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The growing issues of health among people and increasing awareness for organic
products has directed number of people towards organic consumption. This also led the
number of opportunities for farmers to produce organic food. Along with the emerging
opportunities, farmers are also facing challenges, thus this study aims to explore the
CorrespondingAuthor limitations and challenges faced by farmers to switch over organic productions. The
Shubham Saini, sample size for this study comprised 100 farmers from various districts in Haryana, which
includes both organic as well as conventional producers. For this study, sequential form
of mixed method is used, that is quantitative as well as qualitative. The major findings of
qualitative analysis revealed six major market challenges namely, less production,
shortage of warehousing facility, lack of government support especially in form of subsidy
and promotion, inadequate demand of crops, market price issues and high cost of
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1. INTRODUCTION

Organic production has been considered to be a sustainable practice as per the International Federation of Organic
Agriculture Movement (IFOAM), which defines organic production as “a production system that sustains the health of
soils, ecosystems and people, it also combines tradition, innovation and science to benefit the shared environment and
promote fair relationships and good quality of life for all involved”. Also, it becomes important to understand that [IFOAM
provided four basic principles of organic farming, that are good for health, fair deal for the farmers, sustenance to ecology,
and care for the environment which provides a ground for organic food production; hence, organic food is considered as
sustainable food (Pretty & Ward, 2001). It can be considered as a win-win practice for both consumers as well as farmers.
Organic food has been the impression of nutritional value, freshness, local supply, healthy meals, direct links between
farmers and consumers, and the avoidance of preservatives and synthetic chemicals. Therefore, the increasing health
consciousness among the people and increasing awareness about organic food consumption benefits has been providing
numerous opportunities for the organic producers.
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Organic food carries the trust factor of the consumers which is growing up considerably. Therefore, the demand of
organic products in the market is noticeably increased. However, here organic farmers comprise very small proportion
among all the farmers. We can say, majority of organic farming is a voluntary choice among farmers not with an
expanding business vision. One of the major reasons behind the lack of growth in organic farmers has been the marketing
issues faced by them. Jari and Fraser (2009) mentioned about this issues that the farmers generally sell their products
in informal market places, due to less support from the government at policy level. Also, lack of infrastructure, lack of
awareness, technical assistance and investment are the reasons behind less participation of farmers towards organic
farming. Further, more than 80% of the farmers in India hold less than two acres of land which comes under marginal
and small categories (Agriculture Census, 2011). Small scale farmers are financially poor and because of this reason their
challenges and limitations become differ from the big farmers carrying large scale of lands.

2. LITERATURE REVIEW

Organic farming has been considered as a sustainable and environment friendly practice. It has been noticed that various
stakeholders are keen to raise awareness among people about organic products and its benefits. These days organic
products are gaining popularity among consumers as their awareness for better health and environment are increasing.
Because of the high price, only few people are the consumers of organic food and its products, who understand the health
benefits, improved lifestyle, as well as concern for environment protection.

Number of studies have discussed the multiple factors that induced the people to keen towards better environment.
People are also worried about the effect of environmental damage on their health and lifestyle. Also, this anxiety has
pushed the marketers to consider environmental issues in their decision making. Among the developing nations, India
is emerging as one of the potential markets for organic food and products. Many people in old times are well aware that
organic food is superior from the point of view of health. India has been one of the leading followers of organic food
culture; rather, it has been making use of the natural fertilizers in agriculture. Therefore, India can be a good potential
market for the marketers of organic food and its products, but before this change, they will have to have the confidence
of the people who would support them towards organic food for their quality.

3. ORGANIC FARMING AND MARKET CHALLENGES

Farmers in India hold less than two acres of land which comes under marginal and small categories (Agriculture Census,
2011). Small scale farmers are financially poor and because of this reason their challenges and limitations become differ
from the big farmers carrying large scale of lands. Hazell and Diao (2005) mentioned that in developing countries like
India, small-scale farmers suffer unfair competition from the farmers of big scale capacity, in both the export as well as
domestic markets. Most of the small-scale farmers majorly sell their products in the informal markets; therefore, the
government initiatives can provide support to the small-scale farmers through better market opportunities, better
information and awareness, technical innovations and investments in infrastructural facilities such as improved roads
connectivity.

Marketing channel for organic products play a major role in receiving a good price of the products on which the profit of
the farm depends. The high cost of certification and lack of market facilities for organic crops have been major challenges
for the farmers, especially small-scale farmers. Therefore, these issues require immediate steps and efforts from the
government agencies and other stakeholders so that it can attract large number of farmers to go towards the organic
farming. Bhattarai, Lyne, and Martin (2013) proposed an effective certification scheme that encourages more investment
in organic farming, especially on-farm technologies. Furthermore, Charyulu and Biswas (2010) has already
recommended the need for decrease in certification cost and focus more on investment in the research and development
of organic farming for motivating more farmers to pursue the natural and organic way of farming. Apart from this, One
the major issues of warehousing and storage facilities is a real concern in the vital marketing function, as its store the
produce until its distribution and increases waiting period of the farmers that enables them to sell their produce as per
the best market price. High prices of the organic products are often understood as an obstacle for people to purchase of
organic food and products.

4. METHODOLOGY: SAMPLING DESIGN AND DATA COLLECTION

For fulfilling the research objectives, researcher used mixed methods that is qualitative as well as quantitative, as it is
becoming emerging methodology across several disciplines, especially in applied social research. The mixed-method
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process is a process of collecting, analyzing, and “mixing” or integrating both quantitative and qualitative data within a
single study for the purpose of gaining a better understanding of the research problem.

The focused group technique has been used with thematic analysis to collect and analyze the qualitative data also for
finding the marketing challenges among the conventional and organic farmers in various districts in Haryana. To
understand the unexplored issues, the qualitative data collection through focus group discussions was taken into
consideration. Researcher also focused on group discussions which include group conversations and interviews between
researcher and people. Hence, a series of focus group discussions were organized and conducted with the help of an
open-ended questionnaire that highlighted the marketing challenges.

5. DISCUSSION

Organic production has been considered as sustainable food practice (IFOAM, 2005). The exploration of marketing
challenges for farmers at the production level will reduce the gap between the marketing and consumption of such
organic products. The aim of this study is to understand the different marketing challenges of organic and conventional
farmers in Haryana as well as India. The major six marketing challenges which are affecting the two types of farmers has
been associated to the issues of lacking warehousing facilities, inadequate demands of consumer related to crops, lack of
knowledge about the price premium, transportation cost, variation in the price of the crops and products, and lastly,
insufficient support from the government at policy level. Thus, the issues discussed in this study are not only related to
profit making; rather, they objectify to provide evidence-based as well as sustainable based practice for the results of
minimizing the marketing issues for the farmers in emerging economies like India which will, in turn, facilitate the
production of sustainable food for long-term sustainable consumption.

Based on the analysis of the data, results obtained indicated that the high price for transportation, price variability, and
lack of government support, certification cost and process are found to be major problems for organic farmers. The lack
of knowledge about price information and improper demand for crops are the least affected problems. Hence, they need
help at the point of purchase. Demand for organic food is emerging these days; as such, we can say, possibility is that
organic farm producers may not be experiencing the problem of less demand for their crops and products.

Further, due to less production of organic crops, organic food and products are enjoying premium pricing. The price
variation and inadequate government support has been the major marketing challenges for conventional farmers who
want to switch over to organic farming. They expect support in form of subsidies and adequate infrastructure from
government which are not available as India is still growing and the organic farmers which consist of a small number
compared to the conventional farmers in India; hence, it can be expected that there would be differences in the marketing
challenges faced by both groups of farmers.

6. CONCLUSION

There are many studies published regarding the understanding of organic farming and marketing concerns in the 21st
century.one of these studies, Nature Plants, “Organic Agriculture in the 21st Century,” has been one of the first studies
which compare the organic and conventional agriculture practice across the four major metrics of sustainability that are
be productive, economically profitable, environment friendly, and socially beneficial. The study came to the conclusion
that organic farming is far more sustainable practice than conventional farming, as it is also good of our environment,
produce better yields, decrease the soil erosion, and provides us more healthy and nutritious food as it is less
contaminated with harmful chemicals and pesticides. Further, as per the study in Haryana, organic farming is a voluntary
choice based practice among farmers and not enforced. Hence, we can say, organic farming can be considered as a part
of the voluntary sector in Haryana. But as a healthy planet is concerned, there is a big vision and larger goals behind
organic farming which are sustainable and responsible consumption along with environment friendly practices. The
understanding of the marketing challenges associated with organic farming and its products can be beneficial, as it will
reduce the gap between production, marketing, and consumption. The present study has mentioned different marketing
challenges at different levels and their impact on farmers, and the findings obtained will provide an understanding for
the policymakers for better planning and strategies to formulate policies that can minimize these marketing challenges
for farmers.

ACKNOWLEDGEMENTS
Authors are thankful to the healthcare practitioners working in GMC, Srinagar who helped directly or indirectly in the
collection of data during the field work.

ShodhKosh: Journal of Visual and Performing Arts 641



https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh

Organic Farming and Marketing Challenges: A Case Study of Haryana

CONFLICT OF INTEREST

The authors declare no conflict of interest between them.

REFERENCES

Adigal, V. S., & Singh, S. (2015). Agricultural marketing vis-a-vis warehousing facility (case study of Central Warehousing
Corporation). The Business & Management Review, 5(4), 43-57.

Agriculture Census (2011). Department of Agriculture, Cooperation and Farmers Welfare, Government of India, All India
Report on Agriculture Census 2010-11. https://agricoop.nic.in/sites/default/files/air2010- 11complete.pdf

Allen, I. E., & Seaman, C. A. (2007). Likert scales and data analyses. Quality Progress, 40(7), 64-65.

Arli, D., & Tjiptono, F. (2017). God and green: Investigating the impact of religiousness on green marketing. International
Journal of Nonprofit and Voluntary Sector Marketing, 22(3), e1578. https://doi.org/10.1002/ nvsm.1578

Azam, M. S., & Shaheen, M. (2019). Decisional factors driving farmers to adopt organic farming in India: A cross-sectional
study. International Journal of Social Economics, 46(4), 562-580.

Chakrabarti, S. (2010). Factors influencing organic food purchase in India— Expert survey insights. British Food Journal,
12(8),902-915.

Chand, R,, Prasanna, P. L., & Singh, A. (2011). Farm size and productivity: Understanding the strengths of smallholders
and improving their livelihoods. Economic and Political Weekly, 46(26), 5-11.

Charyuly, D. K, & Biswas, S. (2010). Economics and efficiency of organic farming vis-a-vis conventional farming in India
(pp. 1-26). India: Research and Publications [IM Ahmedabad.

International Federation of Organic Agriculture Movements [IFOAM]. (2005). Organic Agriculture movements. Available
at https://www. ifoam.bio/sites/default/files/page/files/ifoam_annual_report_2005- 2006.pdf

Jari, B., & Fraser, G. C. G. (2009). An analysis of institutional and technical factors influencing agricultural marketing
amongst smallholder farmers in the Kat River Valley, Eastern Cape Province, South Africa. African Journal of
Agricultural Research, 4(11), 1129-1137.

Mahendra Dev, S., 2014. Small farmers in India: Challenges and opportuni- ties. Rep. WP-2012-14, Indira Gandhi Institute
of Development Research, Mumbai. https://www.igidr.ac.in/pdf/publication/WP- 2012-014.pdf

https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436

Paladino, A., & Baggiere, ]. (2008). Are we “green”? An empirical investiga- tion of renewable electricity consumption.
European Advances in Con- sumer Research, 8, 340-355.

olanki, S., & Attari, S. (2016). Agricultural marketing in India: Problems and prospects. Imperial Journal of
Interdisciplinary Research, 2(5), 670-673.

Soltani, M., Najafi, A., Yousefian, S., Naji, H. R., & Bakar, E. S. (2013). Water repellent effect and dimension stability of
beech wood impregnated with nano-zinc oxide. BioResources, 8(4), 6280-6287.

Von Alvensleben, R. (1998). Ecological aspects of food demand: The case of organic food in Germany. AIR-CAT 4th
Plenary Meeting: Health. Eco- logical and Safety Aspects in FoodChoice, 4(1), 68-79.

Wier, M., Jensen, K. 0. D., Andersen, L. M., & Millock, K. (2008). The char- acter of demand in mature organic food markets:
Great Britain and Denmark compared. Food Policy, 33(5), 406-421. https://doi.org/10.
1016/j.foodpol.2008.01.002

ShodhKosh: Journal of Visual and Performing Arts 642


https://www.granthaalayahpublication.org/Arts-Journal/index.php/ShodhKosh
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436
https://dx.doi.org/10.29121/shodhkosh.v5.i4.2024.2436

