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Maize cost of waste Maize market margin Maize marketing cost Year
14 36.0 21 1368
13 41.0 24 1369
13 46.6 27 1370
16 53.1 30 1371
15 60.4 35 1372
22 97.7 39 1373
31 93.6 45 1374
15 102.4 51 1375
11 120.9 58 1376
11 287.0 66 1377
13 300.8 75 1378

8 235.7 86 1379

7 270.2 98 1380

10 231.5 111 1381

10 216.0 126 1382

10 430.3 144 1383

9 285.0 164 1384

9 324.2 186 1385
13.17 179.6 77 Mean /,53le
18.86 300.29 127.91 ~

X +SE

7.48 58.87 26.09

Source: Agricultural Planning & Economic Research Institute
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1 - Mean Marketing Cost (MMC)
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Study of Marketing Channels and Economic Analysis of

Maize Marketing Margin in Iran

M. Hajiheidari’, A.H. Chizari  and M. Kazemnejad™

Abstract

On the basis of acreage, production and import amounts, maize is one of the strategic
products in Iran, Regarding defects of marketing system of maize, in this analysis using yearly
observations between 1368 to 1385 (18 years) and Eviews software, the marketing and
econometric model of maize marketing margin was studied. The results show that the most
important factor in the maize marketing margin is its wholesale price. Therefore, price policies
are governmental effective policies on the maize marketing margin, consequently it is necessary
that for making marketing margin equitable is done the necessary. Also the efficiency of maize
marketing system is not suitable and this has led to the increase of maize marketing margin. So,
establishment of cooperatives of crops production and distribution (consisting farmers,
wholesalers and brokers), presentation of the whole imported maize by private sector and

produced maize in the country by exchange are recommended.
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