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INTRODUCTION

Agriculture plays a significant role in Indian economy as it constitutes
17-18% to country's GDP in 2018. The agriculture sectors meet up the food
requirement in the country by taking much effort on production of almost all
agricultural produces. India has occupied the second position with 5.5 lakh
hectares of area of cultivable land and 77 lakh tonnes of production of onion
next to China in the world (Kalaiselvi, 2020). In vegetables, onion plays a vital
role in Indian and foreign cuisine. Without onion there is no dish prepared and
completed in Indian food. However, India stands in the second place in
production of onion with 20% of share in the world production next to China
(Kalaiselvi, 2020).

Since the demand for onion is throughout the year in India there are
always problems in supply. A global review of area and production of major
vegetables shows that onion ranks second in area and third in production of
the total vegetables in the world. Onion is an important commercial crop in
India and is widely grown in different parts of the country. The big onion
produced in Maharashtra, Karnataka, Andhra Pradesh and Tamil Nadu are
exported to Dubai, Kuwait, Saudi Arabia, Middle East, Malaysia, Singapore,
Bangladesh, Sri Lanka. Small onion produced in Karnataka and Andhra
Pradesh are exported to Singapore and Malaysia. At present, India stands
second largest producer of onion in the world, next to China (FAO, Production
Year 2020 Book). Indian onions are famous for their pungency and are
available round the year. It is used either in raw form or dehydrated form to
add flavour and taste to Indian cuisine since onion has excellent medicinal
value.

Per capita Consumption of Onion in India
Price and religious consideration are the main factors which influence

the consumption of onion in India. A particular segment of people avoids



onion in their daily diet during the religious occasions. Usually the price of the
onion is lesser during the winter season. The level of its consumption
depends upon the price. The per capita consumption of onion raised every
year due to some reasons like changes of life and food style. During 2004-05
and 2009-10, the rural consumption of onions increased to 32% and urban
consumption of onions increased to 18% in India. It is understood that the
production of onions between these period have increased to 90% in the
country (Baraker et al. 2021).

The share of onion production among major growing states include
Maharashtra (43%), Madhya Pradesh (15.20%), Karnataka (8.47%),
Rajasthan (5.80%) and Gujarat (4.63%). It occupies an area of 1.24 million
ha. with a production of 26.85 million tonnes in India (Horticulture Statistics
Division, 2020).The area under onion crop production is 4082.90 thousand
tonnes in Madhya Pradesh. Indore district stand 13150.00 hectare area and
production is 420670.00 tonnes in 2018-2019 (https://miews.nafed-india.com).
Statement of problem: -

The marketing of agricultural produce is a challenging task for the
farmers because of perishability. However, onion has the advantage of being
less perishable and enters into the marketing channels for inter-state and
foreign trade, to a considerable extent because of added advantage that it can
stand rough handling and long-distance shipment (Kumar, 2020). The market
information is an important facilitating function in a marketing system (Phukan
et al., 2018). Maximization of the agricultural profit not only bank on the
production but also on the proper marketing behaviour of that crop (Jeganet
al.,2019). The ability of an individual to trace out the market trends to sale
their produce for higher returns are considered as the marketing behaviour.
Market behavior of a farmer is influenced by several factors. The market
behaviour is therefore; considered as important parameter which can be
acquired by an individual and the behaviour of the farmers with respect to

marketing aspects include time of sale, place of sale, marketing channels
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used and market prices. Considering the points, some of the researchable

guestions are:

(1) To what extent attribute of onion growers affect their marketing behaviour?

(2) Do the farmers possess sufficient knowledge about marketing of onion?

(3) What are the challenges faced by onion growers in production, storage

and marketing of onion?

Keeping the above issues in mind, the present study on “Marketing

Behaviour of Onion Growers in Indore District of Madhya Pradesh” was

undertakenwith following objectives:

1.

To study the personal, socio-economic, psychological and

communication characteristics of onion growers

To ascertain marketing knowledge and marketing behaviour of onion
growers

To examine the relationship between profile characteristics and
marketing behaviour

To analyze the problems faced by onion growers in production, storage

and marketing of onion and suggestions to overcome them

Limitations of the study

1.

In view of the fact that the study was conducted by a student researcher
who had limited time and other resources at his disposal, the study was
confined to only one block of Indore district. Hence, the findings of the
study cannot be generalized.

The study did not suffer due to any unusual limitations other than the
common ones like time, finance, mobility and physical facilities. In spite
of these, every effort was made by the researcher to conduct the study
as objectively as possible by following all norms of the scientific research

by carrying out the investigation.



3. The study is based on the opinions of the respondents, which may not
be free from their individual subjective perception and bases inspite of

the researcher’s effort to get them as objectively as possible.

Scope of the study

The present study provides vivid information about personal, socio-
economic, communication and psychological characteristics of the onion
growers. Onion is one of the commercial crops and less perishable compare
to other vegetables, so it has different marketing practices. Marketing plays a
vital role in onion crop. Hence the present study has been undertaken in order
to know the marketing behaviour and problems faced by onion growers in
selected block of the district. The results of the study would be useful for

policy makes for making appropriate strategies.

Organization of the study

This investigation has been presented in six chapters, Chapter — |
introduction, attempts to focus the need of the study with background,
objective, importance, scope and limitations of the study. Chapter — Il
highlights the review of literature related to the study. Chapter — Il elaborates
the materials and method, sampling, operationalization of variables with their
measurement and techniques of data collection, its analysis and
measurement. Chapter — IV deals with the findings. The discussion is
presented in Chapter - V. Finally Chapter - VI is concerned with the summary,

conclusion and suggestions for further study.



REVIEW OF LITERATURE

Review of literature assists in delineation of the problem area and
provides a basis for interpretation of the empirical perspective of research with
this fact in mind,an effort has been made to review the research, survey
reports, books, journals, magazines, popular articles and other sources of
information relevant to the study.

The available research findings have been presented under the following
headings:

2.1 Personal, socio-economic, psychological and communication
characteristics of onion growers

2.2 Marketing knowledge and marketing behaviour of onion growers

2.3 Relationship between profile characteristics and marketing behaviour

2.4 Problems faced by onion growers in production, storage and marketing of
onion and suggestions to overcome them

2.1 Personal, socio-economic, psychological and communication
characteristics of onion growers.

2.1.1 Age:

Agarwal (2013) reported that most of the onion growers i.e. 41.54 per
cent were of middle age group followed by old age group (30.00 %) and
young age group (28.46 %).

Patel (2015) reported that on an average the onion growers were 44.97
years of age which was ranged between minimum 26 years and
maximum 71 years. As per the size of holding, in small size group the
average age of onion growers was 44.80 years while in medium size,
the average age of onion growers was 44.55 years and in large size
group the average age of onion growers was found to be 45.55 years.
It was due to fact that the elder farmers fragmented their holding into

small due to distribution of holding among the spouses.



Tagore (2017) showed that most of the onion growers 41.54 per cent
were of middle age group followed by old age group 30.00 per cent
and young age group 28.46 per cent, respectively.

Bhausaheb (2018) found that, 23.33 per cent farmers belonged to
young age group, 25 per cent between 36 —45 years belong to middle
age and 51.67 per cent of the farmers were above 45 years of age.

Kalaiselvi (2020) revealed that 58 per cent of onion growers were in the
age group of 45 to 65 years and there were only 26 per cent of them in the
age group of 25 to 35 years.

Baraker et al. (2021) reveals that nearly half (49.17 %) of the
respondents belonged to old age group followed by middle (37.50%) and
young age (13.33%).

2.1.2 Education:

Agarwal (2013) reported that maximum number of the onion growers
(43.08 %) were having medium education followed by higher education group
(35.38 %) and illiterate and formal education (21.54 %), respectively.

Patel (2015) reported that majority of the onion growers were
literate (68.33%). The literacy position reflected that among the total onion
growers, the majority of the onion growers had an education of primary level
(30.00%) followed by middle school (21.67%), higher secondary standard
(10.00%) and college level (6.67%), respectively. It is also apparent that
31.67 per cent of the onion growers were illiterate and got formal
education.

Tagore (2017) showed that most of the onion growers 43.08 per cent
were of medium education group followed by higher education group
35.38 per cent and illiterate group 21.54 per cent respectively.

Shukla and Singh (2018) revealed that all the farmers including
illiterate to graduation and above level were involved in the onion growing.

Maximum 29.77 percent of respondents were studied up to high school,

6



followed by 19.85 percent of the respondents have studied up PUC level,
Middle school was received by 15.27 percent and 13.74 percent of them
studied up to primary school and least of 12.21 percent of them have studied
up to graduation and above. The finding indicated that considerable
percentage of onion farmers had good education i.e., 29.77 percent high
school level and only few (9.16%) were illiterates.

Kalaiselvi (2020) revealed that 58 per cent of the sample onion growers
educational qualification was up to schooling but only 15 per cent of the
graduates involved in production of onion and other agricultural work.

Baraker et al. (2021) found that considerable percentage (35.83%) of
the respondents had studied up to middle school followed by high school
(17.50 %).

2.1.3 Family size

Shukla and Singh (2018) reported that 56.49 percent of the
respondents belonged to medium family size category and 36.64 percent of
them belonged to small family size category; whereas, 6.87 percent were in
the big category of family size and holding.

Bhausaheb (2018) found In case of kharif and rabi onion growers, it
was seen that 5 per cent families had 1 to 3 members, 78.34 per cent families
had 4 to 6 members, and 16.66 per cent of families had more than 6 family
members.

With respect to family size Baraker et. al. (2021) reported that 55.00
per cent of respondents had big family size followed by small (25.00 %) and
medium family size (20.00 %).

2.1.4 Land holding:

Agarwal (2013) reported that most of the onion growers i.e. 43.85
per cent had large size of land holding followed by medium size of land
holding (32.30 %) and small size of land holding ( 23.85 %), respectively.

Patel (2015) reported that the average size of holding represents 4.60

hectare per farm in the area which is ranged from minimum area 1.10

7



hectare to maximum 12.80 hectare. The area of holding differentiates with
the size group i.e. 1.50 hectare with small size group followed by 3.28 and
9.02 hectare with medium and large size group, respectively.

Tagore (2017) showed that majority of the onion growers 44.62 per
cent have medium size of land holding followed by large size of land
holding 28.46 per cent and small size of land holding group 26.92 per cent,
respectively.

Bhausaheb (2018) was found that total land holding under kharif and
rabi onion growers were calculated to be 197.9 hectares while the total
Area under kharif and rabi onion was calculated to be 43.8 hectares and 58.6
hectares, respectively.

Shukla and Singh (2018) observed that all the farmers including
marginal farmers to large farmers were involved in the onion growing.
However, 44.27 percent of the farmers were small farmers and 26.75 percent
of onion growers were marginal farmer. Further, 19.85 percent, 7.63 percent,
1.53 percent of onion growers were semi-medium farmer, medium farmer,
and large farmer, respectively. Majority of farmers had small holding followed
by marginal farm size.

Baraker et al. (2021) reported that 32.50 per cent of the respondents
belonged to semi-medium farmers (5.01 to 10.00 acre) land holding category
whereas 26.66 per cent were medium and 20.83 per cent were small
farmers.

Kalaiselvi (2020) revealed that 28 per cent of the farmers hold one to
three hectares of land, 22 per cent and 6 per cent of them hold three to five
and more than ten hectares of land, respectively.

2.1.5 Area under onion cultivation:

Agarwal (2013) reported that majority of the onion growers (43.08
%) had medium area under onion cultivation followed by large area under
onion cultivation (30.00 %) and small area under onion cultivation (26.92 %),

respectively.



Patel (2015) reported that on an average 19.71 per cent of total
size of holding was found under onion cultivation which represented on
an average 0.91 hectare per farm. The data depicted that the large
farmers covered higher proportion of area under onion i.e. 1.34 hectare
per farm to total size of holding which is followed by 0.80 hectare per
farm by medium farmers and 0.58 hectare per farm by small farmers,
respectively.

Tagore (2017)showed that majority of the onion growers 43.08 per cent
have medium area under onion followed by large area under onion
30.00 per cent and small area under onion group 26.92 per cent,
respectively.

Kalaiselvi (2020) depicts that the reason for doing onion farming in the
study area. 25% of the farmers were growing this crop because it is a
conservative practice, 18% of them said that this crop takes minimum period,
14% of them said that it is a remunerative crop and the remaining farmers felt
that other reasons.

Baraker et al. (2021) found that majority of respondents (81.67%)
belonged to medium area under onion cultivation, followed by 10.00 per cent
of the respondents were having high area under onion cultivation and only
8.33 per of the respondents had low area under onion cultivation.

2.1.6 Experience in onion cultivation:

Barakeret al. (2021) reported that more than one-third (36.66 %) of the
respondents had high farming experience followed by 34.16 per cent of the
respondents had medium and 29.16 percent had low farming experience.
2.1.7 Social Participation:

Tagore (2017) reported that majority of the onion growers 43.84 per
cent found to medium extension participation group followed by high
extension participation group 31.54 per cent and low extension

participation group 24.62 per cent, respectively.



Baraker et al. (2021) reported that 37.50 per cent of the respondents
belonged to medium level of social participation, followed by high (32.50 %)
and low level of social participation (30.03 %)

2.1.8 Annual income:

Agarwal (2013) reported that most of the onion growers (41.54 per
cent) belonged to medium annual income followed by high annual income
(33.85 %) and low annual income group ( 24.62 %), respectively.

Tagore (2017) reported that most of the onion growers 41.54 per cent
found to medium annual income followed by high annual income 33.85 per
cent.

Shukla and Singh (2018) reported that considerable percent (79.39%)
of the onion farmers were in the range of middle annual income group (Rs.
302593 -1420354/-) followed by 12.21 percent in the high income category ( >
Rs. 1420354/-) and 8.40 percent in the low income category (< Rs. 302593/-).

Baraker et al. (2021) found that more than half (52.50 %) of the
respondents belonged to medium annual income category whereas 29.16 per
cent and 18.33 per cent belonged to low and high annual income categories,
respectively.

2.1.10 Mass media exposure :

Baraker et al. (2021) revealed that less than half of the respondents
had medium mass media exposure (45.83 %) followed by high (30.00 %) and
low mass media exposure (24.16 %).

2.1.11 Extension contact:

Agarwal (2013) reported that most of the onion growers l.e. (41.54 per
cent) had medium level of extension participation followed by high extension
participation (36.92%) and low extension participation (21.54 %), respectively.

Baraker et al. (2021) revealed that 36.00 per cent of the respondents
belonged to medium level of extension contact followed by low (32.50 %) and

high level of extension contact (30.83 %).
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2.1.12 Risk orientation:

Agarwal (2013) reported that maximum number of the onion growers
(54.62 per cent had medium risk preference group followed by high ( 23.08
%) and low risk preference (22.31%) respectively.

Tagore (2017)showed that majority of the onion growers 45.38 per cent
found to medium risk preference group followed by high risk preference
group 36.16 per cent and low risk preference group 18.46 per cent,
respectively.

Baraker et al. (2021) revealed that 62.50 per cent of the respondents
belonged to medium level of risk orientation, followed by high (25.83 %) and
low level of risk orientation (11.66 %).

Jangwad et al. (2021) revealed that majority (64.17%) of the
respondents had medium risk orientation. Whereas, 20.83 per cent of
respondents had high and 15.00 per cent of respondents had low level of risk
orientation, respectively. It depends on personal and socio- economic
characteristics. The individual with good income possess better risk
orientation.

2.1.13 Innovativeness:

Agarwal (2013) reported that most of the onion growers (43.08 %)
were found to have medium innovativeness followed by low innovativeness
(29.23 %) and high innovativeness ( 27.69 %).

Baraker et al. (2021) found that Half of the respondents belonged to
high innovativeness category (50.00 %) followed by medium innovativeness
(28.33 %) and low innovativeness category (21.66 %).

Jangwad et al. (2021) observed that majority (70.00%) of the
respondents had medium innovativeness, followed by 18.33 per cent and
11.67 per cent distributed within high and low innovativeness category

respectively.
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2.2 Marketing knowledge and marketing behaviour of onion growers:
2.2.1 Marketing knowledge:

Yashodhara et. al. (2012) shows that considerable percentage
(41.25%) of the onion growers belonged to medium level of marketing
knowledge category. Whereas, 31.25 per cent belonged to low and 27.50 per
cent of the respondents belonged to high marketing knowledge categories,
respectively.

Tagore (2017) showed that majority of the onion growers 42.31 per
cent found to medium attitude towards improved production technology
group followed by high attitude towards improved production technology 29.23
per cent and low attitude towards improved production technology
group 28.46 per centrespectively.

Kalaiselvi(2020)presents the awareness of knowledge on marketing
information regarding onion marketing with its ranking. The results revealed
that 82 per cent of the onion grower aware of more quantity of onion arrivals
from other areas of the country and import from abroad affect their prices in
the market. 80 per cent of the sample farmers had awareness of charges of
onion grading take more charges. 75 per cent agrees that right distribution
channel selection is the first step in onion marketing, 45 per cent of them
experienced that the middlemen enjoyment than the farmers. 53 per cent of
the onion growers are aware of pre-harvest sales leads to reduce onion price.
27 per cent of them felt about selling and transaction cost is high to bring
onion to the market. 10 per cent of them were aware about the Special
Magazines/app usage for market news.

2.2.2 Marketing behaviour :

Tagore (2017) found that method of field preparation” was adopted by
81.54 per cent onion growers (rank I) followed by "irrigation" adopted
by 77.69 per cent onion growers (rank 1), "seed rate" adopted by
75.38 per cent onion growers (rank Ill), "plant protection measure"

adopted by 74.62 per cent onion growers (rank 1V), "method of nursery
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management” and "seed treatment” (rank V each) adopted by 73.85
per cent onion growers, "variety/hybrid® and “intercultural operations"”
(rank VI each) adopted by 73.08 per cent onion growers, "FYM/Bio
fertilizer application” (rank VII) adopted by 72.81 per cent onion
growers, "fertilizer (NPK)" and "proper method of digging" (rank VIii
each) adopted by 71.54 per cent onion growers and "method of
transplanting” (rank [IX) adopted by 67.69 per cent onion growers
respectively.

Baraker et al. (2021) observed that 55.00 per cent of the respondents
sell their produce in distant markets like Bangalore/Hubli/Hyderabad, because
they were getting good price in distant markets for their produce compared to
local market, 36.25 percent of the respondents sell their produce in nearby
APMC, and 8.75 per cent of them sell in village itself. They further reported
that 39.16 per cent of respondents belonged to low marketing behaviour
category, followed by 34.16 and 26.68 per cent of them belonged to medium
and high marketing behaviour categories, respectively.

2.3 Relationship between profile characteristics and marketing
behaviour

Agarwal (2013) reported that education, area under onion, extension
participation, information seeking behaviour, occupation, size of land holding
was found to be significant risk preference, attitude towards improved onion
production, management orientation was found to be significant at 5 percent
level with 4 degree of freedom. Hence, it was concluded that education, area
under onion, extension participation, information seeking behaviour,
occupation, size of land holding, risk preference, attitude towards improved
onion production, management orientation had an influence on the adoption

behaviour in respect of onion production technology.
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2.4 Problems faced by onion growers in production, storage and
marketing of onion and suggestions to overcome them

2.4.1 Problems faced by onion growers in production, storage and
marketing of onion:

Yashodhara et al. (2012) revealed that cent per cent of onion growers
expressed problem of fluctuation in market price followed by high cost of
transportation (97.50%), absence of storage facilities (70.62%), market are far
away (41.25%), hamali charges are more (37.50%), without involvement of
middlemen it is difficult to sell the produce (34.37%), no grading facilities
(20.62%), inadequate physical facilities in market (16.87%), high commission
charges (15.62%), prolonged transactions (13.12%), malpractices adopted in
market (10.00%), lack of market information (9.37%), illegal deductions while
selling (8.75%), delayed cash payment (8.12%) and faulty system of
weighment.

Agarwal (2013) reported that the major constraints as perceived by the
onion growers were lack of sufficient inputs and capital (ranked )
followed by costly agricultural inputs (ranked I1), lack of storage facilities
(ranked 1lI), lack of proper market (ranked 1V), lack of credit facilities
(ranked V), lack of improved implement (ranked VI), lack of Ilabour in
interculture operation (ranked VII), higher risk in adoption of new
technology (ranked VIII), lack of irrigation facilities (ranked IX), lack of
technical knowledge (ranked X) ,low market price of produce (ranked
Xlth), late sowing due to uncertainty of rain (ranked XIlI), lack of high yielding
varieties of seed and fertilizer (ranked XIIl), high rate of wages (ranked
XIV) and low cooperation of development agencies (ranked XV) respectively.

Patel (2015) reported that “socio economic constraints” confronting by
81.67 per cent onion growers was the main constraints and got rank Ist
among all five constraints, followed by “physical constraints” (76.67%)

ranked II, “credit constraints” (70.00%) ranked IIl, “marketing constraint”
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(63.33%) ranked IV and “infrastructural constraints” (61.67%) ranker V
respectively.

Tagore (2017)- found that "disease and pest control" confronted by
53.08 per cent onion growers (rank Ist) followed by “fertilizer and
manorial management" confronted by 50.00 per cent onion growers
(rank lInd), "field preparation" confronted by 46.15 per cent onion
growers (rank llird), "weed control" confronted by 45.38 per cent onion
growers (rank IVth) and "water management". Confronted by 43.85 per
cent onion growers (rank Vth) respectively. On the other hand, the onion
growers confronted less important constraints as perceived by the onion
growers were "seed and seed treatment” confronted by 37.69 per cent
onion growers (rank VIth) followed by "digging" confronted by 26.92 per
cent onion growers (rank VIIth) respectively.

Bhausaheb (2017) reported that in case of marketing, there is no
permanent price policy; hence price fluctuation faced by the 100.00 per cent
kharif and rabi growers as major constraints. It was observed that, the lack
of market information  was major bottleneck in efficient marketing of
kharif and rabi onion was about 75 per cent. The other constraints faced
by 60 per cent of onion growers were involvement of large no of
intermediaries, higher transportation charges and less availability transport
facilities which was complained by 45 per cent farmers. As of 41.66 per cent
farmers were getting poor storage structures constraints

Kalaiselvi (2020) revealed that 26 per cent of the sample farmers felt
that their major problem in onion production was high cost of fertilizer and
pesticides, 25 per cent of them faced seed onion was the problem at the time
of cultivation due to its high cost, 18 per cent of them faced the labour scarcity
problem due to many people have migrated to other works, 17 per cent of
them felt that they face the production problem on irregular rain fall.
Regarding marketing problems faced by the onion growers, 28 per cent of the

farmers felt that they face price fluctuation in market at the time of selling
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onion. They said that the price of the seed onion was at higher rate whereas
at the time of selling the price goes near to the ground 15 percent of the
sample farmers felt that they do not have proper guidance to marketing of
onion.

Kumar et al (2020) reported that the major problems faced by the onion
farmers were high cost of pesticide, lack of knowledge of recommended
fertilizer doses, high cost of fertilizer, lack of knowledge about seed/seedling
treatment, high cost of transportation, absence of minimum support prices,
existence of large number of intermediaries in marketing process, too much
fluctuation in prices, problem of technical manpower, higher rate of charges
power and fuels, fluctuation in raw material and procurement and lack of good
quality packaging material.

2.4.2 Suggestions to overcome the problems faced by onion growers

Yashodhara et al. (2012) revealed that cent per cent of farmers
suggested that fixing minimum price for the produce, 66.25 per cent of
farmers suggested for establishing more procurement centers at nearby
places, 65.00 per cent suggested for display of price at each market places,
45.00 per cent suggested for providing support price policy for the produce
and 43.75 per cent suggested for providing access to market information.
Further 28.75 per cent suggested to providing concessional transportation
charges, 27.50 per cent suggested for fixing minimum labour charges, 20.00
per cent suggested for providing lodging and boarding facilities at market
places, 7.50 per cent suggested for providing storage facilities and 2.50 per
cent suggested for providing direct marketing facilities.

Tagore (2017) reported that the suggestions given by the onion
growers to overcome the constraints were "the agricultural inputs should
be given at low price to the poor and small onion growers" (53.85%)
followed by “"improved seed should be available in time"(50.77%), 50.00 per
cent of the onion growers suggested that "the recommended inputs package

should be available”, 46.15 per cent of the onion growers suggested that
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"disease and pest resistance, high yielding variety should be available", 40.00
per cent of the onion growers suggested that "the irrigation facilities should be
available at time", 38.46 per cent of the onion growers suggested that "the
capital unavailability is the main problem hence the loan recovery
should be easy" respectively.

Bhausaheb (2017) reported that, 100 per cent kharif and rabi onion
growers suggested that price support facility. Similarly provision of regular
electricity in timewas reported by 100 per cent of onion growers, 80 per cent
farmers also suggested provision of market information by mass media.
Whereas, 75 per cent farmers opined for use of machine for doing various
cultivation practices because of less availability of labour, 61.67 per cent
of onion farmers suggested that government should provide improved
storage facilities to store onion until they get proper price for their
produce and 58.33 per cent growers suggested development of disease
and pest resistance varieties for minimizing losses of onion crop and -
45.00 per cent onion growers suggested efficient supply of fertilizers and

minimize the cost of fertilizers.
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MATERIAL AND METHOD

The chapter covers precise method and procedure followed during the
course of research work. The blueprint used in carrying out investigation has
been outlined in this chapter. The bifurcation of research methodology
adopted is given under following heads:

3.1 Location of the study area
3.2 Research Design
3.3Sampling procedure
3.3.1Selection of block
3.3.2 Selection of village
3.3.3 Selection of respondents
3.4 Variables and their measurement
3.5 Validity and reliability of instruments
3.6Source of data collection
3.7Method of data collection
3.8Statistical analysis of the data
3.9Hypotheses
3.1 Location of the study area:

The present study was conducted in Indore district of Madhya Pradesh.
Indore is one of the highest onion producing districts in the state with
production of 420670 tonnes. The Indore District has an area of 3,898 km?
and borders the districts of Ujjain to the north, Dewas to the east, Khargone
(West Nimar) to the south, and Dhar to the west (https://miews.nafed-
india.com).

Brief description of Indore district

Indore is the administrative centre and main city in the State. Located

on the southern edge of Malwa Plateau, at an average altitude of 553 meters

(1,814 ft) above sea level, it has the highest elevation among major cities of
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Central India. The city is 190 km (120 mi) west of the state capital of Bhopal.
Dr. Ambedkar Nagar (Mhow) is an important cantonment town in the Indore
District that contains three of the Indian Army's premier training institutes, as
well as the Border Security Force's Central School of Weapons and Tactics.
Other towns in Indore include Depalpur, Sanwer and Hatod
(https://miews.nafed-india.com).

According to the 2011 cencus, the Indore District has a population of
3,276,697. The district has a population density of 841 inhabitants per square
kilometer (2,180/sq m). Its population growth rate over the decade 2001-2011
was 32.88%, sex ratio of 928 females for every 1,000 males
(http://www.census 2011.co.in/district. php) and a literacy rate of 80.87%
(male 87.25% and female 74.02%). Scheduled Castes and Scheduled Tribes

make up 16.64% and 6.64% of the population respectively.
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Fig 3.1 Map of the study area
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3.2 Research Design:

The design of research is the most important and crucial aspect of the
research methodology. To seek the answers for the research question, a
descriptive research design was used in the investigation because it is
describing phenomena with sufficient interpretation. It clearly states the
characteristics of the specific situation of group or individuals. In this design
the variables are to be known.

3.3 Sampling procedure:
3.3.1 Selection of block:

Indore district comprises of four blocks i.e. Indore, Mhow, Sanwer and
Depalpur. Out of 4 blocks, Mhow block was selected because of having
maximum number of onion growers.

3.3.2 Selection of village:

The block comprises of 174 villages; out of which two villages i.e.
Datoda and Harsola were selected because of having highest number of
onion growers.

3.3.3 Selection of respondents:

From the selected two villages, 5% of respondents were selected as
respondents. Thus total 151 onion growers were the respondents.
3.4 Variables and their measurement:

Social scientists hold the view that there exists a gap between theory
and experimental research. The hypothesis use conceptual variables that are
formulated at high level of abstraction. Most of the social scientists attempt to
solve measurement problems by operationally defining the conceived
variables and then by either using available measures or by designing one's
own measure.

A number of terms and variables have been used in the present study

with specific meaning.
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Variables and measurements:

S. Variables Measurements

No.

A. | Independent variables

01. | Age Chronological age of respondents
02. | Education Formal education

03. | Land holding ha

04. | Area under onion cultivation ha

05. | Family size Number of family members

06. | Income from onion cultivation In Rupees

07. | Total annual income from | In Rupees

agriculture

08. | Experience in onion cultivation | In years

09. | Social participation Self Scoring

10. | Mass media Self Scoring

11. | Extension contact Self Scoring

12. | Risk orientation Scale developed by Supe (1969)
was used

13. | Innovativeness Scale developed by Moulik (1965)
was used

14. | Marketing knowledge Procedure of Yashodhara et al

(2012) with suitable modifications

was adopted

1B. | Dependent variable

01. | Marketing behavior Procedure of Anita (2017) with

suitable modifications was adopted
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1. Age:

Age was operationalised as number of years an individual has

completed and was measured as per actual chronological age of an

individual. The scoring pattern used to measure age is given below.

Sr. No Categories Score
1. Young (upto35 years) 1
2. Middle (36-55 years) 2
3. Old (56years and above) 3
2. Education:

The reading and writing capability acquired by the farmers was

considered as their educational status. It refers to the number of year of

formal education acquired by the respondents. All the respondents were

classified into six groups according to the number of years of their formal

education.
Sl. Categories Score
No.
1. | llliterate 1
2. | Primary education 2
3. | Middle School 3
4. | High school 4
5. | Higher secondary 5
6. | Graduation and above 6

3. Land holding

It refers to the total number of hectares of land under cultivation

possessed by the respondent. For quantitative measurement of the land

holding, the criteria of M.P. Government was followed. It was categorized as

under.

22




S.No. Land holding Characteristics
1. Marginal land holding upto 1 ha
2. Small land holding 1.01-2 ha
3. Medium land holding 2.01-4 ha
4. Large land holding more than 4 ha

4. Area under onion cultivation:
It refers to the land possessed by onion growers in hectares under
cultivation of onion crop. The onion growers were categorized into three

categories on the basis of mean and S.D.

S.No. Area Score
1. up to 0.33 ha 1
2. 0.34t0 2.06 ha 2
3. 2.07 ha. and above 3

Mean = 1.20 SD =0.87

5. Family size

It refers to the total number of members in a family living together
under one roof and having common mode of cooking and eating. Family size
was measured as the absolute number of members in the household sharing
same economic unit. The variable was classified into three categories based

on mean and S.D.

S. No. Family size Characteristics
1 Small Upto4
2 Medium 5-7
3 Large 8 and above
Mean = 6.55 SD =3.02
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6. Income from onion cultivation:
It refers to the income earned in rupees by the onion growers from
onion crop. Based on the total annual income, the onion growers were

categorized into three groups for measuring the frequency, as follows:

S. no. Income from onion cultivation Characteristics
1. Low Up to Rs. 2,60,899
2. Medium Rs. 2,60,900 to Rs.
4,00,000
3. High Rs.4,00,001 and above
Mean = 3,30,450 SD =69,551

7. Total Annual income from agriculture:
It refers to the income earned in rupees by the onion growers from
agriculture and other occupations. The onion growers were categorized into

three groups on the basis of mean and S.D.

S. no. Annual Characteristics Score
income

1. Low Up to Rs. 4,00,000 1

2. Medium Rs. 4,00,001 to 9,03,999 2

3. High Rs. 9,04,001 and above 3

Mean = 6,52,000 SD =2,52,000

8. Experience in onion cultivation:
It refers to the number of years of experience that the respondent
had in onion cultivation. The farmers were categorized into three categories

based on mean and SD.
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SIl. No Experience in onion cultivation Characteristics
1 Low experience up to 6 years

2 Medium experience 7 to 18 years

3 High experience 19 and above
Mean = 13.19 SD =07.30

9.Social participation:

It refers to the degree of involvement of respondents in any formal
and/or informal social organization as a member or office bearer. The
respondents were assigned a score of '1' for having membership and '2' for
office bearer for each of the social organization / institution separately. For
extent of participation, a score of '3' for regular, '2' for occasional/frequent and
‘1’ for no participation was assigned. According on the basis of mean and SD,
the respondents were categorized into three categories viz, low, medium and

high.

SI. No Social Participation Score range
1 Low up to 12

2 Medium 13to 15

3 High 16 and above
Mean = 14.40 SD =2.13

10. Mass media exposure

The variable was operationalised as the exposure of an individual to
different mass media channels such as newspaper, radio, television, farm
magazine and degree of participation in them. The respondent was asked to
indicate whether he/she subscribed to or owned the channel said above. Then
the respondent was asked to indicate his/her degree of exposure in terms of
reading habits, listening behaviour and viewing habit. On the basis of
responses, the respondents were categorised into three categories using

mean and S.D. as a measure of check.
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SI. No Social Participation Score range
1 Low up to 15

2 Medium 16 to 20

3 High 21 and above
Mean = 18.47 SD=3.0

11. Extension contact

Extension contact has been operationalized as the frequency of
contact of respondents with extension personnel and extension agencies for
seeking information about farming practices. Accordingly, the respondents

were categorized into three categories based on mean and SD.

SI. No Social Participation Score range
1 Low upto9

2 Medium 10to 12

3 High 13 and above
Mean = 11.07 SD =2.06

12. Risk orientation

Risk orientation refers to the degree to which a respondent is oriented
towards risk and uncertainty and has the courage to solve/overcome the
problem. It was quantified by using the scale developed by Supe (1969). The
scale consisted of six statements of which the first and fourth were negative
statements and all the other were positive statements with weight of 5,4,3,2
and 1 indicating strongly agree, agree, undecided, disagree and strongly
disagree and reversed for negative statements. The score were added up
which gave the total score for a respondent on this variable. The score ranged
from 6 to 30. Based on the scores, the respondents were grouped into three

categories on the basis of class interval.
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SI. No

Social Participation

Score range

1 Low 6to 14
2 Medium 15to 23
3 High 24 to 30

13. Innovativeness

Innovativeness is the degree to which an individual adopts new ideas
or technology relatively earlier than others in his social system. It is
operationally defined as proneness of the respondent towards a new
agriculture technology or knowledge in order to increase his/her income. It
was measured with the help of scale developed by Moulik (1965). The scale
consist of a set of 8 statements with weights of 5,4,3,2 and 1 indicating
strongly agree, undecided, disagree and strongly disagree respectively. The

categorization on the basis of class interval.

Sl. No Social Participation Score range
1 Low 8to 18

2 Medium 19to 29

3 High 30 to 40

14. Marketing knowledge

Marketing referes to the knowledge that farmers ( onion
groknowledgewers) have about market demand, consumer preferences,
different marketing channels, prices in different market, selling right quantity at
right time or whether to store and sell later or not.

Getting good produce alone is not enough for the farmer. It has to be
sold at a good price for that marketing knowledge is essential. The farmer has
to aware of every marketing channel, so that he can choose the right one

eliminate middle men and sell at good price. Marketing knowledge also
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includes the price of onion at different market at different time so that the
farmer could choose the right time to sell for profit maximization.

A number of statements pertaining to various aspects of marketing are
given and farmers were to give their response for statements whether they
were aware of it or not. Scoring given was 1 for yes and 0 for No. The rank
assigned to the statements to the statements based on percentage. The
overall level of marketing knowledge of respondents was categorised into

three category based on mean and S.D.

S. No. Categories Score
1. Low Upto 4
2. Medium 5to0 10
3. High 11 and above
Mean= 8.58 S.D.= 3.68

Dependent variables:
Marketing behaviour of onion growers

Marketing behaviour is a set of actions by which the farmer promotes
and sells his produce. It refers to the preferences of farmers about how much
to sell, where to sell, through which channel, mode of transport, how much to
store etc.

To measure this variable, procedure of Anita (2017) was adopted with
suitable modifications. To measure the marketing behaviour ten parameter
viz., time of selling, selling place, selling form, grading, agencies chosen for
selling, selling counseling, transport, selling terms and conditions, market rate
per quintal and number of times onion sold were considered. The response of

respondents in respect of each parameter were recorded as follows:
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SN | Aspects Categories Score
1 | Time of selling a) Immediately after harvesting 1
b) After initial storage 2
c) Whenever the prices are 3

favourable
2 Selling place a) Local market/ in subji mandi 1
b) Nearby APMC 2
c) Distant market/ Terminal market 3
3 Selling form a) Raw 1
b) Processed 2
4 Grading a) Always 2
b) Sometimes 1
c) Never 0
5 Agencies a) Village level traders 1
chosen for b) Wholesalers 2
selling c) Traders through cooperative 3
society 4
d) Commission agent

6 Selling a) Always 2
counseling b) Sometimes 1
c) Never 0
7 Transport a) Bullock cart 1
b) Cycle 2
c) Two wheeler 3
d) Bus lorry tempo etc 4
8 Selling terms a) Ready cash 2
and condition b) Not ready cash 1
9 Market rate per a) Satisfied 1
quintal b) Not satisfied 0
10 | Number of a) One times 1
times onion b) Two times 2
sold c) Three times 3
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Further, the respondents were categorized into three categories by using

mean and S.D.

S. No. Marketing behaviour Score
1. Poor Upto 16
2. Good 17 to 19
3. Very good 20 and above
Mean= 18.44 S.D.=2.18

3.5 Validity and reliability of instrument:

Validity refers to whether the data collection instruments measures
what it is supposed to measure. Validity of the interview schedule for this
study was maximized by taking the following steps:

(i) The interview schedule was thoroughly discussed with the members of
the advisory committee, experts and scientists of concerned
discipline and their suggestions were incorporated.

(i) Pre-testing of the interview schedule served as an additional check for
improving the instrument.

(i) The relevance of each question in terms of the objectives was used
carefully.

The reliability of an interview schedule refers to its consistency. It was
observed properly that the interview schedule had reliability before it was
used as a data collection instrument.

3.6  Sources of data collection

The following sources were used for the purpose of data collection.
(i) Primary data

The researcher collected the primary data personally by interviewing
the selected respondents with the help of structured and pre - tested interview

schedule.
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(i)  Secondary data
The secondary data were obtained from the various government offices
and publications.
3.7 Method of data collection
An interview schedule was designed for collecting the relevant
information of selected variables. The data were collected personally with the
help of pre tested interview schedule. The respondents assured that the
information given by them would be kept confidential and it would only be
used for the academic purposes.
3.8 Statistical analysis of data
Data collected were qualitative as well as quantitative. The quantitative
data were taken in terms of percentage and qualitative data were tabulated on
the basis of authorized categorization method as described earlier. The
following statistical techniques were used for the study.
Frequency
Percentage
Mean
Standard deviation

Correlation coefficient

1. Frequency

The frequency (f) of a particular value is the number of times the value
occurs in the data
2. Percentage

Percentage is one of the most common ways to represent statistics. Per
cent simply means “per hundred” and the symbol used to express percentage
iIs %. One per cent (or 1 %) is one hundredth of the total or whole and is

therefore calculated by dividing the total or whole number by 100.

31



.'-?’--)-(-x100
N

Where;

P= Percentage

X= Frequency

N= Total number of respondents
3. Mean

The mean refers to the average of a set of values. Mean was obtained
by dividing the sum of the scores by the total number of cases involved

according to the formula.

o - Xl
A =B) ﬁ

Where;
X = Mean
xi = sum of all individual observation

z
N = Total number of respondents

4. Standard deviation

Standard deviation shows fluctuation from mean value. This is a
measure of how dispersed the data is in relation to the mean. Low standard
deviation means data are clustered around the mean, and high standard
deviation allusions data are more spread out.

2 -x7 )

N—1

a=
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Where;
o = Standard deviation
X = Value of individual
X = Assumed mean
N = Total number of items

5. Correlation coefficient

The correlation coefficient is the specific measure that quantifies the
strength of the linear relationship between two variables (viz. independent
and dependent) in a correlation and the values range between -1.00 to +

1.00. A correlation of -1.00 shows a perfect negative correlation, while +1.00

shows a perfect positive correlation.

_ n(Txy) — (Ex)(Ey)
V[ nZx2 - (5x)2] [ nEy2? — (Sy)21]

r

Where,

r = Co-efficient of
correlation
X = independend
variable

y = dependent variable

3.6 Derivation of hypothesis

On the basis of research objective and their variables incorporated in

the study, the following null hypothesis was formulated for the present study.

1. There is no relationship between age and marketing behaviour of onion

growers.

2. There is no relationship between education and marketing behaviour of

onion growers.
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. There is no relationship between land holding and mmarketing
behaviour of onion growers.

. There is no relationship between area under onion cultivation and
mmarketing behaviour of onion growers.

. There is no relationship between family size and marketing behaviour
of onion growers.

. There is no relationship between income from onion cultivation and
marketing behaviour of onion growers.

. There is no relationship between annual income from agriculture and
marketing behaviour of onion growers.

. There is no relationship between experience in onion cultivation and
marketing behaviour of onion growers.

. There is no relationship between social participation and marketing

behaviour of onion growers.

10. There is no relationship between mass media and marketing behaviour

of onion growers.

11.There is no relationship between extension contact and marketing

behaviour of onion growers.

12.There is no relationship between risk orientation and marketing

behaviour of onion growers.

13.There is no relationship between innovativeness and marketing

behaviour of onion growers.

14.There is no relationship between market knowledge and marketing

behaviour of onion growers.
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RESULTS

This chapter deals with the analysis and interpretation of collected data. The

chapter has been divided into the following sub heads:

4.1Personal, socio-economic, psychological and communication

characteristics of onion growers
4.2 Marketing knowledge and marketing behaviour of onion growers
4.3 Relationship between profile characteristics and marketing behaviour

4.4 Problems faced by onion growers in production, storage and

marketing of onion and suggestions to overcome them

a. Personal, socio-economic, psychological and communication

characteristics of onion growers
1. Age:

Table 4.1 Distribution of the respondents according to their age group
(n=151)

S. no. Age group F %
1. Young (up to 35 years) 44 29.13
2. Middle (36 to 55 years) 77 51.00
3. Old (56 years and 30 19.87

above)

Total 151 100.00

Table 4.1 showed that out of 151 onion growers most of the growers were in
middle age group (51.00 %) followed by young age group (29.13 %) while

only 19.87 per cent of the growers were in old age group.
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Age

B upto 35years W 36-55years 56 years and above

Figl. Age group of onion growers

Education
H llliterate m primary education B middle school
| high school ® higher secondary graduation and above

Fig 2. Education level of onion growers
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2. Education:

Table 4.2 Distribution of the respondents according to their education

level (n=151)

S. no. Education f %

1. llliterate 19 12.58

2. Primary education 23 15.23

3. Middle school 41 27.16

4. High school 33 21.87

5. High secondary school 22 14.56

6. Graduation and above 13 08.60
Total 151 100.00

The education level of onion growers has been presented in table 4.2.

The data presented in the table indicates that all the farmers including illiterate

to graduation and above level were involved in onion cultivation. However,

most of the onion growers had middle school of education (27.16%) followed
by high school education (21.87%), Further (15.23%) onion growers had
primary school of education,12.58 per cent of the onion growers had illiterate,

and 8.60 per cent of the onion growers were having education upto

graduation and above.

3. Land holding

Table 4.3 Distribution of the respondents according to land holding

(n= 151)

S. no. Cultivated area (hac.) |f %

1. Marginal land holding | 39 25.82
(up to 1 ha)

2. Small land holding(1.01 | 57 37.75
- 2 ha)

3. Medium land holding | 43 28.48
(2.01-4 ha)

4, Large land holding | 12 07.95
(above 4 ha)

Total 151 100.00
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It is clearly seen from table 4.3 that 37.74 per cent of the growers had
small land holding followed by 28.48 per cent of the growers had medium size
of land holding, 25.82 per cent of the growers had marginal size of land
holding whereas, only 07.95 per cent of the growers had large size of land

holing.

4. Area under onion cultivation

Table 4.4 Distribution of the respondents according to area under onion

cultivation
(n=151)
S. no. Area under onion f %
cultivation (ha)
1. Area up to 0.33 ha 36 23.84
2. Area 0.34 to 2.06 ha 68 45.03
3. Area 2.07 ha. and 47 31.13
above
4.
Total 151 100.00
Mean score = 1.20 SD=0.87

Table 4.4 shows that 45.03 per cent of the growers had 0.34 to 2.06 ha
of area under onion cultivation followed by 31.13 per cent of the growers had
2.07 ha and above and 23.84 per cent of the growers had area up to 0.33 ha

under onion cultivation.
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land holding

B marginal land holding ® small land holding

m medium land holding © large land holding

Fig 3 Land and holding of onion growers

Area under onion cultivation

B Areaupto0.33ha W Area0.34to2.06ha = Area2.07 ha. And above

Fig. 4 Area under onion cultivation of onion growers
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5. Family size

Table 4.5 Distribution of the respondents according to their size of
family  (n=151)

S. no. Family size f %
1. Small (upto4 56 37.08
members)
2. Medium (5-8 members) 68 45.04
3. Large (9 and above) 27 17.88
Total 151 100.00
Mean score =6.55 SD=3.02

Table 4.5 shows that out of 151 onion growers, 45.04 per cent of the
growers belonged to medium family size followed by 37.08 per cent of the
onion growers had small size of family whereas, and 17.08 per cent of the
growers belonged to large size of family group.

6. Income from onion cultivation

Table 4.6 Distribution of the respondents according to their income from

onion crop (n=151)
S. no. Income (Rs.) f %

1. low (up to Rs. 2,60,899) 69 45.69

2. Medium(Rs.2,60,900 to 58 38.42

4,00,000)
3. High(Rs.4,00,001and 24 15.89
above)
Total 151 100.00
Mean score = 3,30,450 SD=69,551

Table 4.6 reveals the income of onion growers from onion cultivation and
the data shows that 45.69 per cent of the onion growers were having income
upto Rs.2,60,899 followed by 38.42 and 15.89 per cent had income Rs.
2,60,900 to Rs. 4,00,000 and more the Rs. 4,00,001 from onion cultivation

respectively.
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family size

B =mall ™ medium ™ large

Fig.5 family size of onion growers

Income from onion cultivation

B up toRs. 2,60,900 ®WRs.2,60,901 to 4,000,000 = More than Rs. 4,00,001

Fig. 6 Income from onion crop
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7. Total annual income from agriculture
Table 4.7 Distribution of the respondents according to their total annual

income from agriculture

(n=151)
S. no. Annual income (Rs.) f %
1. Low (up to Rs. 4, 65 43.05
00,000)
2. Medium (Rs. 4,00,001 61 40.39
to 9,03,999)
3. High (More than Rs. 25 16.56
9,04,000)
Total 151 100.00

Mean score = 6,52,000 SD= 2,52,000

From Table 4.7 it is clearly seen that 43.05 per cent of the onion growers were
in the low annual income category followed by 40.39 per cent in medium
annual income category whereas, 16.56 per cent in the high annual income
category.

8. Experience in onion cultivation

Table 4.8 Distribution of the respondents according to their experience

in onion cultivation

(n= 151)
S. no. Experience categories f %
1. Low ( Up to 6 years) 56 37.09
2. Medium (7 to 19 years) 69 45.69
3. High (More than 20 26 17.22
years))
Total 151 100.00
Mean score = 13.19 SD =07.30

Table 4.8 represented that out of 151 onion growers most of the growers
(45.69 %) had medium experience in onion cultivation followed by 37.09 per
cent growers had low experience while, 17.22 per cent growers had high

experience in onion cultivation.
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Total annual income from agriculture

B Llow M Medium ®High

Fig.7 Annual income from agriculture of onion growers

Experience in onion cultivation

B low M Medium ®High

Fig.8 Experience in onion cultivation
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9. Social participation

Table 4.9 Distribution of the respondents according to their Social

participation (n=151)
S. no. Social participation f %
1. Low (up to 12) 63 41.72
2. Medium (13 to 15) 45 29.80
3. High (16 and above) 43 28.48
Total 151 100.00
Mean score = 14.40 SD=2.13

Table 4.9 shows that most of the growers (41.72%) had low social
participation followed by 29.08 per cent of the growers had medium social
participation and almost same i.e.28.48 per cent of the growers had high

social participation.

10. Mass media exposure

Table 4.10 Distribution of the respondents according to their mass

media exposure (n=151)

S. no. Mass media exposure F %
1. Low (up to 15) 49 32.45
2. Medium (16 to 20) 73 48.35
3. High (21 and above) 29 19.20

Total 151 100.00

Mean score = 18.47 SD = 3.06

Table 4.10 shows that most of the growers (48.35 %) had medium level of
mass media participation followed by 32.45 per cent had medium and 19.20

per cent of the growers had high level of mass media exposure.

44




Social participation

Hlow = medium High

Fig.9 Social participation of onion growers

Mass media exposure

B Low M Medium = High

Fig.10 Mass media exposure of onion growers

45




11.Extension contact

Table 4.11 Distribution of the respondents according to their extension

contact
(n=151)
S. no. Extension contact f %
1. Low (up to 9) 51 33.77
2. Medium (10 to 12) 66 43.70
3. High (13 and above) 34 22.51
Total 151 100.00

Mean score = 11.07 SD =2.06

Table 4.11 indicates that most of the growers (43.70%) had medium level of
extension contact followed by 33.77 per cent had low and 22.51 per cent of

the growers had high level of extension contact.

12. Risk orientation

Table 4.12 Distribution of the respondents according to their risk

orientation
(n=151)
S. no. Risk orientation f %
1. Low (6 to 14) 63 41.72
2. Medium (15 to 23) 56 37.08
3. High (24 to 30) 32 21.20
Total 151 100.00

Table 4.12 shows that most of the onion growers (41.72 %) had low risk
orientation followed by 37.08 per cent had medium risk orientation whereas,

21.20 per cent of the growers had high risk orientation.
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Extension contact

B low M Medium ®High

Fig.11 Extension contact of onion growers

Risk orientation

Hlow ®m Medium ®High

Fig.12 Risk orientation of onion growers
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13. Innovativeness

Table 4.13 Distribution of the respondents according to their

innovativeness

(n=151)
S. no. Innovativeness f %
1. Low (8 to 18) 48 31.78
2. Medium (19 to 29) 66 43.71
3. High (30 to 40) 37 24.51
Total 151 100.00

Table 4.13 represent that out of 151 onion growers 43.71 per cent

growers belonged to medium innovativeness category followed by 31.78 per

cent of the growers belonged to low innovativeness category and 24.51 per

cent growers belonged to high innovativeness category.

Innovativeness

Hlow H Medium ™ High

Fig.13 Innovativeness of onion growers
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14. Marketing knowledge of onion growers.

Table 4.14 Marketing knowledge of onion growers (n=151)

S. no. | Statements F* % Rank
1. Aware about APMCs 108 71.52 VI
2. Aware about price prevailing in | 100 66.22 Vi
the market for onion

3. Perishable goods will encounter | 83 54.96 X
more  problems than semi
perishables like onion

4. Marketing of onion in APMCs | 63 41.72 XIII
can realize more prices

5. Grading of onion fetches high | 141 93.37
prices

6. Buyer pays the money on the | 124 82.11 Y
spot

7. Quantity arrivals of onion in the | 59 39.07 XV
market affect their prices

8. Weighment of commodity in |89 58.94 IX
APMCs is correct

9. Selecting of appropriate | 131 86.75 [l
marketing channels is first step
in marketing of onion

10. | Awareness about the | 51 33.78 XV
representation of farmers in
management  committee  of
regulated market

11. Selling of onion to pre-harvest | 137 90.72 [l

contractors or village merchant

result in realizing lesser price
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12. Aware about the share of |79 52.31 Xl
farmers in the consumer rupee
will come down drastically due o

many middle men

13. Aware about the farmers need | 92 60.92 VIII

not to pay the market fee

14. Extending the storage period |71 47.01 Xl

increase the bargaining power

15. Selling of onion in small | 119 78.80 \%
quantities  will increase the

marketing cost / transaction cost

*Multiple responses were allowed

The responses given by onion growers regarding their knowledge on various
aspects of marketing of onion are given in Table 4.14. It is clearly seen from
the table that 93.37 percent, onion growers agreed that grading of onion
fetches high price. About 90 percent (90.72%) of them were of the opinion
that selling onion to pre harvest or village merchants resulting in lesser prize,
86.75 percent respondents agreed that selecting of appropriate marketing
channel is the first step in marketing of onion, 82.11 percent respondents
agreed with the statement that buyer pays the money on the spot, 78.80
percent agreed that selling of onion in small quantities will increase the
marketing cost. Further 71.50 percent of the respondents were aware about
APMCs, 66.22 percent had knowledge about price prevailing in the market of
onion, 60.92 percent were aware that the farmers need not to pay the market
fee, 54.96 percent of them agreed that perishable goods will encounter more
problems than semi perishable like onion, 52.31 percent were aware that the
share of farmers in the consumer rupee will come down drastically due to
many middle man, 47.01 percent agreed that extending the storage period

increases the bargaining power, 41.72 percent agreed that marketing of onion
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in APMC can realize more prices, 39.07 percent agreed that quantify arrivals
of onion in the market affect their prices and 33.78 percent of the respondents
were aware about the representation of farmers in management committee.

Table 4.15 Distribution of the respondents according to market

behaviour knowledge of onion growers (n=151)
S. no. Categories f %
1. Low (upto 4) 53 35.10
2. Medium (5 t010) 62 41.06
3. High (11 and above) 36 23.84
Mean = 8.58 SD= 3.68

Table 4.15 shows the overall marketing knowledge of onion growers.
The findings revealed that 41.06 per cent of the growers had medium
marketing knowledge followed by 35.10 per cent growers had low marketing
knowledge whereas, 23.84 per cent of the respondents had high marketing

knowledge.

b. Marketing behaviour of onion growers

Table 4.16 Distribution of the onion growers according to marketing

behavioiur
SN Aspects Categories f %
1 | Time of selling a)lmmediately after | 85 56.29
harvest
b)After initial storage 36 23.84
c) Whenever the prices | 30 19.86
are favourable
2 | Selling place a) Local market/in | 88 58.27
subji mandi
b) Nearby APMC 44 29.13
c) Distant market / 19 12.58
Terminal market
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3 | Selling form a) Raw 95 62.91
b) Processed 56 37.09
4 | Grading a) Always 72 47.68
b) Sometimes 54 35.76
c) Never 25 16.56
5 | Agencies chosen for a) Village level | 60 39.5
selling traders
b) Wholesalers 52 34.3
c) Traders through | 25 16.4
cooperative
society 15 9.8
d) Commission
agent
6 a) Selling a) Always 84 55.62
counseling b) Sometimes 52 34.44
c) Never 15 9.94
7 Transport a) Bullock cart 24 15.89
b) Cycle 28 18.54
c) Two wheeler 57 37.75
d) Bus lorry ,tempo | 42 27.82
etc
8 Selling terms and a) Ready cash 69 45.69
condition b) Not ready cash 82 54.30
9 | Market rate per a) Satisfied 67 44.38
quintal b) Not satisfied 84 55.62
10 | Number of times a) One time 62 41.05
onion sold b) Two times 52 34.43
c) Three times 37 24.52
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It is clearly evident from the Table 4.16 that the 56.29 per cent of the onion
growers sell their produce immediately after harvest followed by 23.84 per
cent of them sell their produce of onion after initial storage and 19.86 per cent
of onion growers sell onion whenever price is high.

Regarding selling place, it is found that 58.27 per cent of onion growers sold
the onion in local market / in subji mandi, followed by 29.13 per cent of onion
growers sold the onion in nearby APMC and 12.58 per cent of onion growers
sold the onion in distant market/ terminal market.

It is clearly seen from the table 4.16 that 62.91 per cent of onion growers sold
onion produce in raw form, followed by 37.09 per cent of onion growers sold
the onion in processed form.

The data shows that 47.68 per cent onion growers always grade the onion
followed by 35.76 per cent of them grade sometimes and 16.56 per cent onion
growers never grade their onions.

Further, 39.5 per cent of onion growers sold the produce through village level
traders, followed by 34.3 per cent of through Wholesalers, 16.4 per cent of
them sold to Traders through cooperative society and 9.8 per cent of them
sold the produce through commission agents.

As far as selling counselling is concerned, 55.62 per cent of the onion
growers were in the practice of selling counseling always, followed by 34.44
per cent sometimes and 9.94 per cent onion growers never were in the
practice of adopting selling counseling.

The data reveals that 37.75per cent of onion growers transport the onion
through two wheelers followed by 27.82 per cent of them transport by bus
lorry and tempo, 18.54 per cent of them transported through cycle and 15.89
per cent of them market the produce through bullock cart.

Further, data shows that most of the onion growers (54.30%) not received
ready cash, followed by 45.69 per cent of onion growers received ready cash

after selling their produce.
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It is evident from the table that most (55.62%) of the onion growers not
satisfied with the rates set by the market for onion whereas 44.38 per cent of
onion growers were satisfied with market rate of onion.

it is clearly seen that 41.05 per cent onion growers sold one crop of time
followed by 34.43 per cent of them two times and 24.52 per cent onion

growers sold their onion crops three times in a year.

Table 4.17 Distribution of onion growers according to overall marketing

behaviour (n=151)
S. no. Categories f %
1. Low (up to 16) 52 34.44
2. Medium (17 t019) 62 41.06
3. High (20 and above) 37 24.50
Mean= 18.44 SD=2.18

Table 4.17 shows the overall marketing behaviour of onion growers. The table
revealed that majority of the growers (41.06 %) had medium marketing
behaviour followed by 34.44 per cent of the growers had low marketing
behaviour and 24.50 per cent of the growers had high marketing behaviour.
4.3 Relationship between profile characteristics and marketing
behaviour

Table 4.18 Correlation between profile characteristics and marketing

behaviour
S. no. Independent variables Correlation
coefficient

1. Age -0.194NS
2. Education 0.391**
3. Land holding 0.098Ns
4. Area under onion cultivation 0.246*
5. Family size 0.249*
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6 Income from onion cultivation 0.223*
7 Total annual income from agriculture 0.325*
8. Experience in onion cultivation 0.122**
9 Social participation 0.359**
10. Mass media exposure 0.384**
11. Extension contact 0.129**
12. Risk orientation 0.384*
13. Innovativeness 0.221**
14. Marketing knowledge 0.324*

NS: Non —significant
* Significant at 0.05 level
** Significant at 0.01 level
The results in table 4.18 exhibit the relationship between independent and
dependent variables.
Marketing behaviour vs age

The correlation coefficient (‘r = 0.194) between age and marketing
behaviour of onion growers was less than the table value at 0.05 % level of
significance. Hence, the null hypothesis was accepted and it could be
concluded that there was a non significant relationship between age and
marketing behaviour of onion growers.
Marketing behaviour vs education

The correlation coefficient (r = 0.391) between education and
marketing behaviour of onion growers was more than the table value at 0.01
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between education and
marketing behaviour of onion growers.
Marketing behaviour vs land holding

The correlation coefficient (‘' = 0.098) between cultivation area and

marketing behaviour of onion growers was less than the table value at 0.05 %
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level of significance. SHence, the null hypothesis was accepted and it could
be concluded that there was a non-significant relationship between land
holding and marketing behaviour of onion growers.
Marketing behaviour vs total area under onion cultivation

The correlation coefficient (‘r = 0.246) between cultivation area under
onion cultivation and marketing behaviour of onion growers was more than
the table value at 0.05% level of significance. Hence, the null hypothesis was
rejected and it could be concluded that there was a significant relationship
between cultivation areas under onion cultivation and marketing behaviour of
onion growers.
Marketing behaviour vs family size

The correlation coefficient (' = 0.249) between family size and
marketing behaviour of onion growers was more than the table value at 0.05
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between family size and
marketing behaviour of onion growers.
Marketing behaviour vs income from onion cultivation

The correlation coefficient (‘r = 0.223) between income from onion
cultivation and marketing behaviour of onion growers was more than the table
value at 0.05 % level of significance. Hence, the null hypothesis was rejected
and it could be concluded that there was a significant relationship between
income from onion and marketing behaviour of onion growers.
Marketing behaviour vs total annual income

The correlation coefficient (‘' = 0.325) between annual income and
marketing behaviour of onion growers was more than the table value at 0.05%
level of significance. Hence, the null hypothesis was rejected and it could be
concluded that there was a significant relationship between annual income

and marketing behaviour of onion growers.
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Marketing behaviour vs experience in onion cultivation

The correlation coefficient (' = 0.122) between experience and
marketing behaviour of onion growers was more than the table value at 0.01
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between experience
and marketing behaviour of onion growers.
Marketing behaviour vs social participation

The correlation coefficient (‘r = 0.359) between social participation and
marketing behaviour of onion growers was more than the table value at 0.01
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between social
participation and marketing behaviour of onion growers.
Marketing behaviour vs mass media

The correlation coefficient (' = 0.384) between family size and
marketing behaviour of onion growers was more than the table value at 0.01
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between mass media
and marketing behaviour of onion growers.
Marketing behaviour vs extension contact

The correlation coefficient (‘r = 0.129) between extension contact and
marketing behaviour of onion growers was more than the table value at 0.01
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between extension
contact and marketing behaviour of onion growers.
Marketing behaviour vs risk orientation

The correlation coefficient (‘' = 0.384) between risk orientation and
marketing behaviour of onion growers was less than the table value at 0.05 %
level of significance. Hence, the null hypothesis was accepted and it could be
concluded that there was a significant relationship between risk orientation

and marketing behaviour of onion growers.
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Marketing behaviour vs innovativeness

The correlation coefficient (‘' = 0.221) between innovativeness and
marketing behaviour of onion growers was more than the table value at 0.01
% level of significance. Hence, the null hypothesis was rejected and it could
be concluded that there was a significant relationship between innovativeness
and marketing behaviour of onion growers.
Marketing behaviour vs marketing knowledge

The correlation coefficient ('r = 0.324) between marketing knowledge
and marketing behaviour of onion growers was more than the table value at
0.05 % level of significance. Hence, the null hypothesis was rejected and it
could be concluded that there was a significant relationship between

marketing knowledge and marketing behaviour of onion growers.

4.4 Problems faced by onion growers in production, storage and
marketing of onion and suggestions to overcome them:

4.4.1 Problems faced by onion growers in production, storage and
marketing of onion

Table 4.19 Problem faced by onion growers

S. Problems f* % Rank

no.

Production related problems

1. Unavailability of inputs 143 94.70 I

2. No knowledge about improved | 118 78.15 Il

onion production technology

3. Unavailability of irrigation facilities 106 70.20 1l
4, Limited and irregular power supply | 93 61.59 \Y
5. Unavailability of labour 84 55.62 \%

Marketing problem
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1. High cost of transportation 146 96.68 I
2. Delayed cash payment 139 92.05 Il
3. Fluctuation in prices of commodities | 121 80.13 1l
4, Exploitation of the middle men 115 76.15 \Y
5. High commission charges 104 68.88 \
6. Inaccurate weighing instruments 96 63.57 \
7. Prolonged transaction 80 52.98 Vil
8. Lack of marketing information 76 50.33 Vil
9. Malpractices adopted in market 63 41.72 IX
Storage problems

1. Absence of storage facilities 138 91.39 I
2. Lack of knowledge about handling 116 76.82 Il
3. Costly storage facilities 89 58.94 11

*Multiple responses were allowed.

Table 4.19 presents the data regarding constraints faced by the onion
growers in production, storage and marketing of onion.

Regarding production related problem, majority of the onion growers
faced unavailability of inputs (94.70 %) followed by no knowledge about
improved onion production technology (78.15 %), unavailability of irrigation
facilities (70.20 %), limited and irregular power supply (61.59 %), unavailability
of labour (55.62 %).

As far as marketing problems are concerned majority of the onion
growers faced high cost of transportation (96.98 %) followed by delayed cash
payment (92.05 %), fluctuation in prices of commodities (80.13 %),
exploitation of the middle men (76.15 %), high commission charges (68.88
%), inaccurate weighing instruments (63.57 %), prolonged transaction (52.98
%), lack of marketing information (50.33 %) and malpractices adopted in

market (41.72 %).
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Among storage problems, 91.39 percent reported absence of storage
facilities as major constraint facilities followed by lack of knowledge about
handling (76.82 %), and costly storage facilities (58.94 %).

4.4.2 Suggestion given by onion growers to overcome problem

Table 4.20 Suggestion given by the onion growers to overcome problem

S. Suggestions Frequency | Per cent | Rank
no.
1. More procurement centers at 139 92.05 I

nearby place

2. Providing support price policy for | 106 70.20 1

the produce

3. Providing concessional | 93 61.58 Y

transportation charges

4. Providing loading and boarding | 64 42.38 Vi

facilities at market place

5. Timely availability of input 121 80.13 I
6. Capacity building programme on | 79 52.31 Vv
improved onion production

technologies

Table 4.20 presents the suggestions given by the farmers to overcome
constraints. The results shows that most of the onion growers suggested
“‘more procurement centers at nearby place (92.05 %)”, “timely availability of
input (80.13%)”, “providing support price policy for the produce (70.20%)",
“providing concessional transportation charges (61.58%)”, “Capacity building
programmes on improved onion production technologies (52.31%)”, and

“providing loading and boarding facilities at market place (42.38 %)’.
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DISCUSSION

The main findings of the study have been discussed in this chapter to
draw generalization. The discussion has been presented under the following
headings.

5.1 Personal, socio-economic, psychological and communication
characteristics of onion growers.

5.2 Marketing knowledge and marketing behaviour of onion growers.

5.3 Relationship between profile characteristics and marketing behaviour.

5.4 Problems faced by onion growers in production, storage and marketing of
onion and suggestions to overcome them.

5.1 Personal, socio-economic, psychological and communication
characteristics of onion growers

Age:

The results revealed that maximum percentage i.e. 51.00 per cent of
the respondents were in middle age group followed by young age group
(29.13%) while 19.87 per cent of the growers were in old age group. The
probable reason for majority of the respondents being under middle age
category might be due to the fact that most of the young people are not
interested in farming and are looking for better livelihood options in urban
area. This finding is supported by Agrawal (2013) and Patel (2015).
Education

In study area, most of the growers i.e. 27.16 per cent were passed
from middle school of education followed by high school (21.87%),
whereas14.56 per cent growers had education upto high secondary, 15.23
per cent growers were passed upto primary school, 12.58 per cent of the
growers were illiterate, 8.60 per cent of the growers were having education
upto graduation and above. The reason behind it was that farmers believed

that getting good education will help prosper in future. This might be due to
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the fact that farmers have easy access to schools and realization of
importance of formal education in the present situation is also very high.
This findings is supported by Kalaiselvi (2020).
Land holding

most (37.75%) of the growers had small land holding followed by 28.48
per cent of the growers had medium size of land holding, 25.82 per cent of the
growers had marginal size of land holding whereas, only 7.95 per cent of the
growers had large size of land holding. This could be accredited to legacy
of land from their ancestors who might have transferred from generation to
generation. These findings are more or less similar to findings of Patel (2015).
Area under onion cultivation

The result revealed that, 45.03 per cent of the growers had area 0.34
to 2.06 ha under onion cultivation followed by 31.13 per cent of the growers
had area 2.07 ha and above, 23.84 per cent of the growers had area up to
0.33 ha under onion cultivation. These findings are more or less similar to
findings of Agarwal (2013), Tagore (2017) and Baraker et al. (2021).
Family size

It can be concluded that in study area, most of the respondents
(45.04%) belonged to medium family size group followed by 37.08 per cent of
the onion growers belonged to small size of family group whereas, only 17.88
per cent of the growers were found who belonged to big size of family group.
The possible cause behind this finding could be that middle aged and old
aged people prefer to live in joint family and young family prefers nuclear type
family, further comprehension of advantages of joint family in terms of running
the family farm duties and crop production activities might have been
practicing at large and medium family size. These findings of the present
study are in conformity with the findings of Shukla and singh (2018).
Income from onion cultivation

The results of the study shows that considerable i.e. 45.69 per cent of

the onion growers were in the range of low annual income (upto Rs. 260900)
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categories followed by 38.42 per cent in medium annual income (Rs 260901-
400000) categories whereas, only 15.89 per cent in the high annual income
(Rs. 400001) categories. The credible reasons might be that average
productivity and necessity for selling to get money, less prices for their
produce, and small size of land holding.
Total annual income from onion cultivation

Regarding annual income from onion cultivation, it was found that
43.05 per cent of the onion growers were in the range of low annual income
categories followed by 40.39 per cent in medium annual income categories
whereas, only 16.56 per cent in the high annual income categories. The
probable reason might be the small size of land holding and only 0.34 to 2.06
ha of area under onion cultivation.
Experience in onion cultivation

In study area, out of 151 onion growers most of the growers (45.69%)
had medium experience in onion cultivation followed by 37.09 per cent
growers had low experience while, 17.22 per cent growers had high
experience.
Social participation

Majority of the respondents i.e. 41.72 per cent had low social
participation followed by 29.80 per cent of the growers had medium social
participation and almost same 28.48 per cent of the growers had high social
participation. The participation in the social activities provides
opportunities  for contrived experiences and sources of improved
agricultural practices prevailing in the region or locality. The possible
reason for above trend might be due to enthusiasm of respondents in solving
their problems with social workers and also less attention due to lack of time
to participate social activities to gather recent information and to learn about
practical utility of the new technology from extension workers. However,

the results of medium category are in consonance with Baraker et al. (2021).
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Mass media exposure

As per the results, most of the respondents 48.35 per cent had medium
level of mass media participation followed by 32.45 per cent had low and
19.20 per cent of the growers had high level of mass media participation.
Mass media helps to update the newest developments in different fields
including agriculture and possess the massive potential to be associates for
change and improvement agriculture. The findings of this study is on par with
the findings of Baraker et al. (2021).
Extension contact

Data showed that 43.70 per cent of the respondents had medium level
of extension contact followed by 33.77 per cent had low level and 22.51 per
cent of the growers had high level of extension contact. Different sources of
information, influence the knowledge and perception of the individuals
towards any farming system and farming experience thus
influencing extension contact. Extension contact results in determined
action which is largely conditional upon an individual's belief in his capability
to carry out that action correctly and/or effectively and thus, he/she contacts
various departmental officials to seek more information, to clarify the doubts
pertaining to improving farming practices. The findings of this study is on par
with the findings of Agrawal (2013) and Baraker et al. (2021).
Risk orientation

In study area, most of the respondents i.e. 41.72 cent had low risk
orientation followed by 37.08 per cent had medium whereas, 21.20 per cent of
the onion growers had high risk orientation. The risk bearing capacity of
individuals depend upon the personal, psychological and socio-economic
characteristics.
Innovativeness

It can be concluded that 43.51 per cent of onion growers were found
who had belonged to medium innovativeness followed by 31.78 per cent of

the growers belonged to low innovativeness categories whereas, 24.51 per

64



cent growers belonged to high innovativeness category. This also may be
attributed to the fact that majority of the respondents had majority of the
respondents (87.42%) had formal education and also most of the
respondents were having medium level of extension contact. Generally,
higher the formal education level, more favorable will be the attitude towards
innovations. In such conditions, respondents try to seek more information and
try out new ideas and technologies within their budget and limits and also
farmers who are prone to innovations will try to gather information regarding
the new technology from various aspects, they wanted to learn new ways of
farming, improved cultivation practices and adopt those technologies at faster
rate. Similar findings were reported by Agarwal,( 2013) and Jangwad et al.
(2021).
Marketing knowledge

Results indicate that 93.37 per cent of the respondents had higher
knowledge in case of Grading of onion fetches high prices followed by Selling
of onion to pre-harvest contractors or village merchant result in realizing
(90.72%), Selecting of appropriate marketing channels is first step in
marketing of onion (86.75%), Buyer pays the money on the spot (82.11%),
Selling of onion in small quantities will increase the marketing cost /
transaction cost (78.80%), Awareness about APMCs (71.52%), Awareness
about price prevailing in the market for onion (66.22%), Aware about no need
to pay the market fee (60.92%), Weighment of commodity in APMCs is
correct (58.94%), Perishable goods will encounter more problems than semi
perishable (54.96%), Aware about the share of farmers in the consumer rupee
will come down drastically due to many middle men (52.31%), Extending the
storage period increase the bargaining power (47.01%), Marketing of onion in
APMCs can realize more prices (41.72%), Quantity arrivals of onion in the
market affect their prices (39.07%) and lowest was Awareness about the
representation of farmers in management committee of regulated market

(33.78%).
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Overall marketing knowledge of onion growers

Most of the respondents i.e. 41.06 percent had medium marketing
knowledge followed by 35.10 per cent had low marketing knowledge and
23.84 per cent of the growers had high level of marketing knowledge.

Majority of the respondents educated up to high school and when
analysis of communication characteristics was made, majority of
respondents had medium level of mass media exposure and extension
contact. These factors might have contributed more for possession of medium
level of knowledge of onion cultivation practices.

The present findings were in accordance with the results reported by
Yashodhara et al. (2012) and Kalaiselvi (2020).
5.2 Marketing behaviour of onion growers

The results presented in Table 4.17, shows that considerable
percentage (41.06%) of the onion growers belongs to medium level of
marketing behaviour category. Whereas,34.44 per cent and 24.50 per cent of
the respondents belonged to low and high marketing behaviour categories,
respectively. The probable reason for these results may be having formal
schooling, medium level of mass media participation, medium level of
extension contact of the onion growers. These results are supported by the

study of Yashodhara et al. (2012).

5.3 Relationship between profile characteristics and marketing
behaviour

Study shows that independent variables like i.e. area under onion
cultivation, family size, income from onion cultivation, total annual income
from agriculture, marketing knowledge, and risk orientation were significantly
correlated with marketing behaviour of onion growers at 5 per cent level
of significance. Whereas education, experience in onion cultivation, social
participation, mass media, extension contact, and innovativeness were

positively and significantly related with marketing behaviour of onion
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growers at 1 per cent level of significance. Further, Age and Land holding
exhibits non-significant relationship with marketing behaviour of onion
growers.

Education of onion growers has significant relation with marketing
behaviour of onion growers. This might be due to fact that formal
education would help in widening their mental horizon and facilitate
learning by developing a favourable attitude towards onion cultivation. It is
also true that rationality in decision-making is a function of one’s
educational level and for adoption of any innovation, decision making is a
key component.

Extension contact of onion growers had a significant relation with
marketing behaviour of onion growers. The participation in extension
activities provide the opportunities for contrived experiences and serve as
reinforcement in gaining knowledge among farmers to explore possibilities
of marketing of their produce to get better price.

There was significant relationship between mass media exposure
and marketing behaviour of onion growers. It is natural that mass media
provide variety of information to farmers on various aspects of agriculture
sector. Farmers who exposed adequately to mass media might have
influenced by it.

The annual income and marketing behaviour of onion growers
exhibited positive and significant relationship. Since most of the
respondents were in medium annual income category, this could be the
possible reason for significant relationship between annual income and
adoption level of onion growers.

There was a significant relationship between social participation and
marketing behaviour of onion growers. The probable reason could be that the
participation in social organizations ensures timely and adequate inputs,

advices, etc. needed for effective marketing of produce.
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Other independent variables such as age and land holding exhibited non-
significant  relationship with marketing behaviour of onion growers. The
possible reason could be that possession of these characteristics need not
have any relation with the marketing behaviour of onion growers.

5.4 Problems faced by onion growers in production, storage and
marketing of onion and suggestions to overcome them:

5.4.1 Problems faced by onion growers in production, storage and
marketing of onion:

Majority of the onion growers faced Unavailability of inputs (94.70%)
followed by no knowledge about improved onion production technology
(78.15%), unavailability of irrigation facilities (70.20%), limited and irregular
power supply (61.59%) and unavailability of labour (55.62 per cent).
Marketing problem:

Majority of the onion growers faced high cost of transportation
(96.98%) followed by delayed cash payment (92.05%), fluctuation in prices of
commodities (80.13%), exploitation of the middle men (76.15%), high
commission charges (68.88%), inaccurate weighing instruments (63.57
per%), prolonged transaction (52.98%), lack of marketing information
(50.33%) and last one was malpractices adopted in market (41.72%).

Storage problems:

Majority of the onion growers faced absence of storage facilities
(91.39%) followed by lack of knowledge about handling (76.82%) and costly
storage facilities (58.94%).

5.4.2 Suggestions to overcome problems:

The results revealed that most of the onion growers suggest more
procurement centers at nearby place (92.05%) followed by timely availability
of input (80.13%), providing support price policy for the produce (70.20%),
providing concessional transportation charges (61.58%), capacity building
programme on improved onion productions technology (52.31%) and

providing loading and boarding facilities at market place (42.38%).
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SUMMARY, CONCLUSION AND SUGGESTIONS FOR FUTURE
WORKS

6.1 SUMMARY
Agriculture plays a significant role in Indian economy as it constitutes
17-18% to country's GDP in 2018. The agriculture sectors meet up the food
requirement in the country by taking much effort on production of almost all
agricultural produces. In vegetables, onion plays a vital role in Indian and
foreign cuisine. Without onion there is no dish prepared and completed in
Indian food. However, India stands in the second place in production of onion
with 20% of share in the world production next to China. The share of onion
production among major growing states includes Maharashtra (43%), Madhya
Pradesh (15.20%), Karnataka (8.47%), Rajasthan (5.80 %) and Gujarat
(4.63%). It occupies an area of 1.24 million ha. with a production of 26.85
million tones in India. (Horticulture Statistics Division, 2020). The area under
onion crop production is 4082.90 thousand tonnes in Madhya Pradesh. Indore
district stand 13150.00 hectare area and production is 420670.00 tonnes in
2018-2019.
The present study entitled “Marketing behaviour of onion growers in
Indore District of Madhya Pradesh” was taken up with the following objectives
1. To study the personal, socio-economic, psychological and
communication characteristics of onion growers
2. To ascertain the marketing knowledge and marketing behaviour of
onion growers
3. To examine the relationship between profile characteristics and
marketing behaviour
4. To analyze the problems faced by onion growers in production, storage

and marketing of onion and suggestions to overcome them
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The study was conducted in Indore district of Madhya Pradesh
because it is one of the largest onion producing districts in the state. Indore
district comprises of four blocks namely Indore, Mhow, Sanwer and Depalpur,
out of only one block i.e. Mhow was selected because of having maximum
number of onion growers. The block comprises of 174 villages, of which only
two villages i.e. Datoda and Harsola were selected based on based on
maximum number onion growers. From the selected two villages, 5 per cent
of the respondents were selected randomly for the present investigation.
Thus, the total numbers of selected respondents were 151.

Primary data was collected through a well- structured interview
schedule; the data were presented in the form of table, figures and graphs.
The data was analyzed by the use of appropriate statistical tools like

percentage, frequency, mean, standard deviation and correlation coefficient.

6.2 Conclusion
The conclusion of the present study is presented below considering the
objectives of the study.
6.2.1. The profile characteristics onion growers
1. More than half of the onion growers i.e., 51.00 per cent belonged to
middle age group (36 to 55 year).
2. With regard to education, 27.87 per cent of the onion growers were
formally educated up to high school.
3. Regarding land holding, most (37.75%) of the onion growers had small
land holding (1.01- 2 ha).
4. The higher percentage of onion growers i.e., 45.03 per cent had sown
onion in area in between area 0.34 to 2.06 ha.
5. The higher percentage of onion growers (45.04%) had medium (5-9
members) family size.
6. The higher percentage of onion growers i.e., 45.69 per cent had low

income from onion cultivation.
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7. In case of annual income, most of the onion growers (43.05%) were
having low annual income (Rs.4,00,000).

8. In case of experience in onion cultivation, 45.69 per cent the onion
growers come under medium experience categories (6 to 20 year).

9. The higher percentage of onion growers i.e., 41.72 per cent had low
level of social participation.

10. Maximum percentage of onion growers (48.35%) had medium level of
mass media.

11.The higher percentage of onion growers i.e., 43.70 per cent had
medium level of extension contact.

12. Further, 41.72 per cent of the onion growers were having low level of
risk orientation.

13.In case of innovativeness, most of the onion growers i.e., 43.71 percent
had medium innovativeness.

14.The higher percentage of onion growers (41.06%) possessed medium

level of marketing knowledge.

6.2.2. Marketing behaviour of onion growers:

Marketing behavior of the onion growers was measured on ten
parameters i.e. time of selling, selling place, selling form, grading, agencies
chosen for selling, selling counseling, transport, selling terms and condition,
marketing rate per quintal and number of times onion sold.

1) Most of the onion growers i.e., 56.29 per cent sold onion immediately
after harvest.

2) About 60 per cent (58.27%) of onion growers prefer to sold the onion in
local marke/in subji mandi.

3) Maximum percentage i.e. 62.91 cent per cent of onion growers sold the
onion produce in raw form.

4) Regarding grading of onion, 47.68 per cent onion growers always

grade the onion before marketing followed by 35.76 per cent of onion
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5)

6)

7)

8)

9)

growers sometimes and 16.56 per cent of onion growers never grade
the onion before marketing.

About 40 per cent (39.5%) of the onion growers marketed their onion
through village level traders, followed by 34.3 per cent of them
marketed through wholesalers.

More than half i.e., 55.62 per cent of the onion growers adopted selling
counseling always, followed by 34.44 per cent of the onion growers
adopted selling counseling sometimes.

Further, 37.75 per cent of onion growers transport the onion produce
through two wheeler.

Maximum percentage of the onion growers (54.30 %) not received
ready cash, followed by 45.69 per cent of onion growers received
ready cash after selling their onion produce.

Most (55.62 %) of the onion growers were not satisfied with marketing
rate and only 44.38 per cent onion growers were satisfied with the

marketing rate of onion.

10) AS far as number of times onion sold is concerned, 41.05 per cent of

onion growers sell their produce of onion one time, followed by 34.43 per

cent of onion growers sell their produce two times and 24.52 per cent of

onion growers sell their produce of onion three times.

11) The overall marketing behaviour of onion growers was found to be

medium level.

6.2.3.

Relationship between socio- economic, communication and

psychological characteristics of beneficiaries

The results revealed that 06 variables viz., area under onion cultivation, family
size, income from onion cultivation, total annual income from agriculture,
marketing knowledge, and risk orientation were significantly correlated with
marketing behaviour of onion growers at 5 per cent level of significance.
Further 06 variables viz., education, experience in onion cultivation, social

participation, mass media, extension contact, and innovativeness were
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positively and significantly related with marketing behaviour of onion growers
at 1 per cent level of significance. Whereas 02 variables i.e., age and land
holding exhibits non-significant relationship with marketing behaviour of onion

growers.

6.3 Suggestions for future research

1. The present study was carried out in only one district of the state. So it
needs to be replicated on larger samples covering all the onion growing
of Indore. So that the inferences drawn can be generalized to a greater
extent.

2. The focus of this investigation was only marketing behavior, knowledge
and problems faced by onion growers, hence study may be taken up
on other, important aspects like possibilities of export market and
communication behaviour of onion growers.

3. The present study has been restricted to onion growers and few
villages with selected objectives due to limitation of time of research.
Hence, there is need to study on major vegetable crop growers in

Indore.

73



REFERENCE

Agarwal N. 2013. A study on adoption behaviour of onion growers in relation
to their socio-economic and psycho characteristics in Sehore
district, Madhya Pradesh. M.Sc. (Ag.) Thesis Submitted to
Rajmata Vijayaraje Scindia Krishi Vishwa Vidyalaya, Gwalior.

Baraker SK, Lalitha KC, Manjunath KV and Reddy DA. 2020. Constraints and
Suggestions in Production and Marketing of Onion in Gadag
District of Karnataka, Indialnt.J.Curr.Microbiol.App.Sci.9(9):
3155-

Baraker SK, Manjunath KV, Lalitha KC and Lat CM. 2021. Profile
characteristics and marketing behaviour of Onion growers in
Gadag district of Karnataka / Indian Journal of Economics and
Development 9(40).

Bhausaheb MK. 2018. Comparative study of production and marketing of
Kharif vis-a-vis Rabi onion in Ahmedanagar district of
Maharashtra state.Unpublished thesis Unpublished thesis
VNMKVP Parbhani.

Bare A. 2017. Production and marketing behaviour of onion growers,M.Sc.
(Agri.)Thesis(Unpub.), Dr. PDKV,Akola.

Jegan D, Selvin R, Velusamy R and Prabakaran K. 2019. Marketing
Behaviour of Banana Growers inTheni District. Ind. J. Pure App.
Biosci. 9(1): 127-131.

Jangwad NP, Gaware KM, Kale NM, Salame SP, Bhople PP, Wakle PK,
Mankar DM. 2021. Correlates of profile of onion seed producers
with their entrepreneurial behaviour, The Pharma Innovation
Journall10(2):72-75.

Kalaiselvi P. 2020. Production and Marketing Problems Faced by Onion
Growers in Perambalur District, Tamilnadu.The International
journal of analytical and Experimental Modal Analysis. 12(1):1-8.

Kumar R, Bishnoi DK, Rathi A and Prakash S. 2016. Marketing and price
behaviors of onion in Haryana. Indian Journal of Economics and
Development, 12(1a): 7-11.

74



Kumar R, Dhillon A, Kumar N and Kavita. 2020. A Study of Production and
Marketing of Onion in Nuh District of Haryana. Indian Journal of
Economics and Development 16 (SS): 176-182.

Kumar R, Bishnoi DK, Sumit and Singh A. 2020. Constraints in Production,
Marketing and Processing of Onion ( Allium Cepa L.) in Nuh
District of Haryana. Economic Affairs 65(4): 653-657

Moulik TK. 1965. A study of predictive values some factors of adoption of
nitrogenous fertilizers and the influence of sources of
information on adoption behaviour. Ph.D. Thesis (unpublished).
Indian Agriculture Reseach Institute. New Delhi.

Patel AP. 2015. An economic analysis of production and marketing of onion
in Panna District of Madhya Pradesh. M.Sc (Ag.) Thesis
Jawaharlal Nehru Krishi Vishwa Vidyalaya, Jabalpur.

Phukan P, Avasthe R, Lepcha B and Singh R. 2018. Marketing Behaviour of
Vegetable Growers in East Sikkim J Krishi Vigyan 6(2): 157-162.

Shukla K and Singh N. 2018. Study of socio-economic status of onion farmers
in Nashik district of Maharashtra. International Journal of
Agriculture Sciences 10(12):6425-6427.

Srinivas MV, Reddy Lakshman BS and Reddy YBV. 2016. Marketing
Behaviour of Vegetable Growers. Agriculture Update 11(4): 434-
437.

Supe SV. 1969. Factors related to differential degrees of rationality decision
making among farmers. Ph.D. Thesis (unpublished). Indian
Agricultural Research Institute, New Delhi.

Tagore L. 2017. A study on adoption behaviour of improved onion production
technology of onion growers in Alirajpur district in Madhya
Pradesh. M.Sc.(Ag.) thesis, RVSKVV Gwalior.

Yashodhara B, Narasimha N and Gopala YM. 2012. Marketing Knowledge
and Problems Faced by Onion Growers of Chitradurga District
of Karnataka Research Journal of Agricultural Sciences 3(6):
1192-1194.

75



SaERdd g% Y fJzafdene™, SeaqR (1Y)
fowar R faarr
D AT, SaagR (F.0.)

M I P MH—Teg U9 & SR R ¥ e Sdcsl a1
fauo suaER |

PRENET KISE ]|
S ANu ST fase T G

YIS THgEd. (i)
foaR e faumT fowar R faurT
Y wEIfdener, SeaqR ([.7) P wEIfdene, SeagR ([H.)

Y ISy 2021—22
URMA® SR
gus (37)

G GG 12 A 18 LG 1L A
I 1 £ C A | s . AP WIS LS5
1. DPUAT AT TN BT TATE (AQE) i urrrrerrsmrsmsrssssssssesssssssssssssssssss s ssssssssssssssss

2. HUAT AT (9T A&fOh &R 90§ (Education)—

1. | g 9 forg daa 2 4. | BT T
2. | e wR 5. | ST AeAH®
3. | Wrafe wWR 6. | D / FAThIR

3. 9 Wid (Land holding):

T THT A B IR F TP AR
& R e . (R ¥ )
(@) R e (¥ )
() SRIRIT T oo (e ¥ )



4. IS BHA & AT YA (Area under OnioN Crop): TFs,/ THRW|)

5. GRAR &I MHR (Family Size)—

%. | IRIR ¥ TR B =T

1. | 929
2. | Afeem
3. | 9=

4. | | A

6. WIS ¥ aIfie M (Income from onion cultivation ):—

%. | @ I vy H
1. | &S ¥ B A
> |qhe e |
> B W |
> o WS ¥
7. ¥ ¥ 91ffe ot 3 (Total annual income from Agriculture)—
% | & I Ty
1. | N A g M
> |qhe el |
> RN W
> A W i
2. |
3. | #AoA
4. | AUR
5. | ugdTer
6. | At
7. | =

8. AUD! T ITe B &3 # fhan a¥f &T argwa & (Experinece in onion cultivation )




9. ATHIfST® |eWIRIaT (Social participation):—
FT 7Y fHd AT 69 @ e I USIReT 8 afe 8 o Jaigd—

: o@! A WriEr

®. TR BT A g qe
TR PH—HN | HN T

1. | 9™ gArId
2. | 9YE gaRId
3. | g8PRI AT
4. | YD HITSH
5. | Qe wer
6. | PV IR IUS AAfT
7. | @ Afafy
8. | whot AfAfd
9. | I

10. S §AR  (Mass media exposur )— $UAT ga1gy P M9 <l H At | Hftra TdRY

T o1 TR wregEl | der fda g5 dh od § 7

START B

. e

BNl - A TEI
1. | e
2. | <eifae=
3. | TR gareE
4. | PN fheH
5. | fpa™ BTl Hex
6. | THMR UA
7. | PN ufFdr
8. | Sexe
9. | 3T
11. AR H9& (Exrtension contact)—
. famar 4t Lt FH—H A T8
1. | UM Jab
2. | M R drRiddar




CaERCIBEAN]

CIICIRIRCIECIE

CEZRIBEN

retr urioT faer vor=dT

EEIRED

8.

HERS BN AHRI

9.

S

12. SifgH fAfd=amg (Risk orientation ):—
A for ol | o1 P9 8% T% oY WA 91 SEEd § Sasd—

e

DI

NqeHd

U B @I TP BIC olfb $H SIRgH dTd o™
AJE B @ qOITT ATBT A HHN BT e ABT o=

112q |

e feam S ofd feast &1 gorr 3 SiRew o &l
IR 2 AR R 3 $U ¥ dgdx il & |

e feam & for SiRgw SeMT 3T BT € oW d8
ST & b S Iholdl &1 GUTIAT B! 3ifdd 2 |

foar gRT @l § q@ a8 ¥ A% A & U d v
PRA H SRIA oA © oIfhd I8 3D AMeId o

UH A1 T Bl Bl S H it ifdd Sikaq & g2+
% ford ta fram &7 991 S H wad S ARy |

T fHAM & ford ¥8 95R & P a8 el & T4 de!
B T TP T AU Sd T b TAX IAPT AheATYdDh
SN 7 R o |

13. AG=TRAT (Innovativeness )—
R fo® Sl | Y f$H 8% IF Y HeHd IT IFHeHd § IAgA—

h.

I

qeHd

¥ 9% O SaTed ugfadl @Y SHeR @ B pIfdrer




BT & bl SDI HASld IS el b H Tl g ggfadl
Bl AT WA H IUANT H AT & |

2. | 5@ A g3 A A% WS IAEA ddbAdl b AN H
ST e 8 a1 § 99 do 99 8} ol o9 d& &
SN U W TR 37T TE ¥l & |

3. |9 39 R 7€ W Saed gl @ ad eRd @
cifer @I SIaT 8 6 7 /M 9 98R B

4. | TE I R G 98d A A5 QN SR dhADl B
IR H IHHN el § 3R 3 fUsel g8 aul ¥ S99 |
IfirepTer BT STU=TAT B |

5 |7 W A5 WS SARH ddbHldl B A0EM H U I8
IEdl g b W USR B [ AUAN | a1 uRemd gt

g1

6. | uE Arad & & A Sced @ R UGt e @
T gl | e ©

7. | § 93 vefadl @1 ueE # \raue B g

8. | R AN @IS I H IR o g9ford § & dArear &

QR QTS STEd UGl bl gaell S |

14. 9I6IR &1 S (Market knowledge)—

. 9I6IR DT =1

LR

1. | T Y IS B IR H Taford diEdi b IR § SFd 2

2. | @& o THUHIL © IR F O B |

3. | 73U 39 919 I IeAd & [P THUEN ¥ IS b HHT W SITST B
e Hoell 2|

4. | T TYEER Hid W IR BT A BRAT © |

5. | @ udieal # avg & WRI WE 2

6. | T A S & [P ATYD! AIGIR Yob BT YA BRI DI ATGLIbal el ¢ |

7. | @ MUd T € P 9gd Mfd ol & RO Iudad IUd H ST




R AT 980 P4 B IR |

WSRUT AT ger™ W AIedTol & Ifdd 8 Sl = |

T MU Igad 2 b Sfd uvm 39a &1 o9 @ & Qg § uger
PHeH B

10.

FIT IMY 39 919 ¥ WEAd ® & = @ wers gd SaeRl A Wfg &
FTRAT BT I HH PFT BT Ted 8Idl 2 |

1.

T M & b IOIR § =S B UE adh SADT Il bl gHIad
Caciid

12

R 3T 59 910 I F89d = 6 e &) 9T 4 Sfad e fea 21

13.

3T ST & NI | 9 X8 WS & 919 | a1 © |

14.

RIT 3T ST & Sleg WRIE B dlel A QTS O ATl 3rfdrs
AT BT ATHAT DX

15.

RIT AT A & b BT A= H TSl 999 | Q7] JTBeTT dRTd / o e

TS (9)

fagor =r98R (Markiting behaviour)

P

I BT T

3. BAA B R 918

9. URMH HSRUT & 918
A, OGS 3Tl B

I D TR
3. WM d9TR / Feofl #f$at #
9. TE—UNT T uH A

A R PN IR/ ST IR

IEEQRRE

3. hedl

CACKESTN

UfST

31, Bl

g, HHI—p
. BT T8l

Vi




5. | 999 @ ford gt g goif~adt
3. UMW WR B IR

CACICE
. GEhRI ARy & AeIH W IR
T. gl

3. gHe
9. HN—p4
q. HH T8l

9. Arsfed
9. ¢ ®leR
T, 99, o, eEy onfe

8. | fao fAow ik o
3. TR F7E
9. B IR T8l ©

9. | 99IR W9 ufq fadea
5. v
9. gee el

10. | forat R @ faar
A TP IR
9. a1 9~
RAGIEECIN

grg (9)
1. QST P ST A1 DI I § A qTell FHRIN:—

£ DI

e

(@1) | ScTed | Haftg gHern

1. gIYcC 3AJUALdr

2. 9B WY SATEH dbih & IR H SHHNI

3. Riars glawmil &1 srgdererT

4. 0T o oot faore ongd

5. 5H Bl Ul

@) | oo Ty

1. gRTET B = ARTd

vii




o~

TaN
2. 1detldd g Idi-

3. K] B DAl H IAR AN

4. faenforat &1 wmor

5. IR Yodh

6. efd dlel SUDNUI

7. od IHT dd oiF—ad

8. fauve SIHaRT &1 31vTg

9. 9I9TR H IMUARN s HeEaR

(€) | HERUT P THET

1. MRV FrAgmsil &1 |1

2. TSfeTT & aR H S B Bl

3. HEI YR Jlaumd

2. PUAT 91 5 WS P 31 ST 2G YD FAT Felle 27

qelle

oo N|lolo|s|w|n( Y

-
o

viii




“SHOT ON REDMI NOTE 7
MI DUAL CAMERA

Data Collection from Onion Growers



SHOT ON REDMI K20
@00 Al TRIPLE CAMERA

Interaction with Farmers



CURRICULUM VITAE

SANDHAYA KHANNA

D.0.B.-19/07 /1997

Address: 48, SHRI RAM NAGAR ,

PALDA INDORE Dist- INDORE (C.G.) Pin — 452001

Mobile: 8319840469

Email: sandhaykhanna090@gmail.com

ACADEMIC DETAILS

Degree / Certificate School / College Bpard ./ Year_of
University Passing
. JNKVV,
M.Sc. Agriculture COA, JABALPUR 2022
JABALPUR
B.Sc. Agriculture | COA JABALPUR INKWV, 2020
JABALPUR
™ KAMLANEHRUGIRL MPBOARD
12 S HR.S.S. INDORE 2014

PLACE: -

DATE: -

SANDHAYA KHANNA




