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Abstract - About 75% people are living in rural 

areas and are still depend on agriculture. About 43% of 

INDIAN geographical area is used for agriculture activity. 

Agriculture continues to play a major role in INDIAN 

economy. Product rate will be constant always. Agriculture 

provides food more than 1 billion people. All products will be 

able arrange in a single place. Transportation cost will be 

reduced, because it will taken care by our company. Easy to 

sale ,it reduces the risk of farmers to sale  and all the farmers 

will    get the same rate and constant rate will fixed.We are the 

first to invite the direct sales between farmer to consumer. Till 

now there is no website or application for direct contact 

between farmer and consumer. This project concept was 

completely based on the farmers struggles to sale their 

products.  
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1.INTRODUCTION : 

 
The entire world is depending on the food but it is a 

type of agricultural product . But the products bought from the 

farmers are very less according to the market rate. Efforts to 

develop agricultural marketing have, particularly in developing 

countries, intended to concentrate on a number of areas, 

specifically infrastructure development; information provision; 

training of farmers and traders in marketing and post-harvest 

issues; and support to the development of an appropriate policy 

environment. In the past, efforts were made to develop 

government-run marketing bodies but these have facilitates 

tended to become less prominent over the years .Up-to-date 

information on prices and other market factors enables farmers 

to negotiate with traders and also spatial distribution of 

products from rural areas to towns and between markets 

 

2. Body of Paper : 

Agricultural marketing plays an important role not only in 

stimulating production and consumption, but also in 

accelerating the pace of economic development. It is the most 

important multiplier of agricultural development. In the process 

of shifting from traditional to modern agriculture, marketing 

emerges as the biggest challenge because of production 

surpluses generated by the shift. Understanding Consumer 

Preferences: The success of agriculture product sales hinges on 

understanding consumer preferences. By conducting market 

research and staying attuned to consumer trends, farmers and 

producers can tailor their offerings to meet the demands of their 

target market. 

 

Fig-1: Concept Map 

http://www.uzhavan.com/
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 Selling farm produce the traditional way puts 

numerous middlemen between farmers and customers. While 

this business model remains highly profitable for retailers and 

local grocery stores, it cuts off a substantial portion of the 

farmers’ profit margins. Thus, to resolve this problem, many 

farmers are transitioning to online marketplaces and websites 

to sell organic produce. 

 

                              

 

 

Fig-2: Home Page 

 
 

Fig -3: Buy page 

 

 

 
                                   

Fig-3:Sell page 

 

 
 

Fig-4:Order details page   

 

 
 

Fig-5:Login Page 

 

 
                              Fig-6:Contact Page      

 

3. CONCLUSIONS 

 
By eliminating the intermediates our website Directly contacts 

with the farmers and our website .By creating profit for the 

farmers .Accessing with Online website so no intermediate or 

broker involves .Each and every farmer can easily access and it 

user friendly. 
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