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INTRODUCTION

Groundnut Scenario in India

 India is the second largest producer of groundnuts 
after China; it ranks first in terms of area. South Africa is the 
major producer in Africa, while in Latin America almost one 
half of the total groundnut produced in that region may be 
credited to Argentina. In India, groundnut is considered as the 
most important oilseed crop followed by mustard. In India, 

groundnut is mostly grown as a kharif crop, and contributes 
to around 45 per cent of the total oilseed production in the 
country

 India exports groundnut kernels, shell, hand 
picked selected (HPS) groundnut and oil cake forms to 
its neighbouring countries, such as Indonesia, Malaysia, 
Philippines and Area – Millions Hectare Production – 
Millions Tonnes Yield – Kg. / Hectare
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ABSTRACT

India is the second largest producer of groundnut seed after China and it ranks first in terms of area. In India, 
Gujarat is one of the leading groundnut producing state. In North Gujarat, Sabarkantha district is having largest area and 
higher production. In today’s competitive world for retaining in the market; it is necessary to have good knowledge of the 
consumer behavior and the information regarding the activities of competitors so that companies can plan their activities 
accordingly. Also it is necessary to know the retailer’s expectations from the company. The major concern of the present study 
was market analysis, marketing mix, market share and farmers’ purchasing behavior of groundnut seeds in Sabarkantha 
district. The primary data were collected through personal interview with the help of pre structured interview schedule. To 
fulfill the objectives of the study, 120 groundnut growers were selected randomly from Himmatnagar , Idar and Vadali talukas 
of Sabarkantha district. The data were analysed by various statistical tools i.e. frequency and percentage. It was observed in 
that 41.67 per cent farmers were educated up to primary level while, 12.50 percent farmers were illiterate. About 54.17 per 
cent farmers belonged to middle age group. The majority of the farmers (73.33 %) had medium size of family. It was observed 
that 62.50 per cent farmers had annual income of Rs. 1,00,000 to Rs. 2,50,000. Maximum numbers of the farmers were small 
and marginal farmers based on landholding. It was also found that farmers gave more preference to the quality and price 
followed by yield, brand image and timely availability while purchasing groundnut seeds. About 74.17 per cent farmers 
purchased groundnut seeds from retailers’ shop. While 68.33 per cent farmers purchased groundnut seeds on cash payment. 
Relatives/Neighbors and dealers were the major sources of information used by farmers for purchasing groundnut seeds in 
the study area. It was observed that 26.67 per cent of farmers used Akshay seed followed by 24.17 per cent farmers who used 
Haridhan company of groundnut seeds. Groundnut seed of Akshay seed industry had more availability than other companies 
in dealers shop. As regards of factors affecting marketing mix, it was observed that majority of the farmers were satisfied with 
visual appearance/packaging, timely availability and adequate supply. High price, poor quality and no credit purchase were 
major constraints faced by farmers while purchasing groundnut seeds. Competition among dealers and less commission were 
major constraints faced by dealers in sales of groundnut seeds .Almost all the farmers expected best quality and reasonable 
price. Further, most of dealers expected good business relationship and more commission from company.
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Area, production and yield of groundnut in major producing state of india

Sr. 
No.

State
2018-19# 2017-18

Area Production Yield Area Production Yield
1 Gujarat 1.40 2.22 1586 1.84 4.92 2668
2 Tamil Nadu 0.34 0.90 2699 0.34 0.92 2723
3 Andhra Pradesh 1.03 0.79 771 1.39 1.24 892

Source: Directorate of Economics & Statistics, DAC&FW, 2018) #- Fourth advance Estimates.
Groundnut Scenario in Gujarat

 Gujarat is one of the leading oilseed producing 
states. The groundnut has an important place among all oil 
oilseed crops (Castor, Seasamum, Rapeseed & Mustard, 
Sunflower, Safflower etc.) grown in the state. Groundnut 
alone contributed as high as 62 per cent of total oilseed 
area and 70 per cent of the total oilseed production of the 
state. In Gujarat, groundnut is cultivated as kharif as well as 
summer season. The groundnut crop is grown mainly in the 
districts of Junagadh, Amareli, Rajkot, Bhavnagar, Jamnagar, 
Sabarkantha and Banaskantha. Saurashtra region is the heart 
of the Gujarat and India for Groundnut production. (Source: 
Directorate of Agriculture, Gujarat State, Krushi Bhawan, 
Gandhinagar, 2017-18)

Uses of Groundnut

Groundnut Oil: Groundnut oil has several uses but it is 
mainly used as cooking oil. It is used in many preparations, 
like soap making, fuel, cosmetics, shaving cream, leather 
dressings, furniture cream, lubricants, etc. Groundnut oil 
is also used in making vanaspati ghee and in fatty acids 
manufacturing. The groundnut oil is used in making different 
types of medicated ointments, plasters, syrups and medicated 
emulsion. 

Kernels: Whole kernels are used for table purpose by 
frying, soaking, roasting and boiling and in different types 
of namkeens. Roasted groundnut is the most popular way of 
eating. Kernels are also useds as a spice in vegetables and as 
sprouts for salad.

Groundnut Cake: It is a good feed for animals and poultry 
due to its nutritive value and palatability.

Groundnut Shell: Groundnut shell has great potential for 
commercial use. It is used as a fuel, filler in cattle feed, hard 
particleboard, cork substitute, activated carbon, etc.

Groundnut Straw: It is mainly used as animal feed and fuel 
and in preparation of compost. The green leaves and stems of 
plants are used as animal feed. The shells of pods obtained 
during threshing are also used as cattle feed.

OBJECTIVES

(1) To study the socio-economic profile of the groundnut 
farmers

(2) To analyse the farmers’ purchasing behaviour for 
groundnut seeds

(3) To study the market share of various companies with 
regard to groundnut seeds

(4) To analyse the marketing mix of the groundnut seeds 
companies

(5) To analyse the constraints faced by farmers in purchasing 
of groundnut seeds and in its sales by the dealers

METHODOLOGY

 For the study, Sabarkantha district was selected 
purposively as it is the highest groundnut producing district in 
north Gujarat. Three talukas were purposively selected from 
Sabarkantha   district. viz: Vadali ,Idar and Himmatnagar. 
Four villages from each taluka were selected randomly. From 
each village 10 farmers were selected randomly from the list 
for making a sample size of 120 farmers. Further, 10 dealer 
cum retailers from each taluka were selected randomly. Thus, 
total 30 dealer cum retailers were  selected for the study. 

 The information was elicited from the farmers with 
the help of structured interview schedule, The farmers and 
dealers was contacted personally at their residence or at 
their work spot in an informal way. The data was analyzed 
by statistical tools such as frequency, percentages and mean 
was used for research study. With the help of MS-Excel, the 
data was analyzed and charts, diagram, tables etc. was also be 
prepared to present the data in a comprehensive manner



142

Pragmatic Perspectives of Agricultural Development Programmes  in Present Scenario
RESULTS AND DISCUSSION

Socio-economic profile of groundnut farmers

(1) Age

Table 1 : Distribution of farmers according to their age    
                   (n=120)

Sr.  
No.

Age group Frequency Per cent

1 Young (up to 35 years) 30 25.00

2 Middle (36 to 50 years) 65 54.17

3 Old (More than 50 years) 25 20.83

 The data in Table 1 reveals that 54.17 per cent 
farmers were under middle age group followed by 25.00 
per cent farmers who were in young age group. Remaining 
20.83 percent farmers were of old age group. The middle 
aged farmers comparatively have free hand in financial 
affairs and they can take up an independent decision to 
implement their ideas. Farmers of the middle age are usually 
enthusiastic and have moderate experience in farming and 
more working efficiency than older and younger age groups. 
They also possess more physical vigour and have more 
family responsibilities than younger ones.

(2) Education

 Education is the process of bringing desirable 
change in human behaviour. It serves the confidence and 
decision-making ability in farmers and provides the pleasing 
touch with the late stand up dated technology.

Table 2: Distribution of farmers according to their 
educational level                   (n=120)

Sr. 
No. Education level Frequency Per cent

1 Illiterate 15 12.50

2 Primary level 
(1 to 8 standard) 50 41.67

3 Secondary level 
(9 to 10 standard) 35 29.17

4 Higher Secondary level 
(11 to 12 standard) 12 10.00

5 Graduate 08 06.66

  It was found that 41.67 per cent of farmers were 
educated up to primary level followed by 29.17 per cent of 
farmers had secondary level education and 10.00 per cent of 

farmers had higher secondary level education. Only 6.66 per 
cent of the farmers were educated up to graduation level. On 
other hand 12.50 per cent farmers were completely illiterate.

(3) Family size

Table 3 : Distribution of farmers according to their family 
size                    (n=120)

Sr. 
No.

Family Size Frequency Per c ent

1
Small family 
(up to 3 members)

9 7.50

2 Medium family 
(4 to 7 members) 88 73.33

3 Large family 
(above 7 members) 23 19.17

 The data regarding family size of the farmers in 
study area are presented in Table 4.3 which indicate that 
majority of the farmers (73.33 %) had medium family while 
19.17 per cent and 7.50 per cent farmers had small and large 
family size, respectively. It can be concluded that generally in 
the rural area, farmers belonged to medium size of family.

(4) Land holding

 Based on land holding, distributions of farmers are 
depicted in Fig. 1. Farmers were classified into five group’s 
i.e. marginal, small, semi-medium, medium and large 
farmers.

Fig.1 : Distribution of farmers according to their land 
holding

 The data in  Fig.1 reveals that 45.83 (55 farmers) 
per cent farmers were having small size of land holding as 
followed by 26.67 (32 farmers) per cent who were having 
semi-medium size of land holding, 18.33 (22 farmers) per 
cent who were having marginal size of land holding, 6.67 
(8 farmers) per cent who were having medium size of land 
holding whereas, only 2.50 (3 farmers) per cent who were 
having large size of land holding.
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(5) Annual income

 Annual income of the farmers was studied and data 
were collected in this regard. The farmers were distributed 
into three classes on the basis of their annual income which 
are presented in Table 4. 

Table 4 :  Distribution of farmers according to their 
annual income               (n=120)

Sr. 
No.

Annual income Frequency
Per 
cent

1 Less than ` 1,00,000 24 20.00
2 ` 1,00,000 to ` 2,50,000 75 62.50
3 ` 2,50,001 to ` 5,00,000 17 14.17
4 More than ` 5,00,000 04 03.33

         Income is essential for satisfying the basic needs of 
human and agriculture is the primary source of income in 
the study area. The data in Table 4 reveals that majority of 
the farmers (62.50 %) had annual income of ` 1,00,000 to 
` 2,50,000 followed by 20.00 per cent, 14.17 per cent and 
3.33 per cent of farmers had income of less than ` 1,00,000,  
` 2,50,001 to ` 5,00,000 and more than ` 5,00,000, 
respectively.

Farmers’ purchasing behavior of groundnut seeds

 Purchasing behaviour of farmers was studied in 
terms of factors considered by the farmers in purchasing 
groundnut seeds, sources of information utilized by farmers 
in purchasing groundnut seeds, factors considered by the 
farmers in selection of seed dealer, purchase centre from 
where purchased groundnut seeds and mode of payment.

(1) Factors considered by the farmers in purchasing 
groundnut seeds

Fig. 2 : Factors considered by the farmers in purchasing 
groundnut seeds 

          The data regarding factors considered by the farmers 
in purchasing groundnut seeds are presented in Figure 2. It 
reveals that most of the farmers (90.00 %) are considered 
quality as fallowed by 85.00 per cent, 77.50 per cent, 66.67 

per cent and 65.00 per cent of the farmers are considered 
price, yield, brand image and timely availability, respectively.

 It implies that purchasing behavior of famers 
towards groundnut seeds is on the basis of quality, price, 
timely availability, brand image and yield. Farmers gave more 
preference to the quality and price followed by yield, brand 
image and timely availability while purchasing groundnut 
seeds.

(2) Sources of information utilized by farmers in 
purchasing groundnut seeds

 Sources of information utilized by the farmers are 
presented in Table 5. In the table, sources were categorized as 
agri-fairs/krushi mahotsav, dealers, demonstration, relatives/
neighbours, village leader and wall painting.

Table 5 : Sources of information utilized by farmers in 
purchasing groundnut seeds              (n=120)

Sr.
 No. Source Yes Rank

Frequency Percent

1 Agri-fairs/ krushi 
mahotsav 32 26.67 V

2 Dealers 100 83.33 II
3 Demonstrations 54 45.00 IV

4 Relatives/ 
neighbours 111 92.50 I

5 Village leader 58 48.33 III
6 Wall painting 10 8.33 VI

           The data in Table 5 reveals that most of the farmers 
got information from the relatives/neighbours (92.50 %) and 
dealer’s recommendations (83.33 %) as followed by village 
leader (48.33 %), demonstration (45.00 %), agri-fairs/ krushi 
mahotsav (26.67 %) and wall painting (8.33 %).

(3) Factors considered by the farmers in selection of seed 
dealers

 It reveals that most of the farmers (90.00 %) were 
considered cost as followed by 81.67 per cent, 74.17 per 
cent, 60.83 per cent and 46.67 per cent of the farmers were 
considered relation with seed dealer, availability, distance 
and good will of supplier, respectively.

 It was observed that cost and relation with seed 
dealer were more considered by the farmers as followed 
by availability, distance and goodwill of supplier are also 
considered by the farmers in selection of seed dealers.
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(4) Point of purchase

Table 4:  Purchase centre from where farmers purchased 
groundnut seeds              (n=120)

Sr. 
No. Source Frequency Percent

1 Wholesalers shop 09 07.50
2 Retailers shop 89 74.17
3 Co-operative society 16 13.33
4 Others 06 05.00

      The data regarding purchase centre from where farmers 
purchased groundnut seeds are presented in Table 4. It 
reveals that, maximum number of farmers (74.17 %) 
purchased groundnut seeds from retailers’ shop whose shops 
were situated near to the village followed by 13.33 per cent, 
7.50 per cent and 5.00 per cent of farmers were purchased 
groundnut seeds from co-operative society, wholesalers’ shop 
and other sources respectively.

(5) Mode of payment

 The data in relation to mode of payment are 
presented in Table 7. 

Table 7:  Mode of payment for purchasing groundnut 
seeds                           (n=120)

Sr. 
No.

Particular Frequency Percent

1 By Cash 82 68.33
2 By Credit 38 31.67

 The data in Table 7 reveals that majority of the 
farmers (68.33 %) purchased groundnut seeds on cash 
payment followed by 31.67 per cent farmers who purchased 
groundnut seeds on credit.

Market share of various companies with regard to 
groundnut seeds

 It was measured in terms of different company’s 
groundnut seeds used by the farmers and different company’s 
groundnut seeds available in dealers shop.

(1) Distribution of farmers according to different 
company’s groundnut seeds used

Fig. 3 : Distribution of farmers according to different 
company’s groundnut seeds  used

       The data in Figure 3 also concluded that in study area 
Akshay seeds industry and Haridhan seeds were market 
leaders.

(2) Availability of different company’s groundnut seeds in 
dealers shop

The data in this regard are presented in Table 4.12 

Table 8 :  Availability of different company’s groundnut 
seeds in dealers shop   (n=30)

Sr. 
No.

Company Name
Yes

Frequency Per cent
1 Haridhan seeds 21 70.00
2 Satyam seeds 25 83.33
3 Aditi seeds 27 90.00
4 Akshay seeds 29 96.66
4 Others 17 56.67

 The data regarding groundnut seeds available in 
dealers shop are presented in Table 8. It reveals that 90.00 
per cent of dealers have Aditi seed industry groundnut 
seeds in their shop followed by 83.33 per cent and 70.00 
per cent dealers who have groundnut seeds of Satyam seed 
and Haridhan seed in their shop, respectively. On the other 
hand 96.66 per cent dealers also have Akshay company’s 
groundnut seeds in their shop.

Marketing mix of groundnut seed companies

 The elements of the marketing mix are product, 
price, place and promotion, these are also known as ‘four Ps’ 
of marketing mix. The product element included following 
factors which categorized as quality of the product, different 
brand, visual appearance/packaging, timely availability and 
the price element included seed cost, discount, credit/loans 
and the place element included location, adequate supply and 
the promotion element included mass media advertisement, 
demonstration/seminar and sales promotion.

Table 9 :  Distribution of farmers according to factors 
affecting marketing mix             (n=120)

Sr. 
No. Product Satisfied Neutral Dissatisfied

1 Quality of 
product

13
(10.83)

31
(25.83)

76
(63.34)

2 Different brand 74
(61.67)

35
(29.17)

11
(09.16)

3 Visual 
appearance/
Packaging

110
(91.67)

10
(08.33)

0
(00.00)
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4 Timely 
availability

101
(84.17)

16
(13.33)

03
(02.50)

5 Seed cost 14
(11.66)

17
(14.67)

89
(74.17)

6 Discounts 11
(09.16)

47
(39.17)

62
(51.67)

7 Credit/loans 36
(30.00)

10
(8.33)

74
(61.67)

8 Location 70
(58.33)

40
(33.33)

10
(08.34)

9 Adequate supply 97
(80.83)

13
(10.83)

10
(08.34)

10 Mass media 
advertisement

19
(15.83)

27
(22.50)

74
(61.67)

11 Demonstration/
Seminar

36
(30.00)

30
(25.00)

54
(45.00)

12 Sales promotion 23
(19.17)

32
(26.66)

65
(54.17)

( Note: Rating on scale of 1 to 3 (3-Satisfied, 2-Neutral, 
1-Dissatisfied)

           The data regarding factors affecting marketing mix are 
presented in Table 9 It reveals that incase of product 91.67 per 
cent farmers were satisfied with visual appearance/packaging 
followed by 84.17 per cent and 61.67 per cent of farmers 
were satisfied with timely availability and different brand of 
seeds. While only 10.83 per cent farmers are satisfied with 
quality of products. In case of price the data depicted in Table 
9 found that 30.00 per cent and 11.66 per cent farmers were 
satisfied with credit/loans and seed cost. Only 9.16 per cent 
of farmers were satisfied with discounts. In case of place/
distribution the data depicted in Table 9 found that 80.83 per 
cent farmers were satisfied with adequate supply and 58.33 of 
them satisfied with location.

 In case of promotion the data depicted in Table 

9 found that 30.00 per cent farmers were satisfied with 
demonstration/seminar followed by 19.17 per cent and 15.83 
per cent of them were satisfied with sales promotion and 
mass media advertisement, respectively. It was observed that 
most of the farmers were satisfied with visual appearance/
packaging, timely availability and adequate supply.

Constraints faced by farmers

(1) Constraints faced by farmers while purchasing 
groundnut seeds

 The data regarding constraints faced by the farmers 
in purchasing groundnut seeds are presented in Table 10.

 Table 10: Constraints faced by farmers while purchasing 
groundnut seeds                (n=120)

Sr. 
No. Particulars

Yes

Frequency Per 
cent

1 High price 104 86.67
2 Timely non availability 45 37.50
3 Poor quality 94 78.33
4 Scarcity of particular brand 17 14.17
5 No credit purchase 82 68.33

6 More distance from the point 
of purchase 14 11.67

 It reveals that 86.67 per cent, 78.33 per cent, 68.33 
per cent, 37.50 per cent, 14.17 per cent and 11.67 per cent 
farmers faced constraints in high price, poor quality, no credit 
purchase, timely non availability, scarcity of particular brand 
and more distance from the point of purchase, respectively. 
It was observed that high price, poor quality and no credit 
purchase are the constraints were highly faced by the farmers 
while purchasing groundnut seeds.

(2) Expectations of farmers

Table 11 : Expectations of farmer                          (n=120)

Sr. 
No.

Particulars 5 4 3 2 1

1 Reasonable price
57

(47.50)
32

(26.67)
20

(16.67)
11

(9.16)
0

(00.00

2 Best quality
74

(61.67)
27

(22.50)
14

(11.67)
05

(4.16)
0

(00.00)

3 Timely availability
44

(36.67)
33

(27.50)
21

(17.50)
16

(13.33)
06

(05.00)

4 Disease resistance
38

(31.67)
30

(25.00)
28

(23.33)
15

(12.50)
09

(07.50)
     Note: Rating on scale of 1 to 5 (1-Not Important, 2-Less Important, 3- Neutral, 4-Important, 5-Very Important).
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         The data in Table 11 reveals that the 61.67 per 
cent of farmers expected that best quality of seeds are very 
important for them followed by 47.50 per cent, 36.67 per 
cent and 31.67 per cent of farmers expected that reasonable 
price, timely availability and disease resistance were very 
important for them, respectively. So it was concluded  
that most of farmers expected that quality with reasonable 
price.

Constraints faced by the dealers

(1) Constraints faced by dealers while sales of groundnut 
seeds

Table 12 : Constraints faced by dealers while sales of 
groundnut seeds         (n=30)

Sr. 
No.

Constraints
Yes

Frequency Percent
1 Credit sales 09 30.00

2
Competition among 
dealers

26 86.67

3
Demand and supply 
gap

07 23.33

4 Less commission 16 53.33
5 Poor packaging 03 10.00

 The data in Table 12 reveals that 86.67 per cent 
dealers faced constraint in competition among dealers as 
followed by 53.00 per cent dealers faced constraint in less 
commission, 30.00 per cent dealers faced constraint in credit 
sales, 23.33 per cent dealers faced constraint in demand and 
supply gap and 10.00 per cent dealers faced constraints in 
poor packaging.

 It was observed that competition among dealers and 
less commission constraints were highly faced by the dealers 
while credit sales, demand and supply gap of groundnut  
seeds and poor packaging constraint was less faced by the 
dealers.

(2) Expectations of dealers

Table 13: Expectations of dealers                 (n=30)

Sr.
No.

Particulars 5 4 3 2
1

1 More commission
08

(26.67)
10

(33.33)
12

(40.00)
0

(00.00
0

(00.00)

2 Timely availability
11

(36.67)
09

(30.00)
07

(23.33)
03

(10.00)
0

(00.00)

3 Quality
16

(53.33)
08

(26.67)
04

(13.33)
02

(6.67)
0

(00.00)

4 Good business relationship
12

(40.00)
11

(36.67)
07

(23.33)
0

(00.00)
0

(00.00)

5 Farmers satisfaction
06

(20.00)
08

(26.67)
12

(40.00)
04

(13.33)
0

(00.00)
Note: Rating on scale of 1 to 5 (1 - Not Important, 2 – Less Important, 3 - Neutral, 4 - Important, 5 - Very Important).
 The data in Table 13 reveals that 53.33 per cent 
of the dealers expected that quality was very important 
for them followed by 40.00 per cent and 36.67 per cent 
dealers expected that good business relationship and timely 
available of seeds. While 40.00 per cent of dealers have 
neutral expectations towards more commission and farmers 
satisfaction. So the dealers were highly expected quality and 
good business relationship.

CONCLUSION

(1) Socio-economic profile of groundnut farmers

It was observed that 54.17 per cent farmers fell under 
the age group of Middle age (36 to 50 years). It was 

found that 41.67 per cent of farmers were educated up to 
primary level and 12.50 per cent farmers were illiterate. 
The majority of the farmers (73.33 %) had medium size 
of family (4 to 7 members). It was observed that 45.83 
(55 farmers) percent farmers were having small size of 
land holding as followed by 26.67 (32 farmers) per cent 
who were having semi-medium size of land holding. It 
was observed that 62.50 per cent of farmers had annual 
income of  ` 1,00,000 to ` 2,50,000.

(2) Farmers purchasing behaviour

It was observed that farmers gave more preference to 
the quality and price followed by yield, brand image and 
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timely availability while purchasing groundnut seeds.

Relatives/neighbours and dealers were the major sources 
of information utilized by farmers for purchasing 
groundnut seeds in the study area.It was observed that 
price and relation with seed dealer were more considered 
by the farmers as followed by availability, distance and 
good will of supplier are also considered by the farmers 
in selection of seed dealers. It was observed that 74.17 per 
cent farmers purchased groundnut seeds from retailers’ 
shop followed by 13.33 per cent farmers who purchased 
groundnut seeds from co-operative society. Majority of 
the farmers 68.33 per cent purchased groundnut seeds on 
cash payment.

(3) Market share of various companies with regard to 
groundnut seeds

 It was observed that 26.67 per cent of farmers used 
Akshay seed industry, groundnut seed followed by 24.17 
per cent farmers who used Haridhan seed company 
groundnut seeds. It was observed that 96.66 per cent 
dealers had groundnut seeds of Akshay seed industry in 
their shop followed by 90.00 per cent dealers who had 
Aditi seed company groundnut seeds in their shop; so 
these are the top groundnut seeds selling company’s in 
market of Sabarkantha.

(4)  Marketing Mix of groundnut seed companies

 It was observed that in case of product 91.67 per cent of 
farmers are satisfied with visual appearance/packaging 
fallowed by 84.17 per cent, 61.67 per cent and 10.83 per 
cent of farmers were satisfied with timely availability, 
different brand and quality of product, respectively. It 
was found in case of price 30.00 per cent of farmers 
were satisfied with credit/loans followed by 11.66 per 
cent and 9.16 per cent of farmers were satisfied with 
seed cost and discounts. In case of place/distribution 
80.83 per cent farmers are satisfied with adequate supply 
and 58.33 of them satisfied with location. It was found 
that in case of promotion 30.00 per cent of farmers 
were satisfied with demonstration/seminar followed by 
19.17 per cent and 15.83 per cent of them were satisfied 
with sales promotion and mass media advertisement, 
respectively.

(5)  Constraints faced by farmers and dealers

 High price, poor quality and no credit purchase were 
major constraints faced by farmers while purchasing 
groundnut seeds. Competition among dealers and less 
commission were major constraints faced by dealers 
while selling groundnut seeds. It was observed that 
almost all the farmers expected quality and reasonable 
price. Further, most of dealers expected good business 
relationship and quality from company.

SUGGESTIONS

(1) In the study area, it was found that the farmers were most 
focusing on quality and price rather than other factors. 
Therefore, to sustain in the market companies have to 
improve the quality of product for positive result with 
reasonable price.

(2) Generally, the farmers follow the dealer’s recommendation 
for purchasing seed. Therefore, motivation to the dealer 
should be targeted by giving incentive to increase sales.

(3) Companies should focus on promotional activities 
including local print media and demonstration by 
technical expert so that the remaining market can be 
captured.

(4) Most of farmers selected dealers/retailers on the basis 
of price and availability of groundnut seeds. Dealers 
faced constraint of less commission, so company should 
provide seed timely to seed dealers/retailers with more 
commission.
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