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INTRODUCTION 



1.0 Introduction 

arming practices and use of farm inputs in India is a 5 million year old 

concept, probably as old as farming itself. The Harappans first started 

dome tication of plants. The practices used by them are still used in these days . 

(Agriculture day, Dec 2001) 

ln India, farming practices are restricted largely to the traditional 

methods in the past. These have undergone a silent revolution now. After the 

achievement of Independence it became must to go for modem farm practices 

and inputs in order to attai n self- sufficiency. 

The introduction of new technology in Agriculture has been adopted 

slowly in India and its gradually coming of age . The use of farming practices 

and technologies suitable to Indian agricultural conditions is the most important 

factor today for the changes in the productivity levels . However this change in 

the productivity level is not as fast as the technology is changing. 

In the present scenario, due to the technological break through the 

farming has become hi-tech .. Inputs used in farming have become technological 

driven, with replacement of fertilizers with bio-fertilizers pesticides wi th bio­

pesticides, seeds with hybrid and GM seeds. Use of bio-control agents , bio­

stimulants etc. are some of the examples of technological changes in farm input 

practices. These.inputs have been changing the prod ctivity levels er rap id! . 

If these technological changes are adopted properly, there can be a great 

revolution in the Indian agriculture, which faces the challenge of feed on ever­

increasing population. 



1.1 ed for Dynamic ed Production: 

In a country like India, to have a sustained growth in agriculture 

production is very important because our GDP relies heavily on Agriculture 

production. Agriculture sustains the livelihood of two-thi rds of population . For 

the su tained growth in agriculture production, seeds play a very important role , 

as they are the vital input for sustained growth in Agriculture production. In the 

last three decades Indian seed has undergone a great revolution . As of now there 

are more than 200 seed companies in the country which includes smal l, medium 

and big companies (Agriculture Today, Feb 2003) . 

The quality of seeds has a great effect on the crop yield . From time 

immemorial , farmers have been saving their own seeds, doing thei r own 

selection and looking around for promising varieties. The development of 

modern agricultural science and modem processing technology has now made it 

possible for us to improve the quality of seeds as well as the characteristics of 

seeds in a systematic fashion . Earlier, we used to depend on the mercy of 

random mutations in nature. However, we should never fo rget that seed is 

normally meant for the farmer ' s use and it must further his interests. 

The farmer is faced with bewildering varieties of seeds in the market , 

some are certified, some are not certified; some are from private sector and some 

are from public sector. It's not easy for him to distinguish seed quality. The seed 

certification system is the only third guarantee we have which gives the farmer 

some reliable protection. 

In order to solve the food problems because of the increa ing 

population it 's very necessary to have efficient agricultur . Th arable land 

being limited, it is not possible to bring fresh areas under cu!ti ation . imi larl , 

the available funds being limited, it would not be po ible t keep e tending 

subsidies indefinitely. Therefore, the only way to achieve agriculture growth i 

through increased productivity, which is possible only with the help of eed of 
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1.2 0 M RIN OVATORS 

hough the technology is changing very rapidly in seed industry and 

many uperior varieties are available in the market, the adaptation of this 

techn logy is not fas t. Farmers are very resistant to these changes happen ing in 

the techn logy. ill now mo t of the farmers go for the seeds of low quality and 

low vig r. Most of the farmers are mediocre and they don't want to take risk by 

going fo r new technology as it involves a littl e more investment when compared 

to the traditional practices, and the results of change are always doubtfu l. 

Farmers under such ri sk always prefer the technology that is tested 

b fore and which was a success before. However, some farmers like to make use 

of that technology. Those farmers who introduce new technology for fa rm 

practices and farm inputs can be called as Consumer Innovators. These 

Innovators play an important role to make the te('.hnology adapted by others. 

They help to spread the information by being the first ones to try out a new farm 

input/practice. 

Consumer Innovators can be defined as "the relatively small group of 

consumers who are the earliest purchasers of a new product". 

Consumer Innovators are more interested to use the new products. They 

are more likely than Consumer Non-Innovators to seek information concerning 

their specific in~erests from a variety of informal and mass media sources. 

Consumer Innovators are more likely to give greater eliberation to the purchase 

of new products or services in their areas of interest than onsumer Non­

Innovators. 

4 



known percentage, purity and viabili ty . With out a strong support from seed 

industry, it' s not possible to conceive the nation to face the productivity 

problems. 

lndia possesses almost all the ingredients to produce high quality seeds. 

he c untry has scientific and technical manpower to produce good quality of 

seeds that have the capacity to give high yields due to which many good 

varietie of seeds arrived in the market. Though the seeds are available, there are 

a number of problems in ensuring that seeds reach all parts of the country . The 

consumption of seed is concentrated only in few progressive areas . 

Though sometim the monetary value of a bag of seed appears to be 

low, it's the first essential input in agricultural production. With out seed its 

impossible to raise our productivity levels. The seed industry is not assessed in 

terms of its contribution to raising crop yield . With out such increased 

production it would not be possible to improve social and economic welfare of 

farmers . 

1.1.l Importance of Vegetable Seed Production in H.P 

The vegetable cultivation in H.P. depends on exploiting the comparative 

advantage that has in producing fresh market vegetables at the time when these 

are not available in the plains. The vegetables grown during summer months 

therefore assume significant importance in hill horticulture. Vegetables uch as 

tomato, capsicum, french bean, cabbage, cauliflower peas, temperate carrot and 

cucumber assume strategic importance because all of them can be produced 

during summer month at one or other elevation and marketed in the plains. o in 

order to increase the profits arising due to off-sea onal production of egetables 

its very important to have good variety of vegetable seed o that production 

becomes high, so as the profits. 

3 



t.2.1 Per onality Trait of on um r Innovator and on-Innovator 

h p r onality trai of con umer Innovators and Non-Innovator as per chi ff man and 

Kanuk ar 

Dogmatic: Innovators tend to approach new or unfamiliar products with 

considerable openness and little anxiety whereas Non- Innovators find new 

pr duct threatening to the point they pre fer to delay purchase until the products 

ucces ha been clearl y established 

Inner directed: Innovators rely on thei r own values or standards when making a 

decision about a new product. 

Informative: Inno ators are more like ly to react favorabl y to informative or 

fact-oriented advertising in the product category that appeals to their strong 

interest and to readily evaluate the merits of a new product on the basis of thei r 

own personal tandards. Non-Innovators reac t late ly. 

Perceived risk: It 's the degree of uncertainty or fear ab9ut the conseq uences of 

a purchase that a consumer feels when considering the purchase of a new 

product. 

Venturesomeness: It ' s a broad-based measure of con umer wi llingnes to 

accept the risk of purchasing new products. Venturesomene i more in the ca e 

of Innovators when compared to Non-Innovators. 

Deal Prone: Consumer Innovators are like! to be deal-prone 1.c .. the take 

advantage of special promotional offer like fr e sample . 



I. co MEit D ~ ll A IOR : A RA V RV I W 

Mark ting i ba ic that it can be considered separate functi on . .. 

it " th · wh usin een r m the p int view fi t final re ult, that is from 

th int f view. 

The imp rt n f the consumers has grown with the growth of 

the mar n. Marke ting knowledge has ubstanti all y advanced than ks 

th a pl i ati n beha ioral science such a psychology, oc iology and 

n m1 · n the u e f many tatistica l and mathemati cal too ls. Today th ere i 

gr win ' r ali zati n that dec i i n making by hunch or intui tion must be replaced 

by i nti 1 meth d based n facts and that there should be a better 

und r Landing of buyer b havi r and better methodology fo r solving mark eting 

pr bl m . R search in the fi eld f consumer behavior has assumed utmost 

imp rtanc and that i why study has been chosen . 

Buying behavi r is comparatively a new fie ld of stud . It ' the attempt 

to under tand and predi ct human acti ons in the buying r le. It has a sumed 

growing importance under market - oriented or cu tomer ori ented marketing 

planning and management. Buyer ' market fo r many pr duct and the gr wth of 

consumeri m and con umer legislati on since 1960 ha e created pecial int r ·t 

in con umer or buyer behavior and the formul ation of marketing mi , e to 

respond favorabl y ~uyer behavior in the market place . 

Buyer behavior i d fi ned as all p ych I gi al. ial and ph 'sical 

behavior of potential customer r pr du l ·. ·1luatc 

purcha es onsume and tell oth r about products and 

A vital fac tor in mark ting i to ati f th u t m r t I av' him with 

the fee ling that the ell er ha r ndered valuable hi h th bu r wi I l be 

6 



J.4 I R RAL V R I W 
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c1ence uch a psycho! gy , ciology and 

t_ati tical and mathematical tools . T day there is 

n making by hunch r intuition must be replaced 

n fac t and that there should be a better 

und f bu er b ha i r nd better method logy for so l ing m rketing 

pr l m . R earch in the fi Id f consumer behavi r ha assumed utmost 

imp rtan and that i wh stud has been chosen. 

Bu ing beha ior is comparatively, a new fi eld of tudy . It's the attempt 

to under tand and predi t human actions in the buying ro le. It has a sumed 

growing importance under market - oriented or customer oriented marketing 

planning and management. Bu er' s market for many products and the gr wth of 

consumeri m and consumer legislation since 1960 have created spec ial inter t 

in consumer or buyer beha ior and the formulati on of marketing mixe to 

respond favorably b1:1yer behavior in the market place . 

Buy r behavior i defined as all p ychological, social and ph ical 

behavior o( potential cu tomer a they become awar of product . e aluate 

purchas s, c nsume and tell other about products and ervices. · 

A vital factor in mark ting is to satisfy the cust mer, to lea e him ith 

the feeling that the seller ha r ndered valuable ser ice which the buy r ill b 
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glad t u a ain . marketing pr gram depends on the products 

b ing t ii r mad t fit th inal u r. 

The ti rce having an influence on c nsumer behavior is hi s personal 

m tiv ti nal and environmental actors. ·or understanding the con umer, the 

m rk t r need to know why people buy th ings. or this Maslow's need 

hierarchy i cry u ful. Abraham Maslow sought to explain why people are 

driv n by p rticular need at particular times. Maslow theory helps marketers 

w ari u products fit into the plans, goals and li ve of potential 

c n umer . 

Th re are tw distinct motives a~ to why people buy: 

) M TIONAL B YTNGM TIV 

• Di tincti eness 

• mulation 

• conomic Emulation 

• Pride of personnel appearance 

• Pride of appearance and prosperity 

• ocial achievements 

• Proficiency 

• Romantic instinct and so on 

B) RATIONAL BUYING MOTIV ES 

• Handihess 

• Efficiency in operation or use 

• Dependability in quality 

• Reliability 

• Durability and so on 

After having general background of why people bu thing and before 

studying factor influencing buying decision, it will be fruitful to tudy the 

consumer decision process. The buying pr ces can be summarized as fi ll ow 

7 



1.4.1 B H VIOR 

ati 1e their d mands and needs by purchasing a variety of 

rv1ce . hey h e many reasons fi r buying and are influenced by 

in the market place. in the home and in their everyday envi ronment. 

nd r t nding b ha i r i es ntial for any marketing manager fo r marketing, 

planning and program. marketing manger ha to develop knowledge and 

in ight whi h i all d bu ing habit and buying moti es . 

Buying habits are defined as the repeated patterns of beha 1or 

followed by cu tomer in the proce s of acquiring goods or ser ice . 

The buyers and their purchases can be categori zed according to number 

of p ychological dimensions. Woods ( 1960) has established the followin g 

breakdown about customers. 

a) A habit determined group of brand loyal consumers who tend to be 

satisfied with the last purchased product on brand. 

b) A cognitive group of consumers, sensitive too rational claim and only 

conditionally brand loyal. 

c) A price cognitive group of consumer who principall de ide b cau e 

of price. 

d) Impulse consumers who buy on the ba i f ph sical appeal relati el 

insensitive to brand name. 

e) Emotional reactors are those who tend to b respons1 e to what product 

symbolizes and who are heavily swayed by image . 

8 



1.4.2 

p rt n 

A r up 

p y h I 

0 L 

new c n umer not yet satisfied with re peel to the 

n ion con umer b havior. 

M R 8 H VI R 

n time marketers could under tand consumers through the dail y 

f elling to them . Howe er the growth of companies and markets has 

r m d m ny m rketing managers from direct contact wi th customers. 

ingly, managers ha e had to rely on the 7' 's framev..ork for con umer 

r e rch t an wer the 

Who contributes the market 

What d e the market buy 

Wh d e the market bu 

Who participate in bu ing 

How does the market buy 

When does the market bu 

When does the market buy 
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Occupants 

Objects 

bjecti ve 

Organizations 

Operation 

Occasion 

Outlets 
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I. d f tud 

armin h c me technologicall y driven due to many hi-tech 

pr ti d, which r ults in g d productivity levels. But only some 

p pl intr du e th i techno logy, by thi s study it becomes easy to find out 

h i th fir t t u the technology. 

h re great am unt of res istance to the changes in technol gy . In 

rd r t r due r i tance t these changes its desirable to find out onsumcr 

Inn ato r , a it b c mes easy to make the fa rmers adopt technol ogy by 

b r mg n um r Inn at rs or by his word of mouth. 

mpames wh n introduce new technol ogy or product, they alway 

find difficult t spread infi rmation regarding the product especia ll y am ng 

farmer and to make that technology or product establi shed is more d ifficult 

becau e m t of the farmers want to adopt tested product o r techno logy . o by 

findin g onsumer Inna ators and by studying the ir consumpt ion behav ior it 

become easy to spread the importance and informatioh o f technology the 

farmers . This will al o help in reducing wasteful mark ting expenditure a effo rt 

at launch of new farm inputs/products can be directed at Consumer Innovators 

who are likely to yield results . By studying the consumer behavior of Innovator 

and Non-Innovators it help the marketer to easily find where the effort sho uld 

be made so that best results can be obtained. 

10 



2.0 bjectiv of the tudy: 

• find ut th n umer Innovators and on-Innovators among farmers 

r garding veg ta le ced in aproon valley . 

• c mpare the n umer Beha ior of onsumer Innovator and on- Innovators 

am ng farmer f egetable eds in aproon valley. 

• To tudy th mographic characteri tics of Innovators and Non-Innovators . 

• To study th m dia u age characteri stics of Innovators and Non-Innovators . 

• o c mpare the demographics and media graphic factors in relation to the 

consumer behavior of Innovators and Non-Innovators. 

II 



METHODOLOGY 



b cau 

qu lit 

3.2 

apro n vall y of olan istrict was purposively selected for the study 

ut f 12 di trict f the state, olan district ranks first in area under 

er p and major area of olan district under vegetable crops comes in 

all y. pr n valley is famous for vegetable production and for 

d pr duction . 

ampling method: 

n enient sampling technique was used as the sampling method . 

ince the empha is was comparing innovators and non-innovators it was not 

possible to locate adequate number of innovators u ing random ampling 

techniques. Inn vators were identified with the help of retailers dealing in 

agricultural inputs, and those conveniently approachable were approached . 

3.3 Sampling Unit: 

A farmer of Saproon valley was selected as sampling unit 

3.4 Sampling size: 

100 farmers were taken as sample size for the study . In this a sample of 

50 innovative farmers for seed were determined and interview d and the oth r 

50 ·non-innovative farmers were also determined and interviewed. This sample 

was considered large enough as the total number of farmer in the aproon 

valley i estimated to be about 3000. This sample was con idered large enough 

to apply Chi- quare test to the data that was collected for this tud . 

12 



II tion of Data: 

3.5.1 Prim ry data: 

he primary data r th pre ent study was collected through interview 

h dul . 

and 

ir t to find out the Inn vators a scale given by Ronald . oldsmith 

. Hofack r was u ed in which there are six questions that helps to 

d t rmin th on umer Inn ativeness . In the same way on-Innovators were 

d t rmi n d and int rviewed with the help of an Interv iew schedule. 

3.5.1.1. Interview chedule: 

he interview schedule consisted of Question related to the consumer 

beha ior of the farmers. It also had questions related to thei r demographics and 

media u age. 

There after based on interview schedule, cross tabulation of innovators 

and non-innovators was done and to find out the significance of di ffe rences in 

their behavior chi-square test was applied to the cross tabulation. 

3.5.2 Secondary Data: 

The secondary information concerning to the study was col lected from 

the Agriculture department, Solan which was a list of farmers res iding in the 

Saproon valley. 

3.6. Analytical Tool: 

Chi-square was used to test the significance of the difference m 

behavior between Innovators and Non-Innovators . 

13 



.6.1 bi- quar · 

hi- quar te t w appli d to measure the degree to which a series of observed 

o the innovator and non-innovator groups are deviating from thei r 

rr p nding exp cted freq uencies. 

i i = 1 2,3 . . . n) is a set of observed frequencies and E, (i = 1,2,3 ... n) is a set 

xp ct d frequencies then 

hi- quare is calculated by the fo rmula 

(0 - )2 

Chi- square = L 
E 

Expected frequency is calculated by the formula 

Where, R is the row total 

C is the column total , 

N is the overall total of responses 

14 



RESULTS 
& 

INTERPRETATIONS 



4.0 LT DI RP ATIO 

TIO - I 

4.1 on umer Behavior characteri tic of Innovator and on-Innovator 

n umer Behavior study is very important for a marketer as it helps the 

m rketer t kn w ab ut th buying characteristics of the consumers . The consumer 

b h vi r tudy include what the consumers buy, how they buy, why the y buy and 

th pr motional influence that persuade them to buy. By stud yi ng all these it helps 

m rketer to take better strategic marketing decisions regarding a product. 

The succeeding tables show the differences m buying behavior 

characteristics of Innovators and Non-Innovators 

15 



4.1.J rop that r r wn by the farmer 

bl 4.1.1. rop grown b Innovator and on-Innovator 

n-innovators 
50 
44 

4 38 
4 42 
4 40 
2 18 
2 22 

36 24 

H h re 1 no diffi rence in the crops grown by Innovators and Non-Innovators. 

H l : here i difference in the crops grown by Innovators and Non-Innovators . 

x2 alculat d: 9.5 

x2 tabulated at 95% level of significance at 7 Degree of freedom : 14.067 

ince calculated value of Chi- Square is less than tabulated value. HO i accepted. That 

means there is no difference in the crops grown by Innovators and Non-Innovators. Both 

the farmer grow the crops like tomato, capsicum, cabbage cauliflower, pea etc. 

16 



4.1.2. Important d c' ion-makin factor ba don which armer buy 

d. 

Table 4.1.2 Dec · ion-makin actors 

Th following tabl shows the factors that farmers prefer to ha e in eeds which 

dri them t buy eds 

Factor lnnovators Non-lnno a tors 

High Yield ing pa city 190 156 

Demand for crop in the market 135 109 

a y Availability 135 176 

Disease resistant 160 118 

High producti ity 145 174 

Drought Resistant 120 12 

H-0 : There is no difference in the Decision making factors based on which farmers buy 

the seeds 

H1 : There is difference in the decision making factors based on which farmers buy the 

seeds 

x2 calculated 84.91 

x2 tabulated at 95% level of significance for 5 degree of freedom : 11 .07 

Since calculated alue is greater than the tabulated value, H 1 is accepted . 

Innovators buy the seeds mainly by looking for characteristics like hi gh ielding capa 1t 

of the seeds and disease resistance towards the diseases of the seeds . Non-lnno ators bu 

the seeds due to the easy availability and high producti e capac1t of the seeds 
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4.1. . ur fr m whi h lnno at r nd on-Innovator purcha the 

d . 

th d tail 

ar 

ablc.4.1.3. ource of purcha 

nt 

Inn 
46 
10 
16 
3 

ut th 

d 

urce rom which the Inn valors and on-

on- Innovators 
36 
23 
6 
0 

H h re 1 n difference between Innovators and on-Inno ators regardi ng the 

urc fr m which they purchase the seeds 

HI : Inn ator mainly go for Dealer/Retailer and Marketing Representati e 's 

Wherea Non-Innovator go mainly for Dealer/Retailer and Govt . department 

fi r the purcha e of seeds. 

x_2 calculated 12.47 

x2 tabulated at 95% level of significance for 2 degree of freedom : 5.991 

Since calculated value is greater than the tabulated value HI is accepted i.e., m re 

Innovators purchase seeds from dealers/retailers as compared o non-1nno ator . 

Some of the Innovators are also interested to buy the seed fr m the Univer it of 

Horticulture and Forestry. 

18 



.1.4. Brand pr f: rr d b lon at r and n-lnno ator 

bl 4.1.4. Br nd Pr ferr d 

rand 

d 

5 
4 
30 
14 
1 
3 
1 
3 
1 
2 

9 
5 
4 
45 
13 
12 
6 
2 
6 
0 
0 

Ho: There is no differenc between Inno ators and 

Brand purchased by them 

n-Inno ators regarding the 

H 1: Innovators and Non-Innovators use Inda-American seeds and Inn ator are al o 

intere ted to use the seeds of University of Horticulture and Fore try 

x2 calculated 19.08 

x2 tabulated at 95% level of significance at 6 Degree of Freedom : 12. 92 

Since calculated value is greater than tabulated value, HI is accepted. That mean lndo­

American seeds is the brand preferred by Innovator and Non-Innovator . 

University produced varieties are also preferred b Inn ators wherea Non-Inno ator 

don't prefer university seeds. 
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4.1. . our of inform tion for d u d b th farm r befor 

Purcha e of d . 

hi l bl h w th 

ar lik ly t g l in rm ti n b ut eed b re their purchase 

abl 4.1.5. 

Repre entati e 
D al r/R tail r 
UHF 

our c of information 

nt 

Inn valors 
8 
10 
5 
5 
9 
31 
18 

on- Innovator 
28 
27 
2 
0 
5 
18 
5 
0 

Ho: There i no difference between Innovators and Non- lnno ators regarding the 

source of information for seeds. 

HI : More Innovators go for Marketing Representatives and D aler /Retailers wherea 

Non-Innovators go to other farmers and Govt. department for information 

regarding seeds 

x.2 calculated 36.60 

x.2 tabulated at 95% le el of significance at 5 Degree of Freedom : 11 .07 

Since calculated value is greater than tabulated value HI is accepted i.e., Innovators go 

for Marketing Repre entatives and Dealers/Retailers wherea n-"Inno ator g for 

other farmers and Govt. department for information regarding seeds. 
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4.1.6. hop · ited and compar db Innovator and on-Innovator 

abl 4.1.6. 

b fore the purcha of ced 

hop vi it d 

Innovat rs 
15 
22 
7 
6 

Non- Innovators 
24 
19 
6 
I 

H h r i n difference between Innovators and on- Innovators pertaining the 

number f shops visited and compared before the purchase of seeds 

HI Innovators go to two or more shops where as Non- Innovators go mostl y to one 

hop before the purchase of seeds. 

x2 alculated 6.1 l 

X abulated at 95% level of significance at 2 degree of freedom : 5.991 

S ce calculated value is greater than tabulated value, H l is accepted i.e ., 

I .ovators visit more than two shops whereas Non-Innovators go mostly to one 

s >p before the purchase of seeds. 

I 
I 
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4.1.7. Brand mpar db lnno nd on-lnnovat r 

abl 4.1.7. Br nd compared 

Ab e hr 

Innovat rs 
7 
21 
15 

7 

on- Innovator 
24 
18 
7 

H h re i n diffi r nee b tween Inn at r and on- Innovators regarding the 

Numb r f brand c mpared them b fi re the purchase of seed . 

HI : Inn at rs compare two or three brands where a Non- Innovators go fo r one 

brand at the time of purchase of eeds. 

x.2 calculat d 16.10 

x2 tabulated at 95% le el of significance at 2 Degree of Freedom : 5. 991 

Since calculated value is greater than tabulated value HI is accepted i.e., 

Innovators compare two to three brands where a Non-Innovators go for one brand at the 

time of purchase of seeds. 
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4.1. . im f purch e of d pri r to owin 

abl 4.1.8. .1m of pur ha 

Innovator on- Innovator 
6 12 
37 21 
6 17 
1 0 

m nth 0 0 

Ho: her is n difference between Inno ators and on-Innovators pertaining to the 

time pri r the e ds are purchased before s wing 

H 1: Innovators purchase seeds, 15 days before sowing, whereas the Non- innovator 

may purchase seed any time between one week and 25 days prior to sowing time . 

x.2 calculated l l.64 

x.2 tabulated at 95% level of significance at 2 Degree of Freedom : 5.991 

Since calculated value is greater than tabulated value, H 1 is accepted i.e., Inna ators 

purchase seeds, 15 days before sowing and Non-Innovators purchase the seeds at an 

time between one week and 25 days 
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4.2 Demographic cbaract ri tic of Innovator and on-Innovator 

The demographic fea tures are of vi tal imp rtance, because they influence the 

or aniz ti n and management of arms. he nature o f owner ship of land , Irri gation 

faciliti a a ilabl t the land, fami ly size, educational level , Income of the farm er have 

great bearing on the deci sion making process of the farmers. 

The ucceeding table de cribe the demographic features of the Innovators and 

Non-lnno at rs. 
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4.2.l. w di tributi n f Inn vator and on-Innova tor 

Tabl 4.2.l. -wi e at ry 

on- Innovator 
3 
1 
25 
12 

H Th r i no dif erenc between Innovator and on-Innovator pertaini ng to the 

ag category in which they fall 

HI : Majority of the Irmo at rs fall in the age category of 25-35 years whereas 

majority of Non- Inn vators fall in the age category of 35-50 years and 50 years 

plu . 

x2 calculated 9.68 

x_2 tabulated at 95% level of significance at 2 Degree of Freedom: 5.991 

Since calculated value is greater than tabulated value HI is accepted i.e., Majority of the 

Innovators fall in the age category of 25-35 years whereas majority of Non- Innovator 

fall in the age category of 35-50 years and 50 years plus. 

The above interpretation implie that majority of the Innovators are ounger in age hen 

compared to the Non-Innovators. 
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.2.2. 

Tablc.4.2.2. 

Thi tabl 

du tional ualifi ation of Inn ator and on-Innovator 

ducational tatu 

ati nal qualification 

Innovators 
0 
5 
7 
29 
9 

Innovators and Non- Innovators .. 

on- Innovator 
10 
8 
20 
12 
0 

H There i no difference in educational qualification between Inno ator and Non­

Innovator . 

HI : lnno ator are mostly graduates wherea Non-Innovators are mostly I 0 2 

qualified 

x2 calculated 27. 12 

x2 tabulated at 95% lev 1 of ignificance at 2 Degree of Freedom : 5.991 

Since calculated value i greater than tabulated value, H 1 is accepted i.e., Innovators are 

mainly graduates wherea Non-Innovators are mostly 10+2 qualified . 

This implies that lev I of education becomes more significant in egetab le farming, a it 

is one of the capital intensified enterprises in the farm. It helps to adopt farmers the lat t 

techniques 
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Table 4.2. . ccupation of Innovator and on-Innovator 

Table 4.2.3. Occupation 

Innovators 
41 
9 

on- Innovator 
44 
6 

Ho: There i no di fference in the occupation between Innovators and Non-Innovators . 

H 1: There i difference in the occupation between Innovators and Non-Innovators. 

x2 calculated 2. 14 

x2 tabulated at 95% level of significance at I Degree of Freedom : 3.182 

As the calculated value is less than the tabulated value HO is accepted i.e ., there is no 

difference in the occupation between Innovators and Non-Innovators. 

Innovators and Non-Innovators are having Fanning as their primary occupation 
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4.2. . nnual In m rang f Inn vator and on-Innovator from all th e 

ur 

bl 4.2.4. Inc m tatu 

I the annual income o the Innovators and on-Innovators from all 

th ur he in m th amily al play an important role in decision making 

Innovators 
2 
12 
2 
8 

on- Innovators 
10 
24 
11 
5 

Ho: her 1s n diffe renc in annual income between lnno ators and on-Inno ator . 

H 1: lnno ators chiefl y earn between RS I lak.h to 2 lakh per annum whereas Non­

Inn ators earn between R 50 000 and R 1 lak.h per annum. 

x2 calculated 16.46 

x2 tabulated at 95% level of ignificance at 2 Degree of freedom: 5.99 1 

Since calculated value is greater than tabulated value HI is accepted i.e:...1 Majorit of ,, 
Innovators earns between RS 1 lakh to 2 lakh whereas Non-Innovators earn between R 

50,000 and RS I lakh. 

The above table shows that farmer who are having high annual incom are lnno at r . 

As they have high annual income they are willing to take risk by going fo r the ariet f 

seeds. 
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4.2.S. Land ulti at d b Innovator and n-Innovator 

bl 4.2. . r a ultivat d 

h tabl b I w d pict the land cultivated by the Innovators and Non- Innovators. It 's an 

imp rtant par m t r b cau e the ize of land holding enables the farmer to take risk by 

g ing ti r new te hnique of er p cu ltivation 

nd Inn a tors Non- Innovator 
9 24 
15 12 
12 9 

5 
5 0 

Ho: her i n difference bet e n Innovators and Non-Inna ators pertaining to the 

tal ultivable land. 

H 1: Inna ators cultivatable land is between 1-15 acres whereas Non-Inna ators 

cultivable land is below 0-5 acres. 

x.2 calculated 10.25 

x_2 tabulated at 95% level of significance at 3 Degree of Freedom : 7.815 

Since calculated value is greater than tabulated value, H 1 is accepted i.e ., Inpovators 

cultivatable land is between 1-15 acres whereas Non-Inna ators culti able land i belo 

0-5 acres. 

This implies that Innovators are having large land holding when COf!lpared to on­

Innovators and as the Innovators are having high land holding they are interested to take 

risk by going for new variety of seeds in a small area of land. 
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4.2.6. Irrig tion 

Inno a t r 

iii tic ii bl for th cultivat d land of lnno ator and on-

Tabl 4.2.6. Irrigation f ciliti 

Thi t bl h w the irrigati n fac il itie ava il able fo r the cultivated land . It ' s an important 

p ram t r b c u irri gati n fac ilitie play a important ro le in the crop productivity . 

Land ith g d irri g tion cil iti s have go d production capacity . 

1-5 acr 
5- 15 acre 
15-30 acres 

Inno ators 
10 
27 
1 1 
2 
0 

Non- Innovator 
29 
16 
5 
0 
0 

Ho : Th re is no difference in the irrigati on faci lit ies available to Innovators 

and on-Innovators. 

H 1: Inno ators have irri gation fac ilities for land between 1-5 acres here a non­

Innovators got irrigation fac il ities for land below l acre 

x2 calculated : 15 .48 

x2 tabulated at 95% level of significance at 2 degree of freedom : 5.991 

Since calculated value is greater than tabulated value, H l is accepted i.e .. Inno ators have 

irrigation faciliti es for land between 1-5 acres where a non-Innovators go t irr igati on 

faciliti es for land below 1 acre . 

This implies that Innovator are having better irrigation fac ili tie than n-Inn ator . 
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4.2.7. p f mili of lnoo at r and on-Innovator 

abl 4.2.7. .yp offamil 

valors 
35 
IS 

n- Innovator 

H er i n dif eren in th lyp of amilics between Innovators and Non-

Jnn at rs. 

HI : Maj rity f N n-Jnn at r are in joint fam ilie when compared to Innovators 

x.2 c lculat d 2. 9 

x.2 tabulated at 95% level of significance at I Degree of Freedom : 3.182 

Since calculated value is less than the tabulated value, Ho is accepted. That means 

majority of Non-Innovators come in the category of joint family when compared to 

Innovators. 

, 
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4.2.8 a mil iz of Innovator nd on · f nnovator . 

bl 4.2.8. amil iz 

Innovators Non-Innovators 
3 I 36 
19 14 

11 h r i n di r nc in lhe t ta! number f family members among Innovators 

and N n-lnn at r 

HI : h re 1s n difference in the tota l number of family members among Innovators 

and N n-lnn valors 

x2 calculated 2. 7 

x2 tabulated at 95% level of significance at I degree of freedom : 3.812 

ince calculated value is lesser than tabulated value, H 1 is accepte~ i.e., 

There is no difference in the total number of family members among Innovators and Non­

Innovators 

32 



TI - III 

4.3 M dia age characteri tic of Innovator and on-Innovator 

h m dia usage of the Innovators and Non- Innovators helps to know where 

actl th market r hould concentrate the communication efforts so that it becomes 

a y t pr ad the informati n to inno ative farmers initially. By knowing the media 

u age charact ri tics it he lps to find different media's used by the farmers . They include 

n w pap r and magazines they read, TV programs watched and Radio programs heard 

by the farmer . 

he following tables show the media graphic characteristics of the Innovators ad 

N n-Inn ator . 
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below h ws the newspapers read by the Innovators and Non-

Inn vat r . is help t kn w which new papers hould be concentrated on in order to 

re h th right audience. 

Tab I 4.3. J. ew pap r 

Innovators on- Innovator 
0 2 
1 1 14 
5 6 
3 3 

mr J 
i ya Himachal 7 14 
ribun 14 5 

Times of India 6 l 
Hindu tan Times l 0 
Indian Ex ress 1 0 

Ho: There is no di ffe rence in the newspapers read between Innovators and non­

Innovators. 

HI : More of Innovators read T ribune and whereas No n-Innovators read Divya 

Himachal. Amar Ujala has an equal readershi p among innovators and non­

Innovators·. 

x2 calculated 10. 79 

x2 tabulated at 95% level of signi ficance at 4-degree le e l of freedom : 9.4 8 

Since calculated value is greater than tabulated value, H 1 is accepted 1.e ., Innovators 

mostly read Tribune and Non-Innovators read Divya Himachal. 
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4 .. 2: zin r ad b Inn tor and n-lnn vator 

abl 4. .2. Magazin 

lnnovat r Non- Innovator 

rel t d 
kli R gi nal 

21 
I 

11 

5 
2 
2 
8 

H her 1s n di fer nee in the magazine read by Inn valors and on-Innovators. 

HI : Innovator mainly read gricultural and eneral magazines whereas non­

Innovator r ad Agriculture and ntertainment magazine 

x2 calculated 15.59 

r..2 tabulated at 95% leve l of significance at 3 degree of freedom : 7. 15 

ince calculated value is greater than tabulated value HI is accepted i.e., Innovators 

mainly read Agricultural and General magazine whereas 

Agriculture and Entertainment magazines 

·1 
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4. . Pr gram watch d by Innovator and on-Innovator 

ta I b I w h w th pr grams watched by the Inn vators and on-

hi h Ip to kn w th vanous programs watched by Innovators and 

n-lnn at r . By kn wing the V program watched by the farmer. it becomes easy 

laun ha pr du t by i ing advertis ment in between the favorite programs watched by 

inn vativ rm r . 

Table 4.3.3. TV pro ram watched 

Innovators 
30 
10 
26 
12 
12 
8 

Non- Innovator 
16 
18 
16 
6 
20 
8 

Ho: There i no d ifference in the TV programmes watched by Innovators and non­

lnno at r . 

HI : Innovator mainl y watch N WS and Agriculture related Programme programmes 

whereas Non-Innovators mainly watch serials and Movies . 

x2 calculated 12 . 97 

x2 tabulated at 95% le el of significance : 11.07 
·1 

Degree of Freedom 5 

Since calculated value is greater than tabulated value H 1 is accepted i.e., 

Innovators mainly watch NEWS and Agriculture related Programme programm 

whereas Non-Innovators mainly watch Serials and Movies. 
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4 .. 4: Radi pro ram heard b lnnovat.or od on-Innovator 

abl 4 .. 4. Radio program 

Innovators 
28 
12 
21 
10 
8 

Non-Innovators 
24 
21 
21 
8 
12 

H no differ nee in the radio programs heard by Innovators and Non-

H l : Maj rity of Inno ators hears NEW and Agriculture related Programs 

wh rea Non-Innovators hear Agriculture related and Entertainment Programs 

and Non-Innovators hear more National programs than Innovators . 

x2 calculat d 12. 97 

x2 tabulated at 95% level of significance at 5 degree of freedom : 11 .07 

Since calculated value is greater than tabulated value, H l is accepted i.e ., 

Innovators mainly hear NEWS and Agriculture related Programs and whereas Non­

Innovators mainly hear Agriculture related and Entertainment programs. Non-Innovators 

hear more National programs when compared to Innovators. 
· 1 
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2 m nll n th y uh wn I t time? 

p 

th r 

r nk the factor b I w ac ordmg to which ou bu pamcular an e t1 e · of 

B aus ofhigh 1e ldmg capacity 
b Demand for the c rop in the ma rke 

a a atlabilit 
d Di ease resi tant 

High producti ity 
f If o thers please spec ify _ _ _ 

2 3 

4. Where did you buy the seeds la t time? Please ti ck the o urce . 
a. Dealer/Retailer 
b. Go ernment Department 
c. Directly from compan ' sales per ons 

4 s 

d. An others please specify 
~~~~~~~~~~~~~~~~~~~· 

5. Please tick the brands you purchased last time. 
a. Rallis 
b. , 
c. ngenta 
d. lndo-AmeriC'an seeds 
e. Mahyco 
f. entury 
g. If others please specify 

~~~~~~~~~~~~~~~~~~~~~~ 

6. Whom ou consult before the purchase of seeds . Please ti k from the b lo 
a. Other farmers 
b. Government department 
c. News Papers 
d. TV programs 
e . Radio 
f. Representatives of the company 
g. Dealer/ retailer 



h 

7 Pl th num vs It d nd mp r d u I t time 

d hr 

r f brand c mpc r u I t lime 

Thr 

H wmu h tsm pn r th 
a lw k 

I day 
Im nth 

d 
m nth 

. Plea e ti ck th ag t gory in which u fa ll 
- I to 2 year -25 to 35 ear - 5 to 5 - bo e 50 ear 

11 Plea tick our ducatsonal qualificat1 n 
a. Below metric 
b. Matriculate 

Intermediate 
d Graduate 
e. Post-Graduate 

I 2. Please tell u about your occupation 
a. Pimary occupation --------
b. econdary occupation __________ ___ _ 

. Please tick your annual income from all th ur e 
a. Below R 0,00 0 
b. RS 50,000 to f , , 0 
c. R 1,00,00 to 2,00, 0 
d. Above R 2,00,000 

I 4. Plea e tick to indicate the total land ulti at d b u. 
a. Below I acre 
b. 1-5 acres 
c. 5-15 acres 
d. I 5-30 acr 
e. above 30 acre 



. m unt I n which I av 1r.1 ti n c il1t1 . 

amrl t 

17 Pl a m nt1 n th t tal num ·r p ·rson 111 ur am ily 

18 Pl ntl nth n w 1 ap r your I'. I 

nt1 nth · m a"n y u r ac.l la r 

2 Pl · t II u a LI I ny tw T V pr ram y u w t hed I t. t1 m · 

b 

21 Pl a te ll u. a b ul the lw rad1 pr gram you h ard last 
a 
b 

Name f the farmer 
~~~~~~~~ 

V1llag 

1G3 ~0 


	46380 - 0001
	46380 - 0002
	46380 - 0003
	46380 - 0004
	46380 - 0005
	46380 - 0006
	46380 - 0007
	46380 - 0008
	46380 - 0009
	46380 - 0010
	46380 - 0011
	46380 - 0012
	46380 - 0013
	46380 - 0014
	46380 - 0015
	46380 - 0016
	46380 - 0017
	46380 - 0018
	46380 - 0019
	46380 - 0020
	46380 - 0021
	46380 - 0022
	46380 - 0023
	46380 - 0024
	46380 - 0025
	46380 - 0026
	46380 - 0027
	46380 - 0028
	46380 - 0029
	46380 - 0030
	46380 - 0031
	46380 - 0032
	46380 - 0033
	46380 - 0034
	46380 - 0035
	46380 - 0036
	46380 - 0037
	46380 - 0038
	46380 - 0039
	46380 - 0040
	46380 - 0041
	46380 - 0042
	46380 - 0043
	46380 - 0044
	46380 - 0045
	46380 - 0046
	46380 - 0047
	46380 - 0048
	46380 - 0049
	46380 - 0050
	46380 - 0051
	46380 - 0052
	46380 - 0053
	46380 - 0054
	46380 - 0055
	46380 - 0056
	46380 - 0057
	46380 - 0058
	46380 - 0059
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	46380 - 0061

