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Abstract 
The agriculture industry has the lowest percentage of content marketing adoption – 

78% compared to the average 88% across all other industries. This is not to say that 

the agriculture sector is slow to adapt. Instead, it shows that non-digital tactics are 

more important in this industry. Many businesses in this sector still run successful 

content marketing campaigns, often using a mixture of online and offline techniques 

to provide something of value to their existing customers. The marketing of 

agricultural products is regarded as unique and deserve a special attention. The key 

objective of digital marketing is to promote brands, build preference and increase 

sales through various digital marketing techniques. In our survey, we wanted to show 

that digital marketing represents a huge opportunity for Agri-marketers. We took a 

sample on 200 student respondents to find out their knowledge about agricultural 

applications like Ag DNA, Agren Soil Calculator, AgriApp, Agric business, Agricultural 

chemicals, Agro Guide, Agri Market, Agricultural Policy Research, Climate App., 

Cropalyser, GPS Fields Area Measure, Organic Farming, Precision Agriculture, Tiger-

Sul Nutrient CalculatorTiger-Sul Nutrient Calculator, Vrain, Vegetable farming, 

VRPETERS (Vehicle Rollover Prevention Education Training Emergency Reporting 

System), etc. 
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Introduction  
There are several types of agribusiness marketing strategies employed to assist 

companies in gaining as many loyal consumers as possible. Much like other types of 

industry strategies, food industry marketing focuses on learning about the current 

client base, formulating methods to encourage a greater client base, and 

advertising effectively to appeal to as many people as possible. These goals are 

often met through practices including market segmentation, analysis, and instituting 

a marketing plan. In most cases, this form of marketing usually takes a business-to-

business approach, as opposed to targeting the individual consumers directly. One 

very effective agribusiness marketing strategy often used in the food production 

business has been market segmentation. Market segmentation is the process of 

taking the company's current client base, as well as potential consumers, and 

carefully evaluating three sets of criteria regarding the groups. Physical attributes 

refer to the client base's size, location, and evaluated interest or need of the 

products offered, in addition to other distinguishing factors. Careful analysis of the 

group's behavior includes specific information about past orders such as frequency, 

http://www.wisegeek.com/what-is-the-food-industry.htm
http://www.wisegeek.com/what-is-a-marketing-plan.htm
http://www.wisegeek.com/what-is-a-marketing-strategy.htm
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most common times of the year or seasons purchased, and how much product is 

typically requested per order. The final step of segmentation marketing is identifying 

quantitative factors, including breaking down the client base to discover less definite 

information about the clients regarding overall feelings of the brand offered, and 

intentions to buy. Another type of agribusiness marketing strategy employed with 

great success is market and client analysis. Most companies have teams of 

marketing experts on hand to carefully review all of the important information 

gathered about the current client base, as well as the overall market status. This 

information is often discovered in the market segmentation reports, and is crucial in 

providing details for the advertising teams to implement the upcoming advertising 

campaigns. The effective agribusiness marketing strategy must include some type of 

marketing or advertising plan. Many food industry businesses outsource this work to 

specialty advertising firms. These firms use the information gathered in the 

segmentation and analysis portions of the process to formulate effective tools to 

attract and keep as many clients as possible through methods such as email 

advertisements, pamphlets, and direct contact with industry buyers. It is not 

uncommon for the campaigns to focus primarily on business-to-business relationships 

at this stage of the food production process. 
 Agricultural marketing covers the services involved in moving an agricultural 

product from the farm to the consumer. Numerous interconnected activities are 

involved in doing this, such as planning, production, growing and harvesting, 

grading, packing, transport, storage, agro-and food processing, distribution, 

advertising and sale (Grahovac, 2005). Some definitions would even include “the 

acts of buying supplies, renting equipment, (and) paying labor", arguing that 

marketing is everything a business does. Such activities cannot take place without 

the exchange of information and are often heavily dependent on the availability of 

suitable finance. Marketing systems are dynamic; they are competitive and involve 

continuous change and improvement. Businesses that have lower costs, are more 

efficient, and can deliver quality products, are those that prosper. Those that have 

high costs, fail to adapt to changes in market demand and provide poorer quality is 

often forced out of business. Marketing has to be customer-oriented and has to 

provide the farmer, transporter, trader, processor, etc. with a profit. This requires 

those involved in marketing chains to understand buyer requirements, both in terms 

of product and business conditions. 

 Digital marketing is the promotion of products or brands via one or more forms of 

electronic media. For example, advertising mediums that might be used as part of 

the digital marketing strategy of a business could include promotional efforts made 

via the Internet, social media, mobile phones and electronic billboards, as well as via 

digital and television and radio channels. Digital marketing has developed into an 

integral component of all communications campaigns and become an important 

success factor. Online marketing covers all those measures used for marketing 

products, brands and companies that are based on new media and technical 

instruments with the aim of encouraging interaction with customers online and offline 

(Zavišić, 2011). Hoffman et al. (1995) were the first researchers to propose a structural 

framework for examining the development of commercial activity on the Web. They 

explored the Web's role both as a distribution channel and as a medium for 

marketing communication, evaluated the resulting benefits to consumers and firms, 

and discussed the barriers to its commercial growth from both supply and demand 

side perspectives. They proposed that the interactive nature of the Web freed 

customers from their traditional passive role as receivers of marketing 

communications, giving them access to greater amounts of dynamic information to 

http://www.wisegeek.com/what-is-email.htm
https://en.wikipedia.org/wiki/Farm
https://en.wikipedia.org/wiki/Consumer
https://en.wikipedia.org/wiki/Harvesting
https://en.wikipedia.org/wiki/Food_processing
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Farmer
https://en.wikipedia.org/wiki/Food_processing
http://www.businessdictionary.com/definition/promotion.html
http://www.businessdictionary.com/definition/product.html
http://www.businessdictionary.com/definition/form.html
http://www.businessdictionary.com/definition/electronic-media.html
http://www.businessdictionary.com/definition/advertising-medium.html
http://www.businessdictionary.com/definition/digital.html
http://www.businessdictionary.com/definition/strategy.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/internet.html
http://www.businessdictionary.com/definition/social-media.html
http://www.businessdictionary.com/definition/mobile-phone.html
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support decision making. Hoffman et al also identified benefits for firms, not only in 

the delivery of information, but also in the development of customer relationships. 

One example is a digital agricultural system. It’s a database that includes not only 

various kinds of data relevant to agriculture, ranging from soil conditions to market 

assessment, but also optimal decision functions that help make better decisions in a 

series of agricultural production and marketing processes. Such a system is an 

important agricultural risk management tool, which can help assess risks due to 

climate change, develop a revenue protection plan for producers, and generate a 

soil quality management plan (Shen et al. 2010). 

 Improved agricultural production is the major weapon in the fight against world 

hunger, improving rural livelihood and increasing economic growth. Agriculture is 

one of the most important sectors of the nation, and could benefit tremendously 

with the applications of ICTs, especially in bringing changes in socioeconomic 

conditions of the poor in backward areas. Agriculture constitutes a major livelihoods 

sector and most of the rural poor depend on rain-fed agriculture and fragile forests 

for their livelihoods. Farmers in rural areas have to deal with failed crops and animal 

illness frequently and due to limited communication facilities, solutions to their 

problems remain out of reach (Patel, Sayyed, 2014). 

 

Methodology  
The purpose of this paper was to show that digital marketing represents a huge 

opportunity for Agri-marketers. We took a sample of 200 student respondents to find 

out their knowledge about agricultural applications. 100 student respondents were 

from the College of Agriculture in Križevci and 100 students from the Faculty of 

Agriculture in Osijek. The survey was taken in the period from February until May 2016. 

 

Results  
98 % of 200 student respondents use mobile applications in daily life. Only 6% of them 

use agricultural applications. 

 

Chart 1 

Which agricultural application do you use most? 

 
Source: our survey, 2016 

Our survey shows that students, even though they have big informatics knowledge, 

are not interested in trying new technologies, only 14% are opened in new ideas.  
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Interesting result was gained on the question in witch percent do you think 

agricultural applications are useful in practice and the answer was 75%. That is not 

matching with results showed in Table 1 who are referred to knowledge of 

agricultural applications. 

 

Table 1 

How many agricultural applications do you know? 

Less than 10 84 %  

10 and more 13 %  

More than 50 3 %  

Source: our survey, 2016 

 

In Table 2 we wanted to ask, by their opinion, what is the most important thing in 

agricultural marketing and in Table 3 the negativities when you sell a specific 

product. The results are shown below. 

 

Table 2 

Importance of selling agricultural products 

Quality product 41 %  

Good advertising 18 %  

Price 24 %  

Distribution 17 %  

Source: our survey, 2016 

 

Table 3 

Main negativities when selling agricultural products 

Rapid deterioration of the 

product 

69 %  

Low quality of the product 12 %  

Negative marketing   4 %  

High cost 15 %  

Source: our survey, 2016 

 

All 200 student respondents agreed that good marketing can sell specific 

agricultural products. The problem can be high price and low quality products. 69 % 

of respondents think that the biggest concern is rapid deterioration of the product 

which has a short date of use. 

 Although we say that technology has improved, it has not gone to the rural levels 

as it is confined to urban areas alone. Just 7% of all student respondents use 

agricultural marketing and digital marketing in rural areas all. In urban areas 46% of 

them uses above mentioned markets. 
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Chart 2 

For what purpose do you use digital marketing?  

 

 
Source: our survey, 2016 

 

Conclusion  
There are several challenges involved in marketing of agricultural produce. The 

government funding for farmers is still at a nascent stage and most of the small 

farmers still depend on the local moneylenders who are leeches and charge high 

rate of interest. There are too many vultures that eat away the benefits that the 

farmers are supposed to get. There are several loopholes in the present legislation 

and there is no organized and regulated marketing system for marketing the 

agricultural produce.  

 In our paper, we wanted to show that digital marketing represents a huge 

opportunity for farmers in the future. The things which have to change are limited 

access to the market information, the literacy level among the farmers (in this point is 

very low) and multiple channels of distribution of both farmers and consumers.  

In the end, results showed very low interest and knowledge about digital marketing, 

agricultural marketing and agricultural applications at all between students. Even we 

took survey in two different areas; in two different Colleges the results were similar. So 

we can take the conclusion that young, educated people should be more 

interested in progression of agriculture, because if they do not do that agriculture as 

it is, will stop in the 21th century. We have to make an effort to research this theme 

more often. 
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