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Abstract

The floriculture industry in India has experienced significant growth in recent years, with cut flowers 
emerging as one of the key segments. Pune, a district known for its agricultural potential and favorable 
climate, is an important hub for cut flower production. This paper aims to analyze the marketing mix of cut 
flower producers in Pune district, focusing on the critical elements of Product, Price, Place, and Promotion 
(4Ps) that influence their business success. Through a combination of primary research (surveys and 
interviews) and secondary data, the study evaluates the strategies adopted by flower producers to cater to 
local, national, and international markets. The findings indicate that while producers leverage the region's 
climatic advantages and the growing demand for flowers, challenges such as fluctuating prices, seasonal 
demand, and marketing inefficiencies persist. The paper concludes with recommendations for optimizing 
the marketing mix to enhance competitiveness and profitability in the floriculture sector.
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1. Introduction

The floriculture industry, particularly the 
production and sale of cut flowers, has become a 
significant agricultural sector in India. Flowers are 
used in a variety of sectors including retail, 
decoration, events, and religious offerings. Pune 
district, with its diverse agricultural landscape and 
favorable weather conditions, has positioned itself 
as a key region for cut flower production in India. 
The district's proximity to Mumbai, the financial 
capital of India, and its burgeoning export potential 
to international markets make it an attractive region 
for flower producers.

The marketing mix, which includes product, price, 
place, and promotion strategies, plays a crucial role 
in shaping the competitiveness of cut flower 
producers. This study explores how flower 
producers in Pune manage the various elements of 
the marketing mix and how these strategies impact 
their success in both local and international 
markets.

2. Literature Review

2.1. The Floriculture Industry in India

The floriculture industry in India has shown rapid 
growth in the last decade, driven by increasing 
domestic demand, export opportunities, and 
advances in cultivation techniques. According to 
are port by the National Horticulture Board (2019), 

India is one of the leading exporters of cut flowers, 
with a growing share in the international market. 
Regions like Pune, Bengaluru, and Hyderabad are 
key production areas, benefiting from favorable 
climatic conditions and infrastructure.

Marketing Mix in Agriculture and Floriculture

The concept of the marketing mix, first introduced 
by Jerome McCarthy in 1960, refers to the strategic 
approach companies adopt to meet consumer 
demands. In the context of floriculture, product 
strategies might include flower variety, quality, and 
packaging, while pricing strategies revolve around 
cost factors, market competition, and seasonal 
fluctuations. The place element focuses on 
distribution channels, ranging from local markets to 
international export routes, and promotion involves 
marketing communication efforts aimed at both 
wholesalers and retail consumers (Kotler & Keller, 
2012).

2.2. Challenges in the Floriculture Marketing 
Mix

Various studies have identified specific challenges 
in the marketing mix of the floriculture sector. For 
example, the perishable nature of cut flowers and 
fluctuating demand are key challenges in the 
product and place components of the marketing mix 
(Parmar et al., 2015). Additionally, flower producers 
in rural areas often face difficulties in pricing their 
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products competitively due to lack of access to 
information, market inefficiencies, and limited 
promotional efforts.

3. Research Methodology

This study adopts a mixed-methods approach 
combining both qualitative and quantitative 
research methodologies to provide an in-depth 
understanding of the marketing mix of cut flower 
producers in Pune district.

3.1. Primary Data Collection

l Surveys: A structured questionnaire was 
developed and distributed to 50cutflower 
producers in Pune district. The questionnaire 
covered all aspects of the marketing mix, 
including product varieties, pricing strategies, 
distribution channels, and promotional 
activities.

l Interviews: In-depth interviews were 
conducted with 10 key stakeholders, including 
flower producers, wholesalers, and florists, to 
understand the practical challenges and 
strategies involved in the marketing of cut 
flowers.

3.2. Secondary Data Collection

Secondary data was gathered from industry reports, 
government publications, market studies, and 
previous academic research to provide context and 
supplement primary data.

3.3. Data Analysis

Data from surveys were analyzed using statistical 
tools such as SPSS to derive meaningful patterns 
related to marketing strategies. Qualitative data 
from interviews were analyzed thematically to 
identify the underlying strategies and challenges in 
the marketing of cut flowers.

4. Analysis and Findings

4.1. Product Strategy

Cut flower producers in Pune primarily focus on 
popular flower varieties such as roses, marigolds, 
chrysanthemums, lilies, and gerberas. The product 
offerings are determined by factors such as climate, 
soil conditions, and market demand. Producers 
often choose flower varieties based on their shelf 
life, appeal, and the seasonality of demand. For 
instance, roses are grown for both domestic and 
export markets due to their universal appeal, while 
marigolds are mostly grown for local consumption 
in festivals and religious ceremonies.

●  Product Quality: Flower quality is a key 

concern, with producers emphasizing freshness, 
color, and size. Post-harvest handling practices, 
such as proper packaging and cold chain 
management, are crucial to maintaining product 
quality, especially for export.

l : Packaging is largely basic, with 
plastic wraps and bouquets being common, 
though some producers are moving toward more 
innovative packaging solutions to enhance 
aesthetic appeal and durability.

4.2. Price Strategy

Pricing in the cut flower market is highly volatile, 
influenced by seasonal demand fluctuations, supply 
chain issues, and production costs. Producers face 
intense competition from both domestic suppliers 
and international markets.

l Seasonal Variations: Flower prices are highly 
affected by seasonality. During festivals like 
Diwali and weddings, demand surges, leading to 
higher prices. Conversely, prices tend to dip 
during off-peak seasons.

l Cost-based Pricing: Many producers adopt a 
cost-plus pricing strategy, factoring in 
production costs, labor, transportation, and 
storage. However, the challenge remains in 
achieving price stability given the perishable 
nature of the product.

4.3. Place (Distribution Strategy)

Distribution channels for cut flowers in Pune are 
diverse, with multiple stake holders involved in the 
value chain, including producers, wholesalers, 
retailers, and exporters. The flowers are sold 
through local markets, wholesalers, florists, and 
online platforms.

l Local Markets: Pune has a well-established 
network of local flower markets where producers 
directly sell to retailers and wholesalers. This 
remains a dominant channel for small-scale 
producers.

l Exports: With growing international demand, 
especially from the Middle East and European 
markets, producers are increasingly focused on 
exporting their flowers. However, challenges 
such as logistics, packaging, and compliance 
with international standards often limit the scope 
for expansion.

4.4. Promotion Strategy

Promotional activities in the cut flower industry are 
minimal, especially at the producer level. Most 

Packaging
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producers rely on word-of-mouth, relationships 
with wholesalers, and local advertising. However, 
with the rise of digital media, some producers are 
adopting online platforms for marketing.

l : Local promotions, 
such as discounts during peak seasons or festive 
times, are commonly used to attract customers.

Digital Marketing: A growing number of 
producers are leveraging social media platforms, 
such as Instagram and Facebook, to showcase their 
products, particularly for high-end and specialty 
flowers.

5. Challenges and Recommendations

5.1.  Challenges

l Price Fluctuations: The volatile nature of 
prices, especially during the off-season, remains 
a significant challenge for producers.

l Perishability: Managing the shelf life of 
flowers and ensuring timely deliveries is a major 
hurdle.

l Limited Marketing Reach: Many producers 
lack the resources to implement extensive 
marketing campaigns or reach broader 
consumer segments, particularly outside their 
local markets.

l Logistics and Distribution: In consistent cold 
chain logistics and in frastructure pose 
challenges, particularly for export markets.

5.2.  Recommendations

l Diversification of Product Range: Producers 
should consider diversifying their flower 
varieties to cater to niche markets, such as exotic 
flowers for the international market or organic 
flowers for eco-conscious consumers.

l Price Stabilization Mechanisms: Establishing 
price forecasting tool sand forming cooperatives 
could help stabilize prices and reduce market 
volatility.

 Traditional Promotion

l

storage facilities and logistics networks would 
ensure that flowers retain their freshness, even 
during transportation to distant markets.

l Enhanced Promotion: Increasing the use of 
digital platforms and social media for targeted 
marketing campaigns could help producers reach 
larger consumer base and enhance brand 
visibility.

6. Conclusion

The cut flower industry in Pune district has 
significant potential, driven by favorable climatic 
conditions and an expanding domestic and 
international market. However, the marketing mix 
strategies adopted by producers need to be refined to 
address challenges such as price volatility, 
perishability, and limited marketing reach. By 
focusing on innovative product offerings, adopting 
competitive pricing strategies, enhancing 
distribution channels, and leveraging digital 
marketing, flower producers in Pune can improve 
their market position and profitability.

This study highlights the need for a more structured 
approach to the marketing mix in the cut flower 
sector, suggesting that with the right strategies in 
place, Pune's floriculture industry can continue to 
grow and compete on a global scale.

References

1. Kotler, P.& Keller, K. L. (2012). Marketing 
Management (14thed.). Pearson Education.

2. National Horticulture Board. (2019). 
Annual Report on Indian Floriculture.

3. Parmar, R., Patel, A., & Patel, M. (2015). 
Challenges in Floriculture Marketing in 
India. Journal of Agriculture and Rural 
Development, 5

 Improved Logistics: Investing in better cold 

"PARIDNYA" - The MIBM Peer Reviewed Journal

   17   n n

Volume 11  |  Issue 1 | January 2025

Online ISSN No.: 2457-0281 


