
Marketing Behaviour of Onion Growers in 

Indore District of Madhya Pradesh  

  

THESIS 

Submitted to the  

Jawaharlal Nehru Krishi Vishwa Vidyalaya, Jabalpur 

In partial fulfilment of the requirement for 

 The degree of 

 

 MASTERS OF SCIENCE 

In  

AGRICULTURE 

(AGRICULTURAL EXTENSION) 

By 

 

SANDHAYA KHANNA  

(200110009) 

 

 

Department of Extension Education  

College of Agriculture, Jabalpur, 482004 

Jawaharlal Nehru Krishi Vishwa Vidyalaya,  

Jabalpur, Madhya Pradesh 

2022 

     



CERTIFICATE - I 

 
 

 This is to certify that the thesis entitled "Marketing Behaviour of 

Onion Growers in Indore District of Madhya Pradesh" submitted in partial 

fulfilment of the requirement for the degree of MASTER OF SCIENCE (Ag.) 

in Agricultural Extension of Jawaharlal Nehru Krishi Vishwa Vidyalaya, 

Jabalpur is a record of the bonafide research work carried out by Ms. 

Sandhaya Khanna, ID. No. 200110009 under my guidance and supervision. 

The subject of the thesis has been approved by the Student’s Advisory 

Committee and the Director of Instructions. 

 All the assistance and help received during the course of the 

Investigation has been acknowledged by him. 

 

 

 Place -            Dr. (Smt.) Kamini Bisht  

 Date   -                  Chairman of the Advisory committee 

   

THESIS APROVED BY THE ADVISORY COMMITTEE 

 

COMMITTEE   NAME        SIGNATURE 

Chairman                 Dr. (Smt.) Kamini Bisht  ............................. 

Member    Dr. Yatiraj Khare       ............................. 

Member   Dr. A. Shrivastava      ............................. 

 

Thesis is approved by 

 
 

Professor and Head  
 

Name, Seal and Signature 



 



JAWAHARLALNEHRUKRISHIVISHWAVIDYALAYA, JABALPUR 

Plagiarism Verification 

1. Name of Researcher  :  Ms. Sandhaya Khanna 

2. Title of the Thesis  :  “Marketing Behaviour of Onion 

     Growers in Indore District of  

     Madhya Pradesh”   

      3. Faculty   :       Agriculture 

      4. Name of Supervisor  :      Dr. (Smt.) Kamini Bisht 

      5. Official Designation & Address :     Assistant Professor,    

      Department of Extension Education, 

      College of Agriculture,  

      Jabalpur (M.P.) 

The above thesis was scanned for similarity detection. The report is as 

follows: 

Software used: Ouriginal / Urkund Date:  01.07.2022 

Similarity Index:     Total word count: 15308 

 

There portis attached for there view by the Researcher/Supervisor 

 

Sign of Researcher 

 

The plagiarism report of the above thesis has been reviewed by the 

undersigned. The similarity index is below accepted norms. 

 

The similarity index is above accepted norms because of the following  

reasons: 

............................................................................................................................

............................................................................................................................

............................................................................................................................  

The thesis may be considered for  submission to  the University. The softwar  

report is attached.  

 

Sign.of Researcher     Sign.of Supervisor with Seal 

 



JAWAHARLAL NEHRU KRISHI VISHWA VIDYALAYA, 
JABALPUR 

Central Library 
Anti - Plagiarism Certificate 

 
1. Title of the Thesis  : “Marketing Behaviour  of Onion        

       Growers in Indore District of Madhya 

       Pradesh”   

2. Name of the author  :  Ms. Sandhaya Khanna  
3. Enrollment number             :  200110009 
4. Department                        :  Extension Education 
5. College                               :  College of Agriculture, Jabalpur  
6. Name of the Advisor        :  Dr.(Smt.) Kamini Bisht 
7. Date of received for check :  01.07.2022 

 
Chapter wise plagiarism report  
 

                  Chapter Percentage of Plagiarism Remark 

Introduction - - - 

Review of Literature - - - 

Profile of the study area - - - 

Material and Methods - - - 

Result and Discussion - - - 

Summary, Conclusion and  
Suggestions 

- - - 

Average  - 8% - 

 
 I hereby certify that the thesis has been evaluated using Plagiarism 

Check Software Ouriginal (URKUND) on 01.07.2022 (Date). The system 

reported that the thesis has average 8% of plagiarism which is within the 

approved limit and it is passed with 

A. Below 10% 

B.  

C. 

D. 

Date:   01.07.2022 

Chairman  Dr. D. K.  Jaiswal           ................................ 

Member  Dr. A. K. Sarawgi               ................................. 

Member  Dr. M. K. Dubey              ................................. 

Member                  Dr. (Smt.) Kamini Bisht       ……………………… 



CERTIFICATE - II 

 
 
 This is to certify that the thesis entitled "Marketing Behaviour of 

Onion Growers in Indore District of Madhya Pradesh" submitted by Ms. 

SANDHAYA KHANNA ID.NO. 200110009 to the Jawaharlal Nehru Krishi 

Vishwa Vidyalaya, Jabalpur in partial fulfilment of the requirement for the 

degree of MASTEROF SCIENCE in Agriculture (Agricultural Extension) in 

the Department of Extension Education, College of Agriculture, Jabalpur 

has been, after evaluation, approved by the External Examiner and by the 

Student's Advisory Committee after oral examination on the same. 

 

 

 

Place: Jabalpur 

Date: / /                                           Dr. (Smt.) Kamini Bisht 
     Chairman of the Advisory Committee 
 
  
 
 
  MEMBERS OF THE ADVISORY COMMITTEE 

 Committee     Name     Signature 

Member Dr. (Smt.) Kamini Bisht    ................................. 

Member Dr. Yatiraj Khare   ................................. 

Member Dr. A. Shrivastava  ................................. 

 

Head of Department 

 

Dr. D.K. Jaiswal 

   

          ................................. 

Director of Instructor  Dr. Abhishek Shukla    ................................. 

 
 



Declaration and Undertaking by the Candidate 

 

I, Sandhaya Khanna, D/o Mr. Ramlal Khanna , certify that the work 

embodied in thesis entitled, "Marketing Behaviour of Onion Growers in 

Indore District of Madhya Pradesh" is my own first hand bonafide work 

carried out by me under the guidance of Dr. (Smt.) Kamini Bisht at 

Department of Extension Education, College of Agriculture Jabalpur, JNKVV 

Jabalpur, during 2021-22. 

The matter embodied in the thesis has not been submitted for the 

award of any other degree/diploma. Due credit has been made to all the 

assistance and help. 

I, undertake the complete responsibility that any act of 

misinterpretation, mistake and errors of fact are entirely of my own. 

I, also abide myself with the decision taken by my advisor for the 

publication of material extracted from the thesis work and subsequent 

improvement, on mutually beneficial basis, provided that the due credit is 

given thereof and will not include any unauthorized name in research 

publications. 

 

 

Place: Jabalpur       Sandhaya Khanna 
Date:                 (Student) 
 

 

 

 

 

 

 

  



Copyright © and IPR 

Jawaharlal Nehru Krishi Vishwa Vidyalaya, 

Jabalpur, Madhya Pradesh, 2021-22 

 

Copyright and IPR Transfer: 

Title of the thesis                       : "Marketing Behaviour of Onion Growers in 

Indore District of Madhya Pradesh" 

Name of the candidate                :      Sandhaya Khanna 

Subject : Agricultural Extension  

Department :      Extension Education 

College :      College of Agriculture, Jawaharlal Nehru Krishi 

Vishwa Vidyalaya, Jabalpur (M.P.) 

Year of submission                      : 2022 

 

Copyright and IPR Transfer: 

The undersigned Sandhaya Khanna assigns to the Jawaharlal Nehru 

Krishi Vishwa Vidyalaya, Jabalpur, Madhya Pradesh, all rights under 

Copyright Act and IPR Act that may exist in and for the thesis entitle” 

Marketing Behaviour of Onion Growers in Indore District of Madhya 

Pradesh” submitted for award of M.Sc. (Ag.) degree. 

 

Place: Jabalpur  

Date: 

 
 
 
 
 
 
Dr. (Smt.) Kamini Bisht        Sandhaya Khanna  
       (Major Advisor)                                               (Student) 

 



ACKNOWLEDGEMENT 

 

 I take this golden opportunity to express my heartfelt sense of gratitude 

to all those who guided and helped me to make my research possible. These 

words are small acknowledgement but never fully recompensed for their 

guidance, help and co-operation. 

 First of all, I would like to thank the omnipotent, omnipresent and 

almighty GOD for enabling me to undertake this thesis work. 

 With great reverence I express my warmest feeling with deep sense of 

gratitude to my advisor and chairman of my advisory committee Dr. (Smt.) 

Kamini Bisht, Assistant Professor, Department of Extension Education, 

College of Agriculture, Jabalpur (M.P). I have no words to express my 

heartfelt thanks to him for his illuminating guidance, unfailing encouragement, 

scholarly suggestions, unique supervision, constructive criticism, sympathetic 

attitude and keen interest during the course of my research and preparation of 

this manuscript.  

 I emphatically and gratefully acknowledge and extend my loyal and 

venerable thanks to members of my Advisory Committee, Dr. Yatiraj Khare 

Assistant Professor of KVK, College of Agriculture, Jabalpur (M.P.), Dr. A. 

Shrivastava Professor, Department of Agricultural Economics and Farm 

Management, for providing proper guidance and critical comments and 

valuable suggestions and diligent support which lead to timely completion of 

this work.  

 I am extremely thankful to Dr. Abhishek Shukla, Director Instruction, 

Dr. D. P. Sharma, Director of Extension Services and Dr. A. K. Sarawgi, 

Dean, College Of Agriculture JNKVV Jabalpur for providing necessary 

facilities according to my research work. 

 I wish to express my sincere thanks to all Professors, Dr. D.K. Jaiswal,  

Dr. M. K. Dubey,  Dr. Parvez Rajan, Dr. (Smt.) Seema Naberia, and also 

thank Dr. N.K. Khare, (Retired) Professor and head of Department, 

Department of Extension Education Jawaharlalal Nehru Krishi 

Vishwavidyalaya, Jabalpur for their constant motivation and encouragement.  



 I would like to express my sincere gratitude to Dr. Veenita Pandey and 

Library staffs for giving me their kind help during my present study. 

  

 For most important personalities of my life, there aren’t enough words 

to express my parents Mr. Ramlal Khanna and Smt. Reshma Khanna my 

brother and all my family members for their constant encouragement, help, 

and sincere prayers blessing which have always been the most vital source of 

inspiration and motivation in my life. 

 I felt inadequacy of diction to express my deep sense of gratitude and 

heartful respect to my classmates Priya Singh, P.S. Choudhary, Pragya 

Uikey, Sauryatha Chandanan, Neetu bhagat, Shruti tripati, Sushant 

Dewangan, Amrit Warshini, Akansha Anant, Rajesh Sarkar and all my 

classmate, seniors Nikhil Jaiswal, Vishal Thakre, and all seniors for their 

boundless love and unshakable confidence on one which inspired me in 

prosecuting the study, I dedicate this piece of work for their love and sacrifice. 

 I am thanking full to all the respondents for their co-operation and 

providing vital information. 

 

Place: Jabalpur  

Date:        (Sandhaya Khanna ) 

 



CONTENT 

 
 

CAPTER TITLE PAGE 

01. INTRODUCTION 1-4 

02. REVIEW OF LITERATURE 5-17 

03. MATERIAL AND METHODS 18-34 

04. RESULTS 35-60 

05. DESCUSSION 61-68 

06. SUMMARY, CONCLUSIONS AND 

SUGGESTIONS FOR FUTURE 

WORK 

69-73 

07. REFERENCE 74-75 

 APPENDICES  i-viii 

 CURRICULUM VITAE  

 
 
 
 
 
 
 
  
 
 
 
 
 
 
 



LIST OF THE TABLE 

 
Table No. TITLE Page 

No. 

3.1                Variables and their Measurement   21 

4.1 Distribution of respondents according to their Age  35 

4.2 Distribution of respondents according to their 

Education  

37 

4.3 Distribution of respondents according to land holding 37 

4.4 Distribution of respondents according to area under 

onion cultivation 

38 

4.5 Distribution of respondents according to their size of 

family 

40 

4.6 Distribution of respondents according to their income 

from onion cultivation 

40 

4.7 Distribution of respondents according to their total 

annual income from agriculture 

42 

4.8 Distribution of respondents according to their 

experience in onion cultivation  

42 

4.9 Distribution of respondents according to their social 

participation 

44 

4.10 Distribution of respondents according to their mass 

media exposure 

44 

4.11 Distribution of overall respondents according to their 

extension contact 

46 

4.12 Distribution of respondents according to their risk 

orientation 

46 

4.13 Distribution of respondents according to their 

innovativness 

48 

4.14 Distribution of respondents according to their 

marketing knowledge 

49 

4.15 Distribution of respondents according to their 

marketing behaviour 

51 



LIST OF THE FIGURES 

 
Figure 

No. 

TITLE Page 

No. 

3.1 Map of Indore District 19 

4.1 Age of onion growers 36 

4.2 Education of onion growers  36 

4.3 Land holding of onion growers 39 

4.4 Area under onion cultivation of onion growers 39 

4.5 Size of family of onion growers 41 

4.6 Income from onion cultivation of onion growers 41 

4.7 Total annual income from agriculture of onion growers 43 

4.8 Experience in onion cultivation of onion growers 43 

4.9 Social participation of onion growers 45 

4.10 Mass media exposure of onion growers 45 

 4.11  Extension contact of onion growers 47 

    4.12  Risk orientation of onion growers 47 

4.13 Innovativeness of onion growers 48 

 

 

 

 



1 
 

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 
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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 

questions 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 

         

2. To ascertain 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 

 

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. 

2. 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. 
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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 – I 

introduction, attempts to focus the need of the study with background, 

objective, importance, scope and limitations of the study. Chapter – II 

highlights the review of literature related to the study. Chapter – III 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. 
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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. 
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 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, 
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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  
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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.  
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 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. 
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 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 I.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   cent respectively. 

 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  II),  "seed  rate"    adopted  by  

75.38  per  cent  onion growers (rank  III),  "plant  protection  measure"  

adopted  by  74.62  per  cent  onion growers (rank  IV),  "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  I)  

followed  by  costly agricultural inputs  (ranked  II),  lack  of  storage  facilities  

(ranked  III),  lack  of  proper market (ranked IV), lack of credit facilities 

(ranked V), lack of improved implement (ranked  VI),  lack  of  labour  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  

XIth), late sowing due to uncertainty of rain (ranked XII), lack of high yielding 

varieties of seed  and  fertilizer  (ranked  XIII),  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  III,  “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  IInd), "field preparation"  confronted  by  46.15  per  cent  onion  

growers  (rank  IIIrd),  "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 

3.3 Sampling 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 km² 

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. 

 

Fig 3.1 Map of the study area 

https://miews.nafed-india.com/
http://www.census/
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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. 

No. 

Variables Measurements 

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 

agriculture 

In Rupees  

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. 

No. 

Categories Score 

1. Illiterate 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. 
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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. 0.34 to 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 Up to 4 

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 

income  

Characteristics Score  

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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Sl. 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. 

Sl. No Social Participation Score range 

1 Low  up to 12  

2  Medium  13 to 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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Sl. 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. 

 

Sl. No Social Participation Score range 

1 Low  up to 9 

2  Medium  10 to 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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Sl. No Social Participation Score range 

1 Low  6 to 14 

2  Medium  15 to 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  8 to 18  

2  Medium  19 to 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 5 to 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 

b) After initial storage 

c) Whenever the prices are 

favourable 

1 

2 

3 

2 Selling place a) Local market/ in subji mandi 

b) Nearby APMC 

c) Distant market/ Terminal market 

1 

2 

3 

3 Selling form  a) Raw 

b) Processed 

1 

2 

4 Grading  a) Always 

b) Sometimes 

c) Never 

2 

1 

0 

5 Agencies 

chosen for 

selling  

a) Village level traders  

b) Wholesalers 

c) Traders through cooperative 

society 

d) Commission agent 

1 

2 

3 

4 

6 Selling 

counseling 

a) Always 

b) Sometimes 

c) Never 

2 

1 

0 

7 Transport a) Bullock cart 

b) Cycle 

c) Two wheeler 

d) Bus lorry tempo etc 

1 

2 

3 

4 

8 Selling terms 

and condition 

a) Ready cash  

b) Not ready cash 

2 

1 

9 Market rate per 

quintal  

a) Satisfied 

b) Not satisfied 

1 

0 

10 Number of 

times onion 

sold 

a) One times 

b) Two times 

c) Three times 

1 

2 

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. 

(ii) Pre-testing of the interview schedule served as an additional check for   

improving the instrument. 

(iii) 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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(ii)  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 

is %. 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. 
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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. 

 

 

 

Where;  

x̄ = Mean 

Σ xi = sum of all individual observation 

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. 
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Where; 

    𝜎 = Standard deviation
 

    X = Value of individual 

   x̄ = 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. 

 

 

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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3. There is no relationship between land holding and mmarketing 

behaviour of onion growers. 

4. There is no relationship between area under onion cultivation and 

mmarketing behaviour of onion growers. 

5. There is no relationship between family size and marketing behaviour 

of onion growers. 

6. There is no relationship between income from onion cultivation and 

marketing behaviour of onion growers. 

7. There is no relationship between annual income from agriculture and 

marketing behaviour of onion growers. 

8. There is no relationship between experience in onion cultivation and 

marketing behaviour of onion growers. 

9. 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 

above) 

30 19.87 

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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Fig1. Age group of onion growers 

 

 

 

 

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. Illiterate 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 

(up to 1 ha) 

39 25.82 

2. Small land holding(1.01 

- 2 ha) 

57 37.75 

3. Medium land holding 

(2.01-4 ha) 

43 28.48 

4. Large land holding 

(above 4 ha) 

12 07.95 

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 

cultivation (ha) 

f % 

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 

above 

47 31.13 

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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Fig 3 Land and holding of onion growers 

 

 

 

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  (up to 4 

members) 

56 37.08 

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

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

4,00,000) 

58 38.42 

3. High(Rs.4,00,001and 

above) 

24 15.89 

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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Fig.5  family size of onion growers 

 
 

 
 

 
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, 

00,000) 

65 43.05 

2. Medium (Rs. 4,00,001 

to 9,03,999) 

61 40.39 

3. High (More than Rs. 

9,04,000) 

25 16.56 

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 

years)) 

26 17.22 

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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Fig.7 Annual income from agriculture of onion growers 

 

 

 

 

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.  
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Fig.9 Social participation of onion growers 

 
 
 

 
 

 

Fig.10 Mass media exposure of onion growers 
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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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Fig.11  Extension contact of onion growers 

 

 

 

 

 

 

 

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.  

 
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 

the market for onion 

100 66.22 VII 

3. Perishable goods will encounter 

more problems than semi 

perishables like onion   

83 54.96 X 

4. Marketing of onion in APMCs 

can realize more prices 

63 41.72 XIII 

5. Grading of onion fetches high 

prices  

141 93.37 I 

6. Buyer pays  the money on the 

spot 

124 82.11 IV 

7. Quantity arrivals of onion in the 

market affect their prices  

59 39.07 XIV 

8. Weighment of commodity in 

APMCs is correct 

89 58.94 IX 

9. Selecting of appropriate 

marketing channels is first step 

in marketing of onion 

131 86.75 III 

10. Awareness about the 

representation of farmers in 

management committee of 

regulated market 

51 33.78 XV 

11. Selling of onion to pre-harvest 

contractors or village merchant 

result in realizing lesser price   

137 90.72 II 
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12. Aware about the share of 

farmers in the consumer rupee 

will come down drastically due o 

many middle men 

79 52.31 XI 

13. Aware about the farmers need 

not to pay the market fee 

92 60.92 VIII 

14. Extending the storage period 

increase the bargaining  power 

71 47.01 XII 

15. Selling of onion in small 

quantities will increase the 

marketing cost / transaction cost 

119 78.80 V 

*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 to10) 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)Immediately after 

harvest 

b)After initial storage  

c) Whenever the prices 

are favourable  

85 

 

36 

30 

56.29 

 

23.84 

19.86 

       2 Selling place  a) Local market / in 

subji mandi  

b) Nearby APMC 

c) Distant market / 

Terminal  market  

88 

 

44 

19 

 

58.27 

 

29.13 

12.58 
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        3 Selling form a) Raw     

b) Processed  

 95 

56 

62.91 

37.09 

       4 Grading  a) Always 

b) Sometimes  

c) Never  

72 

54 

25 

47.68 

35.76 

16.56 

       5 Agencies chosen for 

selling  

a) Village level 

traders  

b) Wholesalers 

c) Traders through 

cooperative 

society  

d) Commission 

agent  

60 

 

52 

25 

 

15 

39.5 

 

34.3 

16.4 

 

9.8 

        6 a) Selling 

counseling  

a) Always  

b) Sometimes  

c) Never  

84 

52 

15 

55.62 

34.44 

9.94 

      7 Transport a) Bullock cart  

b) Cycle  

c) Two wheeler 

d) Bus lorry ,tempo 

etc 

24 

28 

57 

42 

15.89 

18.54 

37.75 

27.82 

      8 Selling terms and 

condition  

a) Ready cash  

b) Not ready cash  

69 

82 

45.69 

54.30 

       9 Market rate per 

quintal 

a) Satisfied  

b) Not satisfied  

67 

84 

44.38 

55.62 

      10 Number of times 

onion sold 

a) One time  

b) Two times  

c) Three times  

62 

52 

37 

41.05 

34.43 

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. 



54 
 

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 to19 ) 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 (‘r’ = 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 (‘r’ = 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 (‘r’ = 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 (‘r’ = 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 (‘r’ = 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 (‘r’ = 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 (‘r’ = 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. 

no. 

Problems f* % Rank 

 Production related problems 

1. Unavailability of inputs 143 94.70 I 

2. No knowledge about improved 

onion production technology 

118 78.15 II 

3. Unavailability of irrigation facilities 106 70.20 III 

4. Limited and irregular power supply 93 61.59 IV 

5. Unavailability of labour 84 55.62 V 

     

 Marketing problem 
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1. High cost of transportation  146 96.68 I 

2. Delayed cash payment 139 92.05 II 

3. Fluctuation in prices of commodities   121 80.13 III 

4. Exploitation of the middle men 115 76.15 IV 

5. High commission charges 104 68.88 V 

6. Inaccurate weighing instruments  96 63.57 VI 

7. Prolonged transaction  80 52.98 VII 

8. Lack of marketing information  76 50.33 VIII 

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 II 

3. Costly storage facilities  89 58.94 III 

*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. 

no. 

Suggestions Frequency Per cent Rank 

1. More procurement centers at 

nearby place  

139 92.05 I 

2. Providing support price policy for 

the produce 

106 70.20 III 

3. Providing concessional 

transportation charges 

93 61.58 IV 

4. Providing loading and boarding 

facilities at market place 

64 42.38  VI 

5. Timely availability of input  121 80.13 II 

6. Capacity building programme on 

improved onion production 

technologies 

79 52.31 V 

 

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 
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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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growers sometimes and 16.56 per cent of onion growers never grade 

the onion before marketing. 

5) 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. 

6) 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. 

7) Further, 37.75 per cent of onion growers transport the onion produce 

through two wheeler. 

8) 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. 

9) 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. 

 

 

 

 

 

 

 

 
 

 
 

 

 



74 
 

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-à-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 

Journal10(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.  



75 
 

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. 

 

 



i 
 

tokgjyky usg# —f"k fo'ofo|ky;] tcyiqj ¼e-iz-½ 

foLrkj f'k{kk foHkkx  

—f"k egkfo|ky;] tcyiqj ¼e-iz-½ 

 

'kks/k leL;k dk 'kh"kZd%&e/; izns'k ds bankSj ftys esa I;kt mRikndksa  dk 

foi.ku O;ogkjA  

ijke'kZdrkZ           'kks/kdrkZ  

MkW- Jherh dkfeuh fc"V              la/;k [kUUkk 

     izk/;kid              ,e-,llh- ¼—f"k½ 

foLrkj f'k{kk foHkkx           foLrkj f'k{kk foHkkx 

—f"k egkfo|ky;] tcyiqj ¼e-iz-½     —f"k egkfo|ky;] tcyiqj ¼e-iz-½ 
 

 

'kks/k vof/k 2021&22 

izkjafHkd tkudkjh  

[k.M ¼v½ 

—"kd dk uke----------------------------------------------------- firk dk uke---------------------------------------------------------------------- 

v- xzke ------------------------------------------- c- iksLV------------------------ l- fodkl [k.M---------------------------------- ftyk------------------------ 

1- —i;k vki viuh mez crk,a ¼Age½%&------------------------------------------------------------------------------------- 

 

2- —i;k vki viuk 'kS{kf.kd Lrj crk,a ¼Education½%& 

1- i<+ o fy[k ldrs gS  4- gkÃ Ldwy  

2- izkFkfed Lrj   5- mPprj ek/;fed  

3- ek/;fed Lrj  6- Lukrd@LukdksRrj    

 

3- Hkwfe tksr ¼Land holding)% 

 vki vkidh Hkwfe ds ckjs esa tkudkjh nhft;s%& 

¼v½ dqy Hkwfe---------------------------------------------------- ¼gsDVs;j esa ½ 

¼c½ flafpr Hkwfe---------------------------------------------------- ¼gsDVs;j esa ½ 

¼l½ vflafpr Hkwfe ---------------------------------------------------- ¼gsDVs;j esa ½ 

 



ii 
 

4- I;kt Qly ds varxZr Hkwfe ¼Area under Onion crop½% ------------------------------ ¼,dM+@ gsDVs;j½ 

5- ifjokj dk vkdkj ¼Family Size½%& 

Ø- ifjokj esa lnL;ksa dh la[;k 

1- iq#"k  

2- efgyk;sa  

3- cPps  

4- dqy lnL;  

 

6- I;kt ls okf"kZd vk; ¼Income from onion cultivation ½%& 

Ø- L=ksr  vk; #i;s esa  

1- I;kt ls dqy vk;   

  lQsn I;kt ls  

 gjk I;kt ls 

 yky I;kt ls  

 

7- —f"k ls okf"kZd dqy vk; ¼Total annual income from Agriculture½%& 

Ø- L=ksr  vk; #i;s esa  

1- —f"k ls dqy vk;   

  lQsn I;kt ls  

 gjs I;kt ls 

 yky I;kt ls 

 

2- Ms;jh   

3- etnwjh   

4- O;kikj   

5- i'kqikyu  

6- ukSdjh   

7- vU;  

8- vkidks I;kt mRiknu ds {ks= esa fdrus o"kZ dk vuqHko gS ¼Experinece in onion cultivation ½  

----------------------------------------------------------------------------------Ok"kZ esa 

 



iii 
 

9- lkekftd lgHkkfxrk ¼Social participation½%&  

 D;k vki fdlh lkekftd laxBu ds lnL; ;k inkf/kdkjh gS ;fn gkW rks crkb;s%&  

Ø- laLFkk dk uke in lnL; 

cSBdksa esa Hkkxhnkjh 

ges'kk dHkh&dHkh dHkh ugha 

1- xzke iapk;r      

2- tuin iapk;r      

3- Lkgdkjh lfefr      

4- —"kd laxBu       

5- 'kSf{kd laLFkk       

6- —f"k cktkj mit lfefr      

7- ou lfefr       

8- Ldwy lfefr      

9- vU;       

10- tu lapkj  ¼Mass media exposur ½%& —i;k crkb, fd vki I;kt dh [ksrh ls lacaf/kr tkudkjh 

fdu&fdu tu lapkj ek/;eksa ls rFkk fdrus gn rd ysrs gS \ 

Ø- lk/ku 

mi;ksx dh nj 

ges'kk dHkh&dHkh dHkh ugha 

1- jsfM;ks    

2- Vsyhfotu    

3- foLrkj izdk'ku    

4- —f"k fQYe    

5- fdlku dWky lsaVj    

6- lekpkj i=    

7- —f"k if=dk    

8- baVjusV    

9- vU;    

11- foLrkj laidZ ¼Exrtension contact½%& 

Ø- foLrkj dehZ ges'kk  dHkh&dHkh  dHkh ugha 

1- xzke lsod     

2- Xkzke foLrkj dk;ZdrkZ    



iv 
 

3- —f"k vf/kdkjh    

4- ckxokuh vf/kdkjh    

5- cSad vf/kdkjh     

6- ftyk xzkeh.k fodkl ,stUlh    

7- oSKkfud    

8- lgk;d —f"k vf/kdkjh    

9- vU;    

12- tksf[ke vfHkfoU;kl ¼Risk orientation ½%& 

uhps fy[ks dFkuksa ls vki fdl gn rd vki lger ;k vlger gS crkb;s%& 

Ø- dFku lger vfuf'pr vlger 

1- ,d fdlku dks ,d NksVs ysfdu de tksf[ke okys ykHk ls 

larq"V gksus ds ctk; vPNk ykHk dekus dk vf/kd ekSdk ysuk 

pkfg,A  

   

2- ,d fdlku tks vkSlr fdlkuksa dh rqyuk esa tksf[ke ysus dks 

rS;kj gS vkerkSj ij vkfFkZd #i ls csgrj gksrk gSA 

   

3- ,d fdlku ds fy;s tksf[ke mBkuk vPNk gksrk gS tc og 

tkurk gS fd mldh lQyrk dh laHkkouk dkQh vf/kd gSA  

   

4- fdlku }kjk [ksrh esa iwjh rjg ls uÃ fof/k ds #i esa iz;kl 

djus esa tksf[ke 'kkfey gS ysfdu ;g blds ykHknk;d gS  

   

5- ,d ;k nks Qlyksa dks mxkus esa 'kkfey vf/kd tksf[ke ls cpus 

ds fy;s ,d fdlku dks cM+h la[;k esa Qlys mxkuh pkfg,A 

   

6- ,d fdlku ds fy;s ;g csgrj gS fd og [ksrh ds u;s rjhdks 

dks rc rd u viuk;s tc rd fd nwljs mudk lQyrkiwoZd 

mi;ksx u dj ysA 

   

13- uopkfjrk ¼Innovativeness ½%& 

uhps fy[ks dFkuksa ls vki fdl gn rd vki lger ;k vlger gS crkb;s%& 

Ø- dFku lger vfuf'pr vlger 

1- eSa uÃ I;kt mRiknu i)fr;ksa  dh tkudkjh j[kus dh dksf'k'k    
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djrk gWw ysfdu bldk eryc ;g ugha fd eSa lHkh uÃ i)fr;ksa 

dks vius [ksr esa mi;ksx esa ykrk gWwA   

2- tc Hkh eq>s fdlh  uÃ I;kt mRiknu rduhdh ds ckjs esa 

tkudkjh feyrh gS rks eSa rc rd pSu ugha ysrk tc rd fd 

mls vius [ksr ij viuk ugha ysrk gWwA  

   

3- os  bu fnuksa uÃ I;kt mRiknu i)fr;ksa dh ckrsa djrs gS 

ysfdu dkSu tkurk gS fd os iqjkus ls csgrj gSA  

   

4- le; le; ij eq>s cgqr lh uÃ I;kt mRiknu rduhdh ds 

ckjs esa tkudkjh feyrh gS vkSj eSusaa fiNys dqN o"kksZ esa muesa ls 

vf/kdka'k dks viuk;k gSA  

   

5- eS Lp;a uÃ I;kt mRiknu rduhdh ds viukus ls igys ;g 

ns[krk gWw fd esjs iM+kslh dks mls viukus ls D;k ifj.kke izkIr 

gq;sA   

   

6- eS ;g lksprk gWw fd I;kt mRiknu dh iqjkuh i)fr;ka vkt dh 

uÃ i)fr;ksa ls vPNh gS  

   

7- eSa uÃ i)fr;ksa dks viukus esa lko/kku jgrk gWwA     

8- iqjkus yksx I;kt mRiknu esa prqj Fks blfy;s eSa ugha pkgrk fd 

iqjkuh I;kt mRiknu i)fr;ksa dks cnyk tk;sA  

   

14- cktkj dk Kku ¼Market knowledge½%& 

Ø- cktkj dk Kku gk¡ ugha 

1- D;k vki I;kt ds cktkj esa izpfyr dherksa ds ckjs esa tkurs gSA   

2- D;k vkius ,-ih-,e-lh- ds ckjs esa tkx#d gSA     

3- D;k vki bl ckr ls lger gS fd ,-ih-,e-lh esa I;kt ds ekdsZfVx ls T;knk dher 

fey ldrh gSA  

  

4- D;k [kjhnnkj ekSds ij iSls dk Hkqxrku djrk gSA    

5- D;k ,-ih-,e-lh esa oLrq dk Hkkjka'k lgh gSA    

6- D;k vki tkurs gS fd vkidks cktkj 'kqYd dk Hkqxrku djus dh vko';drk ugha gSA    

7- D;k vkidks yxrk gS fd cgqr vf/kd fcpkSfy;ksa ds dkj.k miHkksDrk #i;s esa vkidk   
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fgLlk cgqr de gks tk;sxkA   

8- HkaMkj.k vof/k c<+kus ls lkSnsckth dh 'kfDr c<+ tkrh gSA    

9- D;k vki lger gS fd mfpr foi.ku pSuy dk p;u I;kt ds foi.ku esa igyk 

dne gSA  

  

10- D;k vki bl ckr ls lger gS fd I;kt dh dVkÃ iwoZ Bsdsnkjksa ;k xkWo ds 

O;kikfj;ksa dks ls de dher dk ,glkl gksrk gSA 

  

11- D;k tkurs gS fd cktkj esa I;kt dh xq.koRrk vkod mudh dherksa dks izHkkfor 

djrh gSA  

  

12- D;k vki bl ckr ls lger gS fd I;kt dh xzsfMax ls mfpr nke feyrs gSA    

13- vki tkurs gS cktkj esa py jgs I;kt ds Hkko ls okfdQ gSA    

14- D;k vki tkurs gS tYn [kjkc gksus okys lkeku I;kt] tSls v/kZuk'kikrh vf/kd 

leL;kvksa dk lkeuk djsxs 

  

15- D;k vki tkurs gS fd de ek=k esa I;kt cspus ls c<sxh ekdsZfVax ykxr@ysunsu   

 

 

 

 [k.M ¼c½ 

foi.ku O;ogkj ¼Markiting behaviour½ 

Ø- dFku vad 

1- cspus dk le;  

v- Qly ds rqjar ckn  

c- izkjafHkd HkaMkj.k ds ckn  

l- tc Hkh dhersa vuqdwy gks 

 

2- cspus dh txg   

v- LFkkuh; cktkj@lCth eafM;ksa esa  

c- vkl&ikl ,-ih-,e-lh 

l- nwj dk cktkj@ VfeZuy cktkj 

 

3- fcØh izi=  

v- dPpk 

c- izlaL—r 

 

4- xzsfMax 

v- ges'kk 

c- dHkh&dHkh 

l- dHkh ugha  
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5- cspus ds fy;s pquh xÃ ,tsfUl;k¡ 

v- xzke Lrj ds O;kikjh 

c- Fkksd  

l- lgdkjh lfefr ds ek/;e ls O;kikjh 

n- nyky 

 

6- ijke'kZ cspuk 

v- ges'kk 

c- dHkh&dHkh 

l- dHkh ugha 

 

7- ;krk;kr 

v- cSyxkM+h 

c- lkÃfdy 

l- Vw Oghyj 

n- cl] ykWjh] VsEiks vkfn 

 

8- fcØh fu;e vkSj 'krZ  

v- rS;kj uxn  

c- ds'k rS;kj ugha gS  

 

9- cktkj Hkko izfr fDoaVy 

v- larq"V 

c- larq"V ugha  

 

10- ftruh ckj I;kt fcdk 

v- ,d ckj 

c- nks ckj 

l- rhu ckj 

 

 [k.M ¼l½ 

1- I;kt  dh mUur rduhd dks viukus esa vkus okyh leL;k,sa%& 

Ø- dFku gk¡ ugha 

¼v½ mRiknu ls lacaf/kr leL;k    

 1- buiqV vuqiyC/krk    

 2- csgrj I;kt mRiknu rduhd ds ckjs esa tkudkjh    

 3- flapkÃ lqfo/kkvksa dh vuqiyC/krk   

 4- lhfer vkSj vfu;fer fctyh vkiwrhZ    

 5- Je dh vuqiyC/krk   

¼c½ foi.ku leL;k,sa    

 1- ifjogu dks mPp ykxr    
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 2- foyafor uxn Hkqxrku   

 3- oLrq dh dherksa esa mrkj p<+ko   

 4- fcpkSfy;ksa dk 'kks"k.k   

 5- mPpk;ksx 'kqYd    

 6- xyr rksy midj.k   

 7- yacs le; rd ysu&nsu   

 8- foi.ku tkudkjh dk vHkko   

 9- cktkj esa viuk;h xÃ dnkpkj   

¼l½ HkaMkj.k dh leL;k    

 1- HkaMkj.k lqfo/kkvksa dk vHkko   

 2- gsUMfyx ds ckjs esa Kku dh deh   

 3- egWxsa HkaMkj.k lqfo/kk;sa   

 

2- —i;k crk;sa fd I;kt dh vf/kd mRiknu gsrq vkidh D;k lykg gS\  

Ø- lykg 

1-  

2-  

3-  

4-  

5-  

6-  

7-  

8-  

9-  

10  

 



 

 

 

Data Collection from Onion Growers  



 

 

 

Interaction with Farmers 
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