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 د لوړو زده کړو وزارت پیغام

 

د بشر د تاریخ په مختلفو دورو کې کتاب د علم او پوهې په لاسته راوړلو، 

درسي کتېاب د صاېاب  .ساتلو او خپرولو کېې ییېر م ېم روو لوبېول  د 

اسېېاسي برخېېه يېېوړو  دېېې د ددک کېې پ د کړفړېېک پېېه لوړولېېو کېېې م ېېم 

اردښک لر . له همدپ امله د ص یوالو پړژصدو شېویو میړېاروصو، د وخېک د 

غوښتنو او د ټولنې د اړتړاوو په صظر کې صړولو سرک باید صو  درسي مواد او کتابوصېه د مصاېلړنو 

 لپارک برابر او داپ شي.

استاداصو او لړکوالاصو څخه د دړک له کومي مننه کوم دې دوامدارک دیار یېې ایتېتل  او  له ښاغلو

د کلوصو په اوږدو کې یې په خپلو اړوصدو څاصګو کې درسي کتابوصه تېللړ  او ببېاړد د ، خپې  

ء ک   د  او د پوهې موتور یې په حرکک راوست  د . له صورو ښاغلو اسېتاداصو ملي پور یې ادا

اصو څخه هم په درصښک غوښتنه کوم تر څو په خپلو اړوصدو برخو کې صېو  درسي کتابوصېه او پوه

او درسي مواد برابر او داپ ک  ، دې له داپ وروسته د ګراصو مصاېلړنو پېه واک کېې ورکې و 

شي او د ددک ک و د کړفړک په لوړولو او د علمي پروسې په پرمختګ کې یې صېک ګام اخړتت  

 و . 

و ودارت دا خپله دصدک بود دې د ګراصو مصالړنو د علمي سطصې د لوړولو لپېارک د لوړو ددک ک  

 د علومو په مختلفو رشتو کې میړار  او صو  درسي مواد برابر او داپ ک  .

څخېه  کاو دموږ همکېار یاکېی یصړې  ورد  ړټېد افغان ماشوماصو لپارک د يرمني کم ېک  په پا

 د خپرولو لپارک یې دمړنه برابرک ک ېدک.  د  کتابمننه کوم دې د 

هړله مندک یم دې صوموړپ ګټورک پروسه دوام وک   او پراختړا ومومي تر څو په صړږدپ راتلوصکې 

 کې د هر درسي مضمون لپارک لږ تر لږک یو میړار  درسي کتاب ولرو.

 

 په درصښک

 پوهنواو دوکتور فریدک مومند

 ودیرکپرسک سرد لوړو ددک ک و 

 ۶۹۳۱کاب ، 



  
 

 قدرمنو استادانو او ګرانو محصلینو!

افغانستتتاپ  تته  وننتونونتتو رتتک د درو رتتتایونو رشتتوای  او نیتتتوای  یتته یولتتو ستتتون و   تته ګ تت   د

رېتت. ی لتتو  لتتا  ستتشیر استتتاداپ او محصتتلیا نوتتتو مرلومتتالو لتته زا رستت  نتته یتتر    تته  ا   میتتتود 

او چپترونتتو   تته ګختته ازتته چتتک  ا   د  او  تته یتتا ار رتتک  تته  یتت  لتتدرلک رتتو  او یتته نغتتو رتتتایونو 

 ریفیت فولورا ي رې. ی

  رای  رایتت  يبتتي  وننتتتوپ  او ایبیتترويننګرنتتار  زوستتت  رنتتدنار  نتترا   یلتت    لتتر اوستته  تتورد متتو  د

عنوانتته م تلتتسي درو رتایونتتته د يتت   ستتاتنک  ان نیتتتر    ۲۵۰رایتت   تتون ل نیتتت  وننتتتتوپ یپتتار  

او  يبتتي DAAD  ۱۴۰يبتتي د انتتاپ د علشتتي نشټتتارلو  تتوینک  ۶۹ژورنتتایی ا او  راعتتت  ونن) تتو   اقتصتتاد 

د انتتتاي او  رتایونتتته Kinderhilfe-Afghanistan  ۹غیتتتر يبتتتي د افغتتتاپ ماستتتومانو یپتتتار  د  رمنتتتي رشېختتتک 

  شهتتتور   تتت ا فتتتدرا   تتته متتت ار  لتتتسي رتتتک د انتتتاپ  رتایونتتته DAUG  ۲افغتتاي  وننتونونتتتو  تتتوینک 

نتتتور رتایونتتته د  ۳د ستتتلواې ااتتت  او  ۱د صتتتاف  ینستتت  ی تتتوا   Afghanistan-Schulen  ۱رتتتتا  د  1رنستتتویګر   

 رانراد ادناور ینس (  ه مان مرسته چاپ رړ  د ی

 وننتونونتتو او لتتو  لتتا  ستتشېر د لتتادونک و  د   چتتک نومتتو   چتتاپ ستتو  رتایونتته د نېتتواد  ویتتو ا ونتتد  

-www.afghanistan تتو  چتتاپ ستتو  رتایونتته یتته  یلتته  تته و لتتا لوګتته وایتت  ستتو  د  ادارو او مؤسستتالو

ecampus.org ول   اڼک   ه ډاونلوډ روزی سئی 

- ۲۰۱۰دا رړنتتک  تته داستتک  تتا  رتتک لتتر د  رېتت.  چتتتک د افغانستتتاپ د یتتو و  د  رتتتتتتړو و ار  د  

 رلونو  ه مه سترالیژلت  لاپ رک راغه د  چک: (۲۰۱۴

د  رړو او د ښوونک د ښه ریفیت او  د  روونټو له د نولو  رتر  او علشتي مرلومتالو د یرایرویتو یپتار  "د یو و   

ا لنه د  چک  ه در  او  ښتو ژیو د درو رتایونو د ییټلو فرصت یرایر شي د لرلیشي نصا  د رلفورا  یپار  

  ا لتا د   یته دد امټانتالو   ته او  ښتو ژیو له د رتایونو او درو موادو ژیا   یه انگرل   ژیک   ه در 

 رله د  وننتونونو محصلیا او استاداپ نشي روزی عصر   نولو  لتا   او رتر  مرلومتالو لته زا رست   یتدا 

 رړ ی"

متتون. غتتوا و چتتک د درو رتتتایونو  تته یرایرویتتو د  د نیتتواد یتته  وننتونونتتو د  مرستتته ورتتړو او د چپختتر او 

.دوی د دد یپتتار  دا ا لنتته د  چتتک د یتتو و  د  رتتړو د موسستتالو یپتتار  یټچتتر نتتور دوراپ لتته د  تتای  ټتت  رېتت

 عنوانه درو رتایونه چاپ شيی ۱۰۰نر را   ه نا  ه 

 



لههټولولههووو اوههوونوههخه نیوو کههټوچې ههټوپههومسوکههبوخههټو ن ههوووبهه   و   ههووپههبویههو وپخه ویههټو

کنټ میههټونمههاو ونموملې هه سوما هههو ونمومهههوچههوو نههکوخکههونتولې ههکوکههو وپخه ویههټسول  هه ویولویههټونمو

 وکهه ولنهههتیورېهههتوپههن سوهوههویکوخهټومنکوپههبومههبوتنپههن وکههبوخهټوسههټوپېدېهه وکههه ونمومتموههخټومههبو و

نومیههپوخوچيو،ههوسونوههخه نیوونموو پهه ېيووخههټومنکوپههبومتپههنماوچشپنتیټههټو ومههه وکههوموول ههووخههټونومیههپو

غېههنو و نههکومونیپمنمیههټونمویت مهههوولههټووههویکو،یورمهه وپههن سورهه و ههووخههټو ههایوخههپ و   ههټوپههبون

و هوویټوخوترټوپنما

د مؤیفینتتو او زپروونټتتو یتته زتتوا  تتور   لتتار الستتت  ستتوی دی  لر تتو د رتتتایونو محتولتتا  د نړلوایتتو علشتتي  

مریتتارونو  تته استتاا یرایتتر شي  زتتو ییتتا نتتا ریتتدای شي د رتتتا   تته محتتتوی رتتک  ینتتک لیرولنتتک او 

زپتت  نیرلتتا  او نیتتورک مؤیتتسي او ستتتون د وی تتد  شي  نتتو یتته درنتتو یوستتتونټو   تته نیلتته منتتد لتتو لتتر  تتو 

 لا مون. له  ه ییټلک ی ه راویی.   لر  و  ه راللونټي چاپ رک اصلاح شيی

د دغه رتا   کمننه روو چ ډار    ه لرواا ډارتریه مشر  کاو د نغ یخکافغاپ ماسومانو یپار  د  رمني رش یه

رتایونو د  یريبيعنوانه يبي او غ ۱۴۰ وننتوپ د  ګرنارد نن لر دد مهایه یدو  ی د ړیورر لک ګښتد چاپ ی

 یازیست  دی    ر غا  ګښتچاپ ی

 & CIM  Center for International Migration( یتتته دفتتتتر او GIZ تتته  تتتانګړد لوګتتته د  تتتک ای  لتتتت  

Development تته افغانستتتاپ رتتک د رتتار  تتورد  ۲۰۱۹نتته لتتر  ۲۰۱۰یتته (   تته  چتتک  متتا یپتتار  لتتک 

    یه رومک مننه روای  نا  د  ووامټانا  یرایر رړ  

 لپلتتوا وننشتت  دو لتترد  وننتتوا  دورتتتور فرلتتد  مومنتتد  علشتتي مرتتیا د رستتت د یتتو و  د  رتتړو یتته 

 رئتتیک    د ننګرنتتار  وننتتتوپرئتتیک ا شتتد يتتاري صتتدل ي  متتان او ادار  یعبتتدایتوا  یتتازرر   یتتران ن

د  ونن)یتتو رلیستتانو او استتتادانو   تته مننتته رتتوا چتتک د رتتتایونو د چتتاپ یتتړی لتتک ن تتویک او مرستتته لتتک 

-ورد  رتتړد د ی د دغتته رتتتا  یتته مؤیتتسي   تته ډاتتر مننتتدوی تتتا او ستتتاتنه لتتک رتتوا  چتتک زپتت  د رلونتتو

 رلونو  تار لک  ه و تا لوګه ګرانو محصل نو له و اندد رړی 

  تته نتتا یرلتتا  نتتر لتتو  ټشتتت ، ع لتت   فهتتیا  بیبتتي او ف تت  ایتتر یا نشدارنګتته د دفتتتر یتته نشټتتارانو 

 مننه روا چک د رتایونو د چاپ  ه یرزه رک لک نه ستړد ریدونټک نلک  لک رړد د ی
 

 د یو و  د  رړو و ار  سلارار ډارتر لحی  وردې 

   ۲۰۱۲ مکرای   

 ۰۲۵۹۰۱۴۹۴۰   یل فوپ: د دفتر

 textbooks@afghanic.deايم  : 



 د مولف خبری:
بازارموندنه له پخوا زمانی څخه د انسانانو ترمنځ وجود درلود خو دوخت په اږدو کی مختلف شکلونه 
اختیار کړیدی په اولو وختو کی ساده شکل درلود په هر طریقه چی جنس په جنس تبادله روانه وه هغه 

هه موجوده نه وه او مارکیتنګ چا دعلم په صفت نه پیژنده با زارموندنی ښی وخت دخلکو سره کافی پو
پرمخ تللی شکل نړی ته یوه نوی راغلی فن ده پخوا تولید په ټیټه کچه کیده او کم خلک کاراوبار کاوه او 

هم دخلکو سره کومی  رڅ.و کی  نه وی. خو هغه وخت چی په نولسمه پیړی کی  ستونزیدتولیداتو په خ
وچته شوه دنړی داتو د تولید سطح اصنعتی انقلاب رامنځ ته شوی ورسره سم د صنعتی او غیر صنعتی تولی

دخرڅلاو سوړ مارکیټ په تود مارکیټ بدل شو دا وخت خلک دخپلو محصولاتو دخرڅلاو له ستونزی سره 
مخامخ شول دوی دخپل مشکل دحل په موخه د مشتریانو تقاضا مطالعه کړه په مشتریانو تاثیر اچوونکی 

یواځی د تولید د ساحی لپاره نه بلکه هغه خلک چی  فکتورونه چی مطالعه کړل دوی پیدا کړه چی تولیدات
هم دوی تولید ته اړتیا لری له دی وروسته بازارموندنه خپل د تکامل لړی  د تولید د ساحی څخه لری دی 

 په چټکی سره پیل کړه او دوخت په تیریدو سره تر نن پرمخ تللی حالت ته راورسیده.

( کال د احصایی له مخی کرنه د هیواد په داخلی نا خالصه ۱۰،۲۰،۲۰۱۱افغانستان یو کرنیز هیواد دی د )
په کال خلک مصروفیت لری  %60په دغه سکتور کی تخمین رول لری چی  %28عاید کی 

  %4) میلیون دالر وو چی د صادراتو(  ۵،۳۳( کی د افغانستان د قانوی صادارتو انداره ۱۰،۲۰،۲۰۱۱)
او   %6پوستکی   %7تازه میوی   %8 وړی  %10ټی طبی بو %27عمده برخه یی قالین، وچی میوی 

 تشکیلوی.  %4نور مواد 

 ۱۰،۲۰،۲۰۱۱افغانستان په کرنه کی زیات متکی دی زیاته اتکا په غلو دانو باندی کیږی کوم چی په کال 
برخه تشکیلوی، میوه جات، سبزیجات، اود حیوانی تولیدات دهیواد مهم   %77غلی دانی د مارکیټ 

 اقتصادی برخه تشکیلوی.

مارکیټ کی د افغانی تولیداتو لپاره خاصتآ وچو میوو او مغزیاتو لپاره قوی تقاضا شتون لری د افغانستان 
هیوادونو ته ډیر له موسمی م سایلو سره مخامخ دی د تولیداتو مارکیټ د تجارت په ساحه کی نسبت نورو 

یعنی د کال په اږدو کی خپل محصول په مسلسل ډول نشی عرضه کولای او همدارنګه افغانی صادارتی 
بین المللی تجارتی موسسه ده صحی تصدیق ترلاسه کړی څخه چی یو با اعتیباره  (WTO)ټوکی باید د 

 ترڅو عربی او اروپایی مارکیټونو ته لاره پیدا کړی.

د هیواد د ننه جغرافیوی موقیعت، پیچومو او لازم ترانسپورتی سهولتونه د نه موجودیت له  متاسفانه مونږ
کبله ډیری ستونزی لرو زمونږ هیواد د پاکستان سره د تورخم بندر، سپین بولدک بندرونه له ایران سره د 

او له ترکمنستان د اسلام قلعه بندر، له تاجکستان سره د شیرخان بندر، له ازبکستان سره د حیرتان بندر 
 تروغنډی بندر سره ګډ پولی لرو.

هیوادونه ایران او منځنی آسیا  هند، جاپان، امریکا، خلیج  هیوادونو سره لکه پاکستان،  افغانستان ګډ شمیر 
هیوادونو سره تجارتی اړیکی لری. قوی تجارتی اړیکی زمونږ پاکستان هیواد سره دی چی ددغه هیواد 

وړی، سمنت، ادویه جات او نور شیان واردو او زمونږ صادرات ذکر شوی غڅخه مونږ وړه، وریجی، 



هیوادونو ته انګور، ممیز، بادام، پسته، تازه او وچ سبزیجات، څارویو پوستکی او دولمی قالین، قرقل 
 پوستکی ، طبی ادویه جات او داسی نور شیان تشکیلوی.

نی پټلی دتیریدو امکانات لری چی د تجارتی او لکه چی لیدل کیږی افغانستان له اتو لارو څخه دا اوسپ
 اقتصادی له لحاظ ډیری ارزښت لری لکه:

 د بدخشان له لیاری چین هیواد ته  -１

هیواد ته  -２  دتورخم له لیاری پاکستان 
هاټ ته -３  دخوست له لیاری کو

 دکندهار له لیاری کویټی ته -４
 دنیمروز له لیاری زاهدان ایران ته -５

 دهرات له لیاری مشهد ښارته  -６
هیواد ته د -７  مزارشریف له لیاری ترمز ښار ازبکستان 
 د شیر خان بندر له لیاری تاجکستان هیواد ته -８

 چی ددغه پټلیو په تمدیدو سره زمونږ تجارتی ستونزی تر زیات ممکن حد پوری مرفوع کیږی.

 

 په درناوی

هاند محمد طیب   پو
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classes Income per month % of income spendingin 
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Monthly consumption in 
food in AFS 
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Rich 80,000/AFS 37.5% 30,000/AFS 

Upper 200,000/AFS 22.5% 45,000/AFS 
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C  کيلو �رام  400د فيصدی پھ لحاظ: پھ زر کليلو �رام کیselect  

Select = 1000 = 400 

100 = x 

� �
100	�	400
1000 � 40% 

 ������ �
���	�	���

����
�     midgetکيلو �رام   300پھ زر کيلو �رام کی 30%

 ����� �
���	�	���
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Rise and fall of demand:

 Rise and fall of demand

–

١

٢

٣ 

B– ) دتوليدی موادو مصارفcost of Production(: -  که چيری دتوليدی موادو نرخ لکه

سره تخم، ادويه، اوبه، بشری قواو مزد لوړوی توليد چی لاس ته رازی نرخ يی لوړوی او عرضه 

به نظر کی نيسی او جنس مارکيت ته عرضه کوی احيانآ که عرضه کوونکی کوونکی نا�زير خپل ��ه 

جنس په نازل قيمت مارکيت ته عرضه کړی پدی صورت کی دوی ��ه نشی کولای اوددی سبب کيږی 

 چی ددوی فعاليتونه تقويط سره مواجه شی اونور توليدی فعاليتونه ونکړی.

Technologyو �ه توليد په عرضه کولو کی رول لری. که : تکنالوژي ديو عمده عامل په تو�ه دي

چيری زوړ تکنالوژي فعاليت وکړی نشی کولای چی د مشتری تقاضا مرفوع کړی اوھمدارن�ه 

مصارف دفابريکی به زيات شی نوی تکنالوژی ديوی خوا جنس مطابق دمشتری دميل اودبلی خوا په 

  سرعت او ارزانه کار سرته رسوی.

  

D دنورو اجناسو نرخونھ :he prices of other goodst که چيری دغوايی غو�ه په مارکيت کی :

صعود وکړی دغو�ين غوايانو په تربيه کی توجه معطوف کيږی پدی صورت مولدين غواړی چی دغنم 

او پسونو په تربيه کی سرمايه �ذاری وکړی. زياتوالی دغوايی غو�ی ته توليدی کی دنورو کرنيزو 

  کيږی او بز�رانو په نورو برخو کی سرمايه �ذاری کوی.محصولاتو دکم عرضه کولو سبب 

  )Price determinationدنرخونو تثبيت (

 دعرضی او تقاضا د منحني دتقاطع �خه نرخ معادل او مقدار معادل معلوميږی  -１

 بدلون په عرضه او تقاضا نوی نرخ معادل ترلاسه کيږی -２

 بدلون په تقاضا کی دتقاضا دمنحنی حرکت په واسطه �ودل کيږی  -３

 بدلون په مقدار دعرضه دعرضي دمنحنی دحرکت په نتيجه کی معلوميږی -４
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�نه جنس عرضه کوونکی  (2)�نه ده م�ر په دغه نرخ يوا�ي  (12)وی جنس لپاره تقاضا  (2)$دجدول په ملاحظه کله چی نرخ  �

يا (اضافی  Excess of demandمارکيت ته عرضه کوی، بنآ تقاضا زيات ده او مقدار دعرضه کم دی چی دغه حالت ته 

 تقاضا) وايی چی په دغه حالت کی دجنس کمبود به مارکيت کی محسوس کيږي.
 

چی نرخ لوړ ده م�ر عرضه کوونکی غواړی چی ) ديو واحد قيمت �ودل شوی وی خريدار جنس نه اخلی �که 10$که چيری نرخ ( �

�نه جنس مارکيت ته عرضه کړی په دی وخت کی مقدار دعرضه زيات او مقدار دتقاضا ډير کم ده چی دغه حالت ته  (10)په دغه نرخ 

)Excess of supply (دعرضی اضافه والی وايی) ((10) .نه بی له فروش �خه به مارکيت پاتی کيږي� 

فی تن ده چی پدی نرخ عرضه کوونکی او مصرف کوونکی توافق ته رسيږی چی نه کمبود اونه اضافه والی  (6$)يوا�نی نرخ  �

  ھم وايي. Market Clearingدجنس په مارکيت کی محسوس کيږی چی ديته 

  :Change in demand and supplyبدلون پھ عرضھ او تقاضا 

کله چی نرخ صعود او يا نزول کيو په مقدار دعرضه او مقدار دتقاضا کی �ه بدلون به نرخ د تقاضا او دعرضی دبدلون سبب کيږي يعنی  �

  بدلون رامن� ته کيږی.

  عايد، مصارف دتوليد دلاندی بدلون سبب کيږي: بدلون پھ نورو متحولو عواملو کی لکھ

 په عرضه او تقاضا کی زياتوالی او کموالی رامن� ته کيږي �

 تغير ورکوی يعنی داصلی �ای �خه چپ طرف ته يا �ی طرف ته حرکت کوی.دعرضی او تقاضا منحني خپل موقيعت ته  �

Price ($)   Quantity demanded (Ton)   Quantity 

supplied (Ton) 

2 ………………………………………………………….. 12 Ton      2 Ton  

4…………………………………………………………… 9 Ton       4 Ton 

6 ………………………………………………………….. 6 Ton      6 Ton 

8 …………………………………………………………… 3 Ton      8 Ton  

10 …………………………………………………………. 0 Ton     10 

Ton   

  Price              Supply Curve  

10       

8 

6 

4 

2         Demand Curve 

     0        2        4        6        8        10     12            Q 
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که چيری دمستهلک په عايد کی زياتوالی راشی ددی سبب کيږی چی مقدار دتقاضا نارمل اجناسو لپاره زياتيږي چی دتقاضا منحنی  �

ضا منحني داصلی �ای �خه چپ طرف داصلی منحنی �خه �ی طرف ته حرکت کوی اوکه چيری دمستهلک په عايد کی کموالی راشي دتقا

 ته حرکت کوی �ي طرف ته حرکت دتقاضا زياتوالی او چپ طرف ته حرکت دتقاضا دکموالی سبب کيږي.

  

  

 

 

 

  

  

  

  
 

  (B)ش 

 

 

 

 

 

 

 

 )C(  

  

  

 

 

 

  

Price $  Quantity demand (Ton)  Quantity supplied 

(Ton) 

30………………………………… 20 Ton   70 Ton  

20………………………………… 50 Ton    50 Ton 

10………………………………..  80 Ton    30 Ton  

  دجدول پھ ملاحظھ: 

 دعرضی او تقاضا منحني رسم کړی-

 نرخ معادل پيداکړی-

  P 

               S 

 

F 

E 

 

          D2  D1 

0                        A           B  Q 

 

    S1 

F    S2 

E 

 

                    D 

0          A          B        
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ته لوړ شويدی  P2او  P1ته کو�ښ لری او نرخونه ده  D2�خه  D1کی دتقاضا منحني د  (A)په اول شکل 

ته زيات شويدی يعنی دعايد په لوړيدو سره دجنس نرخ صعود کوی او  Q2�خه  Q1او مقدار دفروشات د 

  فروشات حجم ھم زياتيږي.

 TVمارکيت ته معرفی کړ چي دزوړ ماډل  TVکی دتلويزون جوړولو فابريکی نوی ماډل  (B)په دوھم شکل 

 D2�خه  D1د  لپاره باالکل کم شو او منحنی دتقاضا TVفروشات کاملآ �کته راغی او مقدار دتقاضا دزاړه 

�خه  OFته �کته شو او نرخونه د  OA�خه  OBته يعنی چپ طرف ته حرکت وکړ او مقدار فروشات د 

OE .ته نزول وکړ  

زيات مارکيت ته وړاندی کړ چي په نتيجه کی مقدار  TVدتلويزيون کارخانی نوی ماډل  (C)په دريم شکل 

  ته �کته راغی  OE�خه  OFنه د ته زيات شو او نرخو OB�خه  OAفروشات زيات شو يعنی د 

دواړه دعرضی او تقاضا منحني �ی طرف ته حرکت وکړ چي دا �ر�ندوی چي مقدار  (D)په �لورم شکل 

  زيات شويدی او دنرخونو په صعود اونزول کی کوم بدلون ندی راغلي. TVفروشات د 

Marketing Equilibrium & Elasticity of supply and Demand  

 QD=QS

١Stable Equilibrium 

٢Unstable Equilibrium

Stable Equilibrium

:Un stable equilibrium  
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 Price = Cost+ Benefit

 

١

٢

٣

۴

١

٢

٣

۴

５-  

Demand Determination

٠ ۵٠

٠ ٢٠

 نرخ

 تقاضا نرخ

 تقاضا
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٠ ١٠۵٠۵٠

٠ ٠۵ 

No.of bottle bought (soft drink Fanta) 

Price in Af/bottle 

100Afs                    x bottle 

50 ⸗                 2 bottles 

20 ⸗                 10 bottles 

10 ⸗                 15 bottles 

5 ⸗                   20 bottles 

١٠٠

۵٠

٢٠١٠

١٠١۵

۵٢٠

10020

 

Total amount of money spent  Total bottle bought at each price  Price $/bottle  

0 

P1xQ1 = 0.50 * 2 = $ 1:00 

P2xQ2 = 0.20 * 10 = $ 2:00 

P3xQ3 = 0.10 * 15 = $ 1.50 

P4xQ4 = 0.05 * 20 = $ 1:00  

0 

2 

10 

15 

20  

$ 1:00  

$ 0.50  

$ 0.20  

$0.10  

$0.05   

Net Ravenue  Total cost  Total sale  Quantity sold  

$ 1 – 0.10=$ .90 

$ 2 – 0.50=$ 1.5  

0.05*2= $ .10 

0.05*10=$ .50  

2 bottle*0.50=$1:00 

10 bottle*0.20=$2:00  

$ 0.50 

$ .20  

$ .15 whole sale 
price  

NR  TC  TR  Sold Quantity  

  1  $ 0.30 = $ .70 

2  $ 1.5 = $ .50  

2*.15=$.30 

10*.15=$1.50  

2 bottle=0.50*2=$ 1:00 

10 bottle=0.20*10=$ 2:00  

$  0.50 

$ 0.20   

 

PED = 
%	∆�
%	∆�

�	  

%∆� � 	
�� �	��
��

	� ��� � 

%	∆� � 	
�� �	��

��
	� ��� � 
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 100Afs TR 

A50 Afs  2 bottles    P×Q= 50x2 =100Af    

       20 Afs                         10 bottles   P×Q= 20x10= 200Af 

 TR 

B     10Af               15bottles   P×Q = 10x15=150Af 

       5Af   20 bottles   P×Q = 5x20 = 100Af 

 

۵٠٢٠۶٠٢

١٠۴٠٠۶ ۶ 

%ΔQ = 400% 

%ΔP = 60%PED = %ΔQ/%ΔP = 400%/60% = 6.6 

Elastic Demand

6.6% 

١٠۵١۵٢٠

٣٣ ۵۵٠

33.5%ΔQ = 

%ΔP = 50%  PED = %ΔQ/%ΔP = 33.5%/50%= 0.66% 
۶۶٠In Elastic 

۶۶٠

١

٢

٣

Δ 50% 

Δ 60% 
Δ 400% 

Δ 33.5% 
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٣٠٠

 

٢٠٠

۵٠

١٠

Proft maximizing Principle 
 

 
 

 

  

Feed 

Consurned 

Lbs (vs) 

Total 

Milk 
product 
per year 

Lbs 

TP 

Marginal 

Physical 

Product 

Lbs 

Mp 

Marginal 

Cost $ 

Per pound 

Mc 

Marginal 

Revenue 

Of output$ 
NR 

TC 
$ 

TR 
$ 

NR 
$ 

500 Lbs 500Lbs -- -- -- $65 $200 $135 
600 Lbs 5800⸗ 800Lb 0038$ .04 68 232 164 

700⸗ 6500⸗ 700⸗ $.0042 .04 71 260 189 
800⸗ 7100⸗ 600⸗ $.0050 .04 74 284 210 
900⸗ 7600⸗ 500⸗ $.0060 .04 77 304 227 
1000⸗ 8000⸗ 400⸗ $.0075 .04 80 320 240 
1100⸗ 8300⸗ 300⸗ $.0100 0.4C 83 332 249 
1200⸗ 8500⸗ 200⸗ $.0150 .04 86 340 254 

  1300⸗ 8600⸗ 100⸗ $.0300 .04 89 344 255 
  1400⸗ 8650⸗ 50⸗ $.0600 .04 92 346 254 
  1500⸗ 8675⸗ 25⸗ $.1200 .04 95 347 252 

One unit Vc= $ 03   x= 15 

500 V = x 

Fc + Vc = Tc 

50+15=$65 

NR =TR –TC  

 $ 135 = 200 – 65 

 

1- 100 # feed price = 3$ 

2- 100 # milk = 4$ 

FC = 50$ 

One  ton = 2000 LBS 
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١٣٠٠

Mc<Mr Mc>Mr ٨۶٠٠ TC, TR

(255)$ 1300

8600

 

 

 (cost and income analysis)دعاید او مصرف تحلیل 

 

 FC = 20 AFs VC = 5 AFs          output (Y) = 2AFs/kg  

 

 

 

 

 

NR 

Afs  

TR 

Afs  

TC 

Afs  

FC 

Afs  

VC 

Afs  

Y 

Kg  

X 

Kg  

-20  
0 

  
20  20  0  0  

0 
 
  

-10  10  25  20  5  5  1  
-2  28  30  20  10  14  2  
+7  42  35  20  15  21  3  
12  52  40  20  20  26  4  
15  60  45  20  25  30  5  
16  66  50  20  30  33  6  
15  70  55  20  35  35  7  
12  72  60  20  40  36  8  
5  70  65  20  45  35  9  
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Elasticity of supply and Demand  

 

١price Elasticity of Demand  

= 
	 	 	 	 	 	

	 	 	 	
� 

%∆�
%∆�

  PED 

30%20%

 

PEd =  
%∆�
%∆�

 = 
��%
��%

 = 
��

��
 = 
�

�
 = 0.66%  

1%0.66%

١Elastic demand

٢In Elastic demand

٣Unitary Elastic demand

Ed = 
%∆�
%∆�

 = 
�����

�����
 X 

�����

�����
 ……I 

Ed = 
%∆�
%∆�

 = 
∆�
∆�

 X = 
�������/�
�������/�

 …….II         
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١  - Elastic demand:  

١%	∆	� � %∆�

10% 15%

PED =  
��%
��%

%∆�
%∆�

= 1.5 

٢ -inelastic Demand   

(0,+1)(0,1)

%	∆	� � %∆�

10%15%0.66== 
��%

��%

%∆�
%∆�

 PED

٢Ed≤1(0,66)

٣- :unitary Elastic demand  

١(+1,1)

10%

10%

PED = 
%∆�
%∆�

 = 
��%
��%

  1.   %	∆� � 	%∆� 
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25202000

2200 

PEd = 
�����

�����
 X 

�����

�����
 

Ed = 
���������

���������
 X 

�����

�����
 = 

���

����
 X 

��

��
 = 0.42  

=  0,42%

+11

%∆� ≥ %∆P  

≤ %∆�(0,1_0,+1)%	∆�

Q= %∆��(1   +1) / (%	∆

Ed = 
%∆�
%∆�

 = 
�����

�����
 X 

�����

�����
 ……I 

Ed = 
%∆�
%∆�

 = 
∆�
∆�

 X = 
�������/�
�������/�

 …….II  

Ed = 
%∆�
%∆�

 = 
�����

�����
 X 

�����

�����
 ……I 

Ed = 
���������

���������
 X 

�����

�����
 = 

���

����
 X 

��

��
 =  0.42%      In Elastic demand  

= %  0.42  

Ed = 
%∆�
%∆�

 = 
∆�
∆�

 X 
�������/�
�������/�

 = ………II 

∆Q = Q2 – Q1 = 2200 – 2000 = 200 

∆P = p2 – p1 = 20 – 25 =  5 

=  
���

�	�
 X 

�������/�
�����������/�

 = 
���

��
 x 

��.�
����

 = 
����

�����
 =  0.42  

B
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	بدلون		دتقاضاپه	فيصد	  
	بدلون	د	عايد	په	فيصد

 =   
	%∆�
%∆�

  =   

  

EI = 
�����

�����
�
�����

�����
 

١         %QI         % ∆Q ≥  

                    15%        10% 

٢  EI ≤ 1   %∆Q≤           % ∆I 

 5%            10% 

٣  %∆Q = %∆I   = 1  

10%     10%                                               

 

Unitary Demand Inelastic DemandElastic Demand

%∆Q = %∆I 

 

%∆Q ≤ %∆I  ∆%∆Q ≥ %∆I  

EI = 1 

  
EI ≤ 1  EI ≥ 1  

EPY= 
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١(Elastic Supply)

٢(Inelastic Supply)

٣(Unitary Supply)

Esp = 
�����

�����
 X 

�����

�����
  

Unitary elastic supply Inelastic supply  Elastic supply  

%∆Q =     %∆P 

10%          10% 

Es = 1 

± 1  

%∆Q   ≤   %∆P 

10%         10% 

Es = ≤ 1 

0.66%  

∆Q ≥  % ∆P 

15%      10% 

  دعرضهضريب ارتجاعيت 
Es = ≥ 1 

= 1.5% 

 

١

Esi = 
%∆�
%∆�

          Esi = % ∆Q ≥     %∆I 

15%        10% 

٢

Esi = % ∆Q ≤ %∆I 

           5%      10% 

Esi = 
�����

�����
 X 

�����

�����
  

 

 



 

 

 

 
  

   
٦٨ 

 

٣

Esi = % ∆Q =   %∆I 

          10%     10%      

Cross Elasticity:

Cross Elasticity = �
�����

�����
� X �

�����

�����
�  

120 AF200 AF

1000(800) 

160 AF250 AF

800900

P1 = 200 Af/kg               p1= 120 Af/kg             Q1 = 1000 �نه                     Q1=800 �نه 

P2 = 250 Af/kg             p2= 160 Af/kg             Q2 = 800 �نه                          Q2= 900 �نه 

Cross Elasticity = 
�����

�����
 x 

�����

�����
 = 

�������

�������
 x 

�������

�������
 = 

���

����
 x 

���

��
 = 

��

��
 = 0.5% 

                     Q= Beef 

P= Mutton        

                             Q1 = 800 Ton 

                             Q2 = 900 Ton 

                              P1 = 200 

                               P2 = 250 

  زيات ده %0.52 تقاضا دغوايی غو�ی لپاره د پسه دغو�ی په نسبت 
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Ed=  
∆�

�����/�
�	

∆�
�����/�

  

�1 ��2
2  

�1� �2
2  

Q∆  Q1  P∆  P1  

 

��

�
� �

�
 = 

��

�
 x 

�

�
 = 

��

��
 = 5 

Elastic = Ed= ≥ 1  

0� 10
2 � 5 

6� 4
2 � 5 

10  0  2  6  

 

��

��
 ÷
�

�
 = 

��

��
 x 

�

�
 = 

��

��
 = 1 

Unitary Ed= 1  

10� 20
2 � 15 

4� 2
2 � 3 

10  10  2  4  

 

��

��
 ÷ 

�

�
 = 

��

��
 x 

�

�
 = 

��

��
 = 

�

�
 

Inelastic Ed ≤ 1  

20� 30
2 � 25 

2� 0
2 � 1 

10  20  2  2  

 

:Perfect Elastic Demand

:Perfect Inelastic Demand

1. Elastic demand = %∆Q≥ %∆P    Ed≥ ( more then +1, less then 1) 

2. Inelastic demand = %∆Q≤  %∆P Ed ≤ (0,+1,  0,1) 

3. Unitary demand = %∆Q  %∆P Ed= 1(+1    1)              P                D/S 

4. Perfect elastic demand= Ed = a 

5. Perfect inelastic demand = Ed = 0                                                        perfect  

Ed= Ed= 
%∆�
%∆�

 x 
�

�
 = ∞          

عدد

صفر
= ∞

صفر

عدد
= 0 

 
 
 
 
 

 

 

100 
Q 

  Perfect Elastic  

 

P D/S 

Inelastic  

Q 
50 100	 150 
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1 ton = 2000 Lbs                                            100# Milk price = 4$ 

             Price of 1# Milk = 0.04$ 

Fc = 50$             price of 1# Feed = 0. 03 

         

١1300(8600)

–AMc MrMcMA

 MP1P= ∆Y MC= 
���

��
 MR = 

∆��
∆�

 Fc + Vc Py (y) TR –Tc 

VC 

Lbs (x)  

Lbs (y) 

Y(TPP) 

 

Lbs(MP) 

 

MPP $(MC) $ (MR) 

$ (TC) $(TR( 

$(NR) 

500 5000    65 200 135 

164 232 68 .0400 .0038 800 5800 600 

189 260 71 .0400 .0042 700 6500 700 

210 284 74 .0400 .0050 600 7100 800 

227 304 77 .0400 .0060 500 7600 900 

240 320 80 .0400 .0075 400 8000 1000 

249 332 83 .0400 .100 300 8300 1100 

254 340 86 .0400 .0150 200 8500 1200 

255 344 89 .0400 .0300 100 8600 1300 

254 346 92 .0400 .0600 50 8680 1400 

252 347 92 .0400 .1200 25 8675 1500 

100 # Feed = $3 
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٢TCTR255$1300

898600344$

١Stable Equilibrium

٢Un – Stable Equilibrium:

 = Qdx)(1000)لومړي سوال:

12 – 2px)(100) (Qsx = 20 px)

a x 

b 

 

Qdx = (12 – 2px) (100)                     Qsx = 20 px (100) 

Price of X Qdx (1000)  QSx (100)  

1     (12 – 2x1) (1000) = 10000 kg (20x1)(100) = 2000 kg 

2  (12 – 2x2) (1000) = 8000 kg (20x2)(100) = 4000 kg 

3 (12 – 2x3) (1000) = 6000 kg (20x3)(100) = 6000 kg 

4 (12 – 2x4) (1000) = 4000 kg (20x4)(100) = 8000 kg 

5 (12 – 2x5) (1000) = 2000 kg (20x5)(100) = 10000 kg 

6       (12 – 2x6) (1000) = 0kg (20x6)(100) = 12000 kg 

7   (12 – 2x7) (1000) =  2000 kg (20x7)(100) = 14000 kg 

   

8   (12 – 2x8) (1000) =  4000 kg (20x8)(100) = 16000 kg 
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  (Qdx = 94 – 50 p)م سوال:هدو

Qsx = 18+6P  

  

a  

b (QS’=  74+6p) 

c  

 x(Qdx ۵٠٠ م سوال:يدر

= 60 – 6px)۵٠x’QS = 90 px

a x

 

b ٢(Subsidy)

 

c ١ 

  

Supply Curv

Demand Curve 

Scarcity 4000 

Surplus ( 2000) 

Eg. price 

P 

8 

7 

6 

5 

4 

3 

2 

1 

Q 
4000 3000 2000 1000 +1000 +2000 +300 +4000 +5000 +6000 +7000 +8000 +9000 +10000 +11000 +12000 +13000 

   

+14000 +15000 +16000 
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:Price Elasticity  

 

Price elasticity of demand (PED) = 
%∆	��	���	������
%∆	��	�	��	��������

 

Price elasticity of demand (PED) = 
%∆	��	���	������
%∆	��	�	��	��������

 

 

        Q = Quality     
�����

��
 x 100   

∆�	
��
	�	100= 

∆�
�
	�	

�

∆�
  

        P = Price    
�����

��
 x 100  

∆�
��

 x 100 

        = Difference (change) ∆    

        % = Percentage    

Price of X QDx   

    QDX = 60 – 6px (500) 

QSx     

    QSx = 90 px (50) 

1 (606x1)(500) = 27000 kg (90x1) (50) = 4500 kg 

2 (606x2)(500)= 24000 kg (90x2) (50) = 9000 kg 

3 (606x3)(500)=21000 kg (90x3) (50) = 13500 kg 

4 (606x4)(500)=18000 kg (90x4) (50) = 18000 kg 

5 (606x5)(500)=15000 kg (90x5) (50) = 22500 kg 

6 (606x6)(500)= 12000 kg  (90x6) (50) = 27000 kg 

7 (606x7)(500)=9000 kg (90x7) (50) = 31500 kg 

8 (606x8)(500)=6000 kg (90x8) (50) = 36000 kg 

9 (606x9)(500)=3000 kg (90x9) (50) = 40500 kg 

10 (606x10)(500)=صفر kg (90x10) (50) = 45000 kg 
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Negative Sign

١In Elastic

٢Elastic

٣١Unitary Elasticity

۴ARC Elasticity

١٢٢١

ARC Elasticity

  x 
�����

�����
= ()

∆�
∆�

١٢ 

ARC Elasticity : the coefficient of price elastic between two points on demand curve 

Formula: 
∆�
∆�

 x 
��

��
 

Point A B 

PX $ 6 5$ 

Qdx 2000 kg 2500 kg 

ARC Elasticity : the coefficient of price elastic between two points on demand curve 

Formula: 
∆�
∆�

 x 
��

��
 

Point A B 

PX $ 6 5$ 

Qdx 2000 kg 2500 kg 

ARC Elasticity : the coefficient of price elastic between two points on demand curve 

Formula: 
∆�
∆�

 x 
��

��
 

Point A B 

PX $ 6 5$ 

Qdx 2000 kg 2500 kg 
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ARC Elasticity : the coefficient of price elastic between two points on demand curve 

Formula: 
∆�
∆�

 x 
��

��
 

Point A B 

PX $ 6 5$ 

Qdx 2000 kg 2500 kg 

 

1 Point Elasticity 

Point Elasticity = 
�����	�������	��	������	

�����	�������	��	������
 

Type of Price Elasticities: 

1. Perfectly elastic or infinite elastic 

 

EP = ∞                  p    

         R 

         I 

         C 

         E 

      Quantity 

٢- Perfection Elastic or Zero Elastic:

EP =                                                 p 

             R 

                        I 

             C 

              E                                             

         Quantity 
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٣- ityUnit Elastic:∆  -  ÷∆  له تقاضا سره  

EP = 1 

      P 

      R 

      I 

      C 

        Quantity  

۴-   Relatively Elastic :%∆  in price   ≥ % ∆Q 

       

      P 

      R 

      I 

      C 

      E                                                                EP ≥ 1v 

                                                                                                           Quantity 

۵-∆  in price ≤ % ∆Q  :Relatively in – Elastic  

EP ≤ 1 

      P 

      R 

      I 

      C 

      E 

Problem 

١BDDB 

 

Quantity 
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Point A B C D E F G H I 

Price in Afs 8 7 6 5 4 3 2 1 0 

Q in kg 0 1000 2000 3000 4000 5000 6000 7000 8000 

 

٢

Point A B C D E F G 

Px 6 5 4 3 2 1 0 

Qdx 0 2500 5000 7500 10000 12500 15000 

 

a  

b BD,E 

c AG 

d ARC 

٣x

Qdx = 12 – 2px 

A functionpx = 1,2,3,4,5,6,7,8

B range(Ep ≥ 1)(Ep = 1)Ep ≤ 1

 

 

 

Income Elasticity & cross Elasticity

A– د په اړونديت دعايدتقاضا ارتجاع

Ei = Income Elasticity = 
%∆	��	�	��	������	

%	∆	��	������
�

∆���
∆�
� 	

�

���
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Qdx = Quality of demand for X commodity or 
∆���	
∆�

 x 
�	

���
 

1 = income  

∆ = change 

% = Percentage  

�  

� (0 – 1)

 

� (Lux) 

B–Cross Elasticity of demand

Cross Elasticity Exo = 
∆	�����	
%	∆	�	���

 x 
��	

��	���
  or Ex = 

�����	

�����
 ÷ 

�����	

�����
 

Exo = 
�������	������	��	�������	��������	���	������������		

�������	������	��	�����	���	������������	
 = 

%∆���	
%∆��

 x 
��	

���
 

Q1 = 800 kg (X) 

Q2= 900 kg 

P1 = 200 AFs/ kg (O) 

 

P2 = 300 AFS/kg 

 

∆Q = Q2 – Q1 = 900 800 = 100 

∆% Q = 
∆�
�

 x 100 = 
���	

���
 x 100 = 12.5% 

∆P = P2P1 = 300 200 = 100 

 

∆% Q 
∆�
�

 x 100 = 
���	

���
 x 100 = 50% 

 

 

  

Income/month in Afs Qdx %∆   of Qdx %∆ in 
income 
 

EI Type of good 

8000 5 kg 100% 50% 2% Luxury  

12000 10 kg     

16000 15 kg  

 

   

20000 18 kg  

 

   

24000 20 kg  

 

   

28000 19 kg     

32000 18 kg     
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If co – efficient of income elasticity is () = good inferior  

If co – efficient of income elasticity is (01) = Normal                       
∆���	
���

 x 100 

If co efficient of income elasticity is (1) = Luxury                                 
∆	�	
�

 x 100 

%	∆Q �
Q��Q�

Q�
	� 100 �

10 � 5
5 	� 100 � 100	% 

%	∆P �	
I��I�
I 	� 100 �	

12000� 8000
8000 	� 100 � 50	% 

Ei � 	
∆Qdx
∆I �	

100
50 � 2 

(X)(O)(X)(Z)

(a)(b)  

QED = 
∆���	
∆��

 x 
��	

���
 

 

 

 
Table (A) 

Commodity  

 

Before After 

Price of cup/Afs Quality 
Cup/month 

Price Afs/cup  Quality cup/month 

Coffee (O) 8 30 7 45 

Tea (X) 5 20 5 15 

 
Table (B) 

Commodity 

 

Before After 

Price of cup/Afs Quality Cup/month Price Afs/cup Quality cup/month 

Coffee (O) 

 

6 15 7 13 

Tea (X) 

 

3 12 2 10 

 
price elasticity of demand 

� 15%0.92x15 = 13.8% 



 

 

 

 

  

   

٨٠ 

 

� 15%0.3x15= 4.6% 

� 15%0.31x15 = 4.65% 

� 15%1.20x15 = 18 

� 15%2.27x15= 34% 

� Cross Elasticity of demand 

� 15%0.28x15= 4.2 

� Butter15%0.76x15=10.05 

� 15%0.61x15=9.15 

� 15%0.28x15=4.2 

� 15%0.2x15=3 

 

Income Elasticity of demand 

� 35%Butter0.42x35=14.7 

� 35%regi0.20x35=7 

� 35%0.35x35=12.25 

� 35%0.29x35=7 

� 15%1.48x35=51.8

: Price Elasticity of supply   

ProblemAC

CAACCE  

 

∆���	
∆��

 x 
��	

���
  

  
  

Es � 	
∆Qsx
∆Px 	� 	

Px� � Px�
Qsx� � Qsx�

 

 

 

Quality of X  Price of X  Point   
8000 kg  6 A  
6000 kg  5  B  
4000 kg  4  C  
2000 kg  3  D  
0  2  E  
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:Engel’s Law of Consumption  

A 

 

B  

 

C 

Point A B C D E F G H 

 Income Afs 4000 6000 8000 10000 12000 14000 16000 18000 

 Quantity kg 100 200 300 350 380 390 350 250 

  

Formula = 
∆�
∆�

 x 
��

��
 

Point A = 
����

�����
 x 

����

���
 = 2                                Point B = 

����

�����
 x 

����

���
 =  1.5 

Point C = 
���

�����
 x 

����

����
 = 0.60                          Point D = 

���

�����
 x 

����

���
 = 0.42 

Point E = 
���

�����
 x 

�����

���
 = 0.16                         Point G = 

��

�����
 x 

�����

���
 = 0.71 

Point F = 
����

�����
 x 

�����

���
 = 2.28 

� ABLuxury(21.5) 

� C,DF(0.660420.16) 

� GH 
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: Prices 

١

٢

I  

a  

b  

II  

a  

b  

c  

٣

a  

b ( Jin & Press) 

c  

d  

e  

f  
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KG/Afs   KG/Afs 

X 65 1.6 65 

X 60 2.10 60 

3.9 55 2.3 55 

3.7 50 2.6 50 

3.3 45 2.8 45 

2.8 40 3.0 40 

2.2 35 3.1 35 

1.7 30 3.2 30 

1.3 25 X 25 

1.0 20 X 20 

 

 

1  

2  

41.4 Afs/kg2.94

2.94

50AFs/kg2.94

2.60.3
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Price/kg 

65 

60 

55     supply  

50 

45 

41.4    

40 

35 

30    Demand 

25 

20 

 

 

 

 

 

 

Decreasing Demand 
 

Demand increasing 
 

Normal Demand 
 

Price/kg 

 

 

150 kg 

200 kg 

250 kg 

300 kg 

350 kg 

400 kg 

 

 

250 kg 

300 kg 

350 kg 

400 kg 

450 kg 

500 kg 

 

200 kg 

250 kg 

300 kg 

350 kg 

400 kg 

450 kg 

 

50 AFs 

60 AFs 

70 AFs 

80 AFs 

90 AFs 

100 AFs 

 

QD 

5   1   1.5   2 2.5   2.93  3.5  4   4.5   5                  Q  P2  Qdp       
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١

٢

علت يی -  ٣

۴

۵

A  

  
�  

 

� 

 

�  

 

A 

 

 

 

 
 
 

 

 

 
 

 

 

 

 په مقدار کی تزييد اود تقاضا 
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B 

 

C 

 

D 

 

S1

S2 

P 
 

100                              S2          S        S1 

90  

80 

70 

60 

50 

 150 200 250 300 350 400 450 500 kg  Q  

 

 

١(S1)

١

٢

٣

۴

۵

۶ 



 

 

 

 

  

   

٨٧ 

 

٢(S2)

١  

٢

٣

۴

۵ 

  
  نرخ                                                                                                                    

  S1  S  S2            
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  P 

100        

90 S 

80 

70           ()  

60      (+) 

50      D1 D D2 

 150 200 250 300 350 400 450 500 kg  Q 

         D= Normal 

         D1 = Decreasing 

                                                                                   D2 = Increasing 

 

A  

 

 D S     S1                                   D1 D2 S 

  

   

   Original equib   

POriginal eqiub new equilibrium 

 P1 New equibrium   

  

Ω   Ω

D2D1

ھ عرضی پ دتغير

 A            منحنی



 

 

 

 

  

   

٨٩ 

 

 نرخ

D 

D1 S 
S1 

1  

2  

3  

4  

 

B  

1  

2  

3  

4  

5 

 

  

  

  

+                              +    

  

  

         Original equib                                                                                                  original 

equilibrium  

    

  مقدار  

  بدلون په دواړه منحني �انو کي(

  )يک يد عرضي او تقاضا په منحن
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I  

a  

b  

c  

II 

 

III 

 

      .IV

Price Fluctuation

١

٢

٣

١

 



 

 

 

 

  

   

٩١ 

 

٢

٣

 

موسومي نوسانات      A  

  مقدار 300

  نرخ 250

200 

 Afs/seer 270  نرخ 150

 مقدار  

 ژمي      اوړي     ژمي      اوړي

طويل المدت نوسانا - C 

 180 Afs/seer 

 نرخ  300

لانيم يصعود  250   

200  

150 250 Afs/seer  

  کلونھ 100

 ١٣٨٠   ١٣٨١   ١٣٨٢   ١٣٨٣  

 

 

 

B - دورانی نوسانات  

1383 

1382 

1381 

300   250      200     150      100 

100 
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Price Analysis  

 

  ١٣٨۵ 

51 153÷3 51 

51 153÷3 52  

50.3 151÷3 50  

49.6 149÷3 49  

49.3 148÷3 50  

49.3 148÷3 47  

48.3 145÷3 51  

48.3 145÷3 48  

47.3 142÷3 48  

45.3 137÷3 49  

46.3 139÷3 47  

46.3 140÷3 46  

46.3 139÷3 45  

46.3 139÷3 45  

45 135÷3 46  

45.3 136÷3 48  

  46  

  45  

  43  

  47  

 

 
 

 

 
 

 

 

 

 

 

 1      2       3       4       5     6     7       8     9   10    11    12    13   14    15    16    17    18     19      

5

2 

 

5

0 

 

4

8 

 

Three weeks interval 

Weekly 



 

 

 

 

  

   

٩٣ 

 

Marketing Cost  

 

 

١

٢

٣

۴

0

10

20

30

40

50

60

70

80

product cost farmer price wholesale price retail price

      Price 

 دانتقال مصارف     

نور مصارف           

�ه     د مولد گ        

      Marketing                 

      Cost     
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۵

۶

٧

٨

100

15050 

50

 

P � 	 ���
�

X 100 

P = producer Value 

C= Consumer Cost 

M = Marketing bill 

The price of an egg in consumer price = 8Afs 

   The market bill is 38% 

   Find the producer share ? 

    *        *       * 

   38 % of 8 = 3.04 AF 

p �	 ���.��
�

x  100 = 62 % or 4.96 AF 

� Consumer price = 8 Af   one egg = (100%) 

� MKT bill               = 3.04 Af    or (38%) 
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 يا

� Producer share =  4.96 Af   or (62%) 

8,00  100 % 

P = 
���

�	
 x 100   

 

  %38 %62 8 %100ا ي

  دمولد برخه 
=100MC 

 58% 42%  

45% 55%  

35% 65%  

33% 67%  

16% 84%  

8% 92%  

8100%

8

#. 100 % 100%  38% = 62%–  

8 = 100% 

 X = 
��∗�
���

 = 3.04 ١ 

X = 38% ٢–  

8 3.04=4.96 AF   - 100%

100%  38% = 62%      8 3.04= 4.96  

  
1 consumer price = 8Afs or 100% 

2 Mkt bill = 3.04Afs or 38% 

3 prodcer share = 4.96AFs or 62% 

1970300
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1. Processors = 34% 

2. Retailers = 33% 

3. Transprotation = 11% 

4. Wholesalares = 11% 

5. Local Assembless = 6% 

6. Miscellaneous = 5% 

                         100% 

`

 

١

  

٢

.  

٣

۴



 

 

 

 

  

   

٩٧ 

 

٣– ١٢۴۵۶

1. Processing and marketing servics……….. 1 – 2  - 3 4 – 5 Increasing marketing cost 

2. Perish ability……….1 2  -  3  -   4  -  5    

3. Bulk ness in relation to value…………… 1  - 2 3  -  4  - 5  

4. Seasonality………. 1 – 2 - 3 -  4 5 

  Decreasing marketing cost  

Score (5) is the highest value (100%) 

Score (1) is the lowest value (20%) 

3+1+2+5 =  11  

 11د  20

20  11 

%100X 

  X = 
���	�	��

��
 = 55% 
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وسایل، سامان،بارجامه، برق

بشري قوه

انتقالات

مفاد

اعلانات

استهلاک،ربح

محصول

28.28%

45.45%

4.4%

4.4%

3.3

%

11.11

%

5.5%

55%45%

١٢٣

۴٣۶

A  

 

 

 

 

 

 

 

 

B  

  

 

 

  

11.11
6.6

5.5
11.11

34.34

33.33

wholesaling

local Essembly

others

Transport

Processing

Retailing

عمده فروش
پرچون فروش
پروسس
انتقال
جمع اوري
وغیره

5.5%

34.34

%

11.11%

5.5%

11.11%

33.33%

6.6%
11.11%
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800012000

8000

500012000

  

= 100x١۵٠

 

 

A –8000 Af 

B 12000 AF 

(15)

(20)(5)

19591961 

Marketing Cost
 

Years 

 

 Total market مصارف مارکي�ن�

bill in billion US $ 

 

A 

  دفارم نرخ
Value of farm in 

billion US $ 

 

B 

دپرچون فروش نرخ 
Consumer retailer 

rate in bln US $ 

C 

دمولد برخه په فيصد 
Farmers share in 

% 

 

D  

1950 23.9                              17.6                41.5                42.4%              

51 26.4 20.0 46.4 43.1% 

52 28.3 19.9 48.2 41.3% 

12000 

8000 
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53 29.3 19.0 48.3 39.3% 

54 30.4 18.4 48.8 37.7% 

55 32.2 18.3 50.5 36.2% 

56 34.0 18.7 52.7 35.5% 

57 35.6 19.5 55.1 35.4% 

58 37.6 20.5 57.7 35.9% 

59 38.4 20.0 58.4 34.2% 

60 39.5 20.7 60.2 34.2% 

61 41.3 20.9 62.2 33.6% 

 

1961

1. ` =66%        41.3 billion US $ 

2.   =34%        20.9 billion US $                

3.  =100%     62.2 billion US $   

62.2 = 20.9+41.3 

 .162.2 billion  = 100%                     100%  MC =  پرچون  

41.3 billion                      62.241.3=  20.9  

X = 66%                   10066% = 34%  

P = 
���

�
 x 100 ≥ 

��.����.�
��.�

 x 100 ≥ P = 33.6% 

P = Producer share = 33.6% 

M = Marketing cost = 66.3%     MC=66.3% 

C = Consumer price= 100%    consumer price=66.7+66.3=100% 
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Z 

 

1.  

price 

$ 0.70W                 

$ 0.65        

$ 0.60 

$ 0.55      

$ 0.50 

$ 0.45       

$ 0.40                       X 

$ 0.35                                      Y 

$ 0.30      

$ 0.25 

$ 0.20      

$ 0.15        

$0 .10   

$ 0 .5   

                       4                                                 14    16                              24 

 

 

 

 

W x = 
�����

�����
 x 
�����

�����
  Xy = P1= .40               Yz= P1=.35 

P = .70                  P2=.35           ÐP=P2P1=0.150.35=0.20 

P2 = .40       Q1= 14      %ÐP=57.14 

Q1= 4 kg       Q2= 16      ÐQ=Q2Q1=2416=8 

Q2 = 14 kg          %ÐQ=60% 

 

Wx= 
����

����
 x 
.���.��
.���.��

 = 
��

��
 x 

�,��
�.��

 = 
��

�.�
 =  2.03 

 

 

=  2.03 , Ed ≥ 1 Elastic demand 
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Xy = 
�����

�����
  x 

.���.��

.���.��
 = 

�

��
 x
.��
.��
�

�.��
�.��

  =1Yz=
�����

�����
 x 
�����

�����
 

�����

�����
 

 

 
 

�����

�����
 x 
.���.��
.���.��

 = 
�

��
 x � 1 � .��

�.��
�

���

���
�

�

�
 

 

 

WX Zone    XY Zone   YZ Zone 

Ed ≥ 1  Elastic                                  ∆P=P2P1 =.30.40=.05       ∆P=P2P1=15.35=.20  

∆P = P2 – P1 = .40.70 =  .30             %∆P=.05/.40x100 = 12.5%        %∆P=  .20/.35x100 = 57% 

%∆P =  30/.70x100 = 42.8%  

∆Q=Q2 – Q1= 144 = 10  ∆Q=Q2Q1 = 1614=2           ∆Q=Q2Q1= 2416=8 

% ∆Q = 
��

�
 X 100 = 250%            %∆Q=2/14x100=14.2%         %∆Q=8/16x100=53% 

%∆Q= Q2Q1/ Q1x100                        %∆P= P2P1/P x100 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

=  1 

Ed =  1 Unitary elastic demand  Ed ≤ 1 = .5        inelastic demand  

7 

6 

5 

4 

3 

2 

1 

 
4                  8                  14                    16                    20               24  kg 

X Y 

Z 

W

 
P 
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W =.70x 4 =  280    (4) 

  X =.40x14 = 5.60  (14) 

Y =.35x 16 =  5.60  (16) 

Z = .15x24 =  3.60  (24) 

 بدلون دمارکي�ن� په مصارف:
��������	�����	

��.�	����	$
��������	�����	

��.�	����	$
��������	�����	

��.�	����	$
Retailer value 

         Change value                 change value   

 

              Farm  

 Change value         change value              

  

                             Mkt 

 Change value                   change value 
  

  

  

  

.  

١1961(62.2)

٢1960(60.2)

٣1959(58.4)

1961 19601959

   1. Change   

    3.3%  3.08%      Retail value   
2. change in  

Farm value  3.08% 3.3%   

20.0 

Bill $ 

  

 

38.4 

Bill $ 

 

 

1959 

20.7 

Bill $ 

 

 

39.5 

Bill $ 

 

 

1960 

20.9 

Bill $ 

 

 

39.5 

Bill $ 

 

 

1961 
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3. change in 

Market bill 3.08% 3.3%   
Total market bill in billion $ Farm value in 

billion $ 

Consumer retail value in 

billion $ 

Farmer share in % 

 

 

1950 23.9 17.6 41.5  

1951 28.3 20.0 48.3  

1952 29.3 19.4 48.7  

1953 30.5 21.2 51.7  
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.

١

٢

٣

۴

١

٢
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٣

۴

۵

۶

٧

٨

١

٢

٣

۴

۵

۶

٧

٨

٩ 

 

 

١

٢



 

 

 

 
  

   
١٠٧ 

 

٣

۴

۵

۶

٧

١

٢

٣

۴

۵

۶

٧

٨ 

 

١

٢

٣

۴

۵

۶
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١

٢

٣

۴

۵

۶

٧

٨

٩

١٠

١١

١٢

١٣

١۴

١۵

١۶

١٧ 
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Selling of Agricultural products 

:

(Sales Man)

Sales
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:

  

:

 Inspection Sample

Description  
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:

:

:
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 F O B 

F O B   چي د(Free on board)
  

٢Delivered sale

٣Price arrival sale

۴Track sale

Price arrival 



 
 
 

 
  

   
١١٣ 

 

۵Consignment sale
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(Marketing mix)

4ps

 product

 price

 place

۴ promotion 
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Marketing environment and Segmentation  

A)Marketing Environment(:  

)Market(:  
(Value 

exchange) 

  
  
  
  
  
  
  
  

Marketing Environment)(:  

� Forces

 

�  

A Micro- environment 

B Macro- environment  
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The Marketing Environment  

 

)Micro-environment(: 

� Forces

 

�  

The company  

Supplier  

Marketing intermediaries 

Customer Market  

Competitor 

Public 

  

Demographic 

Cultural 

Political 

Technological 

Natural  

Economic 
Company 

Public 

Competitor
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Supplier 
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Company 
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  The Microenvironment  

  
  

١Company: 

 

�  

Supplier:

  

Company 
Public 

Competitors 

Customers 

Supplier 

Intermediaries 
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Marketing intermediaries

 

 

Reseller 

a  wholesaler  

b   Retailer 

physical distribution firms

Marketing services agencies 

 

financial intermediaries 
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:Customer market

 

–:Consumer Market 

 

:Business Market  

 

:Government Market  

 

:International Market  

Buyers

Customer Markets 

  
  
  
  
  
  
 

  
  

International 

Markets 

Customer 

Government Market 

Reseller Market 

Business Market 

International 

Markets 

Customer 

Government Market 

Reseller Market 

Business Market 
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:Competitor  

 

�  

�  

)public(: 

� Organization

 

– financial public : 

 

–Media public: 

Article

– Government public: 

 

– Internal public: 

 

B–)Macro- Environment(:  
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Demographic 

Economic environment  

Natural environment 

(Technology)     

political environment 

cultural forces 

The Macro environment 
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)Economic environment(:

Potential customer)

 

)Natural environment(:

 

  
 

 

 

  
  
  
  

:(Technology)
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 .B:(Market Segmentation) 
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Market segmentation 

١Segmenting consumer market 

٢Segmenting Business market

٣Segmenting international market 

١Segmenting consumer market

consumer segmentation market 

1 Geographic segmentation 

2 Demographic segmentation 

3 Psychographic segmentation 

4 Behavioral segmentation 

  
 
١. :Geographic segmentation 

  4p of production 
Target 
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Geographic segment density picture  

  
  
  
 
  

life cycle income 

consumer segmentation market

need want and demand 

Demographic segmentation. 2  
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Demographic segmentation 

   Gender segmentation. بAge and life cycle:  الف

  Income segmentation: ج

Age and life cycle

 

age segment teenager13-19

.Gender segmentation  

dove
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 .Income segmentation  

ول تقسیم ډ دجملي �خه دي داsegmentداھم دیمو�رافیک 

target 

Mercedes BenzTOYOTA

NeimanMarcus 

20$Neiman Marcus 

: 

 

 

 

 

sham Payne

:Psychologic segmentation-3   

 Consumer market segmentation

Lifecycle, social class, and family charactrestic
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:Behavioral segmentation - 4  

 

 

A.Occasion segment

segmentation 

 

  

  

  

  

  
  

Benefit segmentation .B  

brand 
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:Loyalty segmentation .C

Brand

 

User Rate .D :  
١  .

2 .

 ٣  ..  

.E :User Status 

١

٢

٣

۴

F.Redness Stage .1 Aaware .2 Non aware .3Informed .4.5 

Interested Desirous .6

Attitude toward product .G 

Positive

 Negative 

Indifferent 
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i. Segment business Market 

What is business market?

business market consumer market 

ii  Demand driven  

iii Nature of buying unit  

iv Decision process 

  

A 

B 

C 

 

١ .

٢.

٣.

۴ .

۵ .

۶ .
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1  

2  

3  

 

:Segmenting International Market 
)global(Nokia 

,sonny , Coca-Cola ,PEPESI

international market segment 
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Mercedes Benz (

loyal consumers

:Requirement for effective segmentation  

� Measurable 

� Accessible 

� Substantial 

� Deferential

 

Actionable

Major segmentation for consumer market 
Geographic segmentation 
A: world region -  North America, west America, Middle East, Asia, Africa… 
B: Countries -  Afghanistan, China, Japan, India, Canada, Sweden. 
C: City or metro size - under 5000, 10000, 20000, 25000, 500000.  
D: Density -  urban, suburban, rural. 
E: Climate -  northern, eastern, western, southern. 
 

Demographic segmentation 
A. Age -    under 6, 6-11, 12-19, 20-34, 35-49, 50-64+ 
B. Gender -  male, female. 
C. family size -  1, 2, 3, 4, 5, 10+ 
D. Family life cycle - young, single, married, married with children, children out 
    Going older, no children, single fewer than 19….  
E. Income -  under 1000$, 1000$, 10000$, 20000$, and over… 
F. Occupation -  professional and technical, Manager, official, Doctor  
Engineer, teacher, student, former driver, home maker, UN employed. 
G. Education -  grade school or less, some high school, high school graduate, 
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    College or college graduate, university or graduate.  
H. Religion -  Muslim, Hindu, catholic, protestant, Jewish, and others. 
I. Race -   Asian, European, block, white. 
J. Nationality -  Afghan, German, Russian, North America, Indian, japans,  
    French, Italian. 
 
Psychographic segmentation  
A. Social class  lower lowers, upper lower, working class, Middle class. 
B. life style  Achievers, striver, survivor. 
C. personality  Compulsive, gregarious, authoritarian, ambition. 
 

Behavioral segmentation 
Avocation: -  regular occasion, special occasion. 
B. Benefit: -  quality, service economy convenience, speed. 
User status: - non user ex-user, potential user, first-time user, regular user. 
User rates: -  light user, medium user, heavy user. 
Loyalty status: -  none, medium, strong, absolute. 
Redness stage: - unaware, aware informed interested desirous intending to by. 
Attitude toward product: -   enthusiastic, positive, indifferent negative hostile. 
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Marketing advertisement  

د تقاضا  

A

B

C

١

٢
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١
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(Exchange market )
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�ر�ندونھ وکړاى  

شي، 
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International Trading  
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١.



 
 
 

 
  

   
١٥٤ 

 

٢ 

 

 

 



 
 
 

 
  

   
١٥٥ 

 

 

  

 



 
 
 

 
  

   
١٥٦ 

 

  

 



 
 
 

 
  

   
١٥٧ 

 



 
 
 

 
  

   
١٥٨ 

 

 



 
 
 

 
  

   
١٥٩ 

 

١٠

١١

 

١٢

١٣



 
 
 

 
  

   
١٦٠ 

 

۴

 

۵

۶

٧
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٨

٩

 (Inco terms)د بين المللی تجارت شرطونه: 

ترمين� دقراردادونو په سر يواندازه مشکل پيدا  خر�وونکی اواخيستونکی په بين المللی تجارت کی کله کله د

  کي�ی پدی خاطر چی ايجاد نشی اودھريومسوليتونه مشخص دی.

اصلاحات تفسيرکوی چی دھغه په بنياددھرصادرونکی او واردونکی دبين المللی تجارت په اړوند�ينی 

  ھيوادونو مسوليت اووظيفی رو�انه شويدی چی په لاندی ډول تفسيرکي�ی:

٢- (FAS)- :د جنس تحويل د کشتی سره ن�دی-  

: Free alongside ship (…..Named part of shipment)  

نکی خپل تعهد ھغه وخت سرتهرسولی وی چی وخر�وا مفهوم لری چی: ددجنس تحويل د کشتی سره ن�دی 

  جنس خريدار ته دبار�يری په بندرکشتی سره ن�دی تسليم ک�ی.

٣ - (DES) –   :دجنس تحويل د کشتی په سطحهDelivered Ex ship 

کشتی په سطحه دا مفهوم لری چی پلورنکی خپل جنس دکشتی په سطحه خريدار ته تسليم  د دجنس تحويل

ک�ی او تر�وچی کشتی ھماغه معين تجارتی بندر ته نه وی رسيدلی دکشتی کرايه او نور مصارف دپلورنکی 

  په غاړه دی.

۴- (CPT)- د جنس د کرای تاديه تر مشخص بندر پوریto…  .Carriage paid  

کرای تاديه تر مشخص تجارتی بندر پوری دامفهوم لری چی پلورنکی د جنس کرايه تر مشخص دجنس د 

تجارتی بندرپوری په غاړه اخلی م�ر د اضافی مصارفو او د نور خطرونو مسوليت تر�وپوری چی معين 

  �ای ته رسي�ی د پلورنکی په غاړه نده.
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۵- (CIP)-  تجارتی بندر پوری:دجنس د انتقال مصارف اود ھغی د بيمی تر مشخص  

Carriage & Insurance Paid to… 

 پلورنکی د جنس د انتقال د کرای برسيره د بيمی پيسی تر�ومعين تجارتی بندر ته رسي�ی ھم بايد 

  تاديه ک�ی.

۶- (CFR)-   :خر�ونکی بايد د جنس دکرای اونورو -Cost and Freight: 

معين بندرپوری په غاړه واخلی اود نورو غيرمترقبه  خر�ونکی بايد د جنس د کرای او نورو مصارفاتو تر

  عوامل مصارف دده په غاړه نده.

٧- (FCA)- نکی ته:  ودجنس تحويل په معين �ای حمل کو: Free Carrier -  خر�ونکی خپل جنس په

  معين بندر يا محل کی جنس ھغه کمپنی ته چی د انتقالاتو وظيفه لری تسليم ک�ی.

٨- (FOB)-   :دجنس تحويل د کشتی د پاسه: Free on -Board 

  داپدی معنی دا چی خر�ونکی جنس د کشتی دپا�ه يا په داخل د کنتينرکی خريدار ته تسليم ک�ی.

 -Damping :دامپنګ  -٩

  عبارت از فروش محصول در يک بازار ارزانتر از بازاردي�ر است.

ھايکه از خارج وارد يک کشورميشود و دولت به منظور ت بالای کالا اعبارت از وضع ماليحقوق �مرکی: 

  حمايت از محصولات داخلی يا تامين درآمد ميباشد.

١٠ – (CIF) -   :د جنس مصارف، بيمه او د جنس کرايهCost Insurance & Freight 

داپدی معنی ده چی خر�ونکی دجنس مصارف ،دبيمی پيسی اود کرای پيسی ترمعين بندر پوری ورکوی او 

  يدار ته تسليموی.خر

١١- (DAF)-       :دجنس تحويل په بندر کی: Deliver of frontier- 

  داپدی معنی ده چی خر�ونکی جنس د سرحد په معين �ای خريدار ته تسليموی.

١٢-(DEQ)-        :دجنس تحويل په اسکله: Delivered EX Quay- 

  ر داشکله (باراتلانر) به مخکی اخيستونکی ته تسليم ک�ی.دا پدی معنی ده چی خر�ونکی خپل جنس په معين �ای يا بند

١٣-(DDP) - :دجنس تحويل په معين بندر دمزداو�مرکی محصول نده-Delivered duty paid: 

  داپدی معنی ده چی خر�ونکی جنس دخر�ونکی له طرفه واردونکی ھيواد ته تسليم ک�ی. 

١۴ - (DDU) -     :دجنس تحويل په معين بندر په غير د مزد او �مرکی مصارف-Delivered unpaid duty: 

  ه غيردکرای او نورو مصارف پرداخت خريدار ته تسليموی.بخر�ونکی خپل جنس په معين بندر
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Current situation of Afghanistan trade 
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Fig.3: Categories of exports of agriculture 

products,1390 
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1390

3135
138910

13
4.45.3 
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Table 2: Top 20 agriculture products exported from Afghanistan 1390 
Description Value AFN ValueUSD Share to 

total 

Ag. Exp. 

in % 

1  1,808,706,384.00 3 7,428,830 30.97% 

2  724,408,500.10 1 5,017,501 12.43% 

3  256,816,590.41 5,354,062 4.43% 

4  222,471,369.00 4,679,011 3.87% 

5  220,307,803.20 4,579,336 3.79% 

6  211,917,824.49 4,444,046 3.68% 

7  195,309,124.20 4,075,726 3.37% 

8  187,544,172.00 3,883,644 3.21% 

9  172,485,161.41 3,574,197 2.96% 

10 Liquorice roots 166,500,685.33 3,483,507 2.88% 

11  164,145,560.71 3,416,341 2.83% 

12  156,289,748.70 3,284,698 2.72% 

13  131,542,463.00 2,742,831 2.27% 

14  97,955,595.18 2,036,378 1.68% 

15  91,294,741.00 1,884,386 1.56% 

16 In shell Almonds 77,989,140.16 1,614,777 1.34% 

17  70,991,265.68 1,491,684 1.23% 

18  70,726,308.50 1,478,613 1.22% 

19  62,717,898.00 1,300,357 1.08% 

20 Seeds of cumin 60,450,636.30 1,271,401 1.05% 

Top 20 Agriculture Exports 5,150,570,971.37 1 07,041,325 88.56% 

Total Agricultue Exports 5 ,811,445,633 120,862,475 100.00% 
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1390

77,931,871,017.121,623,442,579.681389

21.841385-

138922

 

 
 
 
 
 
 
 

 
13516
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(figure 5).
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:

Table 3: Imports of Agriculture Products by Chapter for 1390 
S/NO Description Value AFS Value USD Share to total 

Ag. Exp. 

1  1 ,697,437,791.99 35,482,955.70 2% 

2  4 ,554,234,068.63 95,510,341.75 6% 

3  47,790,965.49 981,944.47 0% 

4 , , 

 

3 ,796,998,080.23 79,329,014.12 5% 

5  4 ,347,264.00 92,059.70 0% 

6  10,084,498.42 206,288.68 0% 

7  3 ,230,990,721.54 67,705,862.89 4% 

8 , 

 

1 ,574,337,264.79 32,597,666.03 2% 

9 , ,  5 ,588,364,138.91 116,480,700.41 7% 

10  6 ,654,543,051.71 138,153,129.86 9% 

11  17,040,481,020.73 353,972,084.87 22% 

12 / /

 

1 ,501,004,647.13 30,877,625.24 2% 

13 LAC, GUMS, . 222,653,612.14 4,651,332.47 0% 

14  79,765,299.11 1,674,714.20 0% 

15  13,161,673,073.45 274,073,446.00 17% 

16 ED. PREP. OF MEAT, FISH, 

CRUSTACEANS, ETC 
48,384,091.74 1,022,420.52 0% 

 %5 87,375,498.11 191,808,045.86, 4 شیریني باب 17

18 COCOA & COCOA PREPARATIONS 119,444,796.54 2,475,116.90 0% 

19 PREPS. OF CEREALS, FLOUR, 

STARCH OR MILK 

2 ,326,642,516.28 48,633,542.56 3% 

20 PREPS OF VEGS, FRUITS, NUTS, 

ETC. 

2 ,000,136,394.75 41,739,838.59 3% 

21 MISC. EDIBLE PREPARATIONS 455,485,485.56 9,515,021.84 1% 

22  3 ,040,600,738.16 63,701,738.32 4% 

23 

 

1 ,205,303,624.04 25,234,451.36 2% 

24  5 ,379,359,825.92 111,955,785.10 7% 

TOTAL AGRICULTURE IMPORTS 77,931,871,017.12 1,623,442,579.6

8 

100% 

77,931,871,017.12 1,623,442,579.68 
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1390 21%

16,273138931

11,985

Share to total 

Ag. Exp. in %  
ValueUSD  Value AFN  Description  No  

 

21%  337,818,915  16,273,139,120.20  1  

  15%  249,423,660  11,985,705,242.00  2  

5%  81,261,608  3,930,604,539.14  3  

5%  80,464,214  3,869,136,267.17  4  

5%  79,226,930  3,801,717,067.80  5  

3%  46,366,343  2,226,927,949.63  6  

2%  33,323,741  1,587,045,586.08  7  

2%  26,635,290  1,265,017,290.30  8  

2%  26,211,671  1,254,735,883.00  9  

2%  26,161,196  1,244,481,119.68  10  

2%  25,717,039  1,228,892,277.13  11  

2%  25,328,263  1,226,259,510.96  12  

2%  24,523,277  1,173,242,859.00  Small red (Adzuki) beans (Phaseolus or 

Vignaangularis(  
13  

1%  21,343,885  1,023,400,216.91  Of a fat content, by weight, not 

exceeding 1 %  
14  

1%  21,062,307  1,008,340,738.17  Birds' eggs, in shell,fresh,preserved or 

cooked.  
15  

1%  20,254,091  971,061,290.80  Not cut in pieces, fresh or chilled  16  

1%  19,019,085  929,500,080.00  Flours and meals of oil seeds or 

oleaginous fruits,other than those of 

mustard  

17  

1%  18,055,296  860,796,504.47  18  

1%  17,614,495  842,296,906.00  19 

1%  17,584,756  838,805,800.09  20  

74%  1,197,396,061  57,541,106,249  Top 20 Agriculture Importes  

100%  1,623,442,580  77,931,871,017  Total AgricultueImportes  
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Table 5: Exports and Imports of Agriculture Products by Country and their shares, 1390  



 

 

 

 

  

   

١٨٧ 

 

1112

45%

2,64065.61390
2%17%

1,01321.1

8%
7%11

  

  
 

1/326,948563
14%

11,052227

12 

 



 

 

 

 

  

   

١٨٨ 

 

 

1 

27,9625831390

62%

25,934541

2.9%



 

 

 

 

  

   

١٨٩ 

 

Others

5% Edible Vegetables

7%

Oil Seed, 

MISC.Grain , 

Med.Plants

19%Edible 

Fruits and 

Nuts

69%

Fig.13:Exports To Pakistan by Category during 1390

Others

Edible Vegetables

Oil Seed, MISC.Grain ,

Med.Plants

Edible Fruits and Nuts

Table 7: Top 10 Exported Products To Pakistan,1390, in quantity and USD Value 
No Description Quantity in 

kg 

Value in 

USD 

Share to 

total 

Ag. Exp in % 

1 Seeds of forage plants 8,438,084.00 3,348,709 15.9% 

2 Onions and shallots 30,405,000 2,472,408 11.7% 

3 Liquorice roots 2,435,708 2,388,374 11.3% 

4 Apples 5,073,000 1,868,237 8.9% 

5 Fresh Grapes 9,048,000 1,373,745 6.5% 

6 Apricots 2,765,000 1,047,503 5.0% 

7 Melons (including watermelons) 3,668,000 1,011,687 4.8% 

8 Groundnuts, not roasted or otherwise cooked, 

whether or not shelled or broken. 

1,613,000 930,403  

4.4% 

9 Dried Grapes 1,096,183 721,266 3.4% 

10 Shelled Almonds 211,323 633,615 3.0% 

Top 10 Ag. Exported Products 15,795,948 74.9% 

Total Exported Ag. Products 21,100,784 100.0% 

Agriculture Trade Report Datasource: Custom House, Ministry of Finance 
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 No Description Quantity 
in kg 

Value in 
USD 

Share to total 
Ag. Imp in % 

1 Wheat or meslin flour. 513,710,580 153,195,035 27.2% 

2 Semimilled or wholly milled rice, whether or not polished 

or glazed 

182,062,543 77,549,143 13.8% 

3 Vegetable fats and oils and their fractions 77,411,515 44,271,244 7.9% 

4 Cane sugar 66,631,118 25,950,567 4.6% 

5 Of a fat content, by weight, not exceeding 1 % 31,003,195 20,746,367 3.7% 

6 Fresh Oranges 115,580,475 17,128,996 3.0% 

7 Of wheat 136,183,608 16,335,082 2.9% 

8 Waters, including mineral waters and aerated waters, 

containing added sugar or other sweetening matter 

40,412,679 16,216,732 2.9% 

9 Potatoes 115,527,619 14,396,231 2.6% 

10 Birds' eggs, in shell, fresh, preserved or 

cooked. 

17,505,788 14,385,561 2.6% 

Top 10 Ag. Imported Products 400,174,957 71.1% 

Total Imported Ag. Products 562,810,124 100.0% 

 Agriculture Trade Report Datasource: Custom House, Ministry of Finance 
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Table 9: Top 10 Exported Products To India,1390, in quantity and USD Value 
No Descriptions        Quantity in kg Value in USD Share to total 

Ag. Exp in % 

1 Vegetable saps and extracts 554,473 34,763,675 64% 

2 Pistachios 731,815 4,321,321 7.9% 

3 Dried Grapes 3,276,789 3,934,357 7.2% 

4 Dried Dates 1,599,330 3,124,735 5.7% 

5 Shelled Almonds 905,672 2,632,191 4.8% 

6 Dried Apricots 1,368,847 1,896,013 3.5% 

7 Seeds of caraway 699,230 1,144,828 2.1% 

8 Other fruit, fresh. 1,082,280 1,070,877 2.0% 

9 Dates 264,866 488,382 0.9% 

10 In shell Almonds 210,458 428,537 0.8% 

Top 10 Ag. Exported Products 53,804,917 98.4% 

Total Exported Ag.Products 5 4,698,051 100.0% 

Agriculture Trade Report       Data source: Custom House, Ministry of Financ 
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Fig.15:Exports to India by Category during 1390
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No Description Quantity 

in Kg 

Value in 

USD 

Share to 

total 

Ag. Imp in % 

1 Other manufactured tobacco and manufactured tobacco substitutes; 

"homogenised" or "reconstituted" 

6,032,284 16,586,789 31.3% 

2 Cane sugar 31,562,315 12,291,994 23.2% 

3 Birds' eggs, in shell, fresh, preserved or cooked. 8,235,444 6,402,859 12.1% 

4 Husked (brown) rice 5,454,957 3,839,269 7.2% 

5 Eggs for hatching (parent stock) 2,822,685 2,221,218 4.2% 

6 Cane or beet sugar and chemically pure sucrose, in solid form 3,811,094 1,520,843 2.9% 

7 Cigars, cheroots, cigarillos and cigarettes, of tobacco or of tobacco 

substitutes 

372,571 949,515 1.8% 

8 Semimilled or wholly milled rice, whether or not polished or glazed 1,302,396 875,410 1.7% 

9 Cardamoms 121,047 786,464 1.5% 

10 Other spices 299,322 747,318 1.4% 

Top 10 Imported Ag.Products 46,221,678 87.2% 

Total Imported Ag. Products 53,009,821 100.0% 

Agriculture Trade Report       Data source: Custom House, Ministry of Finance 
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Table 11: Top Exported Products To Kazakhstan, 1390, in quantity and USD Value 

Share to total Ag. 

Exp. in %  
Value 
USD  

Quantity 
in Kg  

Description  No 

80.8%  638,73
7  

964,000  Dried Grapes  1  

11.3%  89,696  489,530  Cabbages, cauliflowers, kohlrabi, kale and 

similar edible brassicas, fresh or chilled.  
2  

7.8%  61,407  139,377  Onions  3  
99.9%  789,84

0  
Top Ag. Exported Products  

100.0%  790,33
6  

Total Exported Ag. Products  

Agriculture Trade Report   Data source: Custom House, Ministry of Finance 
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Fig.17:Exports to Kazakistan by Category 
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Table 12: Top 10 Imported Products From Kazakhstan, 1390, in quantity and USD Value 

No Description Quantity in 
Kg 

Value in USD Share to 
total 

Ag. Imp in % 

1 Wheat or meslin flour. 4 63,269,321 1 79,524,730 78.8% 

2 Flours and meals of oil seeds or oleaginous fruits, other 

than those of mustard 

2 8,247,625 1 4,945,369 6.6% 

3 Durum wheat 5 8,227,971 1 4,506,450 6.4% 

4 Barley 3 3,381,339 7 ,618,391 3.3% 

5 Cigars, cheroots, cigarillos andc 

igarettes, of tobacco or of tobaccos 

ubstitutes 

3 47,657 2 ,745,583 1.2% 

6 Chickpeas (garbanzos) 2 ,199,620 1,735,715 0.8% 

7 Containing eggs 1 ,814,031 1,267,227 0.6% 

8 Other oil seeds and oleaginousf 

ruits, whether or not broken 

1 ,667,470 8 78,678 0.4% 

9 Sugar confectionery (including whitec 

hocolate), not containing cocoa 

2 60,910 8 07,966 0.4% 

10 Vegetable saps and extracts 6 2,465 6 51,078 0.3% 

Top 10 Ag. Imported Products 2 24,681,188 98.6% 

Total Imported Ag. Products 2 27,913,704 100% 
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Fig.18: Imports from Kazakistan by Category 

during 1390
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Table 13: Top 10 Exported Products To Iran, 1390, in quantity and USD Value 
 

No Description Quantity in 
Kg 

Value in USD Share to total 
Ag. Exp in % 

1 Other oil seeds and oleaginous fruits, whether or not 

broken 

3,711,487 4,404,158 45.7% 

2 Sesamum seeds 3,580,415 2,478,733 25.7% 

3 Seeds of forage plants 1,297,488 1,477,209 15.3% 

4 Hazelnuts or filberts 46,603 402,906 4.2% 

5 Seeds of forage plants 296,480 208,882 2.2% 

6 Plants and parts of plants 239,118 145,741 1.5% 

7 Apricots 113,030 140,242 1.5% 

8 Dried Grapes 119,920 74,843 0.8% 

9 Guts, bladders and stomachs of animals (other than 

fish), whole and pieces thereof, fresh, chilled, frozen. 

14,485 71,307 0.7% 

10 Shelled Almonds 10,000 48,407 0.5% 
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Fig.19: Exports to Iran by Category during 1390
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Top 10 Ag. Exported Products 9,452,428 98.0% 

Total Exported Ag.Products 9,646,430 100.0% 

Agriculture Trade Report                                            Data source: Custom House, Ministry of Finance 

4,071841389

12%20

14

  

Table 14: Top 10 Imported Products From Iran,1390, in quantity and USD Value 

No Description Quantity in 
kg 

Value in 
USD 

Share to total 
Ag. Imp in % 

1 Vegetable fats and oils and their fractions 3 2,212,725 19,046,017 22.4% 

2 Sweet biscuits 2 4,119,044 18,953,294 22.3% 

3 Uncooked pasta, not stuffed or otherwise 

prepared 

1 5,702,347 7,863,203 9.3% 

4 Tomatoes prepared or preserved 

otherwise than by vinegar or acetic acid 

8,108,856 4,874,988 5.7% 

5 Sugar confectionery (including white 

chocolate), not containing cocoa 

3,659,986 3,589,395 4.2% 

6 Tomatoes, whole or in pieces 4,474,904 2,700,350 3.2% 

7 Maize (corn) flour 1 0,712,235 2,680,219 3.2% 

8 Tomato juice 3,034,357 1,825,016 2.2% 

9 Active yeasts 1,241,681 1,362,561 1.6% 

10 Fresh Dates 3,805,075 1,297,056 1.5% 
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Oils and Waxes

23%

Preps,of Cereal , 

Flour, Starch or 

Milk

33%

Fig.20:Imports from Iran by Category during 

1390
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 Top 10 Ag. Imported Products  64,192,099 75.7% 

 Total Imported Ag. Products  84,848,368 100.0% 
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Table 15: Top Exported Products To United States, 1390, in quantity and USD Value 

No Description Quantity in Kg Value in USD Share to total 

Ag. Exp in % 

1 Liquorice roots 473,259 327,851 57.8% 

2 Saffron 52 93,604 16.5% 

3 Dried Grapes 80,434 51,952 9.2% 

4 Other fruit 13,283 38,892 6.9% 

5 Prunes 7,325 25,768 4.5% 

Top Exported Ag. Products 538,067 94.9% 

Total Exported Ag. Products 566,793 100.0% 

Dairy Products
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and Spices 
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Fig.21 : Exports to USA by Category during 1390
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Agriculture Trade Report Datasource: Custom House, Ministry of Finance 
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Table 16: Top 10 Imported Products From United States, 1390, in quantity and USD Value 

No Description Quantity in Kg Value in USD Share to total 

Ag. Imp in % 

1 Cuts and offal, frozen 2 7,861,369 2 9,361,271.55 37.6% 

2 Cuts and offal, fresh or chilled 1 8,682,228 24,133,446 30.9% 

3 Not cut in pieces, fresh or chilled 9,341,356 12,136,055 15.5% 

4 Not cut in pieces, frozen 4 ,992,231 5 ,983,183 7.7% 

5 Durum wheat 1 0,005,200 2 ,795,877 3.6% 

6 Nonalcoholic Energy Beverage 4 31,235 1 ,102,018 1.4% 

7 In powder, granules or other solid forms, of a fat 

content, by weight, not exceeding 1.5 % 

4 42,834 728,147 0.9% 

8 Of bovine animals, frozen 2 52,530 301,078 0.4% 

9 Seeds, fruit and spores, of a kind used for sowing 3 1,276 187,252 0.2% 

10 Food preparations not elsewhere 3 5,800 162,427 0.2% 

Top 10 Imported Ag. Products 76,890,755 98.3% 

Total Imported Ag. Products 78,183,741 100.0% 

Others
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Meat Products

92%

Fig.22: Imports From USA by Category during 1390
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Publishing Textbooks 
 

Honorable lecturers and dear students! 

The lack of quality textbooks in the universities of Afghanistan is a serious issue, 

which is repeatedly challenging students and teachers alike. To tackle this issue, we 

have initiated the process of providing textbooks to the students of medicine. For 

this reason, we have published 250 different textbooks of Medicine, Engineering, 

Science, Economics, Journalism and Agriculture (96 medical textbooks funded by 

German Academic Exchange Service, 140 medical and non-medical textbooks 

funded by German Aid for Afghan Children, 6 textbooks funded by German-Afghan 

University Society, 2 textbooks funded by Consulate General of the Federal Republic 

of Germany, Mazar-e Sharif, 1 textbook funded by Afghanistan-Schulen, 1 textbook 

funded by SlovakAid, 1 textbook funded by SAFI Foundation and 3 textbooks funded 

by Konrad Adenauer Stiftung) from Nangarhar, Khost, Kandahar, Herat, Balkh, Al-

Beroni, Kabul, Kabul Polytechnic and Kabul Medical universities. The book you are 

holding in your hands is a sample of a printed textbook. It should be mentioned 

that all these books have been distributed among all Afghan universities and many 

other institutions and organizations for free. All the published textbooks can be 

downloaded from www.ecampus-afghanistan.org.  
 

The Afghan National Higher Education Strategy (2010-2014) states: 

“Funds will be made available to encourage the writing and publication of textbooks in Dari 

and Pashto. Especially in priority areas, to improve the quality of teaching and learning and 

give students access to state–of–the–art information. In the meantime, translation of English 

language textbooks and journals into Dari and Pashto is a major challenge for curriculum 

reform. Without this facility it would not be possible for university students and faculty to 

access modern developments as knowledge in all disciplines accumulates at a rapid and 

exponential pace, in particular this is a huge obstacle for establishing a research culture. 

The Ministry of Higher Education together with the universities will examine strategies to 

overcome this deficit.”  

We would like to continue this project and to end the method of manual notes 

and papers. Based on the request of higher education institutions, there is the 

need to publish about 100 different textbooks each year.  
 

 



I would like to ask all the lecturers to write new textbooks, translate or revise 

their lecture notes or written books and share them with us to be published. We 

will ensure quality composition, printing and distribution to Afghan universities 

free of charge. I would like the students to encourage and assist their lecturers in 

this regard. We welcome any recommendations and suggestions for 

improvement.  

It is worth mentioning that the authors and publishers tried to prepare the books 

according to the international standards, but if there is any problem in the book, 

we kindly request the readers to send their comments to us or the authors in 

order to be corrected for future revised editions. 

We are very thankful to Kinderhilfe-Afghanistan (German Aid for Afghan 

Children) and its director Dr. Eroes, who has provided fund for this book. We 

would also like to mention that he has provided funds for 140 medical and non-

medical textbooks so far. 

I am especially grateful to GIZ (German Society for International Cooperation) 

and CIM (Centre for International Migration & Development) for providing 

working opportunities for me from 2010 to 2016 in Afghanistan. 

In our ministry, I would like to cordially thank Acting Minister of Higher Education 

Prof Dr Farida Momand, Academic Deputy Minister Prof Abdul Tawab Balakarzai, 

Administrative & Financial Director Ahmad Tariq Sediqi, Chancellor of Nangarhar 

University, Deans of faculties, and lecturers for their continuous cooperation and 

support for this project.  

I am also thankful to all those lecturers who encouraged us and gave us all these 

books to be published and distributed all over Afghanistan. Finally I would like to 

express my appreciation for the efforts of my colleagues Hekmatullah Aziz, Fahim 

Habibi and Fazel Rahim Baryal in the office for publishing books. 

 

Dr Yahya Wardak 

Advisor at the Ministry of Higher Education 

Kabul, Afghanistan, May, 2017 

Office: 0756014640 

Email: textbooks@afghanic.de 



Message from the Ministry of Higher Education 
 

In history, books have played a very important role in 

gaining, keeping and spreading knowledge and science, 

and they are the fundamental units of educational 

curriculum which can also play an effective role in 

improving the quality of higher education. Therefore, 

keeping in mind the needs of the society and today’s requirements and 

based on educational standards, new learning materials and textbooks 

should be provided and published for the students.   

I appreciate the efforts of the lecturers and authors, and I am very thankful 

to those who have worked for many years and have written or translated 

textbooks in their fields. They have offered their national duty, and they 

have motivated the motor of improvement. 

I also warmly welcome more lecturers to prepare and publish textbooks in 

their respective fields so that, after publication, they should be distributed 

among the students to take full advantage of them. This will be a good 

step in the improvement of the quality of higher education and 

educational process. 

The Ministry of Higher Education has the responsibility to make available 

new and standard learning materials in different fields in order to better 

educate our students. 

Finally I am very grateful to German Aid for Afghan Children and our 

colleague Dr. Yahya Wardak that have provided opportunities for 

publishing textbooks of our lecturers and authors. 

I am hopeful that this project should be continued and increased in order 

to have at least one standard textbook for each subject, in the near future.  

 

Sincerely, 

Prof. Dr. Farida Momand 

Acting Minister of Higher Education 

Kabul, 2017 
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