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ABSTRACT
Onion (Allium cepa L.), popularly known as the “queen of the kitchen,” is both a staple vegetable and a vital commercial crop in India. Beyond its culinary importance, it plays a pivotal role in generating farm income, creating employment opportunities, and contributing to exports. Karnataka is the country’s leading onion-producing states; however, productivity frequently lags behind potential levels, resulting in notable yield gaps. Against this backdrop, the current study was conducted in the Chitradurga district in 2023 to examine the marketing behaviour of onion growers because there is limited research on how yield gaps and marketing behaviour interact at the district level. A sample of 120 farmers, comprising 60 small and 60 big growers was randomly selected from Challakere and Hiriyur taluks. An ex post facto research design was adopted, and data were gathered through a pre-tested structured interview schedule. The results showed that the persistence of yield gaps was primarily linked to limited adoption of scientific practices and constraints in resource management. With respect to price information, most farmers (60.84%) depended on relatives, neighbours, and middlemen, while only a smaller proportion relied on mobile phones (12.50%), newspapers (7.50%), or government agencies (5.00%). APMC markets were the dominant sales outlet, attracting 81.66% of growers, compared with local markets (11.67%) and retailers (6.67%). More than three-fourths of the onion growers (76.67%) sold their produce right after harvest because of financial limitations, while only 23.33% could afford to store their crop for better prices. Transport of produce was largely undertaken through goods vehicles (47.50%) and trucks (35.84%), and nearly all respondents (96.66%) graded their onions by size and shape to secure higher returns. The study concludes that farmers’ marketing choices are strongly shaped by socio-economic conditions, immediate cash needs, and infrastructural limitations. Strengthening storage facilities, improving access to timely and reliable market information, and encouraging collective marketing strategies can help decreases yield gaps and enhance profitability for onion growers in Chitradurga district and the main policy implication is to establish farmer-centric storage, market information and collective marketing systems to reduce distress sales and improve farmers’ income.
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1. INTRODUCTION

Onion (Allium cepa L.) is one of the most important bulb crops grown worldwide, valued for its distinct flavour, variety of culinary uses and substantial economic contribution. Known as the "queen of the kitchen," onions are essential in Indian households and play a crucial role in the country's agricultural economy, contributing to food security as well as creating significant income, jobs, and export earnings. In India, onions rank among the top vegetable crops, with year-round demand for them in both domestic and international markets. India is the world's second-largest producer of onions after China, making up nearly one-fourth of global production. In 2021–22, the crop covered an area of 1.94 million hectares with a production of 31.68 million metric tons. Maharashtra leads in area and output, followed by Karnataka, Madhya Pradesh, Rajasthan, and Gujarat. Karnataka occupies a prominent position in onion cultivation, contributing significantly to both national production and exports. Within the state, Vijayapura holds the first rank in production, closely followed by Chitradurga, which produces over 7.8 lakh tons annually from more than 38,000 hectares. This makes Chitradurga a key onion-producing district with strong commercial relevance. Despite its prominence, onion farming in India continues to face challenges. Yield levels are often below potential due to the reliance on traditional practices, limited adoption of improved technologies, and resource constraints. Post-harvest issues such as inadequate storage, poor grading, and inefficient market linkages further aggravate farmers’ problems. Price fluctuations are another critical concern: during peak harvest, oversupply leads to gluts and sharp price falls, sometimes even below the cost of production, whereas lean periods witness sudden price hikes. This volatility affects both producers and consumers, while intermediaries capture much of the market advantage. Due to financial obligations and a lack of storage facilities, many onion growers in Karnataka are forced to sell their produce as soon as it is harvested, which reduces their marketability. Even though APMC markets offer a venue, marketing effectiveness is limited by reliance on intermediaries and a lack of timely access to pricing information. An evaluation of yield gaps and the marketing practices of onion growers in the Chitradurga district is essential in light of these production and marketing difficulties. An analysis of this kind can help develop strategies that boost the region's onion economy, stabilise farmer incomes, and increase productivity.

2. METHODOLOGY 
The research was conducted in Chitradurga district of Karnataka, one of the major onion-growing regions. From the six taluks, Challakere and Hiriyur were purposively selected owing to their larger area under onion cultivation and higher production levels. Within these taluks, six villages each were chosen based on the extent of onion cultivation, farmers’ reliance on onion as a major crop, and accessibility for data collection. From each selected village, ten farmers (five small and five large growers) were randomly drawn, resulting in a total sample of 120 respondents (60 small and 60 large farmers). For the purpose of this study, “small farmers” were operationally defined as those cultivating less than one hectares of onion, whereas “big farmers” were those cultivating two hectares or more. An ex post facto research design was employed. A structured interview schedule, developed with expert consultation and pre-tested in a non-sample village, was used to collect data through personal interviews in June 2023. The responses were coded, scored and tabulated for analysis. Descriptive statistics such as frequency, percentage, mean, and standard deviation were computed. For inferential analysis, Z-tests were applied to compare means between small and big farmers, while chi-square tests were employed to assess associations between categorical variables. results and discussion
3. results and discussion


3.1 Marketing behaviour of small and big farm onion growers
A close examination of Table 1 reveals distinct marketing patterns among small and large onion growers. Among small farmers, nearly three-fourths (71.66%) relied on friends, relatives, neighbours, and middlemen for price information, while a smaller proportion obtained information through mobile messages (8.34%), television (6.66%), newspapers and government agencies such as KVKs, RSKs, and agricultural or horticultural departments (5.00% each). Only 3.34% gathered information by personally visiting the market. With respect to marketing channels, the majority (76.66%) of small farmers sold their produce in APMCs, followed by 13.34% in local village markets and 10.00% directly to retailers. Most of them (83.34%) sold onions immediately after harvest, while only 16.66% stored the produce for one to two months to take advantage of favorable prices. Regarding transportation, 61.67% used goods vehicles, 25.00% used tractors, and 13.33% relied on trucks. A large majority (93.34%) graded onions based on size and shape, while 6.66% graded based on size and shrivelling. For storage, 85.00% used plastic-lined gunny bags, whereas 15.00% followed loose or heap storage methods. In the case of big farmers, half (50.00%) depended on friends, relatives, neighbours and middlemen for price information, followed by mobile messages (16.66%) and personal visits to markets (13.34%). Very few (5.00%) relied on television or government agencies. A substantial proportion (86.67%) marketed their produce through APMCs, 10.00% through local markets, and only 3.33% through retailers. While 70.00% sold immediately after harvest, 30.00% stored the onion for one or two months. Most big farmers transported produce using trucks (58.33%), followed by goods vehicles (33.33%) and tractors (8.34%). All big farmers practiced grading, primarily based on size and shape, and nearly all (95.00%) stored onions in plastic-lined gunny bags, with only 5.00% opting for heap storage.

The preference for price information from fellow farmers and middlemen reflects strong community trust within farming groups. The dominance of APMC as a marketing outlet highlights its role in offering relatively fair prices through a regulated system. Selling immediately after harvest was largely influenced by the perishable nature of onions, debt obligations, urgent cash requirements, lack of proper storage facilities, and climatic risks. Differences in transportation modes were largely dictated by the scale of production, with small farmers relying on goods vehicles due to smaller quantities and cost considerations, while big farmers preferred trucks for bulk transport. Grading was widely adopted as it ensured better prices in the market. Storing produce in plastic-lined gunny bags was the most common practice, as it offered protection from moisture and external damage, thereby improving shelf life and profitability. It highlights the strong influence of socio-economic conditions, institutional arrangements and infrastructural limitations. The reliance on informal sources of price information points to the need for strengthening ICT-enabled and institutional platforms that can provide timely, transparent, and reliable market intelligence. Strengthening such systems would reduce the dependence on intermediaries and improve farmers’ bargaining power. The continued dominance of APMC markets highlights their relevance as regulated outlets but also signals the limited diversification of marketing channels. Expanding access to alternative models, such as farmer producer organizations, contract farming and digital trading platforms could enhance competitiveness and price realization. Short-term sales behaviour, closely linked with financial obligations and inadequate storage, indicates a structural weakness in onion marketing. Addressing this requires investment in decentralized storage infrastructure, credit support and collective marketing strategies to minimize distress sales. Similarly, differences in transport choices underscore the scale-based disparities in access to infrastructure, suggesting the potential of cooperative logistics systems to reduce costs for small farmers. The widespread practice of grading and adoption of low-cost storage solutions demonstrate farmers’ awareness of quality requirements and risk mitigation. Policy interventions should therefore build on these existing practices by promoting improved technologies and training.






Table 1: Marketing behaviour of small and big farm onion growers                     (N= 120)
	
Sl. No
	
Statements
	Small farm 
growers 
      (n1=60)
	Big farm
 growers
                                                                                                  (n2=60)

	
	
	No.
	%
	No.
	%

	1.
	Source of Price information

	a.
	News paper
	03
	5.00
	06
	10.00

	b.
	Television
	04
	6.66
	03
	5.00

	c.
	Personally, visiting market
	02
	3.34
	08
	13.34

	d.
	Friends, relatives, neighbors and middlemen
	43
	71.66
	30
	50.00

	e.
	Government agency (KVK, RSK, Agril or Horti departments)
	03
	5.00
	03
	5.00

	f.
	Through Mobile phone
	05
	8.34
	10
	16.66

	2.
	Selling

	a.
	Local market near to village
	08
	13.34
	06
	10.00

	b.
	APMC
	46
	76.66
	52
	86.67

	c.
	Retailers
	06
	10.00
	02
	3.33

	d.
	Agro processing units
	00
	0.00
	00
	0.00

	3.
	Time of selling the produce

	a.
	Immediately after the harvest
	50
	83.34
	42
	70.00

	b.
	Store for one or two months after the harvest and sell the produce when prices are favorable
	10
	16.66
	18
	30.00

	4.
	Mode of transportation

	a.
	Bullock cart
	00
	0.00
	00
	0.00

	b.
	Tractor
	15
	25.00
	05
	8.34

	c.
	Goods vehicles
	37
	61.67
	20
	33.33

	d.
	Trucks
	08
	13.33
	35
	58.33

	5.
	Grading of produce before market

	a.
	Size and Shape
	56
	93.34
	60
	100.00

	b.
	Shrunken
	04
	6.66
	00
	0.00

	6.
	Storage

	a.
	Loose/heap storage
	09
	15.00
	03
	5.00

	b.
	Plastic lined gunny bag
	51
	85.00
	57
	95.00


* Multiple response questions

3.2 Marketing behaviour of onion growers
The data presented in Table 2 reveals that, three fifth (60.84 %) of the onion growers collect the price information from their relatives, friends, neighbors, middlemen who visit the market followed by through mobile phones (12.50 %), personal visit to the market (8.33 %), newspaper (7.50 %), television (5.83 %) and government agency (5.00 %). The possible reason to prefer farmers who visited market due to the fact that shared membership in the same farming community and social groups. Typically, farmers tend to place greater trust in their own farmers compared to outsiders. Many onion growers receive price information via mobile phones or personal contacts with market officials during their market visits. Some farmers also turn to newspapers and television as sources of information because these sources offer general market information and daily price lists for various commodities. 
More than three fourth (81.66 %) of onion growers were sold the onion in APMC which followed by 11.67 per cent sold their produce to local market near to village. 6.67 per cent of onion growers sold the onion to retailers. Majority of farmers sell the onion to APMCs, the reason might be farmers often get better prices for their produce in these markets compared to local markets. Furthermore, the farmers' produce may be in high demand in these markets, which makes them a more alluring choice.
More than three fourth (76.67 %) of the farmers, founded that, If the prices are acceptable, they will sell their produce immediately after harvest. While, 23.33 per cent of the famers Store for one or two months after the harvest and sell the produce when prices are favorable. The probable reasons could be that, the majority of the onion growers are resource-poor, which indicates that their financial resources are limited. Consequently, they need to generate immediate income to fund various field activities on their farms and support their families. This might be reason that they tend to sell their produce promptly in the local market rather than selling higher prices elsewhere. Nearly half (47.50 %) of the farmers had transported their produce to market by using Goods vehicles followed by trucks 35.84 per cent, and tractor 16.66 per cent. One of the contributing reasons could be that majority of respondents sold their produce to APMC, Bangalore. So that farmers prefer trucks and goods vehicles to transport their produce.
Majority (96.66 %) of the respondents graded their produce based on size and shape and remaining 3.34 per cent of the respondents graded based on shrunken bulbs. The possible reason might be that graded produce typically commands a higher price in the market. Onion growers in Chitradurga largely depended on informal networks such as relatives, neighbours and middlemen for price information, reflecting strong community trust, while a smaller share used ICT tools, newspapers or government agencies. APMC markets were the dominant sales outlet, preferred for assured demand and relatively better prices, whereas local markets and retailers played only a minor role. Most farmers sold immediately after harvest due to financial constraints and lack of storage, while only a few could delay sales for better prices. Transport was mainly through goods vehicles and trucks, dictated by market distance and volume. Grading, primarily based on size and shape, was almost universally practiced to secure higher returns, showing farmers’ awareness of quality requirements despite infrastructural limitations.



           Table 2: Marketing behaviour of onion growers           (n=120)
	Sl. No
	Statements
	Onion growers

	
	
	No.
	%

	1.
	Source of Price information

	a.
	News paper
	09
	7.50

	b.
	Television
	07
	5.83

	c.
	Personally, visiting market
	10
	8.33

	d.
	Relatives, friends, neighbors and middlemen
	73
	60.84

	e.
	Government agency (KVK, RSK, Agril or Horti departments)
	06
	5.00

	f.
	Through mobile phone
	15
	12.50

	2.
	Selling

	a.
	Local market near to village
	14
	11.67

	b.
	APMC
	98
	81.66

	c.
	Retailers
	08
	6.67

	d.
	Agro processing units
	00
	0.00

	3.
	Time of selling the produce

	a.
	Immediately after the harvest
	92
	76.67

	b.
	Store for one or two months after the harvest and sell the produce when prices are favourable
	28
	23.33

	4.
	Mode of transportation

	a.
	Bullock cart
	00
	0.00

	b.
	Tractor
	20
	16.66

	c.
	Goods vehicles
	57
	47.50

	d.
	Trucks
	43
	35.84

	5.
	 Grading of produce before market

	a.
	Size and Shape
	116
	96.66

	b.
	Shrunken
	04
	3.34

	6.
	Storage

	a.
	Loose/heap storage
	12
	10.00

	b.
	Plastic lined gunny bag
	108
	90.00


           * Multiple response questions
4. Conclusion
The study clearly demonstrates that onion growers in Chitradurga district follow diverse yet structured marketing practices, shaped by farm size, resource availability, and market access. Small farmers largely depend on community networks and middlemen for price information, prefer immediate sales at APMCs to meet urgent financial needs, and transport produce in smaller loads using goods vehicles. In contrast, big farmers access multiple price sources, store produce for longer periods, rely on bulk transport through trucks, and show complete adoption of grading practices. Across both groups, APMC emerged as the dominant marketing channel due to fairer pricing opportunities, while plastic-lined gunny bags were the preferred storage method for better protection and higher market value. These findings highlight the importance of strengthening storage infrastructure, improving access to timely and reliable market information, and encouraging scientific post-harvest practices to enhance marketing efficiency and profitability of onion growers in the region. Policy interventions should prioritize the establishment of decentralized onion storage facilities, promotion of ICT-based price information systems and facilitation of collective marketing through Farmer Producer Organizations (FPOs). In addition, targeted credit support and transport subsidies for smallholders can reduce distress sales, while training on scientific grading and storage methods can further increase price realization. Together, these measures can stabilize incomes, reduce market exploitation and build a more resilient onion economy in Chitradurga district.
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