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Abstract 
Rice plays an important role in Indian economy. Due to the ever increasing population, the farmers are 
exposed to the challenge of producing more rice with improved quality to meet the future consumer demand. 
To meet the challenge of increasing rice production we have to either increase the production of rice by 
introducing some new modern varieties (either HYV or Hybrid) or with the existing modern varieties or steps 
have to be initiated for the expansion of area under rice cultivation. For adopting a technology, many a time 
farmers depend on market information. Therefore, in this study an attempt has been made to evaluate the 
market information sources utilised by sali paddy farmers of Assam to improve their adoption decisions on 
rice technologies. Initially the total number of respondents selected was 120 for the study but only 102 
farmers finally gave the responses. A total of 11 personal, socioeconomic, psychological and communication 
variables was examined in this   study. The study revealed that 100% of the respondents utilised the traders 
as their market information source. Only 6.67% of the respondents reported that they accessed market 
information from the extension personnel. About 52.94%, 17.64% and 22.55% of the respondents accessed 
market information from their neighbours, family members and friends respectively. Almost 100% of the 
respondents revealed that they find the traders to be the most efficient source to access market information 
in order to market paddy and which subsequently help them in decision making to adopt an innovation and 
recommended package of practices of sali rice.  

Keywords: Sali rice, market information sources, consumer demand, farmers, adoption decisions.   

Introduction 
Agriculture is an important sector with the majority of 
the rural population in developing countries depending 
on it. The sector faces major challenges of enhancing 
production in a situation of dwindling natural resources 
necessary for production (Stienen et al., 2007). Hence, 
poverty, food deficit and malnutrition are widespread in 
today’s world. Food security for mankind in the 21st 
century has become a burning issue and a common 
concern of the International community. Lots of efforts 
and activities are being undertaken to reduce poverty 
and end food insecurity by some of the world’s largest 
organizations like Food and Agricultural Organization 
(FAO), International Rice Research Institute (IRRI), 
World Bank, etc. One of such effort to reduce poverty, 
food deficit and hunger is by responding to the ‘rice 
crisis’ across the globe. It is the staple food for over half 
of the world’s population (Diouf, 2003). Crop plays an 
important role in the national economy in many 
developing countries, but many rice farmers live under 
the poverty line (Tran, n.d.). For the poor people, it is 
the basic crop and the major source of income and 
employment. Due to the ever increasing population, the 
farmers are exposed to the challenge of producing more 
rice with improved quality to meet the future consumer 
demand. Rice is the major crop of Assam state of India.  
In Assam, the area, production and the productivity of 
rice is about 17, 73, 211 hectare, 28, 65, 843 tons and 

1,641 kg/ha respectively (Anonymous, 2008-09).  
To meet the challenge of increasing rice production we 
have to either increase the production of rice by 
introducing some new modern varieties (either HYV or 
hybrid) or with the existing modern varieties or steps 
have to be initiated for the expansion of area under rice 
cultivation. But the majority of the farmers of Assam are 
small and marginal farmers and situation is rainfed, 
so there is little scope for increasing the area under 
paddy. Further, there is a wide yield gap in between the 
yield found in the research stations to the yield in the 
farmers’ fields of some of the major and common 
recommended varieties of sali rice. For adopting a 
technology many a time farmers depend on market 
information. One important issue in terms of rice 
adoption like marketing sources utilised if studied can 
provide useful information and help in improving the 
adoption rate and speeding up the whole diffusion 
process. Therefore, an attempt has been made to 
evaluate the market information sources utilised by sali 
paddy farmers to improve their adoption decisions on 
sali rice technologies. 
 
Materials and methods 
Study area: The study was conducted in the Jorhat 
district of Assam. From the three sub-divisions of the 
district, two of them, Jorhat and Titabor were 
purposefully selected for the study.  
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From the each sub-division, 3 Agricultural Development 
Officer (ADO) circles were selected randomly and then 
from each ADO circle, two villages were selected 
randomly making up the total number of villages to be 
12. From each selected village, respondents were 
selected by the method of proportionate random 
sampling and final data were collected. Total number of 
respondents was 120 for the study. 
 
Study design: Considering the lack of sufficient 
information on farmers’ adoption behaviour in relation to 
market sources utilised particularly from Assam, an 
exploratory study was carried out. This study will help to 
clarify thoughts and opinion about the research problem 
or the respondent’s population or to provide insights on 
how to do more conclusive research (Nargundkar, 2010). 
 

 

 
Parameters studied: Eleven personal, socio-economic, 
psychological and communication variables namely age, 
education, land holding, annual income, extension 
contact, training received, information source utilisation, 
economic motivation, scientific orientation, awareness of 
recommended technologies of sali paddy and 
localiteness/cosmoploiteness were examined. Sources of 
market information utilised and its effectiveness were also 
examined with the help open ended questions 
considering the nature of study. 
 
Statistical analysis: Respondents were categorised based 
on each of the characteristics and frequency and 
percentage were calculated to study their distribution.  
In case of market source utilisation frequency and 
percentage were also calculated. 
 

Table 1. Distribution of respondents according to their personal, socio-economic, psychological  
and communication characteristics (n = 120). 

Variables Range Frequency Percentage 

Age 
Up to 35 years 19 15.83 
36-50 Years 57 47.50 

Above 50 years 44 36.67 

Education 

Illiterate 7 5.84 
Can read and write 23 19.16 

Primary school passed 26 21.66 
Middle school passed 28 23.34 

HSLC passed 17 14.17 
HS passed 10 8.33 

Graduate and above 9 7.50 

Land holding 

Up to 1 ha 32 26.66 
1.1 to 2.00 ha 57 47.50 
2.1 to 3.00 ha 20 16.67 
3.1 and above 11 9.17 

Annual income 

Up to Rs. 25,000 13 10.83 
Rs. 25,001-50,000 22 18.34 
Rs. 50,000-75,000 55 45.83 

Rs. 75,000 and above 30 25.00 

Extension contact 
Low 103 85.84 

Medium 17 14.16 
High 0 0.00 

Training exposure 

No training 89 74.16 
1 day training 12 10.00 
2 days training 5 4.17 
3 days training 6 5.00 

4 days training and above 8 6.67 

Information source utilisation 
Low 16 13.33 

Medium 72 60.00 
High 32 26.67 

Economic motivation 
Low 19 15.84 

Medium 84 70.00 
High 17 14.16 

Scientific orientation 
Low 29 24.17 

Medium 65 54.17 
High 26 21.66 

Awareness on recommended technology 
Low 39 32.50 

Medium 73 60.83 
High 8 6.67 

Localiteness/cosmoploiteness 
Low 24 20.00 

Medium 63 52.50 
High 33 27.50 
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Results and discussion   
A total of 11 personal, socio-economic, psychological and 
communication variables were examined (Table 1). 
The study revealed that majority of the respondents 
belonged to middle age group (47.5%) followed by old 
age group (36.67%). In case of education, the majority of 
the respondents had up to middle school level of 
education (23.34%) followed by education up to primary 
school level (21.66%). In case of land holding, it was 
found that the majority of the respondents were small 
farmers (47.5%) followed by marginal farmers (26.66%).  
It was found that the majority of the respondents’ 
(45.83%) annual income ranged between Rs. 50,001 to 
75,000 followed by (25%) whose annual income ranged 
between Rs. 75,001 and above. The majority of the 
respondents (85.84%) had low levels of extension contact 
and only (14.16%) of them had a medium level of 
extension contact. Respondents having high levels of 
extension contact were found to be nil. Most of the 
respondents (74.16%) had never received any kind of 
formal training from any institution. The majority of the 
respondents’ (60%) information source utilisation was 
medium followed by 26.67% of the respondents who had 
a high level of information source utilisation. Economic 
motivation of a majority of the respondents (70%) was 
medium level. The majority of the respondents (54.17%) 
had a medium level of scientific orientation followed by 
24.17% having a low level. In case of awareness of 
recommended technologies, most of the respondents 
(60.83%) had a medium level of awareness of the 
recommended technologies. The majority of the 
respondents’ degree of localiteness/cosmoploiteness was 
found to be medium (52.5%).  
 
The respondents mentioned about the different sources 
which they utilise to have access to market information. 
Out of the 120 respondents from whom data were 
collected, 18 reported that they do not do marketing of 
sali rice at all and hence do not use any kind of market 
information sources. Altogether, 102 of the respondents 
reported about the sources which they generally utilise. 
Most of the respondents revealed that they utilised more 
than one market information sources and so there were 
multiple responses received from the sources.  This data 
collected from 102 respondents were presented in  
Table 2. From Table 2 it can be revealed that 100% of the 
respondents utilised the traders as their market 
information source. Only 6.67% of the respondents 
reported that they accessed market information from the 
extension personnel.  
 

 

 
 
About 52.94%, 17.64% and 22.55% of the respondents 
accessed market information from their neighbours, 
family members and friends respectively. A 100% of the 
respondents revealed that they find the traders to be the 
most efficient source to access market information in 
order to market paddy and which subsequently help them 
in decision making to adopt an innovation and 
recommended package of practices of sali rice. The 
reasons behind this consideration are: 
1. Most of the respondents used to market small 

quantities of paddy only when the economic condition 
of the family demands. Hence, they used to contact 
nearby retailers, wholesalers for the purpose. They do 
not find any necessity to contact any other outside 
source to sell such small quantities of paddy. 

2. Some of the respondents revealed that the local 
traders (Both retailers and wholesalers) used to 
provide higher prices for their produce as compared to 
any other sources. 

3. The respondents reported that the local traders used 
to visit the respondents’ homes and used to buy their 
produce from their doorsteps which is an additional 
benefit because the transportation cost is reduced or 
is nil. 

4. Lack of extension contact is another reason behind 
this consideration. 

5. Illiteracy and poor economic conditions of the people 
is also another hindrance in the path of ownership, 
access and utilisation of other advanced market 
information sources viz. mobile phones, internet, 
newspapers, etc. 

6. The main means of transportation of produce for sale 
is on foot or by bicycle which limits the distance that 
individuals can go and therefore people used to 
access information regarding the marketing of their 
produce from the local traders. Marketing to non-local 
institutions or traders by accessing market information 
from sources which can provide wide marketing 
opportunities to the farmers is checked also because 
of such kinds of improper transportation facilities. 

7. Lack of proper storage facilities like warehouses, etc. 
where the farmers can store their produce and in the 
meantime search for any other kind of marketing 
opportunities to get a better price for their produce, is 
also one of the reasons why the farmers approach the 
local traders to fulfill their marketing needs. 

8. Lack of regulated markets or uncertain paddy 
purchasing activities of Food Corporation of India are 
yet another reason for the consideration. 

 

Table 2. Distribution of respondents according to the market information sources used (n = 102). 
Source Frequency Percentage (%) Rank 
Traders  102 100.00 I 
Extension officials  8 6.67 V 
Neighbours  54 52.94 II 
Family members  18 17.64 IV 
Friends  23 22.55 III 
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As the respondents consider the traders as the best 
market information source, sometimes, they are exploited 
by these traders and they are also deprived from some 
real marketing opportunities. As a result of this poor 
utilisation of proper market information sources, the 
adoption behaviour of the respondents is also affected. 
The farmers generally prefer local traders as their market 
source information may be because of their age since 
most of them are in middle and old age groups. Other 
reason might be the medium level of degree of 
localiteness/cosmoploiteness. Low education level along 
with low level of training exposure, extension contact and 
awareness to improved technology might be the other 
reasons. Medium level of information sources utilised 
may also forced them to take the information from local 
traders. Uncertainty in paddy purchasing activities of 
Food Corporation of India was yet another reason for this 
type of dependency to local traders. Most of the farmers 
are small and marginal so they were not bother about any 
other sources accept the local one. Since the farmers 
depended on the local traders to sale their surplus paddy 
so they generally adopted those technologies which are 
preferred by the traders. They also therefore adopted 
those technologies which are suitable for growing those 
varieties. Rehman (2003) also found that the major 
sources of market information for farmers in Bangladesh 
were personal visit to market, traders, other farmers etc. 
In case of Indonesian farmers also Bo and Yibio (2003) 
reported that traders were an important source for market 
information for farmers. According to Buenaflor (2003) 
farmers of Philippines depended on trader-millers as their 
main sources of information on market, aside from this 
other good sources were the farmers themselves. But in 
some other studies it was reported that radio and 
television were the main sources of market information 
(Shepherd, 2003; Shrestha, 2003; Klieh et al., 2004; 
Ferris et al., 2008). So, it indicates that place to place the 
market sources are varied and still farmers depends more 
on traditional sources for market information over modern 
sources. 
 
Conclusion 
The study indicates the personal, socio-economic, 
psychological and communication characteristics of sali 
paddy farmers. Sources of market information utilised by 
farmers along with their perceived effectiveness indicates 
that local traders were the main sources for farmers. 
Traditional sources are still active in case of farmers.  
So, we should not ignore those sources for providing 
market information. The findings would be instrumental in 
bridging the current yield gap by improving the adoption 
behaviour of farmers on sali paddy by using those 
sources. The findings will also helpful in designing an 
appropriate market intelligence system under market led 
extension.  
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