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ABSTRACT 
 

Greenhouse technology is an innovative farming system used in agriculture 
worldwide to overcome the adverse environmental conditions faced by the 
process of producing quality and high value crops, required to meet the 
increasing local demands. The present study was conducted in the 
Sabarkantha district of Gujarat state, India during 2012-13. It was revealed that 
majority of the flower growers expressed production problems like high cost of 
fertilizers (71.42%). Whereas, disease problems were faced by (35%) vegetable 
growers followed by flower growers (57.14%). Nearly half of the vegetables and 
flower growers (49%) expressed that there is less response from agricultural 
universities about the new ideas of the cultivation practices and harvesting 
techniques etc. Majority of the respondents expressed the marketing problems 
like fluctuation in price (82%), less response from government (76%), delayed 
cash payment (72%), high cost of transportation (66%), remoteness of market 
(64%). Whereas, 94% of the respondents expressed that high profit is the 
motivational factor to take up greenhouse production.   
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INTRODUCTION 
 

Agriculture sector is the mainstay of the Indian economy, contributing about 
15 percent in the national gross domestic product (GDP) and more 
importantly, about half of India’s population is wholly or significantly 
dependent on agriculture and its allied activities for their livelihoods. In the 
wake of trade liberalization and globalization, the agriculture sector in India 
faces an uphill task of meeting global competition, reducing unemployment. 
During the last two decades Indian agriculture has been facing major 
challenges like deceleration in growth rate, inter-sectoral and inter-regional 
equity, declining input efficiency, degradation of natural resources etc. with 
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consequently adverse effects on food and nutritional security, food inflation 
and poverty reduction. Growing vegetable by low tunnel technology (row 
cover technology) has many advantages with regards to increase in yield, 
early harvesting of vegetables, conserving soil warmth, protecting plant from 
wind and frost and ultimately increasing the net profit for the farmers (2).  

Diversification of agriculture towards selective high value crops has been 
recommended as one of the strategies for meeting these challenges. Under 
present circumstances, there is need to develop an efficient marketing 
system along with efficient production management. In the wide range of 
marketing activities including post-harvest technologies like avoiding distress 
sale at the time of harvest processing, grading, value addition, product 
development, storage, packaging, transportation techniques, distribution, 
product standardization, number of intermediaries etc. This requires 
intensified efforts on marketing policy research, market intelligence and trade 
programme mission centers of excellence, mode of operations and new 
approaches to generate appropriate marketing technologies (4). 

To this effect, greenhouse food production is an additional alternative for 
meeting increased food demand year around. High production of vegetables 
and flowers under protected cultivation in Sabarkantha district is result of fact 
that cropping is possible all year round and the existing climate is most 
suitable for the protected agriculture. Farmers are getting good price of 
products due to demand of quality production now a days. With this 
background in view the present study was undertaken with the objectives to 
know the marketing strategy of greenhouse vegetables and flower growers in 
Sabarkantha district. 

MATERIALS AND METHODS 
 

The present study was conducted in the Sabarkantha district of Gujarat state 
India during 2012-13. Sabarkantha district was purposively selected based 
on the criteria of maximum area under greenhouse. The district consists of 
13 talukas out of these, five talukas (Idar, Prantij, Dhansura, Bayad and 
Himmatnagar) were selected based on maximum area under greenhouse 
cultivation. From five talukas, total 22 villages were selected for the 
study.From each selected village a list of greenhouse farmers was prepared 
with the help of Agriculture, Department Government of Gujarat. Then 10 
greenhouse growers from each talukas were randomly selected to constitute 
the total sample size of 50 respondents. Sabarkantha is the leading district in 
Gujarat both in vegetables and flowers cultivation in greenhouse. The 
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marketing pattern of the respondents was studied by asking them to indicate 
the nature of marketing, which included where, when, to whom and through 
which channel, they sell their produce. Responses obtained from the farmers 
were expressed in frequencies and percentages. 
 
The data collected from the respondents were scored, tabulated and 
analyzed by using tabular analysis. Frequency and percentage were used to 
interpret the marketing pattern, constraints and suggestions given by the 
respondents. Descriptive statistics given as frequency, percentages, mean 
and standard deviations were used wherever found appropriate. 
 
The information related to this study was collected from the farmers by 
means of personal interview. The collected information was classified, 
tabulated, analyzed, and interpreted for drawing conclusions. 

 
RESULTS AND DISCUSSION 

 
Marketing behavior of vegetable growers 
 
The data (Table 1) indicate that some of the growers (2%) expressed that the 
perishable nature of vegetable was the reason for selling vegetable at a 
particular period. The reason might be vegetable crops having high moisture 
content cannot be kept for longer period, followed by 7 per cent of them sold 
because of financial urgency, whereas 67.4% of the respondents sold their 
produce because of not having cold storage facilities. 
 
The reasons expressed by respondents for marketing vegetables through 
commission agents were un-availability of storages facilities to get more 
buyers and fetching good price. 25.5 per cent respondents sold their produce 
directly to the consumers; the reason was unawareness of price prevailing in 
the market and because of expectation of getting better price. Commission 
agents were the main source of information for the farmers (75.60%). Most of 
the respondents were selling their produce through commission agents in 
other states and there was no other way to get information about market. The 
other source of marketing was retail outlet owners in nearby markets 
(25.5%). 
 
Most of the respondents (88.4%) expressed that they are selling produce to 
the particular agency since they have no time to engage themselves in selling 
directly to the consumers followed by 81.4 and 67.44 per cent of them 
expressed that they sold to particular agency mainly because of previous 
agreement and better price respectively. 
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Table 1. Marketing behavior of vegetable growers (N = 41). 
 

Sr. No Category Vegetable growers 

Frequency Percentage 
1 
 
 

Reasons for selling at a particular period  
i)  Highly perishable 
ii) Poor quality  
iii) No cold storage facilities available 
iv) Financial urgency 

 
1 
0 
29 
3 

 
2 
0 

67.4 
7 

2 Whom do you sell the produce 
i) Directly to consumer 
ii)To the wholesaler through commission agents 

 
11 
31 

 
25.5 
75.60 

3 Sources of market information 
i) Commission agents 
ii) Farmers 

 
31 
11 

 
75.60 
25.5 

4 Reasons to sell to a particular agency 
i)I have no time to engage myself in selling directly 
to consumers 
ii) Previous agreement  
iii)Better price 

 
38 
 

35 
29 

 
88.4 

 
81.4 
67.44 

5 Where do you sell the produce 
i)  Delhi 
ii) Ahmadabad 
iii) Vadodara 
iv) Hydrabad 
v) Mumbai 
vi) Calcutta 
vii) Pune  

 
35 
19 
4 
6 
31 
4 
4 

 
81.3 
44.2 
9.3 
14 
72 
9.3 
9.3 

6 Reasons for selling at a particular place 
i) The better transport facilities available in the 
market 
ii) Better prices available in the market 

 
6 
 

31 

 
14 
 

72 
7 Farmers following grading of products 43 100 
8 Method of packing 

Cardboard box 
 

43 
 

100 
9 Production problem 

i)   Limited and irregular power supply 
ii)  Problem of diseases 
iii)  Less knowledge about new technology 
iv)  Less response from agriculture university 

 
21 
15 
17 
21 

 
49 
35 
40 
49 

 *Multiple responses. 

Regarding place of marketing majority of respondents (81.50%) marketed 
their produce to Delhi, followed by Mumbai (72%), Ahmadabad (42%), 
Hydrabad (13%) and Pune and Vadodara (9.3%). The reason was low 
demand for bulky produce in the local market. Whereas getting good price 
for their produce in other states or metropolitan cities. 
 

Majority of them (72%) expressed that they sold their produce at particular 
markets, because of better price whereas 14 per cent of them sold their 
products at particular markets because of better transport facilities. All 
growers practiced grading of vegetables and used cardboard box for packing 



Marketing strategy of greenhouse vegetable and flower growers in India     

J. Agric. Res., 2015, 53(2) 

281

of vegetables. The possible reason for using cardboard packaging might be  
more convenience in transportation. 
 

Various problems faced by vegetable greenhouse growers were analysed in 
the form of frequency and percentage which are presented in Table 1 and 
Fig 1. 
 

More or less similar results were reported by Meeta Krishna (3) and 
Subramanyam (12) in their studies on marketing of vegetables. The 
prevalence of problems in marketing of agricultural produce is quite common 
and vegetable marketing is no exception to this. 
 

The Fig. 1 shows that the major constraints faced by the growers in 
greenhouse production of vegetables were the regular and limited supply of 
power and limited source of information available particularly from agricultural 
universities (49%). The next major difficulty was lack of knowledge about the 
cultivation technology (40%) and problems of pests and disease. 
 

 
 

                               Fig. 1.  Problems faced by the growers in production of vegetables  
 

Marketing behavior of flower growers 
 

The data (Table 3) indicate that growers sold their greenhouse flower 
immediately after harvesting because of financial urgency (57.14%) and non-
availability of cold storage facility (43%). 
 
The data further revealed prime reasons for selling produce to local retailers, 
was nearness of market. Most of the flower growers are in and around 
Sabarkantha and Ahmadabad, whereas Ahmadabad is a market for flower 
growers. So it was very easy for them to sell the flowers. The other reason 
for selling to local retailers was to realize higher profit.  Farmers could reduce 
cost of marketing such as transportation and commission to middleman by 



A. D. Chendake and P. M. Chauhan  

J. Agric. Res., 2015, 53(2) 

282

selling their small quantity of flowers in Ahmadabad itself and demand for 
flowers in Ahmadabad was sufficient to sell the flowers produced by growers 
so there is no need of other market. 
 
Marketing of flowers through commission agents was to get good price for 
the flowers; the other reason was to get more number of buyers (71.42%). 
Commission agents are having good exposure to the markets and have 
contact with the buyers so, growers who were selling produce through 
commission agents received good price and able to generate better demand 
in the market. The findings are supported by studies of Vijaykumar, C. (13) 
who also reported that most of the growers marked their produce through 
commission agents. 
 

Majority of respondents (100%) marketed their produce in Ahmadabad, 
followed by Delhi (71.42%) and Mumbai (28.5%) due to seasonal demand for 
the flowers and availability of market only in big cities like, Delhi, Ahmadabad 
and Bombay etc. Therefore farmers sold produce in local market as well as in 
other states to get good price of their produce. 
 

Table 2. Marketing behavior of flower growers (N = 7). 
 

Sr. No Category Flower growers 
Frequency Percentage 

1 Reasons for selling at a particular period  
i) No cold storage facilities available 
ii) Financial urgency 

 
3 
4 

 
43 

57.14 
2 Whom do you sell the produce 

i)  Directly to the consumer 
ii) To the wholesaler through commission agents 

 
6 
5 

 
86 

71.42 
3 Where do you sell the produce 

i)  Delhi 
ii) Ahmadabad 
iii) Bombay 

 
5 
7 
2 

 
71.42 
100 
28.5 

4 Reasons for selling at a particular place 
i) The better transport facilities available in  the market 
ii) Better price in the market 

 
7 
3 

 
100 
43 

5 Farmers following grading of products 7 100 
6 Method of packing 

Cardboard box 
 

7 
 

100 
7 Production problems 

i)   Limited and irregular power supply 
ii)  Problem of diseases 
iii) Less knowledge about new technology 
iv) High initial investment 
v)  High cost of fertilizers 

 
4 
4 
3 
4 
5 

 
57.14 
57.14 
42.85 
57.14 
71.42 

 

All farmers followed practice of grading of flowers and they used cardboard 
boxes for packing. These practices are essential for better marketing of 
flowers. 
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Problems of cut flower growers 
 
The data (Table 2) reveal the problems faced by the growers in production of 
flowers. Fig. 2 reveals that the major constraint faced by growers in the 
production of cut flowers was problem of pests and diseases (57.14). It was 
found that floriculture activity was relatively new and recently introduced in 
Sabarkantha and also respondents had less farming experience in floriculture 
as well as less knowledge about new technology (42.85%) So, they were not 
able to control pests and diseases completely. 
 

 
 

Fig. 2.  Problems face by growers in production of greenhouse cut flower 
 

The other major constraint was high investment in floriculture (57.14%). 
Whereas, the other constraints were irregularity in power supply (57.14%) 
and high cost of fertilizers (71.42%) and plant protection chemicals. 
 

Suggestions offered by growers for better marketing of their products 
  

The data (Table 3) indicate that majority of the respondents (90%) suggested 
for providing co-operative marketing facility in Gujarat for greenhouse 
produce. 90 per cent suggested for fixing price for the produce whereas 
72.50 per cent suggested for providing concession in transportation charges. 
Transportation was one of the most important issues affecting the marketing 
of vegetables and flowers. 
 
High airfreight costs make the exporters tend towards transportation by 
trucks which take long time and cause deterioration of quality and 
appearance of the vegetables and cut flowers which are very delicate and 
can easily degrade. A very low percentage of respondents (22%) suggested 
provision of good road facility by government. 
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Table 3. Suggestions offered by growers to overcome marketing problems (N=50). 
 

Sr. No Suggestions Frequency Percentage 

1. Need for good road facility 11 22 
2. Provision of concession in transportation charges 33 66 
3. Want co-operative marketing facility 45 90 
4. Want fixed price for greenhouse products 45 90 

 
Sabarkantha greenhouse sector has a promising potential if the problems 
arising from production; marketing and issues related to exporters are solved. 
Inadequate market infrastructure and too many intermediaries between the 
producers and consumers lead to high marketing costs, resulting in lower 
share of producer in the consumer’s rupee. The lack of market intelligence 
about the potential markets and the pattern of market arrivals and prices in 
important regional and national markets further add to the woes of the 
farmers. Therefore, there is need for proper marketing intelligences. 
 

CONCLUSIONS 
 

Majority of the flower growers expressed production problems like high cost 
of fertilizers (71.42%) while problems of disease faced by 35 per cent 
vegetable growers followed by 57.14 per cent flower growers. Nearly half of 
the farmers (49%) expressed that there is less response from agricultural 
universities. Nearly half of vegetables and flower growers had less 
knowledge about new technology. Majority of the farmers expressed the 
marketing problems like fluctuation in price (82%), less response from 
government (76%), delayed cash payment (72%), high cost of transportation 
(66%), remoteness of markets (64%). Farmers suggested provision of 
separate market in Gujarat for greenhouse growers (90%), fixing price for the 
produce (90%) and providing concession in transportation problems (66%). 
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