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Abstract - In Agriculture Organic farming production has emerged a growing sector in Indian economy. Marketing of 
different kinds of organic product involves many operations and processes through which the food and raw materials move 
from farm field to the final consumer. Therefore it is necessary to identify the barriers of organic products marketing. It 
explores the main issues in this sector and discusses strategies for its better performance from  marketing and 
competitiveness perspective. 
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I. INTRODUCTION 
 
Marketing plays an important role not only in the 
stimulating production and consumption, but in 
accelerating the economic development. Organic 
farming is an alternative agricultural system which 
originated early in the 20th century; it is an integrated 
farming system that strives for sustainability, the 
enhancement of soil fertility and biological diversity, 
with some rare exceptions, prohibiting the use of 
synthetic pesticides, synthetic fertilizers,antibiotics, 
genetically modified organisms, and growth 
hormones. This farming methodsconstitute the 
scientific knowledge of ecology and 
modern technology along with the traditional 
farming practices which is based on naturally 
occurring biological processes. The economics of 
organic farming, which is a subfield of agricultural 
economics, consists of the entire process and effects 
of organic farming in terms of human society,which 
includes social costs, opportunity costs, unintended 
consequences, information asymmetries, 
and economies of scale. Although there is a broad  
scope for economics.In farm level agricultural 
economics aims to focus on maximizing yields and 
efficiency.A state called Sikkim in northern India has 
achieved 100% organic in cultivation. Other states of 
India, including Kerala, Mizoram, Goa, Rajasthan, 
also aimed in shifting their cultivation to fully organic 
cultivation.  Due to organic agriculture the organic 
products are made. Nowadays there are many organic 
products available. Organic product usually available 
in the market as food items like organic grocery, 
organic vegetables, organic certified food etc Organic 
product which is made only from organic cultivation 

should be named as organic product. By  protecting 
the consumers from consuming the harmful products 
food safety and guidelines securities are adapted by 
most of the countries. Organic food is produced with 
the standards of organic farming. Worldwide the 
standards may vary, but the general features and  
practices of organic farming in 
conserving biodiversity, promoting ecological 
balance, and striving to recycle the 
resources,organizations regulating organic products 
may restrict the use of certain 
harmful pesticides and fertilizers in farming. In 
general, organic foods are  usually not processed 
using irradiation, industrial solvents or 
synthetic additives. There is not sufficient evidence 
in medical literature to support and claims that 
organic food is safer or healthier than conventionally 
grown food. By comparing the organically  and 
conventionally grown the nutritional and anti 
nutritional contents may vary and so their handling 
makes it very difficult to generalize the results. There 
is no evidence that  organic food tastes better. 
National Programme for Organic Production (NPOP) 
was implemented by the Government of India. This 
NPOP involves the accreditation programme for 
Certification Bodies, standards for organic 
production, promotion of organic farming 
etc.Agricultural organic product marketing involved 
in moving an organic product from the farm to the 
final consumer. Planning and production, growing 
and harvesting, grading, packing, transport, storage, 
agro and food processing, distribution, advertising 
and sale are some of the steps for organic 
marketing.so it is necessary to identify the barriers in 
marketing of organic products. 

 
 Mean Standard deviation Coefficient of variation Rank 

Inadequate market information 4 1.04 0.261 1 
Organic certification 4 1.05 0.264 2 

Stability of price products 4 1.05 0.264 3 
Prevention from fluctuation in price 4 1.13 0.284 4 
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Lack of proper storage facilities 4 1.14 0.286 5 
Inadequate transport facilities 4 1.16 0.291 6 

Consumer’s Awareness 3 0.9 0.30 7 
Lack of grading and standardization 3 1 0.32 8 

Low literacy of farmers 3 1.10 0.35 9 
 

Table: Prioritizing experts’ perception about organic marketing barriers 
 

II. MATERIALS AND METHODS 
 
A Questionnaire was developed and revised to 
examine the validity of theresearch model. The 
organic farmers and experts are involved in revising 
the model. Five point likert scales ranging from 1 to 5 
was used for the measurement. 1 -strongly disagree 
and 5 - strongly agree. 15 organic farmers were 
randomly chosen from targeted population to check 
the reliability of the instrument. The computed 
cronbach’s alpha is 80%. This indicated the high 
reliability of the questionnaire. Using the random 
sampling technique and the results from the pilot test, 
130organic farmers were surveyed. 
 
III. RESULTS AND DISCUSSION 
 
The table shows that from organic farmer perception, 
Inadequate Market Information with minimum 
coefficient of variation is regarded as the most 
effective factor on marketing barriers, and it is the 
first priority.The coefficient of variation statistic is 
used to prioritize the organic product marketing.This 
study investigates the problems associated with 
organic produce marketing in India is due to highest 
rank of market information and lowest rank of low 
literacy farmers.Agriculture is an important sector in 
contributing more revenue to the Indian 
Economy.UsingCoefficient of Variation, the highest 
rank has been given to the inadequate market 
information. Marketing information is the lifeblood 
of marketing process; Ifthe marketing information is 

absent, then there will not be any marketing decisions 
taken.The internal and external variables of 
environment affect the marketing decisions, so the 
marketing decision maker needs a clear information 
related to those variables. Those information  predict 
the indirections and their expected effects on the  
internal activities of the organization and the market. 
In order to make the rational marketing decisions in 
an uncertainty,environment facing the marketing 
administration.Based on themultiple source 
availability and the accuracy of marketing 
information the marketing success in the organization 
will be achieved.(Kotler, 2006; Hashem,2007) 
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