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Abstract—With mission of doubling farmers’ income by 2022, many 
measures have been taken to improve productivity, provide fair price 
to farmers for their produce and improve life of farmers. Agtech 
start-ups are coming up more than ever in present decade with aim to 
provide better and timely information, products and services to the 
farmers. Next phase in agricultural development will be digital and 
technology driven. As per NASSCOM report June 2019, more than 
450 Agri Techstartups are working and sector has raised $248 
million as funding. The present study is conducted to see the 
potentialities of e-tailing business opportunities for Agri Inputs in 
Gujrat State. The secondary objective was to identify the problems 
faced by the farmers buying agri-inputs through offline mode i.e. 
physical markets. The primary data has been collected from the 
farmers of Gujrat states in person and through email Google forms 
those who are familiar with smart phone. The results exhibited that 
respondents have shown willingness to purchaseseeds, 
agrochemicals, fertilizers and farm tools through e-tailing. The 
results reported that online marketers should make user interface in 
regional language, user friendly and also provide credit facility as 
provided by offline. It was suggested that in order to make farmers 
buy online the medium should be more than just an e-commerce 
platform selling products and it should be holistic solution provider. 
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Introduction:  

Agriculture has always been called the backbone of Indian 
economy, supporting the livelihoods of the majority of the 
population and thus playing a major role in Indian economy. 
The challenges of 21st century farmers are different as they 
have to produce more food with limited and declining 
resources viz a viz its more about sustainable agriculture now. 
Present decade focus on digitalization of agriculture with 
various measures taken by public and private partnerships 
through digital India initiative in order to increase the 
efficiency, worker’s productivity and easing of work with use 
of technology. With mission of doubling farmers’ income by 
2022, many measures have been taken to improve 
productivity, provide fair price to farmers for their produce 
and improve life of farmers. However, farmers are still 

struggling for the price, availability, its accessories and quality 
of inputs, especially for consumables inputs regarding seeds 
and crop protection products availability on time in required 
quantity and reliable quality majorly of. Recently, there have 
been many experiments in the agri-input sector in terms of 
new distribution and marketing channels with some of players 
trying to provide total solutions to farmers including farm and 
allied inputs. These new channels range from marketers’ own 
outlets to supermarkets to franchised outlets besides traditional 
channel. Agtech start-ups are coming up more than ever in 
present decade with aim to provide better and timely 
information, products and services to the farmers. The Indian 
agri start-up sector is looking for sustainable growth with 
more focus on supply chain aspects, farm data analytics, and 
infrastructure and information platforms. Actually, the current 
situation is right time to make more investment in 
multidiscipline based solutions and integration of knowledge 
and skills in agri-innovation. Presently Agrostar and Bighaat 
are doing well in this field with few other bootstrapped start-
ups. Farmer online purchase is increasing but for agri-input 
start-ups it is very challenging to disrupt the traditional 
distribution channel and scale up. 

Previous Studies 

Farmers, buying behaviour as agri-inputs consumer is 
different than those of consumer for consumable products 
(Kool, Meulenberg, &Broens, 1997). Information about 
merchandise and price comparison so to purchase from vendor 
who sells at lowest price is obtained through internet 
(Ratchford, 2001). The success of e-tailing depends on the 
efficient web site design, effective shopping and apt delivery 
(Zeithmal,2002). E-commerce is beneficial for retailers as it 
provides greater market access and information along with 
decrease in procurement and operation costs (Rao,1999). 
Online retailing of agri inputs is futuristic (Surjeet et al.,2016) 
as it will help cut the middleman and farmers will get inputs at 
low price. 
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