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ABSTIdA.CT

Fish is a main consLLmption food in Sri Lanka Fish prodltction contributes 2 percent to

the lotal food production in Sri Lanl€. Batticaloa District is one of the most important

fishing areas in the Island. The fisheries sector is equally important and considered next

to the Agricultural sector in this District A Study was conducted to idcntily the

marketing channels for raw fish and problems faced by Stakeho]ders in the marketing

sYstem.

A random sample of fishermen, relailers alld wholesalcrs were studied The data was

collected from the sample stakeholders through personal interviews using a pre-tested

questionnaire. About l0 varieties of fish were being caught by llshermen and il varied

from location to location

Fish is a seasonal product; Jalilary to July is the peak season for fishing in Batticaloa

District. November and December are the olf'-season months lor fishirlg Thcre were

three types of Marketing Channels observed in Batticaloa Only 4 3 percentages of the

Fishcnngn sell iheir Fish to the consumers Most oflhem are sellingto the Retailers (82 6

percentages) and others are selling to the Wholesalers (13 percentages)'

The Marketing Margin and %Price Markup show variation among the vatieties at

clifferent locations. The srnall size vadeties show higher Marketi'g Margin than the large

The same

localions

therefore

size varieties. Marketing N&rgin varied according to the locations and varicties of fish

variety of fish shows different ToPrice tr1larkup for ditferent localions ln some

the o/oPrice Markup was higher than 100 percentage for some varieties'

the marketing agents get more profit lhan the fishermen'
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