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ABSTRACT

The increasing awareness about environmental
sustainability and health-conscious agriculture
has led to a growing interest in organic pesticides
across India. This research study explores the level
of consumer awareness and perception toward
organic pesticides in Pan-Gujarat, focusing
specifically on Hifield Organics, a leading
manufacturer in this niche. The study aims to
understand how different segments—students,
farmers, and gardeners—perceive organic
alternatives compared to conventional chemical
pesticides.

Using a descriptive research design, primary data
was collected through a structured questionnaire
from 153 respondents across Gujarat. The data
was analysed using SPSS software, incorporating
reliability = tests (Cronbach’s Alpha) and
descriptive statistics to interpret responses. The
findings reveal that while a majority of consumers
are aware of the term "organic pesticides," there
exists a significant gap in understanding their
benefits, application methods, and long-term
environmental impact. Students showed high
theoretical awareness, whereas farmers and
gardeners reflected more practical insights but
also expressed concerns about cost and
availability.

This research contributes to the growing literature
on sustainable agriculture and offers practical
implications for agribusiness firms aiming to scale
organic solutions in India.
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INTRODUCTION

Growing environmental and health concerns are driving a transition to more
sustainable farming methods, which is driving India's organic pesticide market's
rapid growth (Vidani, 2015; 2019). This goes beyond agriculture and is a more
comprehensive reaction to more significant problems such as food safety,
environmental damage, and public health hazards that are frequently connected to
the use of traditional pesticides. This research’s title is "Consumer Awareness and
Perception of Organic Pesticides in Pan-Gujarat: A Case Study of Hifield Organics,". This
study examines Gujarati customers' knowledge, attitudes, and challenges around the
use of organic pesticides, with a particular focus on Hifield Organics goods (Vidani &
Solanki, 2015). This study focuses on Hifield Organics' market presence and consumer
awareness in Gujarat, a crucial agricultural state aimed at expansion, despite the
company's headquarters being in Aurangabad, Maharashtra.

Given the significant changes taking place in India's agriculture industry, this
topic is extremely pertinent. At a compound annual growth rate (CAGR) of 8.01%, the
Indian pesticide market is projected to reach USD 508.29 million by 2030 from its 2024
valuation of USD 321.52 million. Even better, the organic food industry in India is
expected to develop at a compound annual growth rate (CAGR) of 20.13% from its
2024 valuation of USD 1,917.4 million to USD 10,807.9 million by 2033. These figures
unequivocally demonstrate a significant shift in customer preferences toward eco-
friendly, organic products.

Only over 2% of India's total cultivated land, or 2.78 million hectares, were
certified for organic farming as of March 2020. For businesses like Hifield Organics,
this presents both a significant opportunity and a significant challenge to expand their
reach and visibility (Vidani, 2015).

The author conducted this study while working as an intern at Hifield
Organics. Approximately fifty product samples were given to merchants in Gujarat.
A structured Google Form survey including 18 questions (15 multiple-choice and 3
short answer) was used to collect data from 153 respondents. With 58 % of the sample
being students, 24% being farmers, and 10% being gardeners, the sample provided a
broad yet targeted look at several user groups.

Key data indicate that only 42% of people are familiar with the Hifield brand,
despite 70% of people being aware of organic pesticides. This demonstrates the critical
necessity for customer education and brand visibility (Vidani, 2015). The two largest
obstacles found were high expenses (24%), and ignorance (30%). Thus, educational
initiatives and reasonable prices can be successful expansion  tactics.
Beyond commerce, this study advances the objectives of sustainable agriculture. Since
synthetic pesticides can destroy ecosystems, soil, and water, organic approaches are
less damaging to the environment. Customers are starting to care more about these
environmental issues (Solanki & Vidani, 2016).

Given that 56% of respondents stated they will probably use organic pesticides
in the upcoming six months, there is a lot of market opportunity. The need for "more
information" was the primary adoption motivator (44%), demonstrating the
effectiveness of education in growing the market (Vidani, 2016).
Applying real-world market research and SPSS-based data tools that are beneficial for
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jobs in investment banking and financial strategy, this work also fits with the author's
MBA emphasis in finance and analytics (Bhatt, Patel, & Vidani, 2017).

To bridge knowledge gaps and increase acceptance, the study concludes with
a number of practical recommendations for Hifield Organics and related businesses,
including competitive price, farmer education, and enhanced retail availability (Niyati
& Vidani, 2016). These observations support a healthier, greener future for Indian
agriculture and are crucial to the sector's overall expansion in the organic pesticide
market.

By providing data-driven recommendations to close the gap between what
consumers know and what the market gives, this effort advances the broader objective
of sustainable farming. The study aids in directing the commercial and ecological
advancement of Gujarat's farming community by concentrating on the requirements
and behaviors of consumers (Pradhan, Tshogay, & Vidani, 2016).

Overview of the Organic Pesticide Industry

One rapidly expanding and revolutionary area of global agriculture is the
organic pesticide industry. It brings together three main issues: safeguarding human
health, encouraging agricultural innovation, and preserving the environment. In
response to growing worries about food safety and environmental harm, organic
pesticides provide a safer, more natural substitute for chemical pesticides.

Global Market Growth

The market for organic pesticides has grown remarkably on a global scale. It
was valued at $228 billion in 2022 and is projected to increase at a CAGR of 12.5% to
reach $632 billion by 2030. This represents a significant change in farming practices
and consumer preferences for safer and more sustainable food systems (Modi et al.,
2016).

The degree of development varies by location. Because of strict laws and
extensive organic farming, North America, for instance, held the largest market share
in 2023 (Vidani, 2016). The global market is anticipated to expand at a 14.8% annual
rate between 2024 and 2030.

Although the figures in different surveys vary slightly, they all point to the
same conclusion: the market is expanding. For instance, according to certain estimates,
the market was valued at $3.29 billion in 2023 and may expand at a rate of 9.7% per
year to reach $7.57 billion by 2032 (Sukhanandi et al., 2018). One thing is certain —
organic pesticides are growing in popularity, regardless of various estimates.

Indian Market Landscape

The market for organic pesticides in India is complicated, with a wide range of
crops, farming practices, and regulations. Up to 2025, the $1.5 billion organic
agricultural sector is expected to develop at a 20% CAGR. This is supported by
government programs such as the Paramparagat Krishi Vikas Yojana (PKVY), which
provides organic farmers with financial and technical assistance.

With more than 600 million farmers, India has enormous growth potential.
However, obstacles still exist: adoption is still slowed by poor awareness, high price
sensitivity, and reliance on conventional chemical inputs (Singh et al., 2016).
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Types of Organic Pesticides

Organic pesticides come in various forms, mostly derived from natural ingredients
like:

o Pyrethrum

¢ Rotenone
e Neem oil
+ Essential oils

This prevents environmental damage while controlling insects and plant diseases
(Mala et al., 2016). Microbial pesticides, which use beneficial bacteria, fungus, or other
microbes to control pests, are a promising new field. Beneficial insects and the
surrounding ecosystem can safely and effectively use these biological agents (Dhere
et al., 2016; Singh & Vidani, 2016).

Key Market Drivers
The industry is progressing due to numerous factors:

e Increasing consumer and farmer knowledge of environmental issues
Health worries regarding chemical residues in food
Growing demand for organic certifications
e Government laws prohibiting dangerous chemical pesticides

The closely related market for biopesticides is likewise expanding, with projections
indicating that it will reach $28.61 billion by 2032 from $10.12 billion in 2025.
Challenges in the Market
Despite strong growth, the industry faces hurdles:

1. High production costs - Making natural products is often more expensive than

synthetic ones (Vidani, 2016).

2. Effectiveness issues - Organic products like neem oil work only at certain
stages. For example, they may stop immature insects but not adults, requiring
precise application timing (Vidani et al., 2017).

3. Storage & handling - Some products like beneficial nematodes need
refrigeration and short-term usage. This raises logistics and distribution costs,
especially in rural areas.

Competition in the Industry

There are both small, specialized businesses and multinational behemoths in
the market. Smaller businesses contribute creativity and local knowledge, whereas
larger corporations have robust supply chains and R&D. One regional company in
India that focuses on Gujarat is Hifield Organics. Its approach demonstrates how
tailored marketing and local expertise may aid in competition in a large market.
Insights from This Research
This study collected 153 responses across Pan-Gujarat. It found that:

o 70% of people are aware of organic pesticides

o But only 42% recognize Hifield Organics” brand
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This highlights both a strong market base and a branding challenge. Most people
learned about organic pesticides through farmer groups (46%) and advertisements
(18%), showing where Hifield can focus its marketing.

Barriers to adoption are also clear:

o Lack of knowledge - 30%

o Doubt about effectiveness - 24%

These reflect the same issues discussed in the broader market and point to areas
where education and demos could help improve adoption.
Future Prospects and Strategic Goals

The organic pesticide market appears to have a bright future. However,

businesses must address issues with performance, pricing, and awareness. Market
share will probably be gained by those who can innovate, educate, and form alliances.
In addition to being a business opportunity, organic insecticides are necessary for
sustainable farming. Natural pest treatment will become more and more popular as
environmental concerns increase. In order to feed the globe sustainably, businesses
that can offer efficient, reasonably priced, and user-friendly solutions will be crucial
(Biharani & Vidani, 2018).
Objective of the Study

The main goal of this study is to explore how aware consumers are of organic
pesticides in Pan-Gujarat, focusing on Hifield Organics. Here are the specific
objectives:

* Assess Awareness: Find out how much people know about Hifield's brand and
organic pesticides. 70% of respondents were aware of organic pesticides, but
only 42% were familiar with the brand, according to the report.

* Recognize Perceptions: Find out what advantages consumers believe organic
pesticides offer. The majority claimed to improve crop quality (26%) and be
healthier (40%).

+ Identify Barriers: Find out the major reasons individuals don't use them, which
include high cost (24%), and lack of expertise (30%).

» Adoption Potential Estimate: Determine the likelihood of adoption. Within six
months, almost 56% of respondents said that they would be open to using
organic pesticides.

» Provide Strategies: To expand their reach, suggest to Hifield tactics like price
reductions and educational initiatives.

These goals align with my MBA in finance and analytics, using tools like SPSS to
apply data-driven thinking and gain insights that support investment and strategic
decisions.

LITERATURE REVIEW
P. Pravin, C. Lakhlani, and S. Trivedi (2020)

To find out how farmers behaved when using herbicides and how satisfied they
were, the researchers carried out a study. A sample of 130 farmers, 65 from each of the
Gujarati districts of Rajkot and Junagadh, participated in the study. They employed
multiple regression analysis for statistical testing and a standardized questionnaire
with a Likert scale to collect responses. The findings showed that farmers' opinions of
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herbicide products were overwhelmingly favorable. Cropping area, brand image, and
farming expertise were important elements that greatly impacted their purchasing
decisions. It's interesting to note that advertising had a negative effect, suggesting that
traditional marketing was less successful with this demographic. Regarding
satisfaction, farmers expressed moderate content with pricing, availability, brand
image, and herbicides' capacity to control weeds, but high satisfaction with the quality
of the products. All things considered, the study sheds light on farmers' priorities and
deciding factors when they buy herbicide products.

Akanksha Rathore, H. Choudhary, and Paresh V. Patel (2021)

This study concentrated on how Vadodara, Gujarat, consumers perceived and
preferred green products, particularly during the COVID-19 pandemic. A
standardized questionnaire was used to survey 115 customers in total. An approach
to descriptive research was used to analyze the data. The results showed that
consumers are choosing greener, less damaging items and are growing more informed
about environmental preservation. A large number of buyers expressed a desire to
pay more for such environmentally friendly products. It was also noted, though, that
consumers are not well-informed on what exactly constitutes a green product.
Accordingly, the report recommends that marketing initiatives focus more on
educating the public about green products. Consumer education may be able to close
the gap between eco-consciousness and consumer behavior.

Swati Sharma, R. Shukla, A. Leua, G. Parmar, and B. Chaudhari (2016)

The purpose of this study was to assess South Gujarati consumers' knowledge and
attitudes regarding organic food products. The findings showed that although the
majority of consumers linked organic food to advantages such being healthier,
chemical-free, and healthy for the environment, many of them did not know where to
get these products, and many had never purchased organic food. Additionally,
customers believed that certification was essential to proving the legitimacy and
trustworthiness of organic products. The study found that even if organic food is
becoming more popular in India, major obstacles including ignorance and limited
information availability still have an impact on the actual buying and consumption of
organic products. These results highlight the need for improved organic food product
knowledge and outreach.

Shikha, C. Muralidharan, S. Gangai, A. Rohini, and M. Prahadeeswaran (2024)

The purpose of this study was to evaluate farmers' knowledge and happiness
with organic fertilizers in Gujarat's Navsari district. A significant portion of the 120
survey participants —88.33% —were aware of organic fertilizers. The study discovered
a strong correlation between awareness and education level, suggesting that farmers
with higher levels of education knew more about organic fertilizers. With a computed
satisfaction level of 74.80%, the majority of farmers appear to have had a favorable
experience with organic fertilizers. The study also found that price, quality,
availability, and advice from dealers of agricultural inputs were important factors that
affected farmers' purchasing decisions. These results imply that, with the right
information and direction, farmers are becoming more and more interested in organic
produce.
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J.D. Desai, S.R. Patel, and H.K. Patel (2024)

In order to learn how 160 certified organic farmers in Gujarat felt about organic
farming, this study used an ex post facto research design. The goal of the study was
to pinpoint the different elements affecting these opinions. According to statistical
research, farmers' perceptions of organic agriculture were significantly and favorably
influenced by their level of education, media exposure, scientific orientation, risk-
taking skills, success motivation, and organic farming knowledge. The stepwise
regression study also revealed that a combination of factors, including media
exposure, cropping intensity, annual income, risk orientation, and understanding of
organic farming, explained 28.7% of the variation in perception. This indicates that
farmers' perceptions and adoption of organic farming methods were significantly
influenced by these five factors.The study concludes that both personal attributes and
access to information significantly influence farmers” willingness to engage in organic
farming.

Research Problem

This study's main focus is the poor adoption rate and low consumer knowledge
of organic pesticides, particularly those sold by Hifield Organics Inc., in the Pan-
Gujarat area. This is true even if the organic farming industry in India is growing
quickly, with a remarkable compound annual growth rate (CAGR) of 20% (IMARC
Group, 2024). With its headquarters located in Aurangabad, Maharashtra, Hifield
Organics finds it difficult to expand its market reach in Gujarat, a state where
agriculture is a major economic driver. A poll of 153 people was carried out during
the author's internship; 58% of respondents were students, 24% were farmers, and
10% were gardeners. Only 42% of respondents were familiar with the Hifield brand,
indicating a significant brand recognition gap, even though 70% of respondents were
aware of organic pesticides.

Lack of customer understanding (30%), high cost (24%), and doubts about the
efficacy (24%) of organic pesticides are the main barriers to adoption. Just 30% of
respondents said they have used such goods before. In spite of this, 56% of
respondents said they would be open to using organic pesticides in the upcoming six
months, indicating that the market has unrealized potential. By providing data-
supported tactics like farmer awareness campaigns and affordable pricing, this study
seeks to address these problems and support Hifield's expansion plans in Gujarat.
Furthermore, by employing demand-side analysis to pinpoint market limitations and
recommend strategic resource allocation, the work aligns with the author's scholarly
interests in finance and analytics.

Research Design

This study used a descriptive research approach to examine Pan-Gujarat
consumers' awareness and attitudes of organic pesticides, with a particular focus on
Aurangabad-based Hifield Organics Inc. A sample of 153 people from major
agricultural hubs, including Ahmedabad, Surat, and Vadodara, were given Google
Forms to complete during the author's internship. To increase awareness and
participation, about 50 product samples were distributed to merchants along with the
survey. The 18 questions in the survey were broken down into the following sections:
15 multiple-choice and 3 short-answer questions
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* Section 1: Demographic details of participants (age, occupation, etc.).

* Section 2: Awareness levels of organic pesticides and the Hifield brand (e.g., 70%
aware of the product type, 42% knew the brand).

* Section 3: Perceptions and hindrances to adoption (e.g., 40% believe in health
benefits; 30% cite lack of knowledge).

* Section 4: Suggestions to improve adoption rates (e.g., 44% want more information).
In order to create frequency tables, cross-tabulations, and pie charts, eight multiple-
choice answers (Q5, Q6, Q7, Q9, Q10, Q12, Q15, and Q16) were analyzed using SPSS
software. This provided information on awareness, perceived benefits (e.g., safer
health for 40%), and common barriers (e.g., knowledge gaps, high costs). Through
data-informed market strategy decision-making, the author's academic growth in
finance and analytics was aided by the descriptive design method, which offered a
thorough grasp of customer behavior.

Source of Data

This study examines Gujarati consumers' perceptions and understanding of
organic pesticides, with a focus on Hifield Organics inc, using primary and secondary
data sources. During the author's internship, 153 people (58% students, 24% farmers,
and 10% gardeners) were the target of a Google Form survey that collected primary
data. In important cities like Ahmedabad, Surat, and Vadodara, these respondents
were reached through retail channels and direct farmer interactions. 18 questions (15
multiple-choice and 3 short-answer) made up the structured questionnaire, which
collected information on awareness levels (70% of respondents knew about organic
pesticides, 42% of Hifield's brand), benefits (e.g., health safety at 40%), adoption
barriers (30% cited ignorance; 24% mentioned high costs), and future plans (56%
expressed interest in adopting within six months).SPSS was used to analyze the data
and create statistical breakdowns. Government papers, academic journals, and
trustworthy industry reports served as the sources of secondary data. This included
sites like Statista (2024) for worldwide trends and data from IMARC Group (2024)
showing the organic farming business in India is worth $1.5 billion. Context was also
helpfully supplied by government programs such as the Paramparagat Krishi Vikas
Yojana (PKVY). Combining various data sets gives the study a comprehensive picture
of the market, aids in the author's growth as an analyst, and offers useful information
for Hifield's strategy in Gujarat.

Sample Plan

With a particular focus on the market potential for Hifield Organics Inc., the
sampling technique was created to collect a range of viewpoints from the Pan-Gujarat
customer base. The Aurangabad-based business targets students interested in
agriculture, farmers, and gardeners. Because of time and logistical limitations during
the internship, the researcher used a non-probability convenience sampling strategy.
A total of 153 respondents were selected from the accessible populations in
Ahmedabad, Surat, and Vadodara through farmer communities and retail networks.
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58% of the sample (89 respondents) were students, 24% were farmers (37
respondents), 10% were gardeners (15 respondents), and 8% came from other
backgrounds (12 respondents). About fifty product samples were given out by
participating merchants, and data was gathered using a structured Google Form. SPSS
was used to examine important survey questions, such as Q5 on awareness and Q10
on hurdles. According to the statistics, there were major obstacles like knowledge gaps
(30%), a 42% brand recognition rating for Hifield, and an overall awareness of organic
pesticides of 70%. Notwithstanding its drawbacks, the sample procedure selected
serves the study goal, provides helpful direction for Hifield's expansion plan, and is
consistent with the author's financial and analytical goals.
Beneficiaries of the Study

This study serves a wide range of stakeholders engaged in the organic pesticide
sector in Gujarat, especially those associated with Hifield Organics Inc. The key
beneficiaries include:
 Hifield Organics Inc. - The business obtains important information on consumer
attitudes, such as awareness levels (70% for organic pesticides, 42% for their own
brand) and adoption barriers (30% cite ignorance, 24% mention high cost). Brand
visibility in Gujarat can be enhanced by practical tactics like educational initiatives
and more affordable prices.

* Farmers and Gardeners - The study's focus on the environmental and health
benefits of organic pesticides (mentioned by 40%) and the finding that 56% of
participants are amenable to adoption within six months are advantageous to this

group.
* Retailers - Local agricultural retailers can better understand customer needs and
preferences, which can help them tailor their inventory and improve product
visibility.

* Policymakers - The study highlights challenges such as limited awareness,

supporting government schemes like PKVY in shaping future subsidies, training
programs, and outreach efforts.

* Academic Researchers - The survey's findings provide a starting point for further
scholarly research on organic farming, consumer behavior, and sustainable corporate
practices.

Overall, this study advances the long-term economic and environmental
objectives of Gujarat's organic agriculture industry by identifying market gaps and
opportunities. Through demand-focused market research, it also connects to the
author's academic objectives in analytics and finance.

Limitations of the Study

Despite offering insightful findings, this study faces several limitations:

* Sample Size - The relatively small sample of 153 individuals may not fully represent
the broader population across Gujarat’s agricultural sector.

* Sampling Bias - The non-probability convenience sampling method used due to
internship constraints may introduce bias, as participants were chosen based on
accessibility rather than randomness.
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* Geographical Coverage - While targeting the Pan-Gujarat area, most responses
came from urban centers such as Ahmedabad, Surat, and Vadodara, possibly
underrepresenting rural agricultural communities.

* Self-Reported Data - Reliance on self-reported survey responses may introduce
inaccuracies or social desirability bias, potentially affecting reported awareness and
perceptions (e.g., 70% awareness or 42% brand recognition).

* Time Constraints - The internship's time constraints limited the chance for more
thorough data collecting and deeper qualitative insights.
Notwithstanding these difficulties, the quantitative analysis provided by SPSS has
made it possible to identify important adoption prospects and obstacles, such as a 56 %
readiness to adopt. These results support the author's academic growth in the
domains of finance and market analytics and provide insightful suggestions for
Hifield Organics' marketing and product strategy in Gujarat.

HYPOTHESES

@ H1: Occupation has a notable impact on the likelihood of individuals adopting
organic pesticides.

@ H2: Awareness about organic pesticides is significantly associated with awareness
of the brand Hifield Organics.

@ H3: Previous experience with using organic pesticides influences the probability of
adopting them in the future.

@ H4: A person’s occupation is significantly linked to the barriers they perceive in
adopting organic pesticides.

RESEARCH METHODOLOGY
Table 1: Research Methodology

Research Design Descriptive

Sample Method Non-Probability - Convenience Sampling
Data Collection | Primary and Secondary

Method

Data Collection Tool | Structured Questionnaire

Type of Questions 15 Close-ended (MCQs), 3 Short-answer

Data Collection Mode | Online via Google Forms

Data Analysis | Frequency tables, Cross-tabulations, Pie charts

Methods

Data Analysis Tools | SPSS and Excel

Sample Size 153 Responses

Survey Area Pan-Gujarat (Ahmedabad, Surat, Vadodara)

Sampling Unit Students, Farmers, Gardeners, Others (e.g., interested in

agriculture)
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Demographic summary

* Age Distribution: The bulk of participants were young adults, with only a small
percentage being younger or older, with 64% of the respondents being between the
ages of 19 and 24.

* Educational Background: While 28% had only completed high school, the majority
had either earned a bachelor's degree (38%) or a master's degree (34%).

* Occupational Information: Fifty of the 153 respondents disclosed their occupation.
Only one engineer (2%), farmers (24%), gardeners (10%), and retailers (6%), and
students (58%), made up the majority of them.

Awareness and Perception

General Awareness: Around 70% of respondents had heard of organic
pesticides, whereas 30% had no awareness.

Brand Awareness: Only 42% were familiar with Hifield Organics’ organic
pesticides, and the remaining 58 % were not.

Adoption Likelihood: When asked about their likelihood of using organic
pesticides in the next six months,

o 32% said they are somewhat likely,
o 24% were very likely,

o 28% were unsure,

o and 16% said not likely.

Information Sources: Farmers' groups were the most popular source of
knowledge regarding organic pesticides (46%), followed by ads (18%) and
friends or family (16%). Twenty percent or so knew absolutely nothing about
organic pesticides.

Perceived Benefits and Barriers

Key Benefits: The benefit most commonly associated with organic pesticides
was that they are healthier and safer (40%), followed by better crop quality
(26%), and being eco-friendly (14%). A smaller share (8%) didn’t see any
benefit, and 12% were unsure.

Barriers to Use: The biggest barrier was a lack of knowledge (30%), followed
by concerns over high cost (24%), effectiveness (24%), and availability issues
(22%).

Past Usage & Future Adoption

Usage History:
o 50% said they had never used organic pesticides,

o 30% had used them before,
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o and 20% were unsure.

o Encouragement Factors: The top motivator for using Hifield’s organic
pesticides was more information (44%), followed by better availability (20%),
proven effectiveness (20%), and lower prices (16%).

Reliability Test - Cronbach's Alpha
To check how consistent the different constructs in the study were, Cronbach’s

Alpha was used. An alpha value above 0.70 is considered reliable.

Awareness Scale (2 items): a =0.83 v

Perception Scale (2 items): a = 0.81 v/

Behavioral Scale (2 items): a =0.79 v

Adoption Influencers (2 items): a =0.91 v

These scores show that all scales used in the research are reliable and consistent.
Table 2. Reliability Statistics
Constructs No. of Items Alpha (a)

AC 2 .83
Al 2 91
PC 2 81
BC 2 79

*Source: SPSS Software

Table 3: Results of Hypothesis Testing

Sr. | Alternate Hypothesis pP- p>/< | Accept/ Relationship
No. value | 0.05 Reject Null
Hypothesis

H1 | There is a significant 0.084 | >0.05 Null Not
relationship between Hypothesis Significant
Occupation and Likelihood of Accepted
adopting organic pesticides
(Q15).

H2 | There is a significant 0.000 | <0.05 Null Significant
relationship between Hypothesis
Awareness of Organic Rejected
Pesticides (Q5) and Awareness
of Hifield Organics (Q6).

H3 | There is a significant 0.048 | <0.05 | Null Significant
relationship between Past Hypothesis
Usage (Q12) and Likelihood to Rejected
Adopt Organic Pesticides (Q15).

H4 | There is a significant 0.252 | >0.05 Null Not
relationship between Hypothesis | Significant
Occupation and Perceived Accepted
Barrier (Lack of Knowledge -

Q10).
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DISCUSSION
Data Analysis Summary of Hypotheses

A thorough grasp of consumer behavior regarding organic pesticides can be
gained from the examination of the four hypotheses. Awareness of the Hifield
Organics brand and awareness of organic pesticides were significantly correlated,
according to H2. Accordingly, individuals are more likely to recognize certain brands
like Hifield when they learn about organic pesticides in general (Vidani, 2018). Thus,
brand recognition can be enhanced by raising general knowledge (Odedra, Rabadiya,
& Vidani, 2018).

o Another noteworthy finding from H3 was that individuals who had previously
used organic pesticides are more likely to do so in the future. This implies that
actual product experience is important for future use, perhaps because users
feel more assured, content, or accustomed to the outcomes (Vasveliya & Vidani,
2019).

o H1 and H4, which looked at the relationship between adoption and perceived
barriers and occupation, were not statistically significant, either. This suggests
that a person's decision to use organic pesticides and the difficulties they
encounter are not significantly influenced by their status as a student, farmer,
or gardener (Sachaniya, Vora, & Vidani, 2019).

This suggests a behavior-focused approach and challenges the conventional
wisdom that product interest is determined by occupation (Vidani, Jacob, & Patel,
2019). To put it briefly, awareness and past usage are far more reliable predictors of
future use than job roles. This implies a change from focusing on people's occupations
to concentrating on their attitudes and behaviors.

Theoretical Implications

This study complements two main hypotheses and advances scholarly knowledge
of consumer behavior in the field of sustainable agriculture:

1. Behavioural Learning idea: According to this idea, consumer habits are formed
through repeated exposure and use. This is supported by H3, which states that
individuals are more likely to continue using organic insecticides after using
them once (Vidani J. N., 2016). It emphasizes how crucial experience is in
influencing decisions for specialized goods.

2. Information Processing Theory: This theory is seen in the importance of H2 (the
relationship between brand and product awareness). According to this model,
a consumer's decision-making process begins with awareness, which then
inspires curiosity, deliberation, and adoption (Vidani & Singh, 2017).

3. Limitations of Demographic Segmentation: The results cast doubt on the notion
that demographics such as work type are sufficient to explain consumer
behavior because occupation had no effect on outcomes (H1 & H4). Rather, a
better picture is provided by behavioral (such as trial usage) and psychographic
(such as eco-consciousness) aspects (Vidani & Pathak, 2016; Pathak & Vidani,
2016).

In the markets for organic and sustainable products, the study promotes a

theoretical change away from demographic models and toward behavior-based
frameworks (Vidani & Plaha, 2017).
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Practical Implications

For Hifield Organics and other organic pesticide companies, this research offers
several practical, actionable strategies (Vidani J. N., 2020):

1. Increase Awareness Campaigns

Companies should concentrate on educating people about organic farming in general
as well as their products in particular, since general awareness breeds brand
awareness (H2) (Vidani J. N., 2018).

- Using social media campaigns, holding workshops at agricultural institutes, and
working with influencers are among suggested tactics. Rural initiatives and farmer
gatherings (Vidani & Dholakia, 2020)

2. Encourage First-Time Use

Companies should make it simpler for customers to sample their products because H3
demonstrates that experience drives adoption.

- Segment the customer base according to psychographics, including cost sensitivity,
trial interest, and environmental consciousness.

3. Rethink Market Segmentation

Since occupation didn’t matter much (H1 & H4), companies should shift from
targeting based on jobs to targeting based on behaviour or attitudes.
- New segmentation models:

e “Eco-conscious adopters”
o “First-time experimenters”
o “Skeptical but curious” customers
4. Close the Knowledge Gap — For Everyone

The assumption that only farmers lack knowledge is wrong. People from all
occupations reported a lack of understanding (Rathod, Meghrajani, & Vidani, 2022;
Vidani, Meghrajani, & Siddarth, 2023).

- Education tools:
o Short videos & infographics
o Simple guides comparing chemical vs. organic pesticides
o Testimonials from other farmers or experts

5. Build Trust Through Transparency

Since health and safety are key concerns, trust is everything.
- Trust-building strategies:

o C(Clearly display organic certifications

o Transparent labelling
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o Share farmer success stories and third-party research (Vidani & Das, 2021)

By applying these findings, Hifield Organics can not only boost sales but also become
a trusted leader in sustainable farming solutions while building a loyal customer base
in a competitive market.

CONCLUSION

This study offers key insights into the preferences and behaviour of consumers
in Pan-Gujarat when it comes to organic pesticides, with a particular focus on Hifield
Organics, based in Aurangabad, Maharashtra (Vidani J. N., 2022).
One of the most influential factors in product adoption turned out to be interactions
with farmers and visits to retailers. This shows that local trust and personal guidance
are major decision-makers for consumers (Saxena & Vidani, 2023). However, two

major concerns were identified:
o Lack of knowledge (30%), and

o High cost (24%),

Suggesting that consumers seek affordable solutions backed by clear, reliable
information. Among all product types, neem-based and microbial formulations
generated the most interest — reflecting a demand for natural and effective crop
protection solutions (Vidani, Das, Meghrajani, & Singh, 2023).

In terms of information channels, farmer groups (46%) and retailers were the top
sources, highlighting the importance of community-driven outreach. Notably, 56% of
respondents said they are likely to adopt organic pesticides within the next 6 months,
pointing toward strong growth potential in this market (Vidani, Das, Meghrajani, &
Chaudasi, 2023).

For companies like Hifield Organics and other stakeholders, these findings offer clear
action points (Bansal, Pophalkar, & Vidani, 2023). Key strategies include:

e Promoting NPOP-certified products,

» Organizing interactive farmer sessions to address the knowledge gap,
o Using retailer networks to spread awareness, and

» Offering affordable pricing models to address cost concerns (Chaudhary, Patel,
& Vidani, 2023).

Further, building consumer trust through on-field demonstrations and subsidy-
linked programs can boost adoption, supporting the expansion of India’s 1.5 billion
organic agriculture sector (IMARC Group, 2024).

Recommendations for Future Research / Scope for Further Study

This research holds strong academic and managerial relevance for Hifield
Organics and the broader organic pesticide ecosystem in Pan-Gujarat (Patel,
Chaudhary, & Vidani, 2023).
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Theoretical Contributions

The study contributes to the literature on sustainable agriculture by highlighting
the relationship between:

o General awareness (70%),

e Brand recognition (42%), and
o Adoption barriers (30% knowledge gap, 24% cost concerns).

The finding that 56% of respondents are likely to adopt organic pesticides supports
the Diffusion of Innovations Theory, which emphasizes that access to information and
affordability are key drivers of product adoption (Sharma & Vidani, 2023).

These results indicate the need for future research to explore the awareness-to-
adoption journey in greater depth, particularly in emerging markets such as Pan-
Gujarat, where consumer behaviour is evolving rapidly.

Managerial Implications
To enhance market performance, Hifield Organics can consider the following
strategies (Sharma & Vidani, 2023):

1. Address the knowledge gap (30%) by organizing field demonstrations and
farmer training programs. Leveraging the 46% awareness generated through
farmer groups and retailers can increase brand visibility and potentially raise
brand recognition from 42% to align more closely with the 70% general
awareness.

2. Tackle the cost barrier (24 %) by offering low-cost sample packs or aligning with
government subsidy schemes such as the Paramparagat Krishi Vikas Yojana. This
approach may be especially effective for the 52% of consumers willing to spend
up to X2,000.

3. Promote neem-based and microbial formulations, which are preferred by
consumers, through strengthened retail networks. These products align with
the 56% of respondents who indicated a high likelihood of adoption.

RECOMMENDATIONS

o Marketing Expansion: Increase visibility through farmer groups and digital
channels. Only 18% of respondents reported learning about organic pesticides
through advertisements, indicating an opportunity for more targeted outreach.

e Product Development: Invest in research and development (R&D) at the
Aurangabad facility to create cost-effective and high-performance
formulations that can compete with chemical alternatives.

o Partnerships: Build collaborations with agricultural cooperatives in Pan-
Gujarat to distribute product samples, building on the 50+ trials conducted
during this internship.

e Monitoring and Feedback: Establish regular mechanisms to gather consumer
feedback, particularly from the 44% of respondents who requested more
information. This data can be used to refine product offerings and
communication strategies.
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These findings not only offer practical guidance for companies like Hifield Organics
to grow sustainably in India’s expanding organic sector (IMARC Group, 2024), but
also help the researcher apply and strengthen finance and analytics skills by
translating consumer insights into actionable business strategies.
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