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ABSTRACT 

The study titled “Study on Market Perception and Consumer’s Buying Behaviour towards 

Selective Herbicide (Council Activ) in Farrukhabad District of Uttar Pradesh” aimed to 

examine the factors influencing farmers' purchasing decisions regarding selective herbicides, 

specifically Council Activ, in the Mohamdabad block of Farrukhabad district. The research 

was conducted in five percent of potential paddy cultivating villages, and data were collected 

from ten percent of respondents through random sampling. The study revealed that multiple 

factors affected the buying behavior of farmers. The most significant factor was the quality of 

the product, with 26.36% of farmers prioritizing it, followed by price (20.91%) and packaging 

attractiveness (17.27%). Other important influences included distributor relationships 

(12.73%), brand image (10.00%), promotional strategies (8.18%), and advice from friends, 

neighbors, or other individuals (4.55%). Availability was another critical factor, with 56.67% 

of farmers preferring retail availability, 35.00% opting for wholesalers, and 8.33% utilizing 

online platforms. Regarding product quality, 57.27% of respondents favored the curative 

effectiveness of Council Activ, 30.91% valued its preventive properties, and 11.82% considered 

its safety to the applicator. When it came to pricing, 48.18% preferred medium-priced products, 

while 40.00% chose low-priced options, and 11.82% opted for high-priced ones. Packaging 

preferences showed that 50.91% favored small packs, and the performance of the product was 

rated as excellent by 55.45% of respondents. This study highlights the key factors influencing 

the decision-making process of farmers in purchasing selective herbicides. 
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INTRODUCTION 

Selective herbicides are a type of chemical 

used in agriculture to control specific types of 

weeds without harming desirable crops. 

These herbicides are formulated to target 

particular plant species by exploiting 

differences in plant biology, such as enzyme 

systems, growth patterns, or physiological 

processes that are unique to weeds. Selective  

 

herbicides are widely used in cultivated 

fields, particularly in crops like paddy, maize, 

and vegetables, as they offer an effective way 

to control weed growth while preserving the 

integrity of the crops. The primary advantage 

of selective herbicides is that they can be 

applied directly to the crop fields without 

damaging the crop plants, thus reducing the 
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need for manual weeding and enhancing 

overall productivity. These herbicides are 

typically categorized based on their mode of 

action, such as those affecting photosynthesis, 

cell division, or protein synthesis in weeds. 

The selection of a suitable herbicide depends 

on various factors, including the type of crop, 

the weed species, and environmental 

conditions. They are commonly applied 

through spraying, with either liquid or 

granular formulations, and can be used pre-

emergence or post-emergence, depending on 

the growth stage of the weeds. However, 

proper application is essential to avoid the risk 

of crop damage or environmental 

contamination. While effective in controlling 

weeds, selective herbicides should be used 

judiciously, as over-reliance on them can lead 

to the development of herbicide-resistant 

weed species. 
 

RESEARCH METHODOLOGY 

The methodology employed in the study 

involved purposive cum random sampling for 

selecting the district, blocks, villages, and 

respondents. Farrukhabad district was chosen 

to minimize inconvenience and time 

constraints for the investigator. Within the 

district, Mohamdabad block was selected due 

to the high number of respondents engaged in 

paddy cultivation. A list of villages within the 

selected block was prepared, from which five 

percent of the villages with a significant 

number of paddy farmers were randomly 

chosen. A list of all paddy farmers in these 

villages was compiled and categorized into 

five landholding sizes: Marginal (less than 1 

hectare), Small (1-2 hectares), Semi-medium 

(2-4 hectares), Medium (4-10 hectares), and 

Large (more than 10 hectares). From the list 

of 110 farmers, a proportionate random 

sampling method was used to select 

respondents. Additionally, 10 wholesalers, 5 

retailers, and 5 consumers were chosen to 

study market perception and buying 

behaviour. Primary data was collected using a 

well-designed schedule, while secondary data 

was gathered from books, journals, reports, 

and records from district and block 

headquarters. Data collection was carried out 

through direct personal interviews during the 

2024-2025 agricultural year. Statistical tools 

were applied to analyse and present the results 

effectively. 
 

Analytical Tools 

Likert scale:  

Likert scale (2, 4, 5, or 7) is a common 

classification format used in studies. 

Respondents rank a product or service’s 

quality (data) from highest to lowest, and 

from better to worse. 
 

RESULTS AND DISCUSSION 

Table 1: Market perception of Council Activ 

S. No. Parameter Respondents Percentage % 

1.  Quality 29 26.36 

2.  Price 23 20.91 

3.  Packaging 19 17.27 

4.  Relation with Dealer 14 12.73 

5.  Brand image 11 10.00 

6.  Promotional Strategies 09 08.18 

7.  Source of Information 05 04.55 
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Table 1: It was found that about 26.36% of 

farmers prefer to buy a product based on its 

quality, while 20.91% consider the price as 

the main factor. Around 17.27% of farmers 

are influenced by the attractiveness of the 

packaging. Approximately 12.73% purchase 

agrochemicals due to their relationship with 

the distributor, and 10.00% make decisions 

based on brand image. About 8.18% of 

farmers are convinced by promotional 

strategies, while only 4.55% rely on 

information from friends, neighbours, or 

other individuals when choosing agro-

products. 
 

Table 2: Distribution of respondents buying behaviour according to availability of Council Activ. 

General Categories 
Respondents 

Number 

Respondents 
Percentage 

(%) Marginal Small 
Semi 

medium 
Medium Large 

Availability 

of Council 

Activ 

Retailer 70 29 21 10 6 4 63.64 

Wholesaler 30 13 5 7 3 2 27.27 

Online 10 2 3 2 2 1 09.09 

Total 110 44 29 19 11 07 100.00 

 

Table 2: The study revealed that the 

availability of Council Activ significantly 

affects the buying behaviour of different 

categories of respondents. Specifically, 

56.67% of farmers cited availability at retailer 

shops as the key factor, followed by 35.00% 

who preferred purchasing from wholesaler 

shops, and 8.33% who relied on online 

platforms for availability. 

 

Table 3: Distribution of respondents buying behaviour according to quality of Council Activ. 

General Categories 
Respondents 

Number 

Respondents 
Percentage 

(%) Marginal Small 
Semi- 

medium 
Medium Large 

Quality 

of 

Council 

Activ 

Curative 63 25 18 11 5 4 57.27 

Preventive 34 16 7 5 4 2 30.91 

Safe to 

Applicator 
13 3 4 3 2 1 11.82 

Total 110 44 29 19 11 07 100.00 

Table 3: The study revealed that quality 

factors significantly influence the buying 

behavior of different categories of 

respondents toward Council Activ. 

Specifically, 57.27% of farmers preferred the 

product for its curative properties, 30.91% 

valued its preventive effectiveness, and 

11.82% considered its safety to the applicator 

as the most important factor. 
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Table 4: Distribution of respondents buying behaviour according to price of Council Activ. 

General Categories Respondents 

Number 

Respondents Percentage 

(%) Marginal Small Semi- 

medium 

Medium Large 

Price of 

Council 

Activ 

Low 44 21 8 5 6 4 40.00 

Medium 53 19 17 11 4 2 48.18 

High 13 4 4 3 1 1 11.82 

Total 110 44 29 19 11 07 100.00 

 

Table 4: The study revealed that price is an 

important factor influencing the buying 

behavior of different categories of 

respondents toward Council Activ. 

Specifically, 48.18% of farmers preferred 

products priced at a medium level, 40.00% 

favoured low-priced options, while only 

11.82% opted for high-priced products. 
 

Table 5: Distribution of respondents buying behaviour according to Packaging of Council Activ 

General Categories Respondents 

Number 

Respondents Percentage 

(%) Marginal Small Semi-

medium 

Medium Large 

Packaging 

of Council 

Activ 

Small pack 56 25 16 8 4 3 50.91 

Large pack 23 10 6 3 2 2 20.91 

Packet 

Quality 

19 7 3 5 3 1 17.27 

Packaging 

quality 

12 2 4 3 2 1 10.91 

Total 110 44 29 19 11 07 100.00 

 

Table 5: The study revealed that packaging is 

a significant factor affecting the buying 

behaviour of different categories of 

respondents toward Council Activ. 

Specifically, 50.91% of farmers preferred the 

product due to its availability in small packs, 

20.91% favoured large packs, 17.27% 

considered the packet quality important, 

while 10.91% were influenced by overall 

packaging quality. 
 

Table 6: Distribution of respondents buying behaviour according to availability of Performance of 

Council Activ. 

General Categories 
Respondents 

Number 

Respondents 
Percentage 

(%) Marginal Small 
Semi 

medium 
Medium Large 

Performance 

of Council 

Activ 

Poor 12 5 2 3 1 1 10.91 

Average 37 17 10 5 4 1 33.64 

Excellent 61 22 17 11 6 5 55.45 

Total 110 44 29 19 11 07 100.00 
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Table 6: The study revealed that performance 

is a key factor influencing the buying 

behaviour of different categories of 

respondents toward Council Activ. 

Specifically, 55.45% of farmers rated the 

product as having excellent performance, 

33.64% considered its performance to be 

average, while only 10.91% reported poor 

performance. 

 

CONCLUSION 

The study on market perception and consumer 

buying behaviour towards the selective 

herbicide Council Activ in Farrukhabad 

District of Uttar Pradesh provided valuable 

insights into the factors influencing farmers' 

purchasing decisions. The findings revealed 

that quality was the most significant factor for 

26.36% of farmers, followed by price 

(20.91%) and packaging attractiveness 

(17.27%). Other influences included 

distributor relationships, brand image, 

promotional strategies, and advice from 

peers. Availability also played a crucial role, 

with farmers preferring retail shops over 

wholesalers and online platforms. In terms of 

product effectiveness, a majority of farmers 

valued its curative properties, while a smaller 

portion prioritized its preventive function and 

safety to the applicator. Price sensitivity was 

observed, with a preference for medium-

priced products, although a significant 

number of farmers also chose low-priced 

options. Packaging preferences leaned toward 

smaller packs, and product performance was 

rated as excellent by the majority of 

respondents. These findings underscore the 

importance of various factors, including 

product quality, pricing, packaging, 

availability, and performance, in shaping the 

buying behaviour of farmers. The results also 

highlight the need for agro-product 

companies to understand local market 

dynamics and consumer preferences to 

enhance product acceptance and increase 

market share. 
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