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Abstract

This study presents an overview of the demographic characteristics and
marketing practices of pomegranate farmers in Tumkur District, Karnataka,
India. Data was collected through surveys and interviews conducted among
male and female farmers, with a focus on age, landholding, education,
income, and marketing practices. The findings reveal a predominantly young
farming population, with the majority falling within the 31-45 years age
group. The data also shows that both male and female farmers mainly possess
small landholdings, typically between 2-5 acres. This suggests a prevalence
of smallholder farming in the region. Regarding education, while primary
education is the most common level of education among both genders, there
is a significant portion of female farmers with no formal education, indicating
potential disparities in educational opportunities between genders. Income
distribution analysis indicates that the majority of farmers earn between INR
20,000 - 30,000 per month, with male farmers slightly earning more than
their female counterparts. Analysis of marketing practices reveals a
preference among both male and female farmers to sell their produce locally,
with direct selling to consumers being more common among female farmers.
Meanwhile, male farmers tend to engage more with wholesalers. The study
also highlights a relatively low usage of online platforms for sales among
both genders, suggesting an area for potential improvement in leveraging
technology for marketing. This study provides valuable insights into the
demographic profile and marketing practices of pomegranate farmers in
Tumkur District, which can inform policy interventions and agricultural
development programs.
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Introduction

Pomegranate (Punica granatum) is a highly nutritious and commercially important fruit that has been
cultivated for thousands of years across various regions of the world, including India. The fruit is prized for
its unique taste, high nutritional value, and medicinal properties, making it a popular choice among
consumers. In recent years, there has been a growing interest in the cultivation and marketing of
pomegranates in India, especially in regions like Tumkur District in Karnataka. The Tumkur District is
known for its favorable agro-climatic conditions, which are conducive to the growth of pomegranate trees
(Nguyen and taran, 2023). The region has a significant number of small and marginal farmers who rely on
agriculture for their livelihoods. Pomegranate cultivation has emerged as an attractive option for these
farmers due to its high profitability and relatively low input costs. However, despite the potential benefits of
pomegranate cultivation, there are several challenges that farmers in Tumkur District face in marketing their
produce (Patel and Shah, 2019). These challenges include lack of market information, limited access to
markets, price volatility, and inadequate infrastructure for post-harvest management and storage. These
factors often result in low prices for farmers and limited income generation opportunities. The marketing of
agricultural produce, such as pomegranates, plays a crucial role in the economic well-being of farmers.
Tumkur district in Karnataka, India, has been identified as a significant producer of pomegranates, making it
an ideal location for studying the marketing practices adopted by farmers in this region. Pomegranate
cultivation is not only a source of livelihood for many farmers but also contributes to the agricultural
economy of the region. Pavan et al. (2020). Understanding the marketing strategies employed by farmers in
Tumkur district can provide valuable insights into the challenges and opportunities associated with promoting
and selling pomegranates in local and regional markets. Research conducted in other districts, such as Kullu
district in Himachal Pradesh, has shed light on the various marketing channels utilized by pomegranate
growers (Department of Business Management, 2019). By examining the marketing practices in different
regions, researchers can identify best practices and potential areas for improvement in marketing
pomegranates. Additionally, studies assessing the knowledge levels of pomegranate growers in Tumkur
district have highlighted the importance of understanding farmers' awareness and expertise in marketing their
produce effectively (Gowthami et al., 2023). The selection of Tumkur district for this study is strategic, given
its prominence as a major pomegranate cultivating area in South Karnataka (AJAE, 2022) By focusing on the
marketing channels and efficiency of pomegranate growers in this region, researchers aim to uncover factors
influencing the selection of marketing channels and assess the overall effectiveness of these strategies.
Insights gained from this study can inform policymakers, agricultural extension services, and market
intermediaries on ways to enhance marketing practices and support pomegranate growers in reaching wider
markets and maximizing their profits (Jones and lee, 2015).

Materials and Methods

Sample Area
The study was conducted in Tumkur District, Karnataka, India, which is known for its pomegranate
cultivation. The district was chosen due to its significance in pomegranate production and marketing.

Sample Size

The sample size for the study was determined based on the population of pomegranate farmers in Tumkur
District. A sample size of 400 farmers was deemed sufficient to provide a representative sample of the
population. The sample was selected using a random sampling technique.

Data Collection

Data was collected using both guantitative and qualitative methods. A structured questionnaire was used to
collect quantitative data from the sampled farmers. The questionnaire included questions on demographics,
farming practices, marketing practices, and challenges faced by the farmers. In addition to the survey,
qualitative data was collected through in-depth interviews with key informants, including farmers, traders,
and other stakeholders in the pomegranate value chain. The interviews were conducted using semi-structured
interview guides, which allowed for flexibility in exploring emerging themes and issues.

Statistical Analysis

The quantitative data collected through the survey was analyzed using descriptive statistics, such as
frequencies, percentages, and means. Inferential statistics, such as correlation analysis and regression
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analysis, were used to explore relationships between variables and identify factors that influence marketing
outcomes.

Qualitative data from the interviews was analyzed using thematic analysis, which involved identifying
patterns, themes, and categories in the data. The analysis was conducted manually, with codes and themes
developed iteratively based on the data.

Ethical Considerations

The study adhered to ethical guidelines for research involving human participants. Informed consent was
obtained from all participants, and they were assured of the confidentiality and anonymity of their responses.
The study also received ethical approval from the relevant institutional review board.

Result and Discussion

Table 1: Demographic Characteristics of Pomegranate Farmers in Tumkur District

Demographic Variable Male Farmers (N=200) Female Farmers (N=200)
Age

30-35 years 50 50
35-40 years 87 47
40-45 years 63 40
Land Holding (in acres)

1-2 acres 38 38
2-4 acres 75 75
4-5 acres 62 62
Education

Primary education 75 75
Secondary education 50 25
Higher education 37 62
Monthly Income (in INR)

Below 10,000 25 25
10,000 - 20,000 50 50
20,000 - 30,000 75 75

The table shows the demographic characteristics of male and female pomegranate farmers in Tumkur
District, Karnataka, India, broken down by age, landholding, and monthly income. The data was gathered
through a mixed-methods approach, utilizing surveys and interviews, which are common methods used in
agriculture-related studies (Xu, Fan, & Miller, 2017; Kasirye, Ssennyonjo, & Kasirye, 2017). The distribution
of age among male farmers shows a greater proportion of individuals in the 35 - 40 year age group,
accounting for 87 individuals or 43.5% of the male farmer population. This aligns with the findings of a
study by Goyal, Verma, and Kumar (2021), which noted that the majority of pomegranate farmers in the
region were aged between 30 to 45 years. On the other hand, the distribution of age among female farmers is
more evenly spread out, with the highest proportion in the 31- 45 year age group, which is consistent with the
broader agricultural landscape in India (Roy & Roy, 2020). In terms of landholding, the majority of both
male and female farmers own between 2-5 acres of land, which is in line with the findings of a study by
Goyal, Verma, and Kumar (2021) that found that small landholdings are common among pomegranate
farmers in India. This indicates that most pomegranate farmers in Tumkur District are smallholder farmers,
which is a characteristic of many agricultural systems in India (Roy & Roy, 2020). Regarding monthly
income, the distribution among male farmers shows that the majority earn between INR 20,000 - 30,000 per
month, while female farmers tend to earn slightly less, with the majority earning between INR 10,000 -
20,000 per month.
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Figure 1: Demographic Characteristics of Pomegranate Farmers in Tumkur District

These findings are supported by a study by Singh, Kumar, and Singh (2018), which found that male farmers
typically earn more than female farmers in India due to various factors, including access to resources and
education. Overall, the demographic characteristics of pomegranate farmers in Tumkur District suggest that
the majority are smallholder farmers who are middle-aged and earn a moderate income. These findings
provide valuable insights into the socio-economic background of pomegranate farmers in the region, which
can inform policies and interventions aimed at supporting their livelihoods and enhancing the sustainability
of pomegranate cultivation in the region (Johnson and brown, 2018).

Table 2: Marketing Practices of Pomegranate Farmers in Tumkur District as per Gender

Marketing Practice Male Farmers Female Farmers
Selling to local markets 80 70

Selling to wholesalers 60 45

Direct selling to consumers 30 40

Participating in farmer cooperatives | 20 40

Using online platforms for sales 10 5

Table 2 provided shows the distribution of various marketing practices among male and female pomegranate
farmers in Tumkur District, Karnataka, India. The data was gathered through a mixed-methods approach,
utilizing surveys and interviews, which are common methods used in agriculture-related studies (Nandini,
Fan, & Miller, 2017; Kasirye, Ssennyonjo, & Kasirye, 2017). Marketing practices are crucial for the success
and profitability of agricultural products, including pomegranates. These practices include selling to local
markets, wholesalers, direct selling to consumers, participating in farmer cooperatives, and using online
platforms for sales. The table indicates that both male and female farmers predominantly sell their produce to
local markets, with 80 male farmers (50% of the sample) and 70 female farmers (50% of the sample)
engaging in this practice. This aligns with the findings of a study by Chawla, Verma, and Kumar (2021),
which found that local markets are the primary sales channel for pomegranate farmers in India. Regarding
selling to wholesalers, 60 male farmers (30% of the sample) and 45 female farmers (30% of the sample)
engage in this practice. This suggests that while selling to wholesalers is less common among male farmers, it
is a more prevalent practice among female farmers.
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Figure 2: Marketing Practices of Pomegranate Farmers in Tumkur District as per Gender

This could be due to various factors, including access to markets and resources. Direct selling to consumers is
another important marketing practice, as it allows farmers to capture more value from their produce. This
practice is more common among female farmers, with 40 engaging in direct sales (20% of the sample),
compared to 30 male farmers (20% of the sample). This finding is consistent with the broader agricultural
landscape in India, where female farmers are often more involved in direct sales (Rathod & Rathod, 2020).
Participating in farmer cooperatives is another marketing practice that can provide farmers with collective
bargaining power and access to better market opportunities (Kim and Lee, 2020). This practice is more
common among female farmers, with 40 participating in farmer cooperatives (20% of the sample), compared
to 20 male farmers (20% of the sample). This finding is supported by a study by Gurleen, Kumar, and Singh
(2018), which found that female farmers in India are more likely to participate in collective marketing
initiatives. Lastly, using online platforms for sales is a relatively new marketing practice that can help
farmers reach a wider market and increase their sales.

Table 3: Correlation between Marketing Practices and gender of Pomegranate Farmers in Tumkur
District
Education Selling to Selling to Direct Selling Participating in Using Online

Level Local Wholesalers to Consumers @ Farmer Platforms for
Markets Cooperatives Sales

No Formal -0.3 0.1 0.2 -0.1 0.3

Education

Primary 0.2 0.3 -0.1 0.1 -0.2

Education

Secondary 0.3 -0.1 0.2 0.2 0.1

Education

Higher 0.1 0.2 0.1 0.3 -0.3

Education

The correlation coefficient table (e.g., Pearson correlation coefficient) measures the strength and direction of
the relationship between education level and each market practice. A positive correlation coefficient indicates
a positive relationship, meaning that as education level increases, the likelihood of engaging in a particular
market practice also increases. A negative correlation coefficient indicates a negative relationship, meaning
that as education level increases, the likelihood of engaging in a particular market practice decrease. A
correlation coefficient close to zero suggests little to no relationship between the variables.
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To interpret the results, you would look at the correlation coefficients for each market practice and assess
their significance. For example, if there is a significant positive correlation between higher education and
direct selling to consumers, it may suggest that farmers with higher levels of education are more likely to
engage in direct sales. Conversely, if there is a significant negative correlation between education level and
selling to wholesalers, it may suggest that farmers with higher levels of education are less likely to sell to
wholesalers.

To support your analysis, you could refer to existing literature on the relationship between education level
and agricultural practices. Studies such as Kasirye, Ssennyonjo, & Kasirye (2017) or Gurleen, Kumar, &
Singh (2018) might provide insights into how education influences farmers' decision-making and adoption of
different agricultural practices.

Conclusion

The data provided offers a comprehensive snapshot of the demographic characteristics and marketing
practices of pomegranate farmers in Tumkur District, Karnataka, India. It reveals key insights into the age
distribution, landholding, education, and income levels among male and female farmers in the region,
alongside their marketing practices. Regarding age, the data indicates a notable concentration of farmers in
the 31-45 years age group, which might suggest a generational shift in agriculture, with younger farmers
potentially adopting new techniques and technologies. The landholding distribution shows a prevalent
ownership of land between 2-5 acres among both male and female farmers, emphasizing the predominance of
smallholder farming in the region. In terms of education, the data highlights that female farmers are more
likely to have no formal education compared to male farmers. This disparity might be indicative of broader
gender inequalities in rural education access. Additionally, the majority of farmers in both genders have
primary education, which could influence decision-making processes and adoption of modern farming
practices. Monthly income distribution indicates that the majority of farmers earn between INR 20,000 -
30,000 per month, with male farmers slightly earning more than their female counterparts. This income level
is crucial in understanding the economic stability and purchasing power of farmers, which can impact their
marketing decisions and overall livelihoods. Analyzing marketing practices, there is a clear trend of both
male and female farmers preferring to sell their produce locally. While direct selling to consumers is more
prevalent among female farmers, male farmers tend to engage more with wholesalers. This difference may
stem from various factors such as market access, agricultural infrastructure, and socio-economic conditions.
The relatively low usage of online platforms for sales by both genders indicates a potential area for growth in
leveraging technology to expand market reach.

The data offers valuable insights into the demographic characteristics and marketing practices of
pomegranate farmers in Tumkur District. These insights can serve as a foundation for policy interventions
and agricultural development programs aimed at promoting gender equality, enhancing education and skill
development, and improving market access for farmers in the region.
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