural Haats and 

this infrastructure includes a concrete platform and drinking water however drinking water 

facility in two Rural Haats were not in operational stage. None of the sample Rural Haats had 
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compounded wall and notice board facility. Apart from these mandatorily created 

infrastructures facility, toilets were also constructed in each sample Haats however all toilets 

are yet to be functional as it requires a water tank to be connected. There are no proper waste 

bins, pathways, solar lighting, and storage room space in two Haats (Ghasipur and Lakhanpur).  

Table 6.1: Availability of mandatorily created infrastructure in the Sample Rural Haats 

Mandatorily created 

infrastructure 

facility 

Total number 

of interviewed 

Haats 

Number of total Haats with 

infrastructure 

Facility found in 

Operation 

 

Platforms  4 4 4 

Pathways 4 2 2 

Drinking water  4 4 2 

Drainage  4 2 2 

Compounded 

wall/fencing 

4 0 0 

Waste disposal 4 2 2 

Solar lighting 4 2 1 

Notice board 4 0 0 

Storage room/office 

space 

4 2 1 

 

Grant sanctioned to Sample Rural Haat/Mart by NABARD 

6.5 The sanctioned amount for NABARD assistance is dependent on the location of Project. 

As per the latest NABARD circular No. /260/OFDD- 05/2020, For Rural Haat, up to 95% of 

total cost or Rs. 15.00 Lakh whichever is lower is provided in Hilly areas, North-East States, 

Andaman & Nicobar Islands, Sikkim, Aspirational districts and for other areas up to 90% of 

total cost or Rs. 15.00 Lakh, whichever is lower. All the four sample Rural Haats have been 

sanctioned a grant of Rs. 10 lakh. For Rural Mart, up to 95% of total cost or Rs. 5.00 Lakh 

whichever is lower is provided in Hilly areas, North-East States, Andaman & Nicobar Islands, 

Sikkim, Aspirational districts and for other areas up to 90% of total cost or Rs. 5.00 Lakh, 

whichever is lower. The actual sanctioned amount based on the expenditure submitted by the 

respective Marts is mentioned in Table 6.2. Rental charges by both the sample Marts is much 

less than the maximum grant assistance. There was no expenditure on purchase of digital 
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payment machines. It was found that owner of these Marts were not much aware about the 

maximum grant given for Mart. Grant assistance provided to facilitating agency is also 

underutilised. The component wise breakup of the grant assistance is provided below. 

  

Table 6.2: Actual of expenditure on various components in Sample Rural Mart (check 

list) 

S. 

No 

Items of expenditure Permissible 

Maximum 

grant 

assistance 

(in Rs. 

lakh) 

Actual 

sanctioned 

amount 

(EMKSSS 

Mart) (in Rs. 

lakh) 

Actual 

sanctioned 

amount 

(Petarwar 

Mart) (in 

Rs. lakh) 

1 Rental charge for two years 2.40 1.68 1.20 

2 Salary of salesperson for two years 1.68 1.20 0.96 

3 Publicity and market promotion 0.40 0.35 0.25 

4 Solar/LED bulbs/Lanterns 0.05 0.02 0.02 

5 Statutory compliances and license fee 0.15 0 0 

6 Digital payment 0.07 0 0 

7 Grant assistance to facilitating agency 0.25 0.20 0.15 

 Total  5.00 3.45 2.58 

 

Change in Number of Sellers in the Haats  

6.6 Evidence supported by data collected from the field show that there has been increase 

in number of sellers in all the four sample Rural Haats. The number of sellers was 

approximately 155 in Tiro Haat, 270 in Araju Haat, 280 in Ghasipur Haat and 270 in Lakhanpur 

Haat. The number of sellers have increased in the range between 3 % to 11% (Table 6.3). This 

variance depends on the factors like level of facilities in the form of infrastructure created, 

choice of buyers and distance from the villages, etc. However, there was no increase in 

catchment areas. This was mainly due to availability of other Rural Haats, higher transportation 

cost, and restriction in mobility due to covid-19. 
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Table 6.3: Number of buyers in the sample Rural Haats (Pre and post intervention of 

NABARD) 

District  Dumka Bokaro 

Name of Rural Haats  Lakhanpur Ghasipur  Araju  Tiro  

Number of sellers before 

NABARD’s assistance 

270 280 270 155 

Number of sellers after 

NABARD’s assistance  

300 (11) 300 (7) 300 (11) 160 (3) 

 Note: Number in parentheses is change in percent of number of sellers 

Employment Generation  

By virtue of infrastructure created in Rural Haats and establishment of Rural Marts, non-

recurrent employment was generated in different sample Rural Haats and Marts. Short term 

employment for local residents was generated during construction of infrastructures like 

platforms, pathways, toilets, hand pumps, etc. After the construction period over, due to 

increase in number of buyers, some of the villagers who were earlier sitting idle or unemployed 

got opportunities to start their business or to work as helping hand for the existing sellers. 

Similarly, in sample Marts, due to expansion of entrepreneurial activities, employment 

opportunities to salesperson at the Marts and SHG women also generated. 

Accessibility to Sample Rural Haats/Marts by beneficiaries 

6.7 Some of the Haats are accessed by people residing in both nearby villages as well as 

far away villages. About a quarter of the sample beneficiaries is from the adjacent areas of the 

Haat. A large chunk of the beneficiaries (60 percent) are from the distance between 1 and 5 

K.M. from the location of Haats. About 17 percent of the total sample buyers/sellers visit these 

Haats from more than 5 K.M. which mainly include the sellers. It clearly shows the importance 

of the Haats for the sellers. 25% of the sample sellers were found to be coming from more than 

5 K.M. (Table 6.4). In last one year, after the NABARD’s assistance, there has been increase 

in number of sellers by 40% (5 to 7) and 100% (1 to 2) in the category of those coming from a 

distance of 5 to 10 K.M. and more than 10 K.M. respectively. There was no evidence of similar 

change among the buyers coming from a distance of more than 5 K.M. from their residence 

although change was evident among those coming from nearby places. 
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Table 6.4: Distance from Residence of Sample Beneficiaries (Buyers/Sellers) 

Distance 
from 

residence 

Haats Marts Total 

 Sellers 
(%) 

Buyers 
(%)  

Total (%) Sellers 
(%) 

Buyers 
(%)  

Total (%)  Total 
(%) 

< 1 k.m. 5(14)  12 (33) 17 ( 24) 0 (0) 4 (50) 4 (40) 21 (26) 
1-5 k.m. 22 (61) 21 (58) 43 (60) 2 (100) 4 (50) 6 (60) 49 (60) 

5-10 k.m. 7 (19) 3 (8) 10 (14) 0 (0) 0 (0) 0(0) 10 (12) 
> 10 k.m. 2 (6) 0 (0) 2 (3) 0 (0) 0 (0) 0(0) 2 (2) 

Total  36 (100) 36 (100) 72 (100) 2 (100) 8 (100) 10 (100) 82 (100) 
Note: Figures in parentheses are percent to total 

Change in Income Level of Sample Beneficiaries 

6.8 It has been one year since the NABARD assisted infrastructure have been created. From 

the study, it shows a little change in the income level of the sample buyers and sellers (Table 

6.5, a and b). The entire sample beneficiaries has the annual income level above Rs. 50,000. 

About half the sample beneficiaries (51 percent) has an annual income between Rs. 50,000 and 

Rs. 1,00,000. Among buyers, this number is higher (61%) although it got reduced from 66 % 

before the upgradation of the Haat. Beneficiaries from this group of income mainly includes 

casual labourers and farmers. They regularly visit these Haats to buy their daily use grocery 

stuff from their daily wage earnings. This level of income is relatively lower among the sellers 

(39 percent). They mainly constitute petty vendors. Due to upgradation of Haats, the number 

of buyers and sellers from the income group above Rs. 1,00,000 have increased by 5 percent 

(15 to 17 in number) and 6 percent (21 to 23 number) respectively. To be specific, among the 

buyers, this rise is due to rise in their income from their respective source of livelihood in other 

words there is no contribution of Haats in their income rise. Meanwhile a shift in the income 

level of sellers in the income group of Rs. 50,000-1,00,000 and 1,00,000-3,00,000 respectively 

is noticed. Among the sellers this is mainly due to rise in demand for dynamic products as 

number of buyers in the Haats have increased.   

Table 6.5 (a): Income level of the Sample Beneficiaries (Before NABARD assistance) 

Income category (in Rs.) No.  of buyers (%) No.  of sellers (%) Total (%) 
<50000 0 (0) 0 (0) 0 (0) 
50000-100000 29 (66) 17 (45) 46 (51) 
100000-300000 12 (27) 17 (45) 29 (39) 
>300000 3 (7) 4 (10) 7 (10) 
Total  44 (100) 38 (100) 82 (100) 

Note: Figures in parentheses are percent to total 
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Table 6.5 (b): Income level of the Sample Beneficiaries (After NABARD assistance) 

Income category (in Rs.) No.  of buyers (%) No.  of sellers (%) Total (%) 
<50000 0 (0) 0 (0) 0 (0) 
50000-100000 27 (61) 15 (39) 42 (51) 
100000-300000 13 (30) 19 (50) 32 (39) 
>300000 4 (9) 4 (11) 8 (10) 
Total 44 (100) 38 (100) 82 (100) 

Note: Figures in parentheses are percent to total 

Perception of Sample Beneficiaries 

6.9 As the sample Haats were upgraded, its usefulness was assessed from the perception 

made by the beneficiaries. Regarding the location of the Haats, 24 % of the total sample 

beneficiaries were happy while the majority of the sample (71 percent) were falling in 

‘satisfied’ category (Table 6.6). In their opinion, it could be better if it was shifted near to the 

main road. Impact of infrastructure facility can be seen as a successful step and this can be 

noticed from the perception of the sample beneficiaries where 39 percent (Table 6.6) were 

‘happy’ while 61 % of the sample beneficiaries were ‘satisfied’ with the infrastructure in the 

expectation of further development like more shaded platforms, fencing facility, drainage 

facility, road connectivity to Haats, etc. from the NABARD or RHMC. The maintenance of the 

Haats needs to be improved as about two-third of the sample beneficiaries were satisfied but 

have issues related to sanitation, the safety of drinking water pump, and solar light. With the 

upgradation of Rural Haats with NABARD’s assistance and change in the taste and preferences 

of the consumers, it was observed that sellers have also started to sell some heterogeneous and 

branded products generally sold in towns. The availability of many varieties and quality 

products are reasons for preference of Haats by the buyers. 

Table 6.6: Perception of sellers about Sample Rural Haat and Mart 

Particular  Happy (%) Satisfied (%) Unsatisfied (%) Total 
Location  9 (24) 27 (71) 2 (5) 38 (100) 
Infrastructure  15 (39) 23 (61) 0 (0) 38 (100) 
Maintenance  11 (29) 25 (66) 2 (5) 38 (100) 
Quality of products 17 (45) 21 (55) 0 (0) 38 (100) 
Varieties of products 26 (68) 12 (32) 0 (0) 38 (100) 

Note: Figures in parentheses are percent to total 

6.10 The impact of sample Rural Haats and Marts can be assessed from the perception of 

the buyers on different aspects too. Regarding the location of the Haat, 70 percent (Table 6.7) 

of the sample buyers were satisfied and this satisfaction comes from their ability to access to 
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Haats and Marts. Two third of the sample buyers were satisfied while one-third were happy 

with the infrastructures created. Those who were satisfied had some more expectation in the 

forms of more creation of shaded Haats, availability of varieties of products in the Marts, 

parking facility, the road connecting to Haats, and concrete pathways inside the Haats. 

Cleanliness needs to be improved further as 70 percent of the sample buyers were only satisfied 

and this calls for further improvement. This can be done by providing more waste bins, proper 

waste disposal mechanism, and cleaning of Haats after market operation ends on a particular 

day. Owing to the increase in the number of visitors to the Haats, the quality of products has 

also increased. In the Marts too, hygiene and fresh products are being sold by the sellers. This 

has made the buyers happy (43 percent) along the services of the sample Haats and Marts. Rise 

in demand for products have induced the sellers to make available the varieties of products and 

70 percent of the sample buyers are happy with this move in the Haats. Although there is a 

need to introduce more varieties of products in the Marts.   

Table 6.7: Perception of buyers about Sample Rural Haat and Mart 

Particular  Happy (%) Satisfied (%) Unsatisfied (%) Total 
Location  13 (30) 31 (70) 0 (0) 44 (100) 
Infrastructure  15 (34) 29 (66) 0 (0) 44 (100) 
Cleanliness  13 (30) 31 (70) 0 (0) 44 (100) 
Quality of products  19 (43) 25 (57) 0 (0) 44 (100) 
Varieties of products 31 (70) 13 (30) 0 (0) 44 (100) 

Note: Figures in parentheses are percent to total 

Scope of Digital Payment in Rural Haat/Mart 

6.11 The promotion of digital payment is also an ambitious aim of the government’s 

programmes. However, 85 percent of the total sample beneficiaries carried cash payment for 

the transaction while only 15 percent were doing digital payment (Table 6.8). Among the 

sample sellers, digital modes of payment are lower. Some of the major reasons for the same 

are unavailability of access to the smart phone, inability to afford internet, lack of financial 

literacy, and payment failure.  

Table 6.8: Modes of payment in Rural Haat and Mart 

Particular  Number of buyers (in 
%) 

Number of sellers (in 
%) 

Total (%) 

Cash  35 (80) 35 (92) 70 (85) 
Cash and digital 9 (20) 3 (8) 12 (15) 
Total  44 (100) 38 (100) 82 (100) 

Note: Figures in parentheses are percent to total 
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Impact assessment of Infrastructure in Rural Haat/Mart 

6.12 The impact of infrastructure, created in the Haats and Marts, on the sellers was assessed 

during this study and results are given in Table 6.9. It was observed that 61 percent of the 

sample sellers mainly those selling essential goods like grocery products and vegetables have 

noticed a positive change in their income level. This is mainly due to increased demands by 

buyers and traders. 16 percent of the sample beneficiaries noticed a negative impact on their 

income and this happened mainly due to impact of covid-19 when the number of buyers and 

traders from far away places reduced because of restriction on travelling. Demand for non-

essential goods like clothes, sweets, nonveg stuff, etc. also reduced due to the rise in 

underemployment and unemployment in nearby areas due to loss of livelihood as a result of 

COVID induced lockdown. Similarly, sales of products also got impacted. In most of the Haats, 

storage facilities are not available, hence positive impact was not observed. 77 percent sample 

beneficiaries noticed no change in the wastage level of their products (Table 6.9). 15 percent 

of the sample sellers observed a negative change in the wastage level and this happened because 

of uneven demand for perishable products like sweets and vegetables due to sudden covid 

restriction imposed by district authorities. As far as transportation cost is concerned, positive 

change was observed by the sellers (29 percent) in transportation cost. Initially, these sellers 

had to visit the town to sell their produce mainly vegetables and horticulture products, however 

with improvement in infrastructure facilities, the number of the traders to these Haats are 

gradually increasing so they do not need to go the town to sell their produce resulting in saving 

in transportation cost. 

Table 6.9: Impact of Infrastructure on Sample Sellers in Rural Haat and Mart 

Variable  Result No. of 
respondents 

Percent Total (%) 

Income level from 
selling 

Positive  23 61 38 (100) 
Negative  6 16 

No change  9 23 
Sale of products  Positive  21 55 38 (100) 

Negative  9 23 
No change  8 22 

Wastage  Positive  3 8 38 (100) 
Negative  6 15 

No change 29 77 
Transportation cost  Positive  11 29  

38 (100) Negative  0 0 
No change  27 71 

Note: Figures in parentheses are percent to total 
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6.13 The impact of infrastructure development can be assessed through various indicators 

such as price level, product heterogeneity, quality of products, transportation cost etc. 25 

percent (Table 6.10) of the sample buyers have noticed a positive change (lower price) in the 

price level of the products. This is because of the increased number of sellers which have 

reduced monopoly on some of the products like nonveg items and fruits. Another 55 percent 

of buyers have noticed negative price change (higher price) of the products primarily due to 

covid related supply side disruptions. About one-third (34 percent) of the sample buyers have 

noticed a positive impact related to product heterogeneity. Now they have more varieties of 

products to buy in the Haat. Along with varieties of products, quality of products being sold 

also improved in the Haats and Marts (43 percent). It was observed that the availability of 

branded food items have also increased. As regard to, transportation cost, not much change was 

noticed among the sample buyers (18 percent). Most of the buyers are those who used to buy 

chicken items in the Marts. Previously they used to travel to distant chicken shops, whereas 

now they can get it near to their homes. 

Table 6.10: Impact of Infrastructure on Sample Buyers in Rural Haats and Marts 

Variable  Result No. of 
respondents 

(%) 

Total (%) 

Price  Positive  11 (25) 44 (100) 
Negative  24 (55) 

No change  9 (20) 
Product heterogeneity  Positive  15 (34) 44 (100) 

Negative  0 (0) 
No change  29 (66) 

Quality of products Positive  19 (43) 44 (100) 
Negative  0 (0) 

No  25 (57) 
Transport cost  Positive  8 (18) 44 (100) 

Negative  0 (0) 
No change  36 (82) 

Note: Figures in parentheses are percent to total 

Source of Credit 

6.14 Credit is an essential component to run a business. A total of 26 percent of the sample 

sellers which include 8 percent of those having access to only institutional credit and 18 percent 

of those having access to both institutional and non-institutional credit, have some type of 

access to institutional credit (Table 6.11). These sellers mainly include Marts sellers and 

economically well-off sellers and traders. 45 percent of the sellers took credit from the non-
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institutional sources mainly from their relatives, fellow sellers, and traders who sometimes also 

act as a money lender in the Haats. Sometimes, it promotes interlocking of the market where 

petty sellers have to sell their products such as vegetables and seasonal fruits at a lower price 

to the same trader from whom they borrowed money. This interlocking of the credit market 

leads to the exploitation of sellers. Due to the covid situation, the economic condition of many 

sellers had deteriorated which compelled them to take credit from the non-institutional sources.  

Table 6.11: Source of Credit of Sample Sellers (during last one year) 

Source of Credit Number of sellers Percent 
Institutional  3 8 
Non institutional  17 45 
Both  7 18 
No Loan availed 11 29 
Total  38 100 

 

Social Impact of Rural Haats and Marts 

6.15 Rural Haats are not only the centres of marketing activity but also the heart of 

development. They have economic, social, and cultural significance and contribute to the 

strengthening of social contacts, serve as centres of dissemination of information and become 

the centre of political and other activities.  

Multidimensional Role 

6.16 As people from different villages come to the Haats to sell and buy goods and services, 

they come into contact with one another, and during their interactions, various social, political, 

and village level issues are discussed. On the market days, some people choose to visit Haats 

only for fun. They prefer to come to Haat rather than sitting idle at home. They can be seen 

visiting different stalls, engaging in gossip, exchanging news and views with friends and 

various political, social and economic issues. 

6.16.1 These Haats are the appropriate venue for discussing marital issues, resolving social 

and family conflicts, and other matters of local concern. For some of the villagers, these Haats 

are the only place of communication between their relatives and friends who are residing in 

other nearby villages. As discussed in chapter 5 the demographic profile of the sample and the 

village profile, a chunk of beneficiaries particularly women folk have no access to their 
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friends/relatives either through physical meeting or through telecommunications as they do not 

have phones of their own. 

6.16.2 These rural market centres also attract politicians, especially during election periods. 

By visiting the markets, they learn about the socio economic problems, and regional issues and 

concerns. For example, during elections in general and panchayat election in particular, these 

Haats become a hot spot of discussion, meeting, and interaction with the contestants and the 

elected leaders. Such election discussions and messages from the leaders or contestants are 

disseminated in the villages. These rural market centres, therefore, function as a communicator 

between the elected representatives or the contestants and the villagers. These Haats thus 

become very good medium of election campaigning. 

6.16.3 These Haats are also being used by government machinery for example Ghasipur Haat, 

Dumka can be utilised to shelter the police/troops, particularly in the rainy season. While 

discussing with the RHMC members of this Haat, it was informed that areas near to this Haat 

are highly sensitive due to the presence of LWE (Left Wing Extremism). It leads to frequent 

patrolling of para military in these areas. During the rainy season, sometimes while patrolling, 

troops used to enter the houses of villagers just to protect themselves from rain. This creates 

confusion among the left wing extremists about sympathising with police force/troops by the 

villagers. These infrastructure facilities (shades, platform, toilets, and drinking water) are 

helping the troops in their patrolling in these areas.  

Social Cohesion 

6.17 Demographically, the catchment areas of all the four Rural Haats are constituted by 

various religious and social groups. Majority of the samples beneficiaries accepted that Rural 

Haats play a key role in enhancing social cohesion and social solidarity. In the past, particularly 

during election time some of the ruckus had been created between two religious groups. Apart 

from some of these instances, no major incidents occurred in the Haats. In fact, due to the 

presence of the multi-social and religious groups in Haat, their acceptance and solidarity have 

further developed. There is no evidence of ethnocentrism and the evidence from the sample 

beneficiaries reflects that villagers believe in inclusivity and acceptance. 

Rural Haat/Marts as Tool for Women Empowerment  

6.18 In the Petarwar Mart (Bokaro), SHGs women have formed a federation constituted by 

multi-social groups. In case of any emergency like a financial crisis or health crisis, they help 
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each other. This Mart is helping in empowering women through SHGs. About 800 women are 

directly attached to this Mart. Whatever income they earn from the Haats, a chunk of it is spent 

on their children’s education. Being an active member and participating in the economic 

activities of the SHG, these women are much more empowered. The empowerment is evident 

from their active participation in household decision making process, expressing their opinion 

in the community meetings about their rights in general and gender related issues faced by 

women in particular.  

6.18.1 There is no major evidence of gender based discrimination in Haats and Marts. Women 

feel safe in the Haats as many vendors and sellers are from near to their residences and are well 

acquainted among themselves. But sometimes particularly during the rainy season due to 

dilapidated roads outside the Haats of Lakhanpur and Ghasipur (Dumka district) women had 

to take a different route passing through forest which are not safer. A proper road construction 

in these areas will help them to run their economic activities during Haat days for longer time. 
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Chapter 7 

Summary and Conclusion 

The present study attempted to evaluate the impact of Rural Haats and Marts in the state of 

Jharkhand. The study was conducted in two districts namely Dumka and Bokaro of Jharkhand 

state. A total of 4 Haats and 2 Marts were studied while interviews from a total of 82 samples 

beneficiaries (buyers and sellers) were conducted. The main objective of the present study was 

to study the impact of Rural Haats and Marts on the socio-economic condition of rural people 

in the catchment area and to identify the gaps, if any. The specific objectives of the study were 

the following: 

 To study the functioning of the existing Rural Haats and Marts. 

 To find out the problems of marketing in rural areas. 

 To assess the level of infrastructure supported by NABARD and the gaps, if any. 

 To examine the impact of Rural Haats and Marts on various stakeholders. 

 To suggest changes or requirements in our policies to make them more effective. 

 

Major Findings: 

Major findings emanating from the study are the following: 

 In all the four Rural Haats, there has been a shift in the marketing trends and patterns. 

Originally, the number of sellers was approximately 155 Tiro Haat, 270 in Araju Haat, 

280 in Ghasipur Haat and 270 in Lakhanpur Haat. The number of sellers have increased 

in the range of 3% to 11 % in the sample Rural Haats after creation of NABARD 

assisted infrastructure. The areas of the market space, product heterogeneity, and 

availability have also increased. The number of sellers from outside the nearby villages 

has also increased. Some of the sellers were found to be coming from more than 10 km. 

due to such infrastructure created. Buyers from farther distance have also started 

increasing.  However, there was no increase in catchment areas. This was mainly due 

to availability of other Rural Haats, higher transportation cost, and restriction in 

mobility due to covid-19. 

 After NABARD’s assistance, there has been increase in number of sellers by 40% (5 to 

7) in the category of those coming from a distance of 5 to 10 K.M. There was no 
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evidence of similar change among the buyers coming from a distance of more than 5 

K.M. from their residence although change was evident among those coming from 

nearby places. 

 The study witnessed a little change in the income level of the sample buyers and sellers. 

Due to upgradation of Haats, the number of buyers and sellers from the income group 

above Rs. 1,00,000 have increased by 5 percent (15 to 17 in number) and 6 percent (21 

to 23 number) respectively. Among the sellers this is mainly due to rise in demand for 

dynamic products as number of buyers in the Haats have increased.   

 In the process of infrastructure creation in Rural Haats and establishment of Rural 

Marts, non-recurring employment was generated in different sample Rural Haats and 

Marts. Short term employment for local residents was generated during construction of 

infrastructures like platforms, pathways, toilets, hand pumps, etc. and later due to 

increase in number of buyers, some of the villagers who were earlier sitting idle or 

unemployed got opportunities to start their business or to work as helping hand for the 

existing sellers. Similarly, in sample Marts, due to expansion of entrepreneurial 

activities, employment opportunities to salesperson at the Marts and SHG women also 

generated. 

 Optimum utilisation of Haat is possible with the proper maintenance of existing 

infrastructure together with road connectivity of Rural Haats. Convergence with other 

schemes like RIDF has shown better success as in the case of Araju Haat (Bokaro). 

 Haat has a multidimensional role like providing shelter for police/paramilitary 

personnel while patrolling these areas particularly during the rainy season, organising 

marriage ceremonies, space for political campaigns, meeting places to interact with 

friends and relatives from other villages, and a place for news and information 

exchange. 

 It provides a space for inclusion and promotes social cohesion among different social 

and religious groups. 

 The success of Haat depends on the collective efforts of DDM, NABARD; RHMC 

members particularly Gram panchayat head, and the beneficiaries. It was observed that 

in those Haats where gram panchayat head is active and efficient, Haat is functioning 

in a better way and benefits are more effectively realised by the stakeholders. For 
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example Araju and Lakhanpur Rural Haats, having active gram panchayat head, were 

more effective in socio economic empowerment of the rural population.  

 Both the sample Marts were found to be in better condition than the other shops in the 

surrounding areas in terms of hygiene, price, product weight, and marketing strategies. 

Buyers near Marts are getting benefits of their products in various ways i.e. better price, 

improved hygiene, home delivery facilities & improved product quality. 

 Both the sample Marts, directly and indirectly, are empowering SHGs women who are 

part of the federation. Their participation in decision making both intrahousehold and 

outside the house has increased mainly due to improved sources of livelihood. They are 

also spending their income on their children's education. 

 It was observed that there has been less expenditure on publicity of Rural Mart. More 

expenditure on publicity and awareness about it may lead to increased demand and 

sales. 

 Convergence is found to be an important factor for the success of the Mart. Both the 

Marts are run by SHGs. In Petarwar Mart, technical support and training to rear poultry 

was provided by NGO named Pradhan. So, with the financial assistance of NABARD 

and the technical support of Pradhan, SHGs women have become empowered with 

increase in their income. Agricultural and horticultural activities of these SHG women 

are also benefited by NABARD’s watershed project in this area which helps to 

supplement their income. 

 The location of both the Mart is also one of the reasons for its success. Both Marts is 

located in a prime location of the market in respective block head quarter. 

 Construction of toilets has led to increased level of hygiene in and around the Rural 

Haats. It has greatly empowered the convenience of women buyers and sellers. 

 Proper maintenance of documents, bills, and records of both the Mart are highly 

appreciated. 

Recommendations  

For Rural Haat 

Infrastructure base 
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 The length of the roof from its northern and southern sides needs to be increased by 

about a foot. During the rainy season particularly in July end and mid-august when rain 

with strong wind comes, it drenches the floor. To protect it, vendors have to put sacks 

or plastic which block the buyers’ view to the shop thus causing hindrance in the 

business. 

 More platforms with roofs are required to be constructed in the Rural Haats. Presently 

only about a quarter of the vendors in the Haats are able to get accommodated under 

this roof. More platforms with the roof can be constructed so that at least half of the 

vendors can be adjusted under the roof. 

 More pathways need to be constructed within the Haats so that it would be easier for 

the visitors during the season to move around and engage in their business.  

 Rather than putting only one large waste bin, small waste bins are required to be 

installed at different locations throughout the Haat premises. The practice of 

vermicomposting can be adopted for utilising the agricultural waste that are leftover 

after the market is closed. 

 Both cycle stand and parking facilities should be created near the Haat so that there is 

enough space for vehicles to be parked in an organised way and this will result in 

reducing chaos as well as saving time for the people to reach the Haat.  

 Each toilet must have a tap and be attached to a water tank via a motor facility. Fetching 

water from outside is not feasible in monsoon season. Lack of proper cleanliness can 

result in the dysfunction of the toilets and also a physical loss to the structure of the 

Rural Haat. Keeping in view the higher footfalls in the Rural Haats, number of toilets 

may be increased. Therefore, it is recommended to ensure that the meeting of RHMC 

is held regularly and they are paying proper attention to the administrative and logistical 

needs of the Rural Haat. RHMC should appoint someone to take care of the Rural Haat 

to give individual attention to the maintenance of the Rural Haat.  

 It was observed that the Handpump was found to be missing as it was stolen as reported 

by the RHMC, Lakhanpur Haat. Safe and potable drinking water facilities should be 

made available in the Haat area.  
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 More solar panels need be installed in Haat so that Haats can function till late in the 

evening i.e. even after the sunset. Longer hours mean more transactions and sales. In 

some places where solar light is not possible to maintain, grid-based electricity can be 

provided.  

 Proper storage facilities should be provided to local traders and farmers in or around 

the Haat area so as to minimize waste and ensure the enhancement of income to the 

vendors. Rent can also be charged for this provision. 

 A drainage system should be constructed in the Haat to prevent waterlogging during 

the monsoon season. 

 A compound wall with barbed wire fencing around the Haat area should be constructed 

so as to prevent animals to enter the Haat area. 

Selection of Beneficiaries and training 

 Presently platform space is being allotted through lottery system however in future 

RHMC should develop a more objective criteria to decide the allotment of space to the 

vendors. In this connection, RHMC may think of giving priority to those vendors whose 

products like fruits, vegetable, clothes etc. are more vulnerable that the others. 

 KVK (Krishi Vigyan Kendra) should organize its awareness programmes in these Haats 

to disseminate agriculture related knowledge and new agricultural practices among the 

farmers who visit the Haats. 

 RHMC must appoint a person to protect the infrastructure created by NABARD. 

Instances like stealing hand pumps and damaging solar lights could be avoided with 

this intervention. 

 Financial Literacy programs by Banks among vendors/farmers in Rural Haats can help 

in forging a strong relationship with banks. This may help in promoting transactions 

other than cash to bring more transparency in the transactions. The National Bank for 

Agriculture and Rural Development (NABARD) may plan to provide point-of-sale 

(PoS) machines to these vendors across villages to enable farmers to undertake cashless 

transactions.  
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 In order to record the economic transactions that have taken place, a weekly market 

report may be prepared. The information in the report may include the number of 

sellers, goods sold in the market, their price, number of stores and taxes collected, etc. 

This will help in future planning and utilisation of existing infrastructure.  

 The venue made available through this Rural Haat could be suitably utilised by Village 

Panchayat for enhancing awareness about various schemes of Central and State 

Government, need for COVID vaccination, campaign against social evils like drug 

abuse, dowry, population control, female foeticide, etc.  

 The Haats are managed by the Village Panchayats. The Panchayat should plan for 

improvement and modernisation of its infrastructure subject to its capacity to invest. 

 Rs. 10 lakh is not enough for creation of required supporting infrastructure. Therefore, 

more amount should be provided by NABARD as grant for creation of additional 

infrastructural facilities like shaded platforms, proportionate number of toilets as per 

male female ratio, functional water facilities inside toilets, fencing to prevent animal 

entry in Haats, parking facilities, etc. 

For Rural Mart 

 The selection criteria of Mart needs to be broad and priority-based. Those SHGs or 

groups need to be promoted which have less market access to sell their products and do 

not have any or having a limited source of funding.  

 Some training-based programmes or seminars can be conducted by NABARD where 

resource persons having expertise in the respective field can interact with these SHGs 

women and motivate them for their entrepreneurial activities. From time to time, 

consumer awareness programs should be organized to protect them from any kind of 

fraud, cheating, etc. 

 Both the sample Marts need to expand their entrepreneurial activities. More funds can 

be utilised to expand the Mart from the stipulated fund sanctioned by NABARD. 

Sample Marts need to diversify their products. For example, bamboo based products 

and handicrafts being utilised by tribals may be prepared by SHGs and marketed by 

them in their Marts. 
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Annexure  

Interview Schedule 

Name of the Haat/Mart- 

Existing Haat/Mart or new construction- 

Owned or leased (In case of Mart)- 

Area- 

Operated day- 

Marketing hour- 

Availability of mandatorily infrastructure components in Haat- (Platforms, Pathways, Toilets, 

Drinking water, Drainage, compounded wall/fencing, Waste disposal, Solar lighting, Notice 

Board, Storage Room/Office Space) 

Coverage of expenditure on various components in Mart (check list) 

S No Items of expenditure Maximum grant 

assistance (in lakh) 

Actual 

expenditure 

1 Rental charge for two years 2.40  

2 Salary of salesperson for two years 1.68  

3 Publicity and market promotion 0.40  

4 Solar/LED bulbs/Lanterns 0.05  

5 Statutory compliances and license fee 0.15  

6 Digital payment 0.07  

7 Grant assistance to facilitating agency 0.25  

 Total  5.00  

 

Levying fee/charge- 

Collection and use of fee- 

Year of operation-  

Presence of NABARD signboard- 

 

For Seller 

1) Name-  

2) Age- 
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3) Sex- Male   □    Female  □  Others □ 

4) Community-  Forward □  OBC  □ SC □   ST □ 

5) Religion- 

6) Educational Qualification- 

Illiterate □ Upto primary □ Upto secondary □  More than secondary □ 

7) Sources of income and average annual income- 

8) Distance from residence-  < 1 k.m. □,  1-5 k.m. □, 5-10 k.m. □, > 10 k.m. □ 

9) Cardholder – APL □ BPL □ Other  □ No Card □ 

10) Beneficiary of government programmes: 

 Yes (Name)- □ 

 No- □ 

11) Occupation 

 Principle- 

 Secondary- 

12) Source of loans (In last one year)- 

  Formal institution □ 

  Informal institution □ 

 Both □ 

 

13) What is the historical background, trends and patterns of the rural market in this area? 

14) What income do you get from this Haat/Mart annually (In Rupee)?  

< 10000 □, 10000-50000 □, 50000-100000 □, 100000-300000 □,> 300000 □ 

15) For how many years/months you have been attached to this Haat/Mart? 

16) Do you visit this Haat/Mart every day? 

 Yes □   No □ 



56 
 

17) What type of products are generally sold by you? 

18) How do you sell your produce? 

 Retail □ Wholesale □Both □ 

19) Do you sell locally made products or beneficiaries of NABARD assisted projects (In Mart)?   

       Please mentioned their name. 

20) In case of producer, how much you produce and consume goods? 

21) Where do you sell surplus produce?  

22) Have you experienced any kind of discrimination in Haat/Mart? 

   Yes   □         No  □ 

If yes, please (a) give the instance (b) who discriminated against you (c) when it occurred? 

23) In case of any discrimination or conflict in the Haat/Mart, how does it resolve? 

24) Has this Haat/Mart made any impact on social cohesion?  

   Yes  □, what is its various nature? 

 No □ 

25) How do you rate this Rural Haat/Mart? 

Location-  Good □  Satisfied   □  Unsatisfied □ 

Infrastructure-  Good  □  Satisfied    □  Unsatisfied □ 

Quality of products- Good   □  Satisfied    □  Unsatisfied □ 

Varieties of Products- Good   □  Satisfied    □  Unsatisfied □ 

Maintenance -  Good   □  Satisfied    □  Unsatisfied □ 
 

26) How much and how Haat/Mart fee is paid by you? 

27) Does this Haat/Mart get affected due to the presence of any mega market in nearby areas? 

If Yes then how? 

28) Have you been part of any other Haat/Mart before? 

Yes, what changes did you notice here?   □ 
 



57 
 

No      □    

29) How does Rural Haat Management Committee (RHMC), if any, function? 

30) Modes of Payment- Cash □,  Online □,   Any other □ 
       If not pay digitally, please mentioned the reasons. 

31) Do you have any storage place? 

Yes   □ , how much charge you pay? 

No  □ 
32) What is the approximate quantity of wastage from the Haat/Mart?  

33) What measures for publicity and market promotion have been adopted? 

34) What changes you find after this Haat/Mart got linked with NABARD? 

Variable Unit/Frequency Pre sanctioned 

situation 

Post sanctioned 

situation 

Income level from selling 

(Rs.) 

Rs./month   

Sale of products (Rs.) Rs./month   

Wastage (%) Monthly   

Change in the Price level (%) Rs./month   

Profit (%)  Monthly   

Transport cost (Rs.) Rs./month   

No. of Footfalls Per day   

No. of operational days Per month   

 

35) What are the challenges faced by you in this Haat/Mart? 

36) Do you find any negative impact from this Haat/Mart? If yes, please mentioned. 

37) What are your suggestions to strengthen this Haat/Mart? 

 

For Buyer 

1) Name- 

2) Age- 

3) Sex- Male   □    Female  □  Others □ 
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4) Community- Forward □  OBC  □ SC □   ST □ 

5) Religion- 

6) Educational Qualification- 

Illiterate □ Upto primary □ Upto secondary □  More than secondary □ 

7) Sources of income and average annual income- 

8) Distance from residence-  < 1 k.m. □,  1-5 k.m. □, 5-10 k.m. □, > 10 k.m. □ 

9) Cardholder – APL □ BPL □ Other  □ No Card □ 

10) Beneficiary of government programmes: 

 Yes (Name)- □ 

 No- □ 

11) Occupation 

 Principle- 

 Secondary- 

12) What is your annual income (In Rupee)? 

< 10000 □, 10000-50000 □, 50000-100000 □, 100000-300000 □,> 300000 □ 

13) For how many years you have been attached to this Haat/Mart? 

14) What is the historical background, trends and patterns of the rural market in this area? 

15) Do you visit this Haat/Mart every day? 

 Yes □ No □ 

 
16) Have you experienced any kind of discrimination in Haat/Mart? 

  Yes   □        No □ 

If yes, please (a) give the instance (b) who discriminated against you (c) when it occurred? 

17) How do you rate this Rural Haat/Mart? 

Location-  Good □  Satisfied   □  Unsatisfied □ 
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Infrastructure-  Good  □  Satisfied    □  Unsatisfied □ 

Cleanliness -  Good   □  Satisfied    □  Unsatisfied □ 

Varieties of products- Good   □  Satisfied    □  Unsatisfied □ 
Quality of products- Good   □  Satisfied    □  Unsatisfied □ 
18) Modes of Payment- Cash □,  Online □,   Any other □ 
If not pay digitally, please mentioned the reasons. 

19) Have you been part of any other Haat/Mart before? 

Yes, what changes did you notice here?   □ 
No      □  

20) What changes you find after this Haat/Mart got linked with NABARD? 

 

Variable Pre sanctioned 

situation 

Post sanctioned situation 

Price (Rs.)   

Product heterogeneity   

Quality of products   

Avg. visits per month   

Transport cost (Rs./month)   

 

21) What are the important commodities being demanded from and supplied to villages. 

22) What are the challenges faced by you in this Haat/Mart? 

23) Do you find any negative impact from this Haat? If yes, please mentioned. 

24) What are your suggestions to strengthen this Haat/Mart? 

 

For NABARD DDM 

1) What is the selection criteria for PIA (Project Implementing Agency)? 

2) Total amount sanctioned by NABARD to PIA- 

3) How many times this Haat/Mart has been visited by you in the last year? 

4)  How do you resolve when any complaint is raised related to Haat/Mart? 
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5) What are the existing problems in the Haat/Mart and their possible solution? 

6)  What feasible steps should be taken to upgrade and modernise the Haats/Mart? 

7) Details of infrastructure created through NABARD funds. 

8) What is done in case of expenditure exceeds the NABARD budget for Haat/Mart? 

9) Did you ever receive any complaint from Haat/Mart? 

Yes  □,  Nature of the complaint 

No  □ 

 

For PIA (Project Implementing Agency) 

 

1) Name 

2) Type-  

3) Number of villages/population under PIA- 

4) Amount spent on Rural Haat/maat- 

5) What are the steps taken to upgrade the Haat/Mart? 

6) Details of infrastructure and their cost created through NABARD funds. 

7) How much income receive through fees? 

8) What you do in case of excess or shortage of funds? 

9) How many times this Haat/Mart has been visited by you in the last year? 

10) What are your suggestions to strengthen this Haat/Mart? 

For RHMC 

1) What is the historical background, trends and patterns of the rural market in this area? 

2) Who are the members of RHMC? 

3) How many meetings are conducted in a month? 

4) What is the basis to allot stalls? 

5) What is the basis to collect the fee? 

6) What is the number of sellers in the Haat/Mart? 

7) Number of average footfalls per day in Haat/Mart- 

8) Details of total monthly income from Haat/Mart- 
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9) Details of total monthly expenditure of Haat/Mart-  

10) What percentage of different gender and social groups participate in Haat/Mart? 

11) Change in the number of women buyers and sellers in Haat/Mart after linked with 

NABARD. 

Increase□    Decrease□    No Change□ 

12) What is the mode of publicity? 

13) What changes have been noticed in annual sales turnover, income and expenditure of 

Haat/Mart after attached with NABARD? 

14) Does the PRI assist in the functioning of the Haat? What are its different roles? 

 Yes □    Sometimes □     No □ 

15) Is there any impact on buyers and sellers from outside the villages? 

16) What improvements have been made after NABARD’s support? 

17) What are steps taken by RHMC to strengthen Haat/Mart? 

18) What are the challenges faced by RHMC? 

 

 


