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ABSTRACT: The present study was conducted in the
year 2023 at Samastipur district of Bihar, which was
purposefully selected with 200 respondents and the
study provided an opportunity to understand the socio-
economic status of organic ghee and honey in
marketing of organic produces. Random sampling
method was used to select respondents and collect
data after which data was analyzed by using
percentage method and presented with help of graph,
charts, and tables. It was observed in the study that 36
percent of respondents were of 25-34 age group,52
percent of respondents were graduate and 41 percent
of respondents were postgraduate with government
employees as highest no in occupation with 43
percent, in the study.
Keywords: Socio-  economic,
occupation, organic, ghee, honey
Organic foods are minimally processed to
maintain the integrity of the food without artificial
ingredients, preservatives, or irradiation. The term
"Raw Honey" indicates that the honey extracted from
the beehive is directly packaged and sold to the
consumers without any processing or adulterations.
There are so many more conditions for honey to be
100% Organic. Honey collected from the beehives of
the bees that feed on only organically grown plants
can be called Organic Honey. There are no traces of
chemicals or pesticides inside organic honey. Cows
are fed organic-quality grass and silage, which are
grown with organic materials, without the use of
harmful chemicals or artificial methods. The silage
collected from pastures should not be used with any
fertilizer in the past 3 years or before the start of

graduate,

biogas planting. Organic ghee should have better
transparency in food quality because farmers who
grow cattle feed or raise cattle should maintain the
traceability of raw materials. The raw materials used
to make organic ghee should itself be organic. For
example, milk and butter used to make it should be
produced in an organic dairy farm. Since we know
that organic cow milk has the highest quality, the ghee
made from it is very nutritious.
RESEARCH METHODOLOGY
The present study was conducted in Samastipur
district of Bihar; from out of total blocks of
Samastipur district a block has been selected
purposely on the basis of large or maximum
landholding of farmers under organic food (Tondon
Anushree, et al 2020.), organic crop production for
current study. The farmers are categorized into 5
categories according to farm holding capacity. First
category is marginal that includes less than 1 hectare
of land. Those farmers having 1-2 hectare of land
comes under small category. Those farmers having 2-
4 hectare and 4-10 hectare of land comes under semi
medium and medium category respectively. Lastly
those farmers having more than 10 hectares of land
comes under large category.
Period of Enquiry
The study was conducted during the agricultural year
2022-2023.
Tools and Techniques of Analysis:

1. Chi-Square
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Test:

RESULTS AND DISCUSSION 1. Farm Size
Table 1: Distribution of farmer according to farm size (n=200)
. Respondent
S. No. Categories(members) Number Percentage
1. Marginal (< 1 hectare) 25 12.5
2. Small Farmers (1-2 hectare) 64 31.67
3. Semi Medium Farmer(2-4) 41 20.83
4. Medium Farmers (4-10hectare) 60 30
5. Large Farmers (Above 10 hectare) 10 5
Total 200 100

It is depicted in table-1 reveals that the farm size is
one of the prime socio-demographic variables in this
study. As farm size affects the buying decision, it has

an essential association in market-related research.
Due to the distinction in their perception and
socialization, farm size tends to have distinct
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conclusions while buying. Out of the total, 200
respondents 25 (12.5percent) respondents were
having marginal size farm, 64(31.67percent) were
having small size farm, 41 (20.83percent) were
having farm in semi medium category, 60(30percent)

were having medium size farm and remaining 10
(5percent) were having large size farm. Among all of
them the largest number of farmer were having small
size farmer (31.67 %).

Table.2. Distribution of respondents based on their age (N=200)
S. No. |Age(Year)Number Respondents
Marginal | Small [Semi Medium| Medium |Large Percent (%)
1. 20-35 50 8 14 6 20 2 25
2. 36-50 125 14 45 26 34 6 62.5
3. >50 25 3 5 9 6 2 12.5
Total 200 25 64 41 60 10 100

As per the table- 2 reveals that one of the critical
socio-demographic factors in this study is Age. Age
is given such importance in market-related research,
because it affects the physical and psychological
aspect of the consumer, which, in turn, affects his/her
buying behaviour. From this Table it can be
concluded that 26 respondents are in the young age
group of 20-35, 37 respondents are in the middle age
group of 36-50, 17 respondents are in old age of
above 50. Therefore, the majority of respondents are
in the middle age group of 36-50. It is depicted in

considered in this consumer behaviour study is
education. From the table below among 200
respondents, 57 respondents found to be illiterate.
The highest numbers of respondents in
literate category were found to have junior
high school degree qualification. They constitute
41, 33 were found that they are qualified till Primary
School, 28 were found that they are qualified till high
school, 24 were qualified till intermediate. Thus it
can be seen majority among all is intermediate
category which is 22.

Table- 3, that another socio-demographic factor
Table 3: Distribution of respondents based on their education (N=200)
S. Level Responden Respondents
No. ts Number | Marginal | Small | Semi Medium Large | percen
Medium tage
1 Primary School 33 3 18 8 2 2 16.66
5 Junior High a1 5 12 7 16 20.83
School
3 High School 28 2 15 6 4 1 14.16
4 Intermediate 24 8 6 3 6 1 11.66
5 Graduate 17 3 3 2 8 1 8.33%
A Total Literate 143 21 54 26 36 6 71.67
6 Iliterate 57 4 10 15 24 4 28.33
Total 200 25 64 41 60 10 100
Table.4. Distribution of respondents according to their gender (N=200)
S. No. Gender Respondents Respondents
number | marginal | small Semi medium large Percentage
medium
1 Male 142 20 49 25 42 6 70.83
2 Female 58 5 15 16 18 4 29.16
Total 200 25 64 41 | 60 | 10 | 100
Table-.5: Distribution of respondents according to their caste (N=200)
S. No.|Category Respondents Respondents
number Marginal [Small Semi Medium |Large Percentage
Medium
1 General 92 14 25 30 20 3 45.83
2 OBC 66 6 35 7 15 3 33.33
3 SC/ST 42 5 4 4 25 4 20.83
Total 200 25 64 41 60 10 100




International Journal of Agriculture and Allied Sciences July-December 8(1):22 - 25, 2023 24

Table.6 Distribution of respondents according to their Family type (N=200)
S. No.|[Family Respondents Respondents
number |marginal {small Semi Medium  [large Percentage
medium
1 Joint 159 19 43 37 56 4 79.16%
2 Nuclear 41 6 21 4 4 6 20.84%
Total 200 25 64 41 60 10 100

As per the Table- 4 it reveals that another socio-
demographic factor considered in this consumer
behaviour study is gender. From the table below
among 200 respondents, 58 respondents found to be
Female. The highest numbers of respondents
were found to be male 142 (70.83percent). Table .5
reveals that another socio-demographic factor
considered in this consumer behaviour study is caste.
It is depicted in table below that among 200
respondents, the highest number of respondents was
found general category 92(45.83%), 66
(33.33%) were found in OBC category. 42 (20.83%)
were found in SC/ST category whereas the highest
number of respondents was found 92 (45.83%) in
general categories.

Table 6 reveals that is one of the Family type socio-
demographic variables in this study. As family affects
the buying decision, it has an essential association in
market-related research. Due to the distinction in their
perception and socialization, joint family and nuclear
family tend to have distinct conclusions while buying.
Out of the total, 200 respondents 159 respondents were
Joint family that is 79.16 per cent while the Remaining
41 were nuclear family that is 20.84 per cent of total
sample.

Conclusions

The study reveals that higher percentage of farmers
were having below 1 hectare small size farm (31.67 per
cent) followed by semi medium size farm (20.83 per
cent), medium size farm (25 per cent), marginal farm
(10 per cent) and large size farm (12.5 per cent). The
study reveals that higher percentage of the farmers
were middle aged (62.50 per cent), followed by young
age (25 %) and old age (12.50 per cent). It was seen
that farmers were 16.66 per cent were studied till
primary class and in junior high school category (20.83
per cent) were found. In High school category (14.16
per cent), in Intermediate category (11.66 per cent)
were found and in graduation category (8.33 per cent)
were found, thus total literate percentage is (71.67 %)
and in illiterate category total (28.33 per cent) were
found. It can be seen that 70.83 % of the farmers were
male and only 29.16 per cent of the respondents were
female. It is revealed that 45.83 % of the farmers
belonged to General category, followed by 33.30 per
cent of them belonged to OBC category and only 20.83
per cent of them belonged to SC/ST. It can be seen
that majority of the respondent were living in joint

family (79.16 per cent) and (20.83 per cent) were
living in nuclear family. It is indicated that 37.5 per
cent of the farmers were Hindu, followed ly(41.66 per
cent) were Muslim and (20.83 per cent) were Christian
family.
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