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ABSTRACT 
	The study on “Farmers’ Purchasing Behaviour Towards Coriander Seeds in Junagadh District” focuses on the key factors influencing farmers' seed purchasing decisions. Based on a survey of 200 coriander growers across four talukas, the study found that purchasing behavior is primarily driven by seed quality (germination, purity, performance), brand reputation, price, seasonal availability, and peer influence. While some farmers showed strong brand loyalty, others frequently switched brands based on cost or promotional offers. Awareness of improved varieties and market trends was moderate to high. Despite the presence of major brands like Nidhi Seeds, Akshay Seeds, and Gasco Seeds, many farmers still use unbranded seeds, highlighting gaps in regulation and market communication. The study suggests improving seed marketing, strengthening distribution networks, and enhancing farmer education to support informed purchasing decisions.
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1. INTRODUCTION 
Agriculture in India transcends its role as a mere economic pursuit—it is deeply woven into the social and cultural fabric of rural life. Within this expansive sector, the choice of seeds is a critical determinant of agricultural success, directly impacting crop yield, quality, and overall profitability. Among the wide array of crops cultivated nationwide, coriander (Coriandrum sativum) occupies a distinctive position due to its versatile use as both a spice and a leafy green. India is the top producer, consumer, and exporter of coriander, holding around 67.57 percent of the global market share in 2021 (Anon., 2022). The major coriander growing states are Madhya Pradesh, Gujarat, Rajasthan, Assam, Odisha and West Bengal. Gujarat is particularly significant, ranking second in both the area dedicated to coriander cultivation and the volume of production. During the 2022–23 season, Gujarat allocated 2.17 lakh hectares to coriander farming, resulting in a production of 3.13 lakh metric tons (Anon., 2023). The growth and instability of coriander in Gujarat from 2002-03 to 2021-22 was found in increasing pattern (Bhimani et al. 2025; Oganja et al., 2024a; Ghadiya & Maheta, 2018).
In India, the seed industry has grown steadily over the last four decades and is now the fifth largest in the world, valued at more than Rs. 2500 crores (Singh et al., 2019; Nariya et al., 2024). The rapid rise in seed replacement rates, preference for hybrid seeds, and the entry of private and multinational companies have transformed farmers’ purchasing patterns (Singh et al., 2019; Sathish et al., 2022; Oganja et al.,2024b). Farmers now have multiple choices, but this also increases competition among seed companies.

In the state of Gujarat, and more specifically in the Junagadh district, coriander cultivation is widespread, reflecting its importance not only as a commercial commodity but also as a staple in local diets and traditions. Junagadh district, located in the Saurashtra region of Gujarat, is known for its diverse agro-climatic conditions and progressive farming practices. Farmers here are adopting to modern agricultural practice (Rohit et al., 2015; Parmar et al., 2024; Pithiya et al., 2024a; Kumar et al., 2024a) yet their adoption remain deeply influenced by traditional knowledge, peer networks, and local market dynamics. Understanding the purchasing behavior of farmers—specifically toward coriander seeds—can offer valuable insights into how agricultural products are adopted, what factors drive decision-making, and how seed companies and policymakers can better serve rural communities (Sathish et al., 2019; Pithiya et al., 2024; Kumar et al., 2024b).
Purchasing behavior in agriculture is shaped by a complex interplay of factors including price as the farmers received low prices due to poorly structured marketing system (Kormla et al., 2015; Katariya et al.,2016; Sulthana et al.,2019; Vasoya et al.,2024; Nakum et al., 2024a). In the case of coriander seeds, farmers may also consider traits such as germination rate, disease resistance, and adaptability to local soil and climate conditions (Ghangale et al., 2018; Vennila et al., 2018; Nakum et al., 2024b). These considerations are not only economic but also emotional, as farming decisions often carry generational wisdom and risk.
Despite the growing importance of market-oriented agriculture, there is limited empirical research focusing on micro-level consumer behavior in rural seed markets. This study seeks to fill that gap by analyzing the purchasing patterns of coriander seed buyers in Junagadh district. By examining preferences, motivations, and constraints, the research aims to uncover the underlying logic behind farmers’ choices and how these choices impact crop outcomes and livelihoods.
Ultimately, the findings of this study will contribute to a better understanding of rural consumer psychology, help seed producers tailor their offerings more effectively, and inform agricultural policy at the grassroots level. In doing so, it hopes to empower farmers with better access to quality inputs and support the broader goal of sustainable agricultural development in the region.
2. material and methods 
The study was conducted in Junagadh district of Gujarat state. To study purchasing behavior A multi-stage sampling technique was used and total 200 number of coriander farmers were interviewed for collecting information by using the designed schedule. The data was collected by survey method adopting personal interview. Analytical tools like Multiple linear Regression Analysis were used for research study.

The multi-stage sampling technique was adopted according to the study objectives. In the first stage, Junagadh district was purposively selected, as it was the major coriander-producing district of the state. In the second stage, four talukas were purposively selected, as they were the major coriander-producing talukas of the district. In the third stage, five villages from each taluka were randomly selected. In the fourth stage, ten coriander-growing farmers were randomly selected from each village.

The data for this study was analyzed using Multiple linear Regression Analysis Method. This method was used to estimate the Purchasing Behavior as follows:
In order to analyse the purchasing behaviour of farmers towards coriander seeds, the following form of multiple linear regression analysis will be used:

Y= +   +    +    +   +   +   +   +   +  +   +    +   +   +   + U


Table 1.	Parameters for analyzing the purchasing behavior of farmers

	No
	Parameters

	Y 
	= Quantity of coriander seed purchased (kg), 

	b0
	= Intercept

	b1 to b10
	= Regression co-efficient

	X1
	= Price of seed (High-3, Medium-2, Low-1)

	X2
	= Availability of preferred brand (Yes-1, No-2)

	X3 
	= Peer group influence (Yes-1, No-2)

	X4
	= Quality seed (Good-3, Average-2, Poor-1)

	X5 
	= Brand image (Good-3, Average-2, Poor-1)

	X6 
	= Influence of advertisement (Yes-1, No-2)

	X7 
	= Free From pest or diseases (Yes-1, No-2)

	X8
	= Credit availability (Yes-1, No-2)

	X9
	= Cropping area (ha)

	X10
	= Annual income (Rs)

	U
	= Error terms


*(Shanker et al., 2016; Vennila et al., 2023)

3. RESULT AND DISCUSSION

[bookmark: _Hlk189322621]3.1 Purchasing Behavior of Coriander Growers
Table 2 presents the results of the multiple linear regression analysis conducted to identify the determinants influencing farmers’ purchasing behavior towards coriander seeds in Junagadh district. The model demonstrated a strong explanatory power, with an R² value of 0.706, suggesting that approximately 70.6% of the variation in farmers’ purchasing behavior could be explained by the independent variables considered in the study. This indicates that the model provides a reasonably good fit for understanding the major drivers of farmers’ purchase decisions in this context.

The intercept of the model was 32.13, which represents the expected baseline value of the dependent variable when all independent variables are assumed to be zero. While this value does not carry a direct practical interpretation in behavioral terms, it acts as a reference point against which the influence of other explanatory factors can be assessed.

Price of Seeds
Among the independent variables, the price of seeds emerged as the most influential determinant, with a coefficient of -8.74 and a p-value < 0.0001. This statistically significant and strong negative association indicates that an increase in seed price leads to a sharp decline in farmers’ purchasing behavior. In practical terms, as the price of seeds rises, farmers tend to reduce the quantity of purchase or may even avoid buying altogether. This finding is consistent with fundamental economic principles of demand, highlighting the price sensitivity of smallholder farmers, who typically operate under resource-constrained conditions.

Quality of Seeds
The quality of seeds was another critical factor influencing purchase decisions. The estimated coefficient was 1.10, with a p-value of 0.0022, showing a significant positive impact. This implies that farmers prioritize seed quality as a key purchasing criterion, and improved quality strongly motivates them to buy. The result underlines the importance of quality assurance and certification in seed markets. Seed producers and marketers can leverage this by focusing on providing high-yielding, disease-resistant, and certified varieties to attract buyers.

Cropping Area
The cropping area available to farmers also significantly influenced their purchasing behavior. With a coefficient of 0.805 and a p-value of 0.027, the relationship was positive and significant. This suggests that farmers cultivating larger areas of land are more likely to purchase higher volumes of coriander seeds. This result is intuitive, as farmers with greater operational landholdings have both the need and the capacity to invest in more seed material, thereby reinforcing the role of farm size in shaping input demand.

Annual Income
Annual income of farmers was found to be positively associated with seed purchasing behavior, though its effect size was relatively small. The coefficient with a p-value of 0.0163, indicating statistical significance at the 5% level. This implies that wealthier farmers are marginally more inclined to purchase coriander seeds compared to their lower-income counterparts. This finding highlights the importance of economic capacity as a moderating factor in input adoption, although the effect is weaker than that of price or quality.

Non-significant Variables
Other factors, such as availability of brand, peer group influence, brand image, advertising influence, pest-free nature of seeds, and credit availability, did not show statistically significant effects on purchasing behavior, as indicated by their high p-values (all > 0.05). This suggests that, unlike in consumer goods markets where social and promotional factors often play a vital role, the decision-making process in the agricultural input sector is primarily driven by economic and agronomic considerations. Farmers appear to prioritize tangible attributes such as price, quality, farm size, and income over intangible promotional or social influences.

In summary, the regression results clearly establish that price, quality, cropping area, and annual income are the most critical determinants of coriander seed purchasing behavior among farmers. Price exerts a strong negative effect, while quality and cropping area positively influence purchase decisions. Income has a smaller but significant positive effect. In contrast, promotional and social factors—such as branding, peer influence, or advertising—were not found to meaningfully affect farmers’ decisions.

This finding reflects the rational, utility-maximizing behavior of farmers in the study area, where economic rationality outweighs social or psychological influences. The results provide valuable insights for policymakers, seed companies, and marketers, suggesting that strategies aimed at ensuring affordable pricing, maintaining high seed quality, and targeting larger-scale farmers are likely to be more effective in promoting adoption and sales of coriander seeds than investments in branding or advertising campaigns.



Table 2.	Factor affecting the purchasing behavior of coriander seeds

	Factors
	Coefficients
	Standard Error
	t Stat
	P-value

	Intercept
	32.1298
	3.2667
	9.8354
	0.0000

	Price of seeds
	-8.7394
	0.8847
	-9.8784
	0.0000

	Availability of brand
	0.0128
	0.5817
	0.0220
	0.9825

	Peer group influence
	0.0049
	0.5495
	0.0089
	0.9929

	Quality
	1.0992
	0.3547
	3.0984
	0.0022

	Brand image
	0.0321
	0.4655
	0.0690
	0.9451

	Ad Influence
	0.6398
	0.5488
	1.1659
	0.2451

	Pest free
	0.3952
	1.0152
	0.3893
	0.6975

	Credit availability
	0.4897
	1.0764
	0.4549
	0.6497

	Cropping area
	0.8053
	0.3613
	2.2290
	0.0270

	Annual income
	0.0000
	0.0000
	2.4239
	0.0163

	R2 = 0.7057


Note: *** = Significant at 1% level (p < 0.01), ** = Significant at 5% level (p < 0.05), *= Significant at 10% level (p < 0.10), ns = Not significant
4. CONCLUSION
A study examining coriander seed purchasing behavior among farmers in Junagadh district revealed that economic and agronomic considerations—namely seed price, quality, cropping area, and annual income—are the primary drivers of buying decisions. Regression analysis showed that while higher seed prices negatively affect purchase intent, superior seed quality, larger cultivation areas, and greater income levels significantly boost it. Interestingly, social and promotional influences such as brand image, advertising, peer recommendations, and credit availability had no notable impact, underscoring farmers’ preference for practical performance over marketing appeal. These insights highlight that Junagadh’s coriander growers are discerning, value-driven buyers, prompting seed companies to focus on competitive pricing, consistent quality, and robust distribution strategies rather than relying heavily on promotional tactics.
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