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THE ROLE OF ICT IN ENTREPRENEURSHIP DEVELOPMENT FROM
EXPERTS VIEW OF AGRICULTURE ORGANIZATION
Dr.T.R.Gurumoorthy
Professor and Head, Department of Commerce, Alagappa University, Karaikudi

K.Pushpakala
M.Phil. Research Scholar, Department of Commerce, Alagappa University, Karaikudi
Abstract
The main tool of the current investigation ISA questionnaire and statistical population of this study consisted of
450 experts from agriculture organization WHO 111 of them were selected as a sample size using Cochran formula.
In order to identify the capabilities of information and communications technology (ICT) on entrepreneurship
development, factor analysis was performed using SPSS software Version 19.
Keywords: Entrepreneurship, Entrepreneurship development, Technology, ICT, Employment

Introduction
Given the key role of entrepreneurship in creating changes in the community, what is felt in
today's societies and in difficult circumstances is paying more attention to address the formation
of entrepreneurship, of entrepreneurial thinking [1]. The reason is that, entrepreneurship is the
engine of changing and transformation of economic, culture and society development and its
growth can lead to a transformation of the national economy. But, in certain economic and
cultural circumstances of country in recent years and high rates of unemployment and
jobseekers, entrepreneurship have been considered as a key component of national plans[2].
Therefore, given the high rate of unemployment among youths and graduates of
agricultural and their not desiring to create agricultural and entrepreneurial activities, creating a
fundamental change in the category of entrepreneurship to increase graduates motivation and
interest for doing entrepreneurial activities, is necessary.
Therefore, ICT can reduce costs and time-consuming and have bureaucratic system removal
with itself and with creating changes in organizations, creating diversity, provide sufficient
incentive for entrepreneurial activities and bring coordination necessary for organizations and
individuals with the changes in communities[4].
In fact, the Internet as a largest and most powerful world's communications network is a
clear example of entrepreneurship and in recent years many entrepreneurs have been registered
on the Internet [5] and via online, interactive has helped to business and job opportunity [6]. In
fact, it can be stated that information and communication are two basic tools needed for any
entrepreneurial activity. So, it can be concluded that ICT can provide lots of changes in different
aspects of entrepreneurship and especially in jobs creating.
Males et al (2009) found in a study that there was a direct access of people to ICT and
knowledge of organization staffs about the needs of market and customer.
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Baharestan et al (2012) found in a study that there was a significant positive relationship
between the presence of information technology and intellectual investments and variables of IT
and ICT on organizational entrepreneurship. In addition, information can be used as a
moderating variable, and increases the positive impact of intellectual investment on
organizational entrepreneurship [8].
Litaoo et al [11]) in a research project found that there was a significant positive relationship
between regular activities around ICT and improving entrepreneurship speed, economic
growth, employment, and job creating .
Hiyousung [12] in a research study found that there was a significant and positive
relationship between the rate of utilization of information and communications technology and
improving educational performance in order to enhance agricultural products [12].
Hyndle et al [13] in an investigation have found that there was a positive and significant
relationship between the rate of media using such as television, the Internet and creating jobs
and businesses for youths. Teodoras et al. [14] in their study concluded that there was a
significant and positive relationship between the uses of ICT in entrepreneurship cooperation
with improving the product sales process [14].
Materials and Methods
This is an applied research. In terms of data collection, monitoring and the degree of
variables control it was descriptive - correlation. In addition, in terms of process, logic and the
time it was quantitatively, deductive and retrospective, respectively. Also in terms of location,
this research has been carried out in agriculture organization in Tehran and in terms of time
intervals; it has been done in 2012-2013.
Sample of the study consisted of 450 agriculture organization experts in Tehran, which were
based on statistics obtained from agriculture organization of Tehran. To determine the sample
size in this study, the Cochran formula has been used. Due to the size of the statistical
population, the sample size was calculated as n=111. In order to response to the research
question and objectives, a questionnaire was designed as the main tool. All the questions except
personal characteristics (age, education level and years of membership) were raised to 5 points
by Likert scale and consisted of three distinct parts.
In this study, in descriptive statistics, measures of central tendency and dispersion, was
done and in order to determine prioritize of the features calculating the mean was used. Factor
analysis was used in the discussion of inferential statistics. Statistical analysis of the collected
data using computer software SPSS Version 19 was performed.
Results and Discussion
The mean age of the responders‘ was 34.5 years and the average membership of experts in
agriculture organization has been reported 12.53 years. In terms of education level, 44.1% of the
experts had bachelor degrees, which were the maximum percentage allocated. The most
frequency of history of experts was 32.4%, which was located at the centroid of 13-18 years.
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The results showed that 50.5% of the experts are familiar with the category of
entrepreneurship at high level
Fifty point five percent of the experts have determined the capabilities of information and
communication technology and development for entrepreneurship at high level. To determine
the experts view of agriculture organization of Tehran regarding the capabilities of ICT on the
development of entrepreneurship, 46 -item in Likert format were used. The results showed that
66.7 % of the experts.
Hosseini et al Accepted the ability of ICT, on development of entrepreneurship at high
level. Moreover, 27% of them accepted these capabilities at moderate rate (Table1).
Table 1 Experts Views to Capabilities of ICT on Entrepreneurship Development
Rate
Low (83-120)
Medium(121-158)
High(159-196)
Very high(197-234)

Frequency
2
30
74
5

Percent
1.8
27
66.7
4.5

Cumulative percentage
1.8
28.8
95.5
100

Mode= high
Prioritize of the items, based on the average, showed that experts believed that the three
potential of ICT with the titles of access to new information, improving the ability of individuals
to search and to obtain timely and accurate information and reduce the cost of access to
information have the most effectiveness on entrepreneurship development, respectively. To
Accepted the impact of information and communication technology (ICT) in developing
entrepreneurship, 18 items were listed. The results showed that 46.8% of the experts believed
the impact of information and communication technology (ICT) at high level for
entrepreneurship development (Table2).
Table 2 Impact of ICT in Developing Entrepreneurship
Rate
Very low(18-32)
Low(33-48)
Medium(49-64)
High(65-80)
Very high(81-96)

Frequency
1
7
49
52
2

Percent
0/9
6/3
44/1
46/8
1/8

Cumulative percentage
0/9
7/2
51/4
98/2
100

Mode= high
The prioritization of 18 items of information and communication technology, three
technologies including educational workshop, internet, exhibition and festivals had the highest
level, respectively. Separation of 18itemsof technologies into three completely new, old and
quite old technologies have been done. Study of 6 items of completely new technologies showed
that 59.5% of the experts believed on the effect of completely new technologies in
entrepreneurship development at medium level and the Internet technology with the highest
average achieved the grade one. The effect of the quite old technology, showed that 48.6% of the
experts, believed on the impact of quite old technology on the development of entrepreneurship
at high level and the educational workshop technology achieved the highest rank and mean.
The results showed that the data were suitable for factor analysis. In order to enhance the
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interpretation of factors, Vari max rotation was used and to determine the number of factors
criteria of specific amount was performed. The first factor has estimated about 13.42% of the
variance of factor analysis. Due to the nature of the variables, was named the "improved job
performance". In this factor, sixteen variables with factor loadings were recognized. The second
factor that was included ten variables, has accounted 9.18% of the variance for factor analysis of
data. Due to the nature of its variables, this factor was named "infrastructure improvements for
production services‖. The third factor with explanation of 8.31% of variance of factor analysis
has been composed of seven variables. Due to the variations that have been categorized in this
factor, this factor has been expressed as the "Information Technology".
Discussion and Conclusion
Given the infrastructure improvements of production services that were aligned with the
researches results of Basher et al [17] and Romani et al [18] the following recommendations are
proposed: greater attention to the holding of systematic inspections of successful entrepreneurs
projects in various areas to be in organization‘s agenda so that to influence educational
processes, and to provide increasing efficiency and productivity. According to the factor of
technology that was in the same direction with research results of Baghersad et al [19], and
Datagram et al [20], it is recommended that concerned agencies use the combination of
information and communication technologies together for the implementation in the field of
entrepreneurship, to creating a variety of activities, and new technologies to be introduced to
the people. Regarding the factor of improving motivation, results of Maida et al [21], and
Alambeigi et al [22] were in lined with the current study and it is recommended: to increase
interest and motivation in experts and entrepreneurs in using ICT, officials and organizational
incentives should be used for improving production situation and employment status. Given
the information that were aligned with the results of Gholipour et al [23], it is recommended that
in order to reduce transaction costs and also reduce the costs of access to information,
strengthening infrastructures and infrastructure-related to technical issues of information and
communication technology, offering cheaper services to patrons and customers and
communications network expansion in all areas, in planning system should be considered more
than previous.
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Abstract
Agriculture is the backbone of Indian economy. The prosperity of the country depends up on the agriculture
sector. It plays a strategic role in the economic life of the Indian society. In the Indian economy agriculture
contributes one-third of the national income. Sixty percent of the export directly or indirectly originates from
agriculture sector. It provides employment to 67 percent of the work forces. It plays a decisive role in economic
development and planning and provides numerous to the industrial and service sector. This paper mainly focuses on
problems and prospects of agriculture credit in India.
Keywords: Agriculture credit, National Income, Economic life, Indian Economy, Banks.

Introduction
Agriculture credit plays an important role in increasing agriculture production. Finance in
agriculture is as important as development of technologies. Technical inputs can be purchased
and used by farmers only if sufficient money (funds) is available with farmers. Most of the times
farmers suffer from the problem of inadequate financial state. This situation leads to borrowing
from an easy and comfortable source. Professional money lenders were the only source of credit
to agriculture till 1935. The requirements of finance in agricultural sector, very few farmers will
have capital of their own to invest in agriculture. Therefore, a need arises to provide credit to all
those farmers who require it. Even if we look into the expenditure pattern of the farmer families,
they have hardly any savings to fall back on.
Therefore, credit enables the farmers to advantageously use seeds, fertilizers, irrigation,
machinery, etc. and they have to invariably search for a source, which supplies adequate farm
credit also. The source of agriculture finance can be divided into two categories Institutional
finance and non-institutional finance. Institutional finance consists of cooperatives, scheduled
commercial banks and regional rural banks, Among cooperatives primary agriculture credit
societies (PACs) provide mainly short and medium term loans; whereas Primary Cooperative
Agricultural And Rural Development Banks (PCARDBs) provide long term loans for the
agriculture. The commercial banks including regional rural banks (RRBs) provide both short
and medium term loans for agriculture and allied activities. The National Bank for Agriculture
and Rural Development (NABARD) is the apex institute at the national level for agricultural
credit and provides refinance assistance to the above agencies.
When RBI act was passed in 1935, special provisions were made under section 54 of the act
to start agriculture credit. Since then agriculture credit has become an integral part of Indian
agriculture and the society bounded by it. Every year the agriculture credit target set by the
government was met and in some states the credits disbursed crossed the set targets. As per
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estimates by the Central Statistics Office (CSO), the percent of people depending on agriculture
and its allied activities was 51.81%, in 1950-51. The desired impact from agriculture was never
realized. Capacity building and basic infrastructure is the key to a sustained agriculture but the
needs seem to be less met by the agriculture credit.
The agriculture credit target for 2015-16 is Rs.8,50,000 crore and achievement is Rs.8,77,527
crore. The target for 2016-17 has been set at Rs. 9,00,000 crore and a sum of Rs. 755,995.17 crore
has been disbursed as agriculture credit during April-September, 2016.
Objective of the Study
The main objective of the study is to identify the problems and prospects of agriculture
credit in India.
Review of Literature
Dr. T. Bhargavi Hrishikesh, Dr. G. Ramakrishna Reddy in his study on Retrospect‘s and
Prospects of Agricultural Finance by Commercial Banks in Kurnool District of Andhra Pradesh,
the study assess that both the bankers and farmers views and finally he concluded that in the
farmers point of view the reasons for the farmers‟ insolvency are crop failure, irrational
subsidy management, no punishment for the violation of ECA orders to input dealers, virtual
disaster relief and inflation pushed poverty. Poor farmers get caught in the debt trap due to lack
of tenancy rights, low/negative returns, and volatility in input and form produce prices. In
bankers point of view the impact of Debt Waiver & Relief Scheme was severe on loan recovery.
Financial illiteracy, financial indiscipline and lack of group cohesiveness attributes stimulate
farmers to come out from banking hold.
Rajiben Solanki (2016), in his study on Agricultural Finance by Commercial Banks in India:
A Case Study of Central Bank of India, the study pointed out that Agricultural finance possesses
its usefulness to the farmers, lenders and extension workers. The economic principles of farm
financial management facilitate in obtaining control over capital and its efficient use. The
investment analysis pertaining to income, repayment capacity and risk bearing ability
determine the amount of capital a farm business can profitably and safely use. Hence, the
farmer can determine his credit worthiness and can put forth his loan application with
confidence to lender. The present study an attempt to analyze the agriculture advances by
commercial banks. This study is based on secondary data. The analysis was made by the
application of trend analysis; Calculate ratios and chi- square test with time series analysis. The
study concludes that the bank credit in India to agriculture sector has been increased in its
quantum during the study period. The credit provided by the bank has increased its advances.
But an effort has to be taken by bank to reduce its outstanding, so that the recovered bank credit
should be pumped in to agriculture sector further for its growth.
Classification of Agricultural Credit
Agricultural credit can be classified into indifferent ways as per the requirement and period
of credit granted. The classification of agricultural credit is presented in Chart 1.1
Page 6
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Period Wise Classification
Period or duration is an important basis for classification of agricultural credit. Based on the
period, credit needs of the farmers may be classified as short term, medium term and long term.
Short-Term Credit
Short-term or seasonal credit is that which is granted for the purpose of providing working
capital requirements of the farmers. Generally, farmers are required to run their farms
efficiently to obtain crop in the best possible manner. They hold credit up to the sale of harvest.
The period for which this type of credit is provided generally ranges from 6 months to 15
months or it can exceed more.
Medium Term Credit
Medium-term credit is provided to the farmers for the purposes like land development,
purchase of implements, machinery, livestock, conversion of cultivation system etc. This credit
is provided for more than 15 months but not exceeding 5 years. The medium-term credit is
classified is classified into two categories. The first category belongs to maintenance or
replacement of existing production assets i.e., normal credit requirements, while the second
classification is concerned with new investment for improving the productive efficiency of the
farm i.e., special medium-term loans11. The medium-term credits are repaid in half-yearly or
annual instalments.
Long-Term Credit
Generally, farmers require all types of credit at various stages of farming. But the need for
long-term finance is more pressing. As stand by the RBI in its preliminary reports, long-term
credit is more important and if any effective steps are taken to make the agriculturist
creditworthy, this is the first problem which is to be tackled12. The long-term loans are granted
for a period of more than 5 years and up to 10 years. In some cases, it may be granted for a
period up to 20 years13. Among various types of uses of long-term loans, principal ones are;
purchase of farm or buying of additional land, construction of buildings for farm operations,
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provision of drainage, and reclamation of sand and other improvements. The long-term loans
are repaid in annual instalments.
Purpose-Wise Classification
According to the Reserve Bank's classification14, agricultural credit may be classified into
three types viz., credit for farm activities, credit for non-farm activities and credit for family
expenditure.
Farm Credit
This type of credit is provided for purchase of seeds, fertilizers, insecticides, hiring of
labour, land improvements by irrigation and drainage, purchase of agricultural implements,
machinery and livestock, construction of farm houses, cattle sheds, tanks and embankments,
laying of orchards etc. in other words, this credit is provided to support the working capital
expenses on farm business.
Non-Farm Credit
Such credit is provided to meet the working capital expenses on non-farm business such as
repair of production and transport equipment and furniture, purchase/construction and repair
of buildings, purchase of non-farm equipment etc.
Credit for Family Expenditure
Such credit is required to meet the household expenditure like clothing, education,
medicines, expenses regarding marriages, death ceremonies and other social events in family,
litigation and payment of old debts etc. Though these types of loans are meant for personal
purpose, the cultivators may borrow by showing the agricultural deeds and are repaid after
selling of their produce.
Security-Wise Classification
According to this type of classification, the agricultural credit may be categorized as secured
credit and unsecured credit. It is based on the type of security offered by the farmer while
obtaining the credit.
Secured Credit
It is also known as ‗Farm Mortgage Credit and Chattel or Collateral Credit‘. In this type,
credit is available against the pledge of some tangible property of the borrower. In fact,
borrowers offer livestock, produced items, warehouse receipts, shares, bonds, and insurance
policies etc., as securities.
Unsecured Credit
Unsecured credit is granted on personal security of the borrower. It is provided on the
promissory or personal notes of the borrower with or without another guarantee. Naturally,
loans of this type are available through informal sectors such as moneylenders.
Page 8
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Creditor-Wise Classification
The agricultural credit may be classified on the basis of creditor also. There are two main
sources of credit viz., institutional and non-institutional credit.
Institutional Credit

Commercial Banks
Commercial banks entered the field of agricultural credit in a major way following their
nationalisation in 1969. Commercial banks are guided by priority sector lending policy of
providing credit to various deserving sectors/sections including agriculture and allied
activities. Growth in commercial bank credit to agriculture, which was lower than the growth in
aggregate bank credit during the 1990s, picked up sharply in the first half of the 2005s and
largely coincided with the growth in aggregate bank credit.
Co-Operative Banks
Cooperative movement was introduced in India in the early year of 20th century with the
main object relieving the burden of debt and for providing credit through a local agency on the
principles of thrift, self-help and mutual aid. They function with the rule of" one member, one
vote". Function on "no profit, no loss" basis. Cooperative banks, as a principle, do not pursue the
goal of profit maximization. Cooperative bank performs all the main banking functions of
deposit mobilization, supply of credit and provision of remittance facilities. Cooperative Banks
provide limited banking products and are functionally specialists in agriculture related
products Cooperative banks are serving in the field of agricultural credit and rural development
Regional Rural Banks
Regional Rural Banks were created as a public banking institution in 1974 to cater to the
credit needs of marginalized sections of rural population including small and marginal farmers.
Regional Rural Banks are guided by priority sector lending policy of providing credit to various
deserving sectors/sections including agriculture and allied activities. RRBs were set up in those
regions where availability of institutional credit was found to be inadequate but potential for
agricultural development was very high. However, the main thrust of the RRBs is to provide
loans to small and marginal farmers, landless labourers and village artisans. These loans are
advanced for productive purposes.

Shanlax International Journal of Commerce

Page 9

Vol. 6

Special Issue 3

March 2018

ISSN: 2320 - 4168

Problems and Prospectus
Insufficiency
In spite of expansion of rural credit structure, the volume of rural credit in the country is
still insufficient as compared to its growing requirement arising out of increase in prices of
agricultural inputs.
Inadequate Amount of Sanction
The amount of loan sanctioned to the farmers by the agencies is also very much inadequate
for meeting their different aspects of agricultural operations. Considering the amount of loan
sanctioned as inadequate and insignificant, the farmers often divert such loan for unproductive
purposes and thereby dilute the very purpose of such loan.
Lesser Attention of Poor Farmers
Rural credit agencies and its schemes have failed to meet the needs of the small and
marginal farmers. Thus, lesser attention has been given on the credit needs of the needy farmers
whereas the comparatively well-to-do farmers are getting more attention from the credit
agencies for their better credit worthiness.
Inadequate Institutional Coverage
In India, the institutional credit arrangement continues to be inadequate as compared to its
growing needs. The development of co-operative credit institutions like Primary agricultural
credit societies, land development banks, commercial banks and regional rural banks, have
failed to cover the entire rural farmers of the country.
Red Tapism
Institutional agricultural-credit is subjected to red-tapism. Credit institutions are still
adopting cumbersome rules and formalities for advancing loan to farmers which ultimately
force the farmers to depend more on costly non-institutional sources of credit.
Conclusion
Credit is required in every type of business and agriculture is not exception to it. The need
for agriculture credit however becomes more important when it moves from traditional to
modern agriculture. The land holding is very small. The population is growing at a faster rate.
Agriculture labor is often under employed. Production suffers from weather risks. The capacity
of the farmers‘ to save and invest is very low. This need is increasing over with the rise in use of
fertilizers, mechanization and rise in price. A special care should be given to provide finance in
time which will facilitate better growth in agriculture production and also farmers‘ social
conditions in this study area. Through this study awareness will be increased among the
farmers to increase the agriculture productivity.
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Abstract
Consumers are concerned about the health and they started to realise the harmful effects of chemicals. Organic
food is a contemporary focus and quit popular in Indian Fast Moving Consumer Goods (FMCG) industry.
The consumers started to prefer harmless foods items and the health conscious have increased. A positive business
scope have been realised on the buying behaviour in India towards the organic foods consumption. Organic food
growth has a required context in India and an exciting stage also begins to the organic food industry. All
stakeholders of the industry will be benefited with this evolution. The existing market players have been elevated the
industry upto the level by the more investment. They have consistently making highest turnover growth at a
compound rate on every year. Hence, the research has been conducted to create awareness to beginners of the
industry. It will help to make their instant contribution in organic food segments. The study has conducted on the
basis of conceptual work which is pertaining from the related information of organic food, entrepreneurship and the
present market need.
Keywords: Globalization, Entrepreneurs, Investment, Market Trend, Consumers.

Introduction
The new entrepreneurs and investors have great benefit from the organic food industry in
India. Every industry offers great scope to begin the business in an organic way. Therefore,
foreign companies are competing to start a business unit especially in India. Indian markets
have engaged with diverse population and it has outsized market segment for all business.
Commerce is rapidly changing in the Indian market since the consumer preferences are
changing. The changes are based on the market demand and dynamic business strategy. In this
commercialised world, all the consumers are being aware about their demands and they expect
health protection and welfare from the industry. Hence, the consumers are giving support for
the natural products and making demand in the market. Most of the consumers believe that the
natural foods are boon for the people health. Food safety is everyone‘s concern. Nowadays
consumers started to give preference to the organic products. Every consumer is approaching
the products with a health conscious intention. Because, most of the people health are affected
by the various diseases, complaints and chronic illness like diabetics, obesity, hormones
disparity, cancers and so on. Several factors have accelerated the diseases on human community
in which the most important factor is intensive farming practices. An intensive farming practice
is using less area of land for cultivation but using a large amount of fertilizers and machinery.
This kind of practice leads to create more problems indirectly on the health of consumers. These
practices are affecting the human generation also. The intensive cultivation makes more
chemical content on these goods and products. The level of chemical content is more than the
standard limit. Because, no proper regulation to control it in India. The people mainly belongs
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the retailers for day to day consumable products like groceries, vegetables and other food items
and so on. All the goods and products will not give welfare of the consumers. This is a crucial
problem of the society and a biggest question stand in front of us how we are going to protect
our generation from this intensive production and cultivation practice. The climate is changing
now because all the consumers have started to realise the effect of chemical content on the
consumer goods. There is one alternative available now. The consumers have started to prefer
organic foods to protect their health and save their generations health. This is the main reason
behind the growth of organic food industry.
Objectives of the Study
1. To study the market scope for organic food products in India
2. To find out the entrepreneurial and investment possibilities in organic food industry.
Statement of the Problem
The government of India is always supporting the entrepreneurs in many ways to increase
the domestic production. Many of financial institutions are available in India and they are
facilitating the financial assistance for the new enterprise under the direction of the government.
Especially, India has a potential market for retail business. The new entrepreneurs have lot of
scope to start the business in FMCG industry. Especially, changing life style of Indian
consumers, rising health awareness, higher disposable income and increasing modern retail
outlets across the country are the main causes of growth driver for the organic food segment.
Over the last five years in India, many of the organic food stores have spurring up in the big
cities. The awareness and acceptance of organic foods also has increased in India. Private equity
of the organic food industry is high in which some of the food categories fall into the high scale
and high margin opportunity. The existing market players of the organic food industry are also
earning better turnover in the domestic market and are getting good margins from the exports.
The main fact is that the organic food consumption did not even reached 0.1 percent of the
India‘s annual food consumption. India‘s organic food market share is less than 0.2 percent 1in
the global organic food market.
Meaning of Organic Foods and Products
Organic produces stated that are grown without the use of pesticides, synthetic fertilizer,
sewage sludge, genetically modified organisms, and ionizing radiations. Animals that produce
meat, poultry, eggs and dairy products do not take antibiotics or growth hormones. The use of
Genetically Modified Organisms (GMO‘s) or products are generally prohibited by organic
legislation. Organic agriculture is a structural approach to production that is working towards
environmentally, socially and economically sustainable productions.
Significance and Benefits of Organic Foods and Products
The society today faces diseases, illnesses and ailments. The main reason for so many
conditions in our world is the food that we eat. The pesticides loaded foods and other toxins are
slowly killing the human body and rendering too weak immune system to handle the onslaught
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of diseases. Due to that, one of the best defences for protecting the health is whole organic foods.
The organic fruits, vegetables and products are not genetically modified and the organic plants
are grown without usage of chemical pesticides. The organic plants are only grown by the
artificial fertilizers, human waste or sewage sludge and they have been processed without
ionizing radiation or food additives. In other words, organic foods are produced without any
man-made chemicals. The following merits can be used to promote the organic foods business
and exposed to acquire the customers.
Human body can fight diseases, bacteria and Viruses when fed organic foods
Organic food contains at least 50 percent more nutrients, vitamins, minerals than nonorganic foods. Same growth hormones and antibiotics that are naturally added.
Organic foods are lower in fat and helps to fight and prevent from obesity
Allergies can be avoided by eating organic foods.
Organic fruits and vegetables are not only grown by nature but they taste better than as
well.
Organic foods are safeguard against toxic metals like cadmium, lead and mercury.
Growth and Export Scope for Organic Products in Asia
The people prefer more for organic products when compared to chemical added one due to
the side effects and less effectiveness to fulfil the purpose. Organic products are more ecofriendly and its made out of natural resources available naturally on the earth. The global
organic products are also expected to increase along with the Indian organic products demand.
The Indian report states that the exports of organic foods were valued at Rs.1,000 crores which is
fairly a boost for new entries in the field. There are several organic products available that range
from cosmetics to food to drugs and more. The entire industries are now exposed to the organic
market. India has the potential place of producing more organic products when compared to
other countries due to the agro-climatic circumstances. The country practices natural traditional
farming that is a mostly organic way, and that acts as an advantage. India occupied the 10thplace
among the top ten countries in the world in the cultivable land of the organic sector. India
produces around 1.24 million Metric Tonnes of certified organic products that are agricultural
products. It also includes cotton, fiber and functional food products. The exports accounted for
135 products in the year 2013-14 with 194088 Metric Tonnes including 16322 Metric Tonnes2
organic textiles.
Fig 1 Growth of Indian Organic Food Market
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The figure 1 shows the sales growth of leading brands organic food and beverage market in
India. The growth has been identified upto 45 percent per annum and estimated by
International Federation of Organic Agriculture Movements. The organic food market in India is
expected to grow from 675 crore in 2010 to7,000 crore by 2015 with a CAGR of 60 per cent.3The
organic products have the good exposure to export with their standards. Organic India is the
biggest market player for organic products in India and they have international exposure also.
Mr.Krishan Guptaa, Global CEO, Organic India, says, ―Market dynamics in India is different
from that of other countries and we are retailing these organic products at much lower prices in
India.‖4 They sell organic products here for Rs.3 US dollar while the same product is retailed in
the foreign markets at around 22US dollar5.This is a huge price difference and as such, our real
margins come from outside the Indian market.
India has been produced around 1.35 million Metric Tonne in 2015-16. The certified organic
products includes all varieties of food products namely sugarcane, oil Seeds, cereals and millets,
cotton, pulses, medicinal Plants, tea, fruits, spices, dry fruits, vegetables, coffee and so on. The
Madhya Pradesh has covered largest area under the organic certification followed by Rajasthan
and Himachal Pradesh. The total volume of exports in India was 263687 million tonnes during
the year of 2015-16 in which the organic food contributions is around 298 million US dollars.7
The organic foods are exported to European Unions, US, Canada, Switzerland, Korea, Australia,
South East Asian countries, South Africa and so on.
Certification of Organic Products
Organic food is an important area for the Indian Government. It has been created as one of
the industry. The National Programme for Organic Production (NPOP) provides an institutional
mechanism for the implementation of National Standards for Organic Production through a
National Accreditation Policy and Programme. Agricultural and Processed Food Products
Export Development Authority (APEDA) is the regulating authority for the same. APEDA
governs each process in advance. A product is labelled organic and retailed. The NPOP
standards for production and accreditation system have been recognised by the European
Commission and Switzerland as equivalent to their country standards.
Financial Assistance for Organic Forming in India
Organic forming requires biological and organic inputs needed to augment the production
of organic fertilizer in India. Government of India provides capital investment subsidies for
commercial production units of organic fertilizer. The main objective of the scheme is to
promote the organic farming in India by making available organic materials to increase the
agricultural organic productivity. This subsidy is availed by the individuals, group of farmers,
proprietary firms, partnership firms, co-operatives, fertilizer industry, companies, corporations
and NGOs. There are no specifications for unit location under the schemes and the entrepreneur
can setup the unit at any place in India. It provides credit linked and back ended capital
investment subsidies for bio fertilizer and bio pesticides units. Capital subsidy of 25 percent of
total project cost to a maximum of Rs.40 lakhs per unit. Subsidy for fruits and vegetable
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compost units are provided with 33 percentage of capital subsidy on the project cost maximum
of Rs.60 lakhs per unit. The value of land to be computed on the project cost and the value of
land should not exceed 10 percent on the project cost. NABARD releases the subsidy in two
instalments. The first 50 percent of subsidy is released to the financing institutions on the
disbursement of first instalment of the sanctioned loan. The remaining 50 percent of the subsidy
would be disbursed after the conduct of inspection made by the officials from the financial
institutions, NABARD or NCDC or NCOF or DAC. The subsidy will be kept by the financial
institution in a subsidy reserve fund account and finally it will be adjusted against the loan
amount of the bank at the end of the repayment period.
Repayment of Loans
The loan sanctioned by the financial institutions for bio fertilizer units, bio pesticide units
and fruit vegetable compost units and generally allowed 10 years for the repayment of loan with
2 years grace period and the interest rate is decided by the banks or financial institutions as per
their norms. The time limit has been prescribed as 15 months for the completion of project with
a grace period of 3 months.
Investment Scope in the Organic Industry
Organic is the most powerful trend in the food business today. Seemingly major company
announces a shift toward organic production on every week. The trend would be continued
long. The organic food consumption is expected to grow at 14 percent of annual growth rate
with in 2018. It is projected to make changes on the GDP up to 3 to 4 percent.8 Hence the organic
food stocks winged to increase in recent years. The overall trend shows a standard return for the
organic food industry stocks. The investors have to consider the organic industry stocks for the
long term investment. Still the industry stocks provide a good return to the investors. According
to Indian organic food market and forecast and opportunities, 2017, Indian organic food market
is anticipated to grow at a significant CAGR of around 19 percent during 2012-17 9and 25percent
during the year of 2015-20.10
Findings and Discussion
Around 20 to 30 percent of organic food cost is higher than the conventional food items
which are the major challenges in India. Majority of the Indian consumers are price sensitive
hence the price of the organic produces can reduce through the mass production and mass
organic farming practice.
More Funding assistance needed to increase the organic farmer base, get certification,
branding and distributions of organic products. When increasing the new entrepreneurs in
this segment, the export level organic foods will be increased. The quality of domestic
products similarly increases with an import country standard.
All state government should encourage the organic farmers and create a market for organic
foods and products. The Government of Tamilnadu can directly purchase organic
vegetables and fruits through ―Pasumai Angadi‖ from the organic farmers. The government
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of India can spread over scheme for entire nation along with state government.The
government of India has taken several initiatives to support and boost up the organic
farming and productions in the form of subsidies and comprehensive policies regarded.
Companies are witnessing increase in sales as a result of increasing demand from metro
cities. The entry of several new players in the organic food market offers the online channel
for purchase. The online forum helps to promote organic food segments. Companies along
with the government should organise awareness among the farmers as well as consumers.
The major players of the Indian organic food market are Sresta, Eco Farms, Organic India,
Navdanya and Morarka and so on. The new entrepreneurs have the opportunity to tie up
with them. The small organic enterprises can be a supplier of these big corporates but the
supplier of the companies has to fulfil their standard.
The government has implemented the National Program for Organic Production that
involves accreditation program for certification bodies and standards for the productions
and promotion of organic foods and products.
Conclusion
A market opened for organic produces henceforth the industry attained highest turnover on
every year. The Indian entrepreneur has great scope and opportunity to enter in the organic
field. The existing market players are getting highest margin from export organic food industry.
More demands for organic vegetables are especially in Metropolitan cities in India. The urban
consumers have more awareness on the organic foods. The rich consumers are ready to buy
organic vegetables and fruits with highest price. Hence, all the industries are turned up to
produce the products in an organic way. The organic goods prices are higher than the nonorganic items. Even though, it could be reduced by encouraging the mass production and
consumption. The government induces the consumers to buy and produce the goods in an
organic way. The private organisations and government can be able to boost up the organic
farming by providing financial assistance to green house plant. The policy of loan has to be
revised in an easiest way. The government has to create a separate ministry for organic foods
and produces to organise the growth of this industry. The highest attracted by the organic food
companies listed in the financial market. Investors pertained growth on investment in organic
industry. Hence, the exchanges have to create a new index for organic food and products
companies. The step will help to measure the growth of the Industry and attract more
investment towards organic farming practice and organic products. The time reveals the
industry to make more attention on this. The entrepreneurs have lot of scope and the investors
have growth in this field. Every individual or stakeholder of the society has the responsibility to
grownup the organic food culture in India.
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Abstract
Internet of Things denotes an on-going transformation of most importance for the Omni-channel retailing. The
purpose of this paper is to analyse the phenomenon of the Internet of Things on Omni-channel retailing by
developing a conceptual framework that can be used to further delineate recent transformation of the customer
interface of Omni-channel shopping. This paper develops a framework of Internet of Things in the Omni-channel
retailing – customer interface that consists of four attitude elements: customer demographic factors, Experience
preference, customer benefits perception and customer lifestyle. This framework exemplifies how Internet of Things
transforms each of these attitude elements and identifies the influence to Omni-channel experience. To fulfil the
Concept of this study, percentage analysis, ANOVA, Correlation Coefficient have been used to testing the hypothesis
and the study found that the relative influence factors on attitude toward Omni-channel retailing had a positive and
significant with Internet of Things.
Keywords: Internet of Things, Omni-channel, Shopping experience, lifestyle, Omni-channel retailing.

Introduction
Internet of Things (IoT) demystified and also the network of every physical items, equipped
with Computer electronics, transducers such as actuators and sensors, inter and intra
connectivity and Software to capture, filter and exchange of data about themselves and their
environmental for various Internet of Things use the cases and for business purposes.
Expectation with regards to the customer experience, services, expedition and efficiency can
play a vital important role for today‘s Omni-channel agnostic and connected with mobile
customers. Even as logistics can play a key role in meeting the demands and providing a better
customer experience and services, there are many other areas where the Internet of Things can
help enhance of customer experience. This is not only case in the context of the retailers those
who are sits at the end of the supply chain. In an increasingly converged retailing reality, goods
also need to be shipped to the consumer; if they aren‘t bought in physical store as well the
Internet of Things plays a role in Omni-channel logistics. With the new developments in areas,
such as buzz deliveries, new opportunities are arises in this regard as well. The use of Omnichannel presence in Internet of Things, personalization, exchange information and context are
essential, the data connection and sensors, for instance based on the movement or gesture
recognition and the possibilities offered by the various data generating in Internet of Things
enabled devices, depending on the circumstances. It is one of the ways Omni-channel retailers
used to connect physical and network certainly when the touch is involved. Current
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applications in areas such as dynamics of pricing, smart shelves and the inventory management
and whole range of consumer-oriented Technology within the online retail store and physical
retail store environment it has possible to achieve multiple potential outcomes.
Statement of the Problem
Maintenance up with the pace of recent technologies is most important problem the retail
industry faces. For instance, Omni-channel retails point of view selling technology often uses
computer systems that are several years behind the computer and network industry as a whole.
The incapability of retail industry technologies to keep up with the initiatives such as Mobile
Technology coupons is a problem that the industry regularly faces. Consistently changing the
economic environment, upgrading the recent technology and keeping their equipment and
running all networks on the latest technologies can be difficult for Omni-channel retailing. This
research study is to examine the technologies domination that helps to customer experience
optimization in Omni-channel retailing with the Internet of Things.
Methodology
The proposed research model for this paper is shown in figure 1. In order to explore the
variables in the proposed research model, a structured questionnaire survey was conducted
from 320 respondents. To fulfil the hypothesis percentage analysis, ANOVA and Correlation
coefficient has been used for testing the hypotheses.

Fig 1 Conceptual Model
Hypothesis of the Study
H1: The attitude toward Omni-channel
various consumer demographics.
H2: The attitude toward Omni-channel
customers‘ benefit perception.
H3: The attitude towards Omni-channel
Shopping experience preference.
H4: The attitude towards Omni-channel
customer lifestyle
H1: The attitude toward Omni-channel
various consumer demographics.
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Table 1 Attitude towards Omni-Channel Retailing
Demographic items
Percentage
F value
P value
Gender
Female
50.1
8.972
0.003*
Male
49.9
Age
20-25 years
21.0
26-30 years
18.0
8.920
0.000**
31-35 years
19.0
36-40 years
21.0
Above 40 years
21.0
Education
Graduates
20.4
Post Graduates
32.1
3.425
0.017*
Research Scholars
42.7
Professional Course
4.8
Occupation
Student
58.1
5.023
0.007**
Pvt. Employee
11.9
Govt. Employee
30.0
Table 1 showed that consumer attitudes toward Omni-channel retailing had significant
differences based on customer demographic factors. The analysis found that the attitude
towards Omni-channel shopping had significant differences in Gender, Age, Education and
Occupation (p<0.05).
H2: The attitude toward Omni-channel retailing has a significant relationship with the
customers‘ benefit perception.
Table 2 A
Benefit Perception
Effectiveness
Shopping Convenience
Product availability
Service quality
Seamless experience
Complete information
Payment security
Delivery options
Return Policy

Benefit Perception
Coefficient
P-Value
0.537
0.000**
0.244
0.000**
0.216
0.000**
0.110
0.010*
0.302
0.000**
0.246
0.000**
0.182
0.000**
0.129
0.003**
0.242
0.000**
Notes: * p<0.05, ** p<0.01
As shown in table 2, that attitude and all the benefit factors were positive association in
every case (p<0.05). H2 found that factors of customer benefit perception factors have a positive
influence on attitude towards Omni-channel retailing.
H3: The attitude towards Omni-channel shopping has a significant relationship with the
Shopping experience preference.
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