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ABSTRACT 



ABSTRACT 

 
Organic foods are the one that are chemical free and grown using no pesticides 

orchemical fertilizers. There are many benefits involving organic food products. Organic 

foodshave higher nutritional content than chemical rich foods. They contain more vitamins 

andminerals. 

The main objectives of the study is to find the awareness of consumers about 

theorganic foods, to study the consumer preference towards organic products, to identify 

thefactorinfluencingconsumertobuyorganicproducts.Toevaluatethebarrierfacedbyconsumersw

hileoptingfororganic products. Toassessthe level of satisfaction. 

To attain these research objectives, a research methodology was framed, The 

researchdesignisdescriptiveinnature.Theprimarydatawerecollectedusingstructuredquestionnair

e. The study was conducted with the sample of 150 consumers using convenientsampling 

techniques. The data was analyzed by applying the percentage analysis, mean 

scoreanalysis,Garretrankingtechnique,weightedaverage,Chi-squareandLikertscaletechnique. 

The study determined that Consumers have enough awareness about organic 

foodproducts.The mostsignificantfactorsinfluencing Consumers organicfood 

Productsareorganicfoodsaremorenutritiousthantraditionalfoods,organicfoodtastebetterthantrad

itional foods, organic foods reduce the risk of illness, organic foods are more 

healthy,fresherthanconventionalfood.Healthisanimportantreasonforbuyingorganicfood.Consu

mersareawareofvariousorganicfoodsandperceivethatitistooexpensivecomparing with the 

conventional products. Majority of the consumers are highly satisfied andsatisfiedwith 

theusageoforganic productsand theyprefer torecommendothersalso. 
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CHAPTER 

IINTRODUCTIO

N 

Thehasty modernizationandindustrializationoftheworldduringthetwentiethcentury has 

seen the global population explosion. Due to technological advancement andincreased 

mortality rates, the global population is ever growing and this mounting 

populationdemandsfoodsupplythatcanmatchit.Thishasresultedinfoodproductiononanindustriali

zed extent. Innovative implementations to supply as large an amount as is possiblewith as 

little input and as possible can only go so far as to satisfy the demand. However, tomeet the 

demand and maximize output and profit there have been other measures introduced.One 

example being battery farming method, where as many animals as possible are crawlinginto 

unnatural growing pens that require minimal human input. Also, the addition of animalfeed 

additives such asproteins to make animals grow quicker and bigger is used. Alsoscientific 

manipulation of crop foods which enables pest resistant crops to grow more quickand in more 

abundant quantities. On the downside to this great demand to satisfy humanconsumption; the 

ethical andenvironmental toll these agricultural practices have been pointtoconsideration. 

Animal welfare has been overlooked, the environmental damage and manipulation 

ofnatural pollination cycles as well as the human consumption, implications of 

geneticallymodified foods has been placed below profit lines of multinational corporations. 

Of which,many are often lacking in corporate responsibility and transparency. The dawn of 

the twentyfirst century has seen the rise of the ethically conscious consumer. People have 

become awarehow important their health is to them and the importance of the ingredients of 

what theyconsume. Eating can be said to be a political act as every time you choose what you 

eat; youaremakingarangeofenvironmental, ecologicalandpolitical choicestatements. 

Traditional food practices are gained impetus in the food practices of present 

culture.Twentiethcentury 

hasbeenthewitnessofmosttechnologicalagriculturalrevolutionarychanges leaving remarks on 

degradation of population and environment. The simultaneousgrowth of world population, 

life expectancies and economies created increasing demand 

forfoodsupplies.Tomeetthisdemandthetechnicalgreenrevolutionhasbeenthecornerstoneof 

India‟s agricultural achievement transformed India from a food deficient to self-

sufficientcountry. But this self-sufficiency was achieved through a haphazard and excessive 

use ofchemicalfertilizersandsyntheticpesticidesthatjeopardizedtheagriculturalproductivityin 
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the long run. The harmful chemicals and pesticides entered our food chain and the 

currentagricultural practices become unsustainable. Hence, sustainable development has 

caught theimagination and action all over the world. Sustainable agriculture is necessary to 

attain thegoal of sustainable development. This necessitates an alternative agricultural method 

that canfunctionin an ecofriendlysystem in crop production. 

Augmented in pervasiveness of several chronic diseases is strongly associated 

withfood intake and food choices. Further, ethical movements are becoming widespread in 

thedeveloped and developing economies towards animal health, welfare on farms and its 

peopleand environment as a whole. The consumers are becoming more health conscious and 

theysolicit for more information about health and nutrition. The food related health jolt 

motivatesthe consumers to talk more about food safety, health benefits and environmental 

issues and asa resulttheirfoodhabitsanddietary 

patternsarechanging.Considerableattentionandinterest has been shown by the consumers 

towards the food products free from chemicals,additives, preservatives etc., and hence they 

are willing to spend more premium to greener,healthy and natural food products. This has 

gained a lot of momentum in recentyears withthegrowth oforganic sector. 

OVERVIEWOFORGANICFOODPRODUCTSANDITSINDUSTRY 
 

Organic products are grown under a system of agriculture without the use of 

chemicalfertilizers and pesticides with an environmentally and socially responsible approach. 

This is amethod of farming that works at grass root level preserving the reproductive and 

regenerativecapacity of the soil, good plant nutrition, and sound soil management, produces 

nutritiousfoodrich in vitalitywhich has resistance to diseases. 

India is bestowed with lot of potential to produce all varieties of organic products 

dueto its various agro climatic regions. In several parts of the country, the inherited tradition 

oforganic farming is an added advantage. This holds promise for the organic producers to 

tapthemarket which isgrowingsteadilyin thedomesticmarket related to theexportmarket. 

Currently, India ranks 10
th

 among the top ten countries in terms of cultivable 

landunder organic certification. The certified area includes 15 per cent cultivable area with 

0.72millionHectareandrest85percent(3.99millionHectare)isforestandwildareaforcollectionofmin

orforestproduces.Thetotalareaunderorganiccertificationis4.72millionHectare(2013-14). 
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The GovernmentofIndia hasimplementedtheNationalProgrammefor 

OrganicProduction(NPOP).ThenationalprogrammeinvolvestheaccreditationprogrammeforCer

tification Bodies, standards for organic production, promotion of organic farming etc. 

TheNPOP standards for production and accreditation system have been recognized by 

EuropeanCommission and Switzerland as equivalent to their country standards. Similarly, 

USDA hasrecognized NPOP conformity assessment procedures of accreditation as equivalent 

to that 

ofUS.Withtheserecognitions,IndianorganicproductsdulycertifiedbytheaccreditedCertification

Bodies ofIndiaare accepted bythe importingcountries. 

PRODUCTION 
 

India produced around 1.24 million MT of certified organic products which 

includesall varieties of food products namely Sugarcane, Cotton, Oil Seeds, Basmati rice, 

Pulses,Spices,Tea,Fruits,Dryfruits,Vegetables,Coffeeandtheirvalueaddedproducts.Theproduct

ionisnotlimitedtotheediblesectorbutalsoproducesorganiccottonfibre,functionalfoodproductsetc

. 

Amongallthestates,MadhyaPradeshhascoveredlargestareaunderorganiccertificationfoll

owed byHimachal Pradeshand Rajasthan. 

EXPORTS 
 

India exported 135 products last year (2013-14) with the total volume of 194088 

MTincluding 16322 MT organic textiles. The organic agri export realization was around 

403million US $ including 183 US $ organic textiles registering a 7.73percent growth over 

theprevious year. Organic products are exported to US, European Union, Canada, 

Switzerland,Australia,New Zealand,South EastAsiancountries,Middle East,SouthAfricaetc. 

Oilseeds-Soybean70percentlead amongthe   products   exported   followedby 

Cereals& MilletsotherthanBasmati6per cent,Processedfood products5per cent,Basmati Rice 

4per cent, Sugar 3per cent, Tea 2 per cent, Pulses and Lentils 1per cent, Dryfruits1percent, 

Spices 1percentand others. 

ORGANICLOGO 
 

A trademark - "India Organic" will be granted on the basis of compliance with 

theNationalStandardsforOrganicProduction(NSOP).Communicatingthegenuineness aswell 
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as the origin of the product, this trademark will be owned by the Government of India. 

Onlysuchexporters,manufacturersandprocessorswhoseproductsaredulycertifiedbytheaccredite

d inspection and certification agencies, will be granted the licence to use of the 

logowhichwould begoverned byaset ofregulations. 

ORGANICFOODISENVIRONMENT-FRIENDLY 
 

The long- term effects of soil contamination are likely to be disastrous to the 

futuregenerations. Today‟s mantra of – „destroy all, consume all‟ means there is unlikely to 

be aliving planet, as we have known it for millions of years. The large-scale production and 

usageof organic food will definitely go a long way in sustaining and preserving the 

ecologicalbalanceofourbio-system. 

Theshort-termbenefitsoforganicfoodincludethefollowing: 
 

 Localwildlifeisnot harmed. 
 

 Thegroundwaterandsoil is notcontaminated. 
 

 Thediversityoftheecosystemis preserved. 
 

 Lessenergyisconsumedduringfarming. 
 

 Wasteproductionisminimized. 
 

 Theenvironment is freefrom pollution. 
 

ORGANICFOODISFARMER-FRIENDLY 
 

Constant exposure to chemicals suchas, organophosphate pesticidesand 

fertilizerscanbedetrimentaltothehealthoffarmersleadingtoawidevariety 

ofserioushealthconditions. 

The gastrointestinal system, eye, skin, respiratory and the nervous system can 

beaffected.Continuousexposurealsoincreasestheincidenceofcongenitalbirthdefects,depression,

miscarriagesand cancer. 

ORGANICFOODISCONSUMER-FRIENDLY 
 

A diet comprising of non-organic food exposes the consumer, particularly infants 

andsmall children, to pesticides. A study conducted on school children fed on conventional 

foodrevealedthattheyexhibitedalarminglevelsofpesticidesintheblood,whichdrastically 
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reduced when the children were put on an organic diet. Pesticides act as mutagens, 

whichincreasethe risk ofcancer and otherserious medical condition. 

Historically, man as hunter-gatherer could not affect the environment because he 

wasusing the natural population of animals and plants well below the sustainable yields 

except inthoseareas wheretrading ofanimals and/or plantswasintroduced. 

Man's agricultural use of land is a relatively recent event. The evolution of 

systematicagricultureoftodayis200yearsold anddates backtothedaysofthe Industrial 

Revolution. 

Agriculture has been considered as a way of life. Ever increasing population 

placesgreater demands on agriculture to increase the production, to match the increasing 

demandsfor food supply. With agricultural development though food production has 

successfullyincreased nearly everywhere but it has failed to match with the growing 

population in manyareas-especiallydevelopingcountriesofAfrica,AsiaandLatin America. 

This again has forced the pace of agricultural development to be maintained, so 

thatteemingmillions do not starve. 

Overtheperiodoftime,thedevelopmentof agriculturewasachievedinterms of: 
 

1. Expansion and/orconversionofagricultural lands; 
 

2. Increasedagriculturalproductivity; 
 

3. Multiple-croppingpattern; 
 

4. Conversionofsingle-croppingsystemto twotier and/ orthreetiercultivationand 
 

5. Expansionofnatural limits. 
 

In  due  course  of  time,  agricultural  development  became  possible  due  to 

(a) development of modern scientific techniques; (b) advanced technology; (c) expansion 

ofirrigational facilities: (d) use of chemical fertilizers; (e) use of pesticides and insecticides; 

(f)developmentanduseofhighyieldingvarietiesofseeds;(g)changedagriculturalpractices; 

(h) mechanization of agriculture; (i) varying crop sequences and (j) land ownership and 

thelandtenure. 

Itwillbe difficultforustomaintainour presentstandard of livingandcurrentconsumption- 

pattern if we continue to destroy land. Considering this, it becomes essential tounderstandthe 

related incidencescausingenvironmentaldegradation. 
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THEHIGHYIELDINGVARIETIESPROGRAMME 
 

The introduction of high yielding varieties has changed the agricultural 

environmentby creating a variety of pest problems. Many of these either were unknown or 

were of minorimportancein theearlysixties. 

The increased irrigational facilities, higher use of fertilizers and the high 

yieldingvarieties led to the resurgence of pests. The high-yielding varieties and the 

monoculturepracticesled to materialchangein thepest complex. 

Pests and diseases such as gall midge, brown plant hopper, bacterial blight and 

tungrovirus (or paddy) considered minor diseases earlier to the Green Revolution suddenly 

appearedasmajordiseases. 

Agricultural losses due to such pests and/or diseases increased tremendously since 

thehigh-yielding varieties were more prone to pests and diseases. Naturally, use of 

pesticidesincreased and this brought about widespread occurrence of pesticide-residues 

practically 

ineveryagriculturalproduce,widespreadpesticideresistanceinvectorsandfinallyevenresistanceto 

pesticides in stored grains. 

Suchpesticideresistanceinpestsofagriculturalimportancebecameamajorconstraint in 

improvingagricultural productivity. 

ENVIRONMENTALBENEFITSOFORGANICFOODPRODUCTION 
 

Conventional food producers claim that there are not enough scientific evidence 

fororganic food production being better for the environment. This may be true but 

thefactsspeakforthemselves. 

Fact number 1 - organic food production eliminates soil and water contamination. 

Sinceorganic food production strictly avoids the use of all synthetic chemicals, it does not 

pose anyrisk of soil and underground water contamination like conventional farming which 

uses tonsofartificial fertilizers and pesticides. 

Fact number 2 - organic food production helps preserve local wildlife. By avoiding 

toxicchemicals, using of mixed planting as a natural pest control measure, and maintaining 

fieldmargins and hedges, organic farming provides a retreat to local wildlife rather than 

taking itawayits natural habitat likeconventional agriculture. 

Factnumber3-
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organicfoodproductionhelpsconservebiodiversity.Avoidanceofchemicalsanduseofalternative,a

llnaturalfarmingmethodshavebeenshowntohelp 
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conserve biodiversity as it encourages a natural balance within the ecosystem and 

helpspreventdomination ofparticularspecies over theothers. 

Fact number 4 - organic food production helps the fight against global warming. 

Mostorganicallyproducedfoodisdistributedlocally.Asaresult,lessenergyisusedfortransportation 

whichautomatically reduces carbon dioxide emissions which are believed tobethe main 

causeofglobalwarming. 

Factnumber5-

organicfoodproductionreduceserosion.Organiccropproductionmethodsdonotforeseeelimination

ofallvegetationexceptforcrops.Asaresult,moresoiliscoveredwithvegetationpreventingthewindto

carryawaythetopmostfertilesoillayers. 

Despite the lack of scientific studies and existence of a few which even deny 

theenvironmentalbenefitsoforganicfoodproduction,thereisnodoubtaboutwhichfoodproduction 

methods cause the greatest harm to the environment. The fact alone that 

organicfarmingmethodsstrictlyforbidtheuseofallsyntheticchemicalsisenoughtorejectallegation

s about organic food production not being any more environmentally friendly thanthe 

conventional farming practices. The effectsof pesticides and artificial fertilizers havebeen 

scientifically proven seriously damaging to both the environment and human 

health.Pesticides do not only kill pests but many beneficial insects too including honey bees, 

whilesome are even lethal for small mammals and birds. But their effect on the environment 

doesnot end here. Pesticides and fertilizers penetrate deep into the soil reaching the 

underwaterwhichisthemainsourceofdrinkingwaterinmanypartsoftheworldincludingalargeparto

ftheUK. 

Organicfood production is by some accusedto use more land to produce equalamounts 

of food. This may be true but unlike conventional agriculture, organic farming issignificantly 

less disturbing for the environment because it often supports the local wildliferather than 

stripping it of its natural habitat. In fact, many organic farmers encourage wildlifespecies such 

as birds, bats and other predatory animals to live on their farmland and assistthem inpest 

control. 

Organicfoodisnotonlyhealthierbecauseitdoesnotcontainresiduesofanysynthetic 

chemicals but also due to the fact that it is more nutritious.The conventionalfarmers claim that 

their fruits and vegetables contain equal amounts of nutrients and manystudies confirm their 

claims. However, they often forget to mention that the nutritional valueof 

afreshlyharvestedapple,forinstance,issignificantlyhigherthanthatofanapplethathas 
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been offered for days or even weeks. This is due to the fact that nutritional value of fruits 

andvegetablesbeginstodropalmostimmediately after beingharvested.For 

example,freshbroccoli losesasmuch as50per centofvitaminC contentasearlyas7days 

afterharvest. 

Loss of nutritional value of fresh fruits and vegetables after harvest may seem to 

havelittle to do with the way they are grown. However, it has a lot to do with plant 

growingmethods. Organic farming does not only strictly avoid the use of chemicals during 

plantgrowth but also forbids the use of any kind of preservatives or chemicals to extend their 

shelflife. As a result, organic food spoils a lot earlier and needs to be eaten in a 

considerablyshorter period of time than conventionally grow fruits and vegetables. These are 

typicallyharvested before ripening to “survive“ the transport or/and treated with all sorts of 

things toextendtheirshelflife.Theyremainfresh-

lookingalotlongerthanorganicfruitsandvegetables,andtherefore 

oftenprovidelessessentialnutrientsthan they areclaimedtocontain. 

Food labeling has improved significantly over the last fewyears and the consumersare 

offered considerably more information about the origin, ingredients, etc. but it is still 

notpossibletofindthedateofharvestforinstancewhichisveryimportantfornutritionalvalueof fresh 

fruits and vegetables. The appearance itself does not reveal anything because allconventional 

produced fruits and vegetables are typically treated withpreservatives. Thusthey may look 

fresh and taste fresh even if they were harvested weeks ago. A unique healthguide has been 

published by leading sports trainers which is very informative. The labels oforganically 

grown fruits and vegetables usually do not contain the date of harvest either butdue to their 

very short shelf life, most of organic fruits and vegetables are offered to theconsumers almost 

immediately after harvest because some show signs of deterioration within24 hours after 

being picked. This means that they are offered really fresh which makes themmorenutritious 

than conventionallygrownfruitsandvegetables. 

Nutritional value of meat and dairy products may not seem as problematic 

becausethey have to be offered fresh, frozen or refrigerated regardless of their method of 

production.However, it is hard to imagine that a chicken that never has an access to sunlight 

for instanceproduces equally nutritious eggs as chicken that has both access to daylight and 

scratching, ora cow confined at high stocking density in a barn producing as nutritious milk 

as a cowgrazingoutdoors ongrass allyear round. 



10 
 

ORGANICFOODANDITSEFFECTSONHEALTH 
 

The public is becoming increasingly aware of the importance of healthy nutrition 

forgeneral health and overall well-being. Processed foods which are high in saturated fats, 

sugarand sodium, and low in essential nutrients are not only responsible for overweight 

problemsbut have been also shown to be major contributors to a number of health problems 

includingdiabetes, high blood pressure and heart disease. To make things worse, there are 

also variousartificial preservatives, flavor enhancers andanumber of other chemicals 

withdubiouseffects on health. But on the other hand, unprocessed foods are not as healthy as 

they seem tobe either because most of them are conventionally grown which means with the 

use 

ofpesticides,chemicalfertilizers,antibiotics,growthhormonesandwhoknowswhatelse.Fortunatel

y,thereis a safer and healthieralternative–organic food. 

Critics claim that there is not enough evidence for organic food being either 

healthierorsaferthantheconventionalone;however,theorganicfarmingmethodsspeakforthemselv

es.Themainideaoforganicfoodproductionisavoidanceofallnon-organicfarming methods which 

means that the use of pesticides, artificial fertilizers, antibiotics,growth hormones and similar 

things are strictly forbidden.Instead, organic food producersuse all natural farming methods 

such as crop rotation, composting, companion planting,stimulating biodiversity, etc. As a 

result,organic products pose neither risk of pesticideresidues nor presence of other potentially 

harmful chemicals. Organic food products also arenot allowed to contain any genetically 

modified ingredients nor artificial additives. Althoughconventionally grown food is claimed 

to be safe, absence of all non-natural ingredients makesorganic food without a doubt a 

healthier and safer choice because the long term effects ofthose “safe“ doses of pesticides, 

preservatives and other chemicals remain unknown. Theymaybeharmless but theymayalso 

beseriouslyharmful. 

The main advantage of organic food is without a doubt absence of all non-

naturalingredients but the benefits of organic food for health do not end here. Due to the fact 

thatorganic food products must not contain any artificial preservatives and if so their shelf life 

ismuch shorter. This is particularly important when it comes to fresh fruits and 

vegetableswhich start to lose nutritional value the same moment they are harvested. And it is 

the shortershelf life that makes organic fruits and vegetables more nutritious because they 

have to beconsumed relatively soon in contrary to conventionally grown ones which look like 

they werejust harvested for weeks or even months. As a result, organic food provides 



11 
 

considerablygreater amounts ofessential nutrients which playthekeyrolein human health. 
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Inadditiontodirecthealthbenefits,organicfoodoffersanumberofindirectbutjustas   

important   positive   effects   on    both   human    health    and    the     environment.Since 

organic food production strictly forbids the use of hazardous chemicals, there is no 

riskofsoilorwatercontaminationwhichdoesnotjustaffectthepopulationlivingnearbyconventional 

farms but wider areas as well considering that groundwater accounts for 80 percentofthe 

drinkingwater in someparts of Southern England. 

HISTORYOFORGANICFOOD 
 

The word, „Organic farming‟, was first introduced by Lord North bourne. The term 

isused in his book, „Look to The Land‟, in which he had put forth suggestions for a 

wholesomeapproachtoecologically-balancedfarming. 

However the practice of organic farming has been prevalent from the time 

agriculturewas first conceived. It was with the advent of the „green revolution „that the 

natural way ofgrowing crops started becoming unpopular and economically less feasible. 

More crop yieldsmeant higher profits to the farmer and better utilization of the land. At times 

when only onecrop was grown per season or year, the farmerswho used fertilizers started 

growing twocropsduringthe same time-period 

Organic food farming continued in small, mostly family-run, farms or kitchen 

gardenswhere peoplegrew food for their own requirements.The produce 

wassoldinfarmer‟smarkets. Large scale organic farming was begun by farmers and scientists, 

as a mark ofprotest to the agricultural industrialization. Now, organic food is widely available 

and hasbecome verypopular, with soaringsales. 

Extolling the virtues of organic food has largely been through „word –of –

mouth‟,although attempts have been made by the media and by the proponents or advocates 

oforganicfood. 

There are compelling reasons to become an organic food convert. Most health 

expertsclaim that organic food is natural and pure, highly nutritious, has a superior taste and 

isentirely safe. It lays claim to several health benefits, as it has copious amounts vitamin C 

thatthe conventional food cannot lay claim to. Raw organic food is also known to cleanse 

theblood stream by eliminating toxic wastes. Besides, organic food farming is known to 

beentirelyenvironmentfriendly. 
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HISTORYANDDEVELOPMENTOFORGANICMOVEMENTS 
 

TheOriginsoforganicfarminggobacktothe1920stoDr.RudolfSteinerincorporated the 

“Biodynamics”, which is a very similar yet more precise form of Organicagriculture that 

encompasses spiritual, ethical and ecological practices to agriculture, 

foodproductionandnutritioningeneral.Biodynamicscanbecharacterizedasapseudoscienceora 

spiritual science that takes a holistic approach over a reductionist approach. The timely riseof 

Organic farming offers an alternative solution to industrialized agriculture at a time 

thatcoincideswith consumer‟s demand. 

Organic farming was practiced in India since thousands of years. The great 

Indiancivilization thrived on Organic farming and was one of the most prosperous countries 

in theworld, till the British ruled it. In traditional India, the entire agriculture was practiced 

usingOrganic techniques, where the fertilizers, pesticides, etc., were obtained from 

plantandanimalproducts. The cow, not only provided milk, butalso providedbullocks for 

farminganddungwhich was used as fertilizers. 

India is an Agrarian country with around 56 per cent of its population directly 

orindirectlydependinguponAgriculture.Inancienttimesthepracticeofagricultureisconsideredto 

be the greatest service to the society and this practice is inter-twined in their Tradition 

andCulture.Agriculturemaybedefinedasanintegratedsystemoftechniquestocontrolthegrowthand

harvestingofanimalandvegetables.Itisanuncomplicatedendeavorcomprisingoftechnicaland 

practical processes that helps in the maintenance of the ecological balance and protectshuman 

resources; and most importantly it is a viable food production system. After the 

Greenrevolution and use of chemical fertilizers, people started realizing the adverse effects of 

thesechemicalfertilizersonearthandstartedOrganicagricultureinIndia. 

Organic agriculture is a system for crops, livestock and fish farming that 

emphasizesenvironmental protection and the use of natural farming techniques. It is 

concerned not onlywith the end-product, but with the entire system used to produce and 

deliver the agriculturalproducts. To the other end, the entire farm cycle, from production to 

processing, to handlingand delivery, excludes the use of artificial products such as 

Genetically Modified Organisms(GMOs) and certain external agricultural inputs such as 

pesticides, veterinary drugs, 

additivesandfertilizers.Organicfarmersrelyinsteadonnaturalfarmingmethodsandmodernscientif

ic ecological knowledge in order to maximize the long-term health and productivity 

oftheecosystem, enhancethe qualityoftheproductsandprotect theenvironment. 
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The growth of Organic agriculture production and trade has been accompanied by 

anincreaseinnationallegislationinordertosettheminimumrequirementsforOrganicagriculture 

and create the institutional framework for certification, thus giving the Organiclabel greater 

credibility. Legislations ensure fair competition among producers and 

facilitateequivalencewithothercountriesforinternationaltrade.Becauseofthehealthandenvironmen

talbenefits and trade opportunities associated with organic agriculture, Governments 

sometimespass regulations that encourage farmers to shift to Organic methods, through tax 

reductions orexemptions,subsidies,orsupportinresearchandmarketing. 

During 1950s and 1960s, the ever increasing population of India and several 

naturalcalamities lead to a severe food scarcity in India. As a result, the Government was 

forced toimport food grains from foreign countries. To increase food security, the 

Government had 

todrasticallyincreasetheproductionoffoodinIndia.ThegreenRevolution(undertheleadership of 

M.S. Swaminathan) became the Government‟s most important program in the1960s. Large 

amount of land was brought under cultivation. Hybrid seeds were 

introduced.NaturalandOrganicfertilizerswerereplacedbychemicalfertilizersandlocallymadepes

ticideswerereplacedbychemical pesticides.Largechemical factorieswereestablished. 

Before the Green Revolution, it was feared that millions of poor Indians would die 

ofhunger in the mid of 1970s. However, the Green Revolution, within a few years, showed 

itsimpact. The country, which was greatly relied on imports for its food supply, reduced 

itsimports every passing year. In 1990s, India had surplus food grains and once again 

becomeand exporter of food grains. As time went by, extensive dependence on chemical 

farming hasshown its darker side. The land is losing its fertility and is demanding larger 

quantities offertilizers to be used. Pests are becoming immune requiring the farmers to use 

stronger andcostlier pesticides. Due to increased cost of farming, farmers are falling into 

thetrap ofmoney lenders, who are exploiting them no end, and forcing many to commit 

suicide. Bothconsumer and farmers are now gradually shifting back to organic farming in 

India. It 

isbelievedbymanythatOrganicfarmingandconsumingishealthierthanGMfarming.Though, the 

health benefits of organic foods are yet to be proved, consumers are willing topay higher 

premium for the same. Many farmers in India are shifting to Organic farming 

duetothedomesticand international demandforOrganicfood. 

Priorto1980s,theorganicagriculturemovementwasdrivenbyacollectionofgrassroots 

organizations, farmers and traders, who formed national associations to 
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advocatefortheircause.Manyoftheseassociationsbandedtogetherin1972toformtheInternational 
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FederationofOrganicAgricultureMovements(IFOAM),aninternationalumbrellaorganization 

for the movement. IFOAM today unites over 850 organizations in 118 differentcountries. The 

Organic movement was especially concerned with the quality of the food andstandards that 

were needed to create consumer trust and to provide assurance that 

productionprocessesweresimilar across different farms. 

The first legislation to set the standards for organic agriculture appearedin Oregonand 

California in the United States, in 1974 and 1979 respectively. Consumers created apersistent 

demand for Organic agriculture and beginning in the 1980s, local and nationalgovernments 

responded to it with legislation on organic agriculture. The recognition 

thatOrganicagriculturecouldhelpcountriesachieveenvironmentalobjectivesfurtherencouraged 

governmentstoadoptagrienvironmentallawstopromoteorganicfarming. 

The science of nutrition is now passing from thevitamin age to an organic age. Forthe 

past two decades, everyone talked about vitamins, which were considered to hold thesecret of 

health, but today‟s world is going towards organic. The growth of Organic foodexists because 

lapses found in the quality and safety of conventional food products. Organicfood products 

are produced without using modern inputs such as synthetic pesticides 

andchemicalfertilizersinanenvironmentallyandsociallyresponsibleapproach.Organicagricultur

e in India was practiced long back by Sri Albert Howard, a British Agronomist, inlocal 

village of North India and he is often referred to as the “Father of Modern 

OrganicAgriculture”. 

Today‟seducatedsocietyisshowinggreaterinteresttohealthandpreferfoodproducts 

withmore nutritional values, lessadditives and the food productcoming fromnatural 

production methods and thus they are beginning to search and opt for more foodproducts of 

Organic origin in order toprotectthem from chronic disease. Hence eatingOrganicfoods has 

become apopularand healthytrend amongconsumers. 

Organic farming and its food products balances both the sustainable livelihood of 

thefarmersaswellassafeguardtheconsumer‟shealth.Itpromoteshealthy 

useofnaturalresources,improvesSoilfertility,preservesBiodiversityandminimizesallformsofPoll

ution. It aims to produce a food product which gives a long term benefit to both 

theenvironmentandhealthoffuturegeneration.ManyconsumersbelievethatthepreferencesforOrg

anicfoods amongconsumers are associatedwith multiple factors. 
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Organic food sector is the fastest growing sector all around the world. By all 

accounts,Organic production and consumption is booming in many countries. According to 

the 

latestFIBL(FoursChungsInstituteFurBiologischenLandbauResearchInstituteSwitzerland),IFO

AM(InternationalFederationofOrganicAgricultureMovements)survey oncertifiedOrganic 

agriculture worldwide, (data as of end of 2015),data on Organic agriculture 

areavailablefrom170countries(upfrom164in2015).Worldwidethereare43.1millionhectaresofOr

ganicagricultural land(includinginconversion area). 

With growing awareness towards healthy foods, surging income levels and shift 

inconsumer behavior, India‟s emerging Organic food market is recently transforming into 

theworld‟s fastest growing food market. India is emerging as one of the largest potential 

marketfor Organic food products, as it is bestowed with lot of potential to produce all 

varieties oforganic food products because of its various agro climate regions. In several parts 

of thecountry, the inherited tradition of organic farming is an added advantage. This holds 

goodopportunity forIndia totake upa productionof organic food productsfor 

exportsanddomestic use. Globally India ranks 35
th

 in terms of total land under Organic 

cultivation and88
th

 position for agriculture land under organiccrops to total farming area. The 

cultivatedland under certification is around 4.43 million hectares in the year 2014-15.Further, 

there areover 15,000 certified organic farms in India. India is one of the most important 

suppliers oforganic food to the developed nations. No doubt, the organic movement has again 

started inIndia. 

OrganicfoodproductionisactuallybeingpushedbythepositiveGovernmentregulations in 

many places. Several Countries provide subsidies to their farmers during 

theirconversionofconventionalfarmingintoorganicfarming,toassistinbuildingorganicmarketing 

channels and to provide technical assistance etc. Since, organic farming 

addressessoilhealth,humanhealthandenvironmentalhealth,thissectorisreceivingafocusedattenti

on from Government of India. Incredibly, every second of every day, a new headlinesabout 

the effects of global warming, species loss and other distressing environmental andhealth 

news are threatening the world. Thus the study is to analyze the consumer attitude 

andbuyingintention oforganic food productswithreferenceto Coimbatoredistrict. 

HISTORYOFTHEORGANICMOVEMENT 
 

The organic movementis more of a renaissancethan a revolution. Untilthe 1920‟s,all 

agriculture was generally organic. Farmers used natural means to feed the soil and 
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tocontrolpests. 
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It was not until the Second World War that farming methods changed dramatically. 

Itwas when research on chemicals designed as nerve gas showed they were also capable 

ofkillinginsects. 

In1939,PaulMullerdevelopedDDT,thefirstofanewclassofinsecticides–chlorinated 

hydrocarbons to counter the pest problems. Since then, a new way of farmingemerged, where 

the use of chemicals was heavily promoted. This led to the outright 

dismissaloforganicfarmingmethods. 

The modern organic movement began at the same time as industrialized agriculture. 

ItbeganinEuropearoundthe1920s,whenagroupoffarmersandconsumerssoughtalternativesto the 

industrializationof agriculture. InBritain, the organic movementhadgatheredpacein the1940‟s. 

In 1962, science writer Rachel Carson published Silent Spring, a book where 

shecriticized the indiscriminate use of chemical pesticides, fertilizers and weed killers. The 

booktitlereferstotheultimatedisappearanceofsongbirds becauseoftheeffectsofDDT 

The „be natural‟ approach of the 1960s and 1970s, the growing consumer interest 

inhealth and nutrition, thegrowth of the greenmovement, the focus on conservation 

andenvironmentalissuesstimulatedthedevelopmentoftheorganicmarketandencouragedfarmerst

oadopt organicmethods. 

In the middle of the 20
th

 century enthusiasts brought organic farming techniques 

fromEuropeto Australia. 

Theorganicmovementhadsprung directly fromthecustomers‟demandastheybecame sick 

of the health hazards associated with the use of chemicals in food and householdproducts. 

Products offered only through health food stores in the 1970s and 1980s spread to 

thecorners of supermarkets in the 1990s. Today, organic productsoccupy prime shelf space 

inthebigchain supermarkets. 

ORGANIC 
 

Organicfoodandproducts arecharacterized bythefollowingfeatures: 
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1) SUSTAINABLYFARMED 
 

Organicfarmingusessustainableagriculturalprinciplewhichbuildsupthesoilfertility and 

prevents top soil degradation and erosion. Keeping the soil in good condition andpreventing 

its erosion is vital in achieving a natural balance with the environment in which afarmexists 

andto beas self-sustainingas possible. 

2) FREEOFCHEMICALS 
 

Organic food is grown without the use of synthetic chemicals such as 

pesticides,herbicides,fungicidesand fertilizers. 

Inorganicfarming,diseases,weedsandpestsareproactivelyandpreventivelymanaged 

throughcultural methods such asgood soil health for natural plant resistance,selection for 

physically stronger plants, crop rotation, companion planting, natural predatorsandbeneficial 

insects. 

Physical means such as crop covers, slashing, weeding, hand plucking beetles 

offplants are also used in organic farming. Organic farmers can use natural oils or plant 

derived,biodegradable pesticides as a second line of defense. These are strictly monitored and 

usedunderstringerrestriction. 

Organic food products are processed without the use of synthetic food additives 

suchascolorings,preservatives,flavorings,fillers,trans-fats,enhancers,stabilizersandsweeteners. 

3) NOTIRRADIATED 
 

Organic food is notsubjected to irradiation, a process in whichfood is exposed tohigh 

energyionizingradiation. 

4) NOTGENETICALLYMODIFIED 
 

Organicfood doesnot have artificial human interventionasgenetic 

modificationisnotallowedintheproductionandprocessingof   organic   food   and   food   

products.Thelongterm effectsofgeneticallymodified foodon our health areunknown. 

5) NOANTIBIOTICSANDGROWTHHORMONES INLIVESTOCK 
 

Organiclivestockareallowedtomaturenaturallywithouttheuseofgrowthpromoting 

agents. Antibiotics are not routinely used to prevent diseases. Use of homeopathicandnatural 

treatmentis preferredwhentreatingillnesses. 
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6) HUMANETREATMENTOFLIVESTOCK 
 

In organic farming, livestock are treated humanely, given access to fields, clean 

water,daylight and adequate ventilation, allowed plenty of space to express their natural 

behavior,given comfortable bedding andgood shelter from prevailing winds. They eat their 

naturaldiet, supplemented by organic, not genetically modified grain. There are a fewer 

animalsstockedon everyacreoffield to prevent overgrazing. 

Organic poultry can wander outdoors instead of spending their lives in a cage 

orpacked in a shed. The practice of de-beaking where the beaks of all birds are seared off 

with ahot blade to prevent them from attacking each other in a confined cage is banned as it 

causesimmensepain to thebirds. 

Organic poultry are not fed food that contains any animal wastes or growth 

enhancingagents or anything containing genetically modified ingredients. They are raised 

differentlyfrom battery hens, thus organic eggs are far less likely to contain salmonella. The 

cramped,unhygienic conditions in which battery hens are raised form a breeding ground for 

diseasessuchas this. 

GENUINEORGANICPRODUCTS 
 

Organic certification is your guarantee that what you are eating and consuming 

hasbeengrownorproducedusingrigorousorganicstandards.Thereisavery 

strictsetofguidelinesthatgoverns anyproduct thatbearsthelabel „certifiedorganic‟. 

Organicstandardsareenforcedbycertificationbodiesaroundtheworld.Certificationbya 

recognized organic body isa lengthy process,involving careful assessment to ensure 

thatallofthestrict criteria aresatisfied. 

Certified organic products contain (excluding water and salt) at least 95 per 

centorganically produced agricultural ingredients. The remaining ingredients(up to 5 per 

cent)can be non-agricultural substances or non-organically produced agricultural ingredients 

withstrictcriteriasuchasabsolutelynosyntheticchemicalsorgeneticmodification. 

Whereorganicingredientscomprisebetween70percentand90percentofaprocessedproduc

t, this can belabeled contains certified organicingredients‟. 

Single ingredient products or any products labeled as „100 per cent organic‟ must 

be100 per cent organically derived with the exception of any water or salt contained in 

theproducts. 
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When you are shopping for organic food and organic products, look for the 

certifier‟slogoandthelabel„certifiedorganic‟toensurethatyouarebuyinggenuine 

organicproducts. 

14KEYREASONSFORPURCHASEOFORGANICPRODUCTS 
 

1) NOCHEMICALS 
 

Organicfoodisfreeofchemicalssuchas pesticide 

residues,artificialcolorings,preservatives, flavorings, trans-fats, enhancers, stabilizers, fillers, 

sweeteners and other foodadditivesthat could havecumulative health effects. 

2) HEALTHIERKIDS 
 

Feedingourkidswithorganicfoodwillsignificantlyreducetheirexposuretopesticide 

residues. Infants and children are more susceptible to the effects of chemicals due totheir 

largerintakeoffoodper kiloofbodyweight,narrowerrangeof foodconsumed,increased intake of 

fruit and vegetable, and the reducedability of their developing vitalorgansin eliminatingtoxins. 

3) NOANTIBIOTICS,HORMONESORPATHOGENS 
 

Organic farming does not allow livestock to be routinely given antibiotics 

orfeedsthatcontainanimalby-

productswhichcouldhavebeencontaminatedwithpathogens.Organic livestock have lower levels 

of pathogens due to high animalwelfare 

standards.Ifyouareeatingorganicmeat,youaremuchlesslikely 

tobeeatingfoodthatcontainsantibioticresidues orpathogens. 

4) BETTERNUTRITION 
 

Organic farming produces healthier plants as they are grown on nutrient rich 

soil,which in turn produce healthier foods that give our bodies the nourishment to function at 

anoptimum level. In contrast, the use of synthetic fertilization of soil, early picking, over-

processing and extended storage of food in conventional farming deplete their 

nutritionalvalue. 

5) NOGENETICMODIFICATION 
 

The only way tobesureyouare noteatinggenetically modifiedfoodistobuycertified 

organic food. Genetically modified food has not been independently tested for theirlongterm 

effectson ourhealth. 
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6) NOIRRADIATION 
 

Organic food cannot beirradiated.Irradiationcauses changes to bothmacro 

andmicronutrientsinfoodsandcreatesfreeradicals.Thesefreeradicalscancombinewithexisting 

chemicals such as pesticide residues in food to form new chemicals called uniqueradiolytic 

products. There are limited scientific studies on the long term effects of these 

newchemicals,especiallyonbabies and children. 

7) BETTERTASTE 
 

Higher soil nutrients, healthier plants grown in season, fewer early pickings, 

reducedtime in storage, lack of over-processing, higher natural sugar content and happier 

animalsraisedinanaturalenvironment,allcontributeto abetterqualityandflavorinorganic food. 

8.)SAFERHOME 
 

By choosing organic, you will live in a safer home where indoor pollution and 

toxicchemicals play little part in your daily life. The garden will be a safer place for your 

childrenand petsto playin. 

9) BETTERFUTURE 
 

Buying organic products increases the demand which in turn, encourages farmers 

andfood processors to produce more organic products. This will make organic products 

morereadily available, less expensive and therefore more affordable to all. Increasing demand 

willalso lead to the reversal of conventional farming practices and the harmful effects they 

arehavingon ourhealth andenvironment. 

10) HEALTHIERECOSYSTEMS 
 

Organic farming practices reduce the amount of toxic chemicals used and help 

toeliminatechemicalleaching,thusprotectingandconservingourenvironmentandwaterresources. 

Organic farmers also create healthier habitats for native animals which in turn,helps to 

promote the re-establishment and balance of the native ecosystems that havebeenlostthrough 

decades ofconventionalfarmingpractices. 

11) SUSTAINABLEFUTURE 
 

Organicfarming practices are considered to be highly sustainableand are based onthe 

principal of building and nurturing the natural biodiversity and structure within the 

soilsandthesurroundingenvironment. 
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12) BIODIVERSITY 
 

Conventional farming is about killing everything that poses a threat to the 

maximumyield of the crop being produced. Organic farming is about preserving and 

nurturing life 

andpromotingdiversitywithintheenvironment.Itencouragesnaturalbiodiversityandpreservation

ofthe naturalgenetic varietyofplants,insects and animal species. 

13) ANIMALWELFARE 
 

Organic livestock practices are more humane and allow livestock to grow in a 

naturalenvironment with free access to fields or outdoor areas, natural bedding and plenty of 

indoorareas. They are not mutilated, confined or caged. They graze on organic pasture and are 

fedorganic feedstuff that has not been contaminatedwith chemicals,animal by-

productsorgeneticallymodifiedfoods. 

14) FARMERWELLBEING 
 

Conventional farmers and their families are exposed to toxic chemicals and 

pesticides.In this world of chemical-driven mass agricultural production, organic farming is a 

means ofsurvival for small, independently owned family farms. Every time you purchase 

organic food,youareinvestingin thefutureofourcountry. 

This is a future we can ill afford not to invest in and we have the power in our 

ownhands on every single day of our lives to make this difference. If it is one thing we 

activelyand positively do every day of our lives, it can be this simple act of asking for and 

purchasingorganicproducts. 

STATEMENT OFTHE PROBLEM 

In recentyearstheworldhasseenagrowingawarenessabouthealthissues. 

Consumers worldwide are being concerned about the quality and safety of food that they 

eat.They are anxious about the effect of pesticides, livestock effluent and veterinary drugs 

ontheir health and livelihoods. Organic agricultural methods considered to be a viable 

solutionto most of these concern. Many researchers were carried out in developed countries 

the studyrelated to Consumer's awareness, perception and willingness towards Organic 

Products isvery limited. This study aims to disclose more information about Consumers 

attitude andbuying intention of organic food Products. Hence the following research problem 

have beentakeninto account of thestudy. 
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SCOPEOFTHESTUDY 

The research study has an enormous scope. Coimbatore acts as one of the major 

playersin organic food products manufacturing. The study focused on the preferences and 

fulfillmentleveloftheconsumers towards organicfoodproducts. 

OBJECTIVESOFTHESTUDY 

 
 Tofindtheawarenessof consumersabouttheorganicfoods.

 Tostudytheconsumerpreferencetowardsorganic products.

 Toidentifythe factor influencingconsumerto buyorganicproducts.

 Toevaluatethebarriers facedbyconsumers whileoptingfororganicproducts.

 Toassessthelevelofsatisfaction.

 
LIMITATIONOFTHESTUDY 

 
 The demographic region for the study is restricted to Coimbatore. So the results 

maynotgeneralizeto other area.

 The study has been conducted organic food Products. The Coimbatore district, due 

tothe limit only 150 respondents were selected for sampling it does not cover 

overallconsumers.
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CHAPTERSCHEME 

 
Thefollowing arethechapterschemeof thestudy asunder 

 

 

 

 
 

CHAPTERI Firstchapterdealswiththeintroductionaboutorganicproducts 

CHAPTERII Second chapter covers the “Review of Literature”, under which 

abriefdescription of earlier studieshave been included. 

CHAPTER III This chapter deals with the “Research Methodology” which 

includesdescription regarding sources of data, collection of data and 

tools usedforanalysis of data. 

CHAPTERIV This chapter deals with “Analysis and Interpretation”, under 

whichdatacollectedthroughquestionnairewereanalyzed 

andinterpreted. 

CHAPTERV Chapterdealswithsummaryof“Findings,Conclusion 

andSuggestions”. 
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CHAPTER 

IIREVIEWOFLITERATURE 

 

INTRODUCTION 

 

Generally, a writing survey recognizes, assesses and incorporates the applicable 

writinginside a specific field of examination. It enlightens how information has developed 

inside thefield, featuring what has just been done, what is by and large acknowledged, what is 

arisingand what is the present status of deduction on the theme. Moreover, inside examination 

basedmessage,forexample,atheory,awritingsurveydistinguishesanexplorationholeandverbalize

show aspecificexamination projecttends to thehole. 

 
 Dr. HarinadhKarimikonda (2020), Conducted a study on “A Study on 

ConsumerAwareness of Organic Food Products and Practices with Reference to 

SelectOrganic Stores in Hyderabad City” examined the level of awareness and 

determinethegreenpracticesoftherespondentsandtheirvaluablesuggestions.5wellestablis

hed and organized food products stores in Hyderabad are taken for the study.100 

respondents have been selected purposively based on convenient sampling. 

Toolsusedforthe studyareFrequencies andDescriptive analysis,OneSampleT-Test.

 
 M.AarthiandS.Balusamy(2020),Conductedastudyon“ConsumersSatisfactiontowar

dsOrganicFoodProductsinCoimbatore”,revealedmorewomen were open to buying 

organic food products than men – the percentage was 77per cent for women and 23 

per cent for men. Buying in organic stores located in 

andaroundCoimbatore.However,theconsumershaveconcernsonorganicproduce,primari

lythecertificationandauthenticityoforganicfoodproductshastobeimproved. They lack 

awareness towards originality and certification process involvedin Organic food 

products. Also, this market is huge and untapped. So, there areinnumerable benefits 

for all the stakeholders; however, a few challenges. This studyprovided a better 

understanding of consumers' attitude, purchase intention and actualbuying behavior 

towards organic food products. For this purpose, a survey data 

werecollectedfrom773Coimbatoreconsumersthroughstructuredquestionnaire.
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Statistical tools adopted to execute the results. And necessary findings provided 

withdatainterpretations. 

 Dr.SumanGhalawat,Dr.SeemaParmar,Prof.SunitaMehla,Dr.AmitaGirdhar 

(2019), conducted a study on “A Consumer Awareness Study towardsPurchasing of 

Organic Products in Hisar City”, determined the relationship betweenkind of organic 

products customers buy and benefit of using Organic Products 

andsecondlytodeterminethesignificantrelationshipbetweenreasonsforchoosingorganic 

products and benefit of using Organic Products. Data has been analysed withthe help 

of a questionnaire on a Like scale ranging from 1= Strongly Agree to 

5=StronglyDisagree.ThedataisanalysedusingSPSSversion13.0.Findingsofthestudy 

revealed that customers were agreed that organic products contribute to theirbetter 

healthfollowedby quality of productandpreferring the taste/texture/feelingand the 

corresponding mean value was 1.48, 1.92 and 1.92 respectively. Regardingpreferring 

the organic product over non organic product, customers were consider 

thatorganicproductswerepreferredforhealthconcernfollowedbypreferringthetaste/textur

e/feeling and quality of product and the corresponding mean value was1.48,2.04 and 

2.08 respectively.

 
 G. Jaya Pennarasi and V. Dhanalakshmi (2019), conduted a study on” A study 

onconsumer preference towards organic food products in salem town”, attempted 

togainknowledgeaboutconsumer‟ssatisfactiontowardsorganicfoodproductconsumption

. With rising concern of health issues and food safety, many consumershave turned 

their site to organic food products. The increased consumers' interest inorganic food 

has been attributed among others to the growing demand for food freefrom pesticides 

and chemical residues. Organic food promotes a balance of human,other living 

organisms and the nature. It also promotes no artificial preservatives andbest maintain 

the originality of food. This prevents excess use of harmful 

ingredientsandtherebyensures health.

 
 Vidhyavarsini.R.K, and Dr.M.Nirmala (2019), Conducted a study on, ”A Study 

OnConsumer Satisfaction Towards Organic Food Products (With Special Reference 

ToCoimbatoreCity”understood the factors influencing to purchase and the level 

ofsatisfaction towards organic food products and marketing in Coimbatore city. It 

wasdecidedtouse varioustoolslikepercentageanalysisandcorrelation.Theresult
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indicatedthatmostofthepeoplefrequentlypurchasefruitsandvegetablesandlevelofsatisfac

tionisalsogood andit is significant asper correlationco-efficient. 

 
 V.AbiramiandP.V.Agilaa(2019),Conductedastudyon,”AStudyonConsumer’sAware

nessandPerceptiontowardsOrganicFoodProductsinCoimbatore City”, aimed to 

measure the level of awareness, perception, attitude,purchasing behavior and opinion 

regarding the consumption of organic products atCoimbatore 

city.Inrecentdecades,consumerattitude andbuying intentionhavechanged for natural 

food products. Consumers are focusing more and more on theirhealth. The domestic 

market has enlarged in offering eco-friendly food segments suchas that of naturally 

grown food. Organic food serves as a hopeful elective for thepopulation alarmed 

about the consequences of large amounts of chemicals included infood products – 

both in terms of consumption as well as the negative impact on 

theenvironment.Theconsumerpreferencetowardsusesofnaturalfoodproductsishighlydep

endentonconcernforhealthlevels,affordabilityandindividualaccessibility.

 
 Dr.N.Savithri,andB.Lavanya(2019),Conductedastudyon“AStudyOnPerceptionOfI

ndianConsumers”conductedthefactsofconsumerperceptiontowards organic food 

products. Organic food products are popular across Europe andUnited States of 

America. Asia is not far behind with India being a prominent player.The concept of 

organic food products is not new to Indian farmers. However, there isnot much of a 

consumption taking place domestically despite the fact that India is oneof the top 10 

players in the world when it comes to the number of Farmers engaged 

inorganiccultivation

 
 Dr. Nakul and A. Deshmukh (2018), Conducted a study on” A Study Of 

MarketPotential And Consumer Perception Towards Organic Agriculture And 

Food”,paiddueattentiontodesigningandadheringtotheappropriatemethodologythrougho

ut the study for improving the study for improving quality of research. Themain theme 

of the study that “a study of market potential and consumer 

perceptiontowardsorganicagricultureandfood”withspecialreferencetowesternvidarbhat

he
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presentstudytoinvestigatetheincreasingorganicagriculturefarmingandfoodforhealthylif

e. 

 
 Erdoğan-

YazarandBurucuoğlu(2018),Conductedastudyon“ConsumerAttitudetowardsOrga

nicFoods:AMultigroupAnalysisacrossGenders”examinedtherelationshipbetweenco

nsumers‟healthconsciousness,foodsafetyconcerns, attitudes towards organic products, 

and intention to purchase organic foodproducts. For this purpose, we first developed a 

research model; then, we tested theresearch model based on gender differences. 

According to the results of the research,the attitude toward organic food is a powerful 

indicator of the consumer‟s intention topurchase organic food.Health consciousness, 

food safety concerns, attitudes, andintentions have a significant relationship with each 

other. As a result of the genderbasedbinary modelcomparison,the 

attitudesandintentionsof maleandfemaleconsumers towards organic food are different. 

Participants‟ increased awareness 

ofhealthconsciousnessandfoodsafetyconcernsincreasetherelevanceoforganicproducts,a

nd hasan impacton thedevelopment ofthe organicproduct market.

 
 Dr. AkankshyaPatnaik (2018), Conducted a study on” Consumers 

PerceptionTowardsOrganicFood:AStudy”,highlightedthecorporateendeavortoward

senvironmentalasylumandalsoemphasisontheinimitablestrategyoftheagri-business 

practices which directly affects the healthof customer & climate overall.This paper 

intensifies the perception of general customer towards this organic 

conceptespeciallyforfood.Organicstrategyprovedtobeoneofthebestcompetitivestrategie

s in this aggressive global platform. It Lavish corporate spoor which becomeprolific 

inamplifying commonconsumer togreenconsumerandleadthemtoastandard green& 

healthy life style. Simply the motto of this paper is to give a hand tothisgreen 

revolutionto counteractthegrowingclimatic&healthdilemma.

 
 Sooraj S Narayan (2018), Conducted a study on “Customer Perception Of 

OrganicFood products –A Review”, discussed price as a main variable as it is the one 

mainthing that determines the purchase of organic food products. This paper also 

discussestheneedfortheaspectofenvironmentalsafetyandfriendlinessinthispaper.This
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studyaimsatunderstanding theperceptionof differentcustomersaboutorganicproducts. 

 
 NurdasilaDarsono,AfridaYahya,AbdulMuzammil,SaidMusnadi,ChairilAnwar, 

WirdahIrawati (2018), Conducted a study on “Consumer Actual PurchaseBehavior 

for Organic Products in Aceh, Indonesia”, gained insight into 

consumers‟purchasebehavior,todeterminetheinfluenceofhealthconcern,environmentalc

oncern, product quality and knowledge on attitude, purchase intention and how 

thatcan effect an actual purchase behavior of consumers‟ toward organic product in 

Aceh.This study was conducted on 310 consumers that consume organic product in 

Aceh.The sample were taken using purposive sampling technique and the sample data 

werestatisticallyanalyzedusingConfirmatoryFactorAnalysis(CFA)andStructuralEquati

onModeling(SEM).Theresultshowedthatattitudeandpurchaseintentionwas significantly 

affected by health concern, product quality and knowledgebut notby 

environmentalconcern.Then,attitudewashaveasignificantdirecteffectonpurchaseintenti

on,andthissignificantresulthasanimpactonactualpurchasebehavior,inwhichattitudeandp

urchaseintentionsignificantlyaffectedactualpurchasebehavior of consumers‟toward 

organic product.

 
 Chaitra Bharath and H.M. Chandrashekar (2018), Conducted a study on” A 

Studyon the Consumer Awareness of Organic Certification of Food Products in Mysore 

City”,tried to understand how much the consumers are aware of organic certification 

andwhat would increase their level of trust in organic food in Mysore city. Many 

studieshave charted out the consumer profile of organicfood. But there is a gapin 

researchas to know whether the consumers who buy organic food paying a premium 

price fortheseproducts actuallyknow thecertification process.

 
 RipalPatelandGautamDonga(2018),Conductedastudyon”Consumers’Awareness and 

Consumption: A Study of Organic Product”, revealed that majority 

ofconsumersareawareaboutorganicproductbutaveryfewoutofthempurchaseit.The major 

reasons of non-consumption of organic products were unavailability oforganic 

product, lack of information about benefits of organic product and its highprice. 

Demographic factors like teenager in family, education and monthly 

incomeaffectconsumptionoforganicproduct.Consumerwerefacingproblemwhile
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purchasingorganicproductlikehardtodifferentiateorganicproductfromconventional 

product, lack of certification and labeling.The findings of this 

papermayhelpmarketerstobetterstrategicandmarketingdecisions.Italsohelpsgovernment

bodies in designingpublicawarenessprograms. 

 
 AyisaaAdams , Jacob K. Agbenorhevi,FrancisAlemawor, Herman E. 

Lutterodt,Gilbert O. Sampson (2018), Conducted a study on “Assessment of the 

Consumers’Awareness and Marketing Prospects of Organic Fruits and Vegetables in 

Techiman,Ghana”, revealed that key factors such as age, marital status, income 

andknowledgeofchemicalresiduesandtheirassociatedhealthriskssignificantlyinfluenced

consumers‟choiceandwillingnesstopayapremiumfororganicfruitsandvegetables. The 

estimated market potential for the organic fruits and vegetables 

wereGH¢3,514,383,194.70 (~926 million USD) and GH¢5,341,348,087.50 (~1407 

millionUSD) 

peryear,respectively.MostconsumersareawareoforganicfoodsintheTechiman market of 

Ghana and they became aware generally through the radio andschool/books. Most of 

the consumers acknowledged that they had concerns about 

theenvironmentalandhealthrisksassociatedwithchemicallygrownfruitsandvegetables 

ontheir health and wellbeing. Almostallthe consumers werewilling 

topayupto50%premiumfortheorganicfruitsandvegetablespurchasedintheTechimanmun

icipality.

 
 M. Shireesha,Prof.and V. Chandra Sekhar Rao (2018), Conducted a study on ” 

AStudy on Urban Consumer Perception towards Organic Food Products”, revealed 

thatboth male and female urban consumers have perceived noticeable differences 

betweenorganic and conventional food products in terms of taste, appearance, 

freshness, 

shelflifeandcookingtime.Itisalsoobservedthathealth,nutrition,tasteandchemical/fertilize

r free nature are the attributes that have an influence on the 

purchasedecisionoforganicfoodproducts byurbanconsumers.

 
 Nayana Sharma and Dr. RituSinghvi (2018), Conducted a study on “ 

Consumersperceptionandbehaviortowardsorganicfood:Asystematicreviewofliterature”,p

rovided many insights for the study. It has also provided direction in designing 
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thepresent study. A number of researchers have identified the demand of organic 

foodproductsworldwideandinIndia.Furtherthevariousfactorsthatinfluenceconsumer
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perception of organic food products have also been identified. Some studies have 

alsobeenundertakenpreference,knowledge,andsatisfactionregardingorganicfoodproduc

ts.Havingreviewedseveralstudiesandhavingidentifiedthegap,theinvestigatorfeltaforemo

stneedto undertakethepresent investigation 

 
 Vinod Kumar Bishnoi and Praveen Kumar (2017), Conducted a study on “Role 

ofhealthconsciousnessandfoodsafetyconcerninbuyingorganicfoodproducts”,examinedho

w healthconsciousnessandawarenessfor food safety caninfluenceconsumer perception 

regarding buying organic food products. This study vehementlyrevealed that health is 

the prime motive for buying organic food products followed byfood safety. Elder 

consumers are more health conscious and prefer to buy organicfood. Well educated 

affluent consumers are more likely to buy organic food 

products.Findingrevealsthatmaleandfemaleconsumershavesimilarlevelofhealthconscio

usness and food safety concern. Organic consumers can be identified 

throughdemographic variables such as income, education, and age. There is need to 

createawareness among consumers especially inyoung generation regarding health 

andsafetybenefitswithrespecttoorganicfood.Itseemschallengingtocreateunderstandinga

monguneducatedandlesseducatedpeopleregardinghealthandsafetyissues related to 

food.

 
 Mr.PardeepKumarandDr.HemaGulati(2017),Conductedastudyon”Consumer’s 

Perception Towards Organic Food Products in Rural Area of Haryana”,conducted to 

examine the customer perception towards organic products in rural areaof Haryana 

inIndia. The main aims of the study is to know that what customeractually behave 

towards organic products. For the purpose of the study a sample of110respondents 

was taken.

 
 N.PriyadharshiniandDr.V.Vijayalakshmi(2017),Conductedastudyon“ConsumerAw

arenessAboutOrganicFoodProductsInCoimbatoreDistrict-AnEmpirical Study”, aimed 

through a light on importance of organic food products forhealthy life. The main aim 

of the paper is to Know about the awareness about OrganicFood Products. The 

opinion of consumer about organic food products was that 

85.83percentofrespondentsfoundthatorganicfoodproductsaregoodfortheenvironment.T

hechangingtrendintheperceptionoftheconsumersoforganicfood



36 
 

productsisunderstoodbytheincreasingnumberoforganicfoodbuyers.Ascientificstudywo

uld bringout thechangingperceptions of organic foodconsumers 

 
 Abisha KA and Dr. P Kannan (2017), Conducted a study on “Consumer 

awarenessand satisfaction towards organic products in Palakkad district-Kerala”, 

indicated thatthe main reason for purchasing organic food products is an expectation 

of a healthierand environment friendly means of production. Organic buyer tend to be 

older andhigher educated than who do not buy them. However, the main barrier to 

increase themarketshareoforganic food product is consumerinformation.

 
 S Amudha and Dr.MKanagarathinam (2017), Conducted a study on “A study 

onconsumer awareness towards organic food products in Coimbatore“, indicated that 

thepublic is concerned about the awareness of the organic food products and safety of 

theproduce that they purchase in stores due to possible pesticide contamination. A 

well–structuredsurvey of 550respondentscoveringthe Coimbatore 

city,TamilNadu.Suitable statistical tools have followed for analysis on consumer 

awareness. Foodplays a vital position in everyone‟s lives. Organic food refers to crops 

or livestock thatare grown on the farm without the application of synthetic fertilizers 

or pesticides, andwithout using genetically modified organisms. It also requires 

Organic certification.Because the organic food industry is relatively small and new, it 

is important thatconsumersbecomeawareofits claims,limitations, andpotential benefits.

 
 Dr. D. T. Venkatakrishnan (2017), Conducted a study on “A Study On 

ConsumersAwarenessTowardsOrganicFoodProductsWithSpecialReferenceToTirupurD

istrict”, attempted to found out the consumers awareness towards organic food. 

Asampleof100respondentswaspurposivelyselectedfromTirupurDistrict.Theselected 

samples are analyzed using simple percentage, chi-square test and 

multipleregressionanalysistest.Itisfoundthatthreevariablesnamelythereexistsanysignific

antassociationbetweengender,age,educationalqualification,monthlyincomeandconsum

er awareness towardsorganicfood productsoftherespondents.

 
 Hawa Singh and Rachna (2017), Conducted a study on “A study of 

ConsumersAttitude towards Organic Products” ,attempted to understand the 

consumer‟s 

attitudetowardsorganicproduct.Thedatawerecollectedwiththehelpofaquestionnaire
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from 30 respondents of Rohtak city. The consumers were asked to represent 

theirattitude towards organic products on five point scale for eleven statements. 

Quality oforganicproducts andhealth aspects represented themajorreasonsfortheirsales. 

 
 Mr.PardeepKumarandDr.HemaGulati(2017),Conductedastudyon“Consumer’s 

Perception Towards Organic Food Products in Rural Area of 

Haryana”,examinedthecustomerperceptiontowardsorganicproductsinruralareaofHarya

nain India. The main aims of the study is to know that what customer actually 

behavetowards organic products. For the purpose of the study a sample of 110 

respondentswastaken

 
 Dr.D.DivyaPrabha(2017),Conductedastudyon“AStudyOnConsumerAwareness And 

Perceptions Towards Organic Food Products With SpecialReferenceTo Coimbatore 

District”, studied to know the consumer awareness level of attitudetowards 

organicfoodproductsinCoimbatoredistrict.For thispurpose datawascollected from a 

sample of 110 respondents and different statistical used were used 

toanalysethedata.Theconclusionisthatmoreconsumerawarenessprograms,reduction in 

the price for these organic products, effective distribution to all the areasand a better 

government support in procurement and sale of the organic products 

willhelptheorganicfoodmanufacturers to have abetter marketshare.

 
 CameliaF.Oroian,CalinO.Safirescu,RezhenHarun,GabrielaO.Chiciudean , Felix 

H. Arion , Iulia C. Muresan ID and Bianca M. Bordeanu(2017), Conducted a 

study on “Consumers’ Attitudes towards Organic Products andSustainable 

Development: A Case Study of Romania”, investigated the perception andattitudes of 

the organic food consumers from the North-West Development Region 

ofRomania.Consumers‟perceptiontowardsorganicfoodproductswasmeasuredusing

30items.Thedatawerecollectedfrom568respondentsandanalyzedusingdescriptive and 

inferential statistics. A factor-cluster approach was used to 

identifyconsumergroups.Thefindingsindicatedthathealthconcerns,sensoryappeal,sustai

nable consumption and weight concerns are the main reasons for consumingorganic 

food products. Three main groups of organic food consumers were 

identified:“gourmand”,“environmentallyconcerned”and“healthconcerned. 
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 Niranjan.SandKrishnakumare,B.(2016),Conductedastudyon“ConsumerAttitude 

Towards Organic Food Product”, made a humble attempt on attitude towardsorganic 

food product in Tirupur District, Tamil of the consumer especially in urbanpeople 

prefer organic food product. The major reason for the purchase of organic foodproduct 

wash health and lack of trust and non-availability was the reason for non-

purchaseoforganicfoodproducts.Attitudetowardsorganicfoodproductswaspositivein 

caseoforganicrespondents.

 
 S Priya and M Parameswari (2016), Conducted a study on “Consumer 

attitudetowards organic food products”, focused on consumer attitude towards organic 

foodproducts and carried out in Coimbatore City with the sample size of 150 

householdrespondents who are familiar with Organic Food Products by adopting 

multistagesamplingtechnique. The data collectedwereanalysed usingdescriptive 

statistics.

 
 AnjanaPandeyandPankajMisra(2016),Conductedastudy on“Consumer’sAttitude 

Towards Organic Food Products with Reference to Delhi NCR”, accessed 

thedemographic profile of respondents, to understand the attitudes towards organic 

foodproductsandtofindoutthereasonfornottopurchaseorganicfoodproducts.Thedata 

wascollectedfromthe 

mallsandsupermarketsofDelhiNCRRegion.200questionnairesweredistributedtotheresp

ondentsandtotal170completedquestionnairesweregathered,representing85%responsera

te,usingconvenientsamplingmethod.Thedatacollectedwereanalyzedusingpercentageana

lysis.Findingofthepaperindicatesthatmajority oftherespondentsawareabouttheorganic 

food products are better in taste, better in quality, purchased by the publicitythrough 

word of mouth, food products free from pesticides. However, majority of 

therespondents said that organic foods products are more expensive, not easily 

availableinmarketplacesandthe information 

relatedtoorganicfoodsproductsisverylimited.

 
 Anish K and Dr. KK Ramachandran (2016),Conducted a study on 

“Consumer’sawareness and attitude towards organic food products in Coimbatore 

City”, aimed atunderstanding the consumer awareness and attitude towards organic 

food 
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products.Theobjectivesexaminedtheorganicconsciousness,levelofawareness,attitude,pr

eferenceoftherespondentsandtheirvaluablesuggestions.16wellestablishedand



40 
 

organized food products stores in Coimbatore are taken for the study. 214 

respondentshave been selected purposively. Tools used for the study are Percentage 

analysis,WeightedAverageand Chi-SquareTest. 

 
 Dr.Madhavaiah.C and Shashikiran.L(2016),Conducteda study 

on“ReviewOfConsumer Behavior Towards Organic Food Products In Bangalore City”, 

intended toresearch the measurements important to customers in India connected with 

their prepurchase evaluation of organic food products. Information was gathered in 

BangaloreCity at various Organic food stores located across city. A Total of hundred 

and sixtypaper-based responses were received. The results of this study uncovered 

that Indiancustomers' buying behavior towards organic food product is affected by the 

factorslike:Organicproductrelated,Certification&otherregulatoryfactors,andtheirattitud

e (variety seeking and self-indulgence). Further, these factors had an direct 

&indirecteffectonthewhiletheysearch,purchase &consumeorganic foodproducts.

 
 DrNilima Varma (2016), Conducted a study on “Consumption Of Organic Food 

AndConsumers Awareness”, drawed on a survey of 100 respondents. Results indicated 

thatthemainreasonsforpurchasingorganicfoodproductsareanexpectationofahealthier 

and environmentally friendly means ofproduction. Organic buyers tend tobe older and 

higher educated than those who do not buy them. In addition, consumers‟trust in the 

authenticity of the goods and price are also issues. However, the 

mainbarriertoincreasethemarketshareoforganicfoodproductsisconsumerinformation.

 
 SafdarMuhammad,EihabFathelrahmanandRafiUllahTasbihUllah(2016),Conduct

ed a study on “ discussed effective factors influencing consumers’awareness about 

the benefits oforganic food in the UnitedArabEmirates”,Sample data and ordinary 

least square (OLS) regression techniques are applied todelineate factors influencing 

consumers‟ awareness about organic food. The 

resultsfromthisregressionanalysishighlighttheimportanceofspecificsocioeconomicdeter

minantsthatchangeawarenessaboutorganicfoodproductsinUnitedArabEmirates (UAE) 

households. This study finds that awareness about organic food isinfluenced more 

effective factors such as gender, nationality, and education as well 

asincome,occupationandage.Theseresearchfindingsapplytoothereconomiesand
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societies that have an increasing per capita spending on organic food, but also 

wherepeople are highly sensitive to information provided about organic food. 

Therefore,these results are important to these research beneficiaries including food 

marketingplanners,researchers, and agricultural andfoodpolicymakers. 

 
 T. Mohanasoundari and A. Kalaivani (2016), Conducted a study on “A Study 

onConsumersPreferenceTowardsOrganicProducts-inTirupurDist”,exploredthepotential 

market for customers, it is important to know how consumers relate issues offood 

quality and food system. The aim of this project is to educate in depth thebehavioural 

process of customers with respect to organic food. Organic is the one ofthe fastest 

growing agricultural markets due to consumer‟s increased concern abouttheir own 

health, the environment, and the reported crises and emergencies worldwideon food 

safety and environmental issues in recent decades. It has now became analternative for 

an increasing number of consumers that are worried about the presenceof chemicals 

residues and the negatives consequences on the environmental caused 

bychemicalintensiveproduction method.

 
 Uma.R andDr.V.Selvam (2016),Conducteda study on“AnalysisofAwarenessamong 

Consumers towards Organic Food Products: With Reference to Vellore 

OrganicConsumers Perspective”,analysed consumer awareness on organic food 

products withreference to Vellore City, Tamilnadu. The study based on the data 

collected from theorganic consumers in Vellore city, Tamil Nadu, India. A survey 

questionnaire will bedeveloped to collect qualitative questionnaire from the 

consumers of the study. In 

thisbackdrop,thepresentresearchworkisanattemptedtoexplorebasicallyonconsumers 

level of awareness on organic food products with the consideration ofIndian 

Organicindustry.Thepresentstudyresultsshows that.

 
 PhuongT.Nguyen,TuanM.Ha(2016),Conductedastudyon“ConsumersPerception Of 

Organic Food In A Peri-Urban Area In Queensland, Australia”,aimed 

tounderstandperi-urbanareasconsumers„perceptionoforganicfoodandtheimportance of 

organic certification in customers „decisions for obtaining insights intotheir 

consumption of organic food. Data was collected through a questionnaire 

surveyattwomainsupermarketsinGattontown(Queensland,Australia). 
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Thisresearchshowedthat42.4%ofconsumerspurchaseorganicfoodatleastoncepermonth.
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Health protection was found the most importantreason for Australianperi-

urbanconsumers to purchase organic food. Most of them (89.5%) were interested in 

organicfood, but only around 59% of consumers were confident with the claimed 

benefits ofthe food and 42% trust in the organic certification. The more consumers are 

interestedin,trustandareconfidentwiththeclaimedbenefits,themorelikelywilltheypurchas

e organic food. In addition, organic labels and certification turned out to beimportant 

for the consumers when shopping organic food. This research was the firststudy to 

investigate the consumers perception of organic food in an Australian peri-urban area, 

especially relationships between the frequency of purchase and 

consumerslevelofknowledgeandtheirbehaviorstowardorganicfood.Bothpracticalandthe

oreticalcontributionsofthis studyarealso discussed. 

 
 Xia Tong Cheng (2016),Conducted a study on “Perception of consumers 

towardsorganic food: A review”, showed that in Australia and other countries, there 

have 

beenvariationinpeople‟sunderstandingoforganicagricultureandorganicfood,anddifferen

cesinconsumers‟attitudes,motivationsandbehaviourswithinconsumergroupsandindiffer

entplaces,althoughtherehavebeenbasicsimilarities.Consumers‟ 

perceptionshaveprobably changedover time. Alarge proportion ofconsumers have 

been identified as having an understanding of organic food as beinggrown 

withoutchemicals,butthe levelof knowledge hasbeenvariable. „Healthbenefits‟ was the 

first and primary reason for purchasing organic food, while „highprice‟ was the key 

deterrent to purchasing organic food. There have been various andeven opposite 

findings related to the relationships between organic food 

consumptionandpersonalelementssuchasage,gender,income,education,householdwithc

hildren and household size. In some countries, there was no link or minimal link, 

butseverallinkswasfoundinothers.Althoughmostconsumersexhibitedpositiveattitudes 

towards organicproducts and expressed their purchaseintentions, the levelof their trust 

in organic labels and certifications are very important factors 

influencingpurchasers‟decision of buyingorganicfood.

 
 Xiufeng Li &Yazhi Xin (2015), Conducted a study on “Factors Influencing 

OrganicFood Purchase of Young Chinese Consumers”, provided some conflicting 

results andcouldnot  produceacomprehensiveunderstandingoforganicfoodconsumersin
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China. Given the present research, this paper attempts to conduct a 

comprehensivestudy of organic food consumption by examining a variety of factors 

influencing theconsumption of organic food and provide some marketing implications 

through asurvey of young consumers in a large metropolitan area in China. The results 

haveshown that the revised TRA model has been successfully applied in this study. 

Theresearch has concluded that “food safety”, “nutrition”, and “environmental 

friendly”are significant factors to impact the purchase of organic food while 

considering 

thedemographicalvariables.Inaddition,thestudyfoundthatconsumersprefervegetables, 

fruits, grain and beans, milk, meat and eggs to be organic, which areranked according 

to the degree of preference. Moreover, the research suggests that themain barriers 

bringing about the gap between attitudes and behaviors are price, thedistrust on 

certifications of organic food, and unavailability. These findingshaveimplications for 

marketing communications to consumers and potentially for 

organicproductdevelopment. 

 
 S.sarumathi,Dr.M.Banumathi(2015),Conductedastudyon“AStudyOnConsumerBeha

viorTowardsOrganicFoodProductsInPondicherry”,focusedonconsumers of organic 

food products. It is analysed from the view of their knowledge,perception, attitude and 

trust towards organic food products. Partial Least SquaresStructural Equation Model 

(PLS- SEM), Regression analysis, ANOVA and T-test 

wasperformedtoanalyzethebehaviorof202Indianand204Foreignorganicfoodconsumersi

n Pondicherry.

 
RESEARCHGAP 

 
The above literatures states that only few studies have been carried out in the area 

ofconsumers attitude and buying intention of organic food products. This research gap 

wasfound out. A research study is needed to fulfil this research gap and to find out a solution 

tothe research problem. There is a need to learn about the awareness of consumers about 

theorganic food Products and consumers preference towards organic food Products and 

factorsinfluencing consumers towards the purchase of organic food products and barriers 

faced byconsumers while opting for organic food products to measure the level of satisfaction 

ofconsumers. 
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CHAPTER 

IIIRESEARCHMETHODOLOGY 

 
RESEARCHMETHODOLOGY 

 

ResearchMethodologyisthebestapproachtomethodicallypayattentionoftheexamination 

issue. The explanation for the exploration is to search out answer to handlethrough the 

employment of logical ways. The first purpose of the analysis is to get reality thatis roofed up 

and that has been not be found at the purpose. The assortment of data 

andinvestigationproceduresquaremeasureorganizedinlike manner. 

RESEARCHDESIGN 
 

Research design refers to the strategy used to complete the research that defines 

acompact and coherent arrangement to handle set up research question through the 

assortment,understanding, investigation and conversation of information. The research design 

adopted 

inthisstudyisdescriptiveinnature.Itdescribesthecharacteristicsofaparticularinstitution,ora 

group, situation and involves a fact finding investigation with adequate and 

appropriateinterpretation. 

 

AREAOFSTUDY 
 

Coimbatore city was selected as the area of the study owing to the reason that, it is 

thethirdbiggestcityinTamilNadu.Itisanindustrialhubwitheducatedpopulation,middleclass,activ

eenvironmentalorganizationspreadingawarenessonenvironmentaldegradationat the pioneer 

stage guiding towards Organic food consumption. More than 50,000 acresacross the state 

have been brought under Organic Certification programme by Tamil NaduOrganic 

Certification Department. It has head office in Coimbatore and branches in Tiruchi,Madurai 

and Vellore. The increasing population and migrant peoples across the states areimportant 

concern. The continuous increase of people statistically destructs the environmentas well as 

the food and life habits. Due to this, there are wide range of people are aware aboutthe 

Organic food products and defects of genetically modified food grains. Consumers 

arebecomingmorehealthconsciousandtheyaremovingeagerlytowardsnaturalgreenerproductslik

eOrganicproductsbecauseoftheirincreasingeconomicstatus.Inordertomakeiteasyforthepeopleto

switchovertoOrganicproducts,duringpastfiveyearsmanynew 
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Organic specialty shops have been opened and in many retail outlets there is availability 

ofOrganic products in the Coimbatore District. It has almost all fruits vegetables and 

groceryitemsavailableunderoneroof.InstitutionslikeTamilnaduAgricultureUniversity,Tamilna

duDepartmentofOrganicCertificationandIndianSocietyforCertificationofOrganic Products 

(ISCOP) related to Organic farming and its products are situated in thewestern districts is an 

added advantage. Hence, there arises the necessity and importanceundertakessuchresearchon 

this area. 

 

PERIODOFSTUDY 
 

Thestudywasdispensedduringthe period of December2021toJanuary2022. 

 
 

SOURCESOFDATA 
 

Data collection is the way towards gathering and estimating information on 

focusedfactors in a set up framework, which at the point empowers one to respond to 

pertinent,inquires and assesses results. Data collection is the assortment part in all the 

examinationfields,includingphysicaland sociologies,humanities and business. 

Data collection empowers an individual or organization to address applicable 

inquiries,assessresultsandmakeforecastsaboutfutureprobabilitiesandpatterns.Precisedatacollect

ion is a fundamental one to keep up the trustworthiness of examination, settling 

oneducatedbusinesschoices andguaranteeingqualityaffirmation. 

Data collection is the most important step in research. Data can be collected 

throughinterviews, questionnaires, surveys, observations, documents, records, focus groups, 

etc. Inthisresearch study, thefollowingdataareused. 

Both primaryand secondarysources wereused. 
 

PRIMARYDATA 

Theprimarydatawerecollectedusingstructuredquestionnaire. 
 

SECONDARYDATA 
 

Secondary data were collected from various journals, magazines, newspapers, 

printedsourcesandwebsites. 
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METHODANDSAMPLESIZE 

The present study is based on non-probability sampling method namely 

convenientsampling.Thesamplesize ofthestudywas 150Organic foodproducts inCoimbatore. 

 

TOOLSUSEDFORANALYSIS 

DatacollectedwasanalyzedbyusingSPSS. Thefollowingarethetoolsapplied in thestudy: 
 

 Frequencyanalysis

 Meanscoreanalysis

 Garretrankingtechnique

 Weightedmean

 Chisquareanalysis

 Likertscale

 
FREQUENCYANALYSIS 

Frequency or simple percentage methods refer to the specific kind which is used 

inmaking comparisons between two or more series of data collected. Percentages are based 

ondescriptive relationship. It compares the relative items. Through the use of percentage, 

thedataarereducedintheformwithbaseequalto100%,which facilitaterelativecomparison. 

FORMULA: 
 

Percentage=  NoofRespondents x 

100TotalNo of Respondents 

MEANSCOREANALYSIS 

Mean is the simplest measurement of central tendency and is a widely-used measure. 

Itschief use consists in summarizing the essential features of a series and in enabling data to 

becompared. Calculating the mean is much more quantitative and reliable than using 

simpleaverages, especially in economic and social studies where direct quantitative 

measurementsarepossible. 

 

Thuswehave abasicstatistical formula, 
 
 

X= ∑ 

Xi
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N 
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Where, 
 

X=Mean 

∑=Symbol forsummation 

 

Xi= Value oftheith itemX,i=1,2,….., n 

 

N= Totalnumber ofitems. 

 
GARRETRANKINGTECHNIQUE 

Garretrankingtechniquewasusedtoindicatethepreferenceindicatedbytherespondents on 

various variables. The respondents are asked to rank the variables and theoutcomeshavebeen 

changed into scorevaluewith thefollowingformula: 

PercentagePosition=100(R-0.5) 
 

N 
 

Where,R=Ran

k,N=Noofitems

. 

 
Thenforeachvariablesthescoreandthentotalvalueofscoreandmeanvaluesofscoresis 

determined. The variable having the highest mean value is considered to be the 

mostsignificant variables.In this study, the Garret ranking technique is usedto find out 

theconsumerpreferencetowards organic products. 

 

WEIGHTEDMEAN 
 

The weighted mean is a mean where there is some variation in the relative contribution 

ofindividual data values to the mean. Each data value (Xi) has a weightassignedto it 

(Wi).Datavalues with largerweightscontributeless to theweighted mean. 

 

Theformulais, 
 
 

Xw = ∑Wi Xi 
 

∑Wi 
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Where, 
 

Xw=Weighteditem 

∑= Symbol for 

summationWi = Weight of 

ith item 

XXi=ValueoftheithitemX 

CHI-SQUARETEST 

 
Chi - square test, Greenwood et.al., also represented as Z test, is a statistical 

hypothesistest in which the sampling distribution of the statistics is a chi squared distribution 

when thenull hypothesis in statistics is to test the goodness of fit to verify the distribution of 

observeddatawithassumeddistribution.Thereforeitisameasuretostudythedivergenceofactualand

expected frequencies. 

Theformulaforcomputingchi-squareis an follows. 

 

X2=∑(O-E)
2
 

 

E 

 

O = Observed 

frequency,E = Expected 

frequency,c=NumberofC

olumns,r=Numberof 

Rows. 
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LIKERTSCALE 

 
ALikertscalecouldbeapsychologyscalenormallyconcernedwithanalysisthatemploys 

questionnaires. It's the foremost wide used approach to scaling responses in surveyanalysis, 

such the term is usually used interchangeably with rating scale though there 

squaremeasurealternativesortsofratingscales.Responderscouldspecifytheirlevelofagreementtoa

n announcementgenerallyin 5 points: 

 

 Highlysatisfied -5

 Satisfied -4

 Neutral -3

 Dissatisfied -2

 Highlysatisfied -1

 
Thistechniqueisusedtoascertaintheconsumerslevel ofsatisfaction. 
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CHAPTERIVANALYSIS

ANDINTERPRETATION 

Thepresentchapterofthestudydealswithanalysisandinterpretationofthecollected 

data.Inordertoachievetheobjectivesofthestudytheprimarydatahasbeencollectedanditwasclassifi

ed under various heads. 

Theanalysisofthestudyispresentedunderthefollowingsections: 

 
I. SocioEconomicProfileofConsumers. 

 
II. ConsumerAwarenesstowardsOrganicFoods. 

 
III. ConsumerPreferencetowardsOrganicProducts. 

 
IV. Factorinfluencingconsumerto buyproducts. 

 
V. Barriersfaced byconsumerwhileoptingfororganicproducts. 

 
VI. ConsumerSatisfactiontowardsorganicproducts. 

 
I. SOCIOECONOMICPROFILEOFCONSUMERS 

 
The following table describes the socio – economic profile of the selected organic 

foodproducts consumers. The profile including gender, age, qualification, occupation, 

monthlyincome,areaofresidence, noof members in familyand types of family. 

 

 
TABLE1.SOCIO-ECONOMICPROFILEOFTHERESPONDENTS 

 

 

 

PARTICULARS NUMBERS PERCENTAGE 

 
 

Gender 

MaleF

emale 

65 

85 

44 

57 

Total 150 100 
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Age Upto25years2

6-35 years 

36-45years 

46-55years 

55 yearsandabove 

62 

32 

26 

15 

15 

41 

21 

18 

10 

10 

Total 150 100 

Educational

qualification 

UptoSchoolLevel

UndergraduatePost

graduateProfession

alOthers 

27 

36 

53 

24 

10 

18 

24 

35 

16 

7 

Total 150 100 

Occupational

Status 

Student

Business 

Private 

employeeGovt 

employeeProfess

ionalOthers 

32 

20 

39 

22 

14 

23 

22 

13 

26 

15 

9 

15 

 Total 150 100 

Monthly

income 

Lessthan15000 

15000-20000 

20000-25000 

Above25000 

50 

26 

30 

44 

33 

18 

20 

29 

 Total 150 100 

Area 

ofresiden

ce 

Urban

Rural 

Semi-urban 

52 

53 

45 

35 

35 

30 

 Total 150 100 
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Number 

ofmembers 

infamily 

Upto3member4

-6member 

Morethan 6 members 

51 

57 

42 

34 

38 

28 

 Total 150 100 

Typeof family Joint 

familyNuclearfa

mily 

90 

60 

60 

40 

 Total 150 100 

 

 

GENDER 

 
Theabovetableshowstheresultforgenderoftherespondents.Outof150respondents,44perce

ntare male and57percentare female.Itshowsthatmost of therespondentsarefemale. 

 
AGE 

 
 

The above table shows results for age of the respondents. Out of 150 respondents, 

41percent of the respondents falls under the age group of up to 25 years, 21 percent falls 

underthe age group 26-35 years, 18 percent of respondents belongs to the age group of 36-45 

years,10 percent of respondents belongs to the age group of 46-55 years, 10 percent of 

respondentsfalls under the age group of above 55 years. It shows that most of the respondents 

having ageupto 25years of age. 

 
EDUCATIONALQUALIFICATION 

 
 

Thetableaboveindicatestheresultsfortheeducationalleveloftherespondents.Outof 

150respondents,18percentofrespondentsareschoolleveleducation,24percentofrespondentsareu

ndergraduatedegree,35percentofrespondentsarepostgraduatedegree, 

16percentofrespondentsareprofessionaldegreeand7percentofrespondentsareeducationaldegree.

Itshowsthatmajorityoftherespondentshavecompletedthepostgraduatedegree. 
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OCCUPATION 

 
 

The above table shows the results for nature of business of the respondents. Out of 

150respondents, 22 percentOf respondent are students, 13 percent of respondents are 

business,26 percentof respondentsare private sector,15 

percentofrespondentsaregovernmentsector, 9 percent of respondents are professional 

employment and 15 percent of respondentsareoccupation.It showsthat 

mostoftherespondentsemployedintheprivatesector. 

 
MONTHLYINCOME 

 
 

The above table shows the results for monthly income of the respondents. Out of 

150respondents, 33 percent of the respondents earns below 15000, 18 percent of the 

respondentsearns from 15000-20000, 20 percent of the respondents earns from 20000-25000 

and 29percent of respondents earns above 25000. It shows that most of the respondents are 

havingmonthlyincomeless than15000. 

 
AREAOFRESIDENCE 

 
 

The above table shows the results for area of residence of the respondents. Out of 

150respondents, 35 percent of the respondents are urban area and 35 percent of the 

respondentsare rural area and 30 percent of the respondents are semi urban area. It shows that 

most of therespondentsarerural area. 

 

NUMBEROFMEMBERSINFAMILY 
 

Theabovetableindicatestheresultsfornumberofmembersinthefamilyoftherespondents. Out 

of 150 respondents, 34 percent having up to three members in the family, 38percent having 4-

6 members in the family, 28 percent having more than six members in thefamily.Itdepictsthat 

most ofthe respondentshaving4-6 membersinthefamily. 

 
TYPEOFFAMILY 

 
 

The table above shows the results for type of family of the respondents. Out of 

150respondents, 60 percent living in joint family and 40 percent having nuclear family. It 
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showsthatmost of therespondents havingjoint family. 
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Gender 
57 

44 

MALE FEMALE 

Age 

41% 

21% 
18% 

10% 10% 

Up to2526-35 

years years 

36-45 46-5555years 
years years 

 anda

bove 

Educational 

qualification 

35% 

24% 

18% 
16% 

7% 

Occupationalstatus 

26% 

22% 

15% 15% 
13% 

9% 

CHART 1.SOCIO-ECONOMIC PROFILE OF 

THERESPONDENTS 

 

 
 

 

 

 
 



60 
 

 
Typeoffamily 

60% 

 

 
 

40% 

Joint Nuclear 

family family 

 

Numberofmembersi

n family 
38% 

34% 

 
28% 

 

 

 

 

 

 

 

 

 

 

 
Upto3  4-6 More 

thanmember member 6member 

  
 

 

 
 

Areaofresidence 

35% 35% 

30% 

URBAN RURAL SEMI-URBAN 

Monthly income 
33% 

29% 

 

 

20% 
18% 
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II. CONSUMER AWARENESS TOWARDS ORGANIC

 FOODPRODUCTS 

Thefollowingtablerepresents theconsumerawareness towardsorganicfoodproducts. 

 
TABLE2.CONSUMERAWARENESS 

 
 

 
PARTICULARS 

 
NUMBERS 

 
PERCENTAGE 

Productsa

wareness 

Yes 150 100 

 Total 150 100 

Source 

ofknowledge

about 

organicprodu

cts 

FamilyFrie

ndsColleag

ues 

Advertisements

Social 

mediaOthers 

40 

25 

11 

33 

30 

11 

26 

16 

8 

22 

20 

8 

 Total 150 100 

Place 

ofpurchase 

theorganicp

roducts 

Super 

marketProducers 

farmOrganicproductss

hop 

46 

48 

58 

30 

32 

38 

 Total 150 100 

Source 

ofinfluen

ceorgani

cproduct

s 

Familyandfriends

ColleaguesAdvert

isementsSocialme

dia 

58 

14 

37 

43 

38 

10 

24 

28 

 Total 150 100 
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Levelofinteresti

n 

buyingorganicp

roducts 

Very 

highHigh

Moderate

LowVery

low 

39 

34 

53 

17 

9 

26 

22 

35 

11 

6 

 Total 150 100 

Usageduration Lessthan1year1

-3year 

Above 3 

yearsVerylongti

me 

35 

70 

30 

15 

23 

47 

20 

10 

 Total 150 100 

 

AWAREOFORGANIC PRODUCTS 

 
 

The above table shows the results for aware of organic products of the respondents. 

Outof150respondents,150percentoftherespondentsawareaboutorganicproducts.Itindicateseach

consumerhaveawareness about organicproducts. 

 
SOURCEOFKNOWLEDGE OFORGANIC PRODUCTS 

 
 

The above table shows the results for source of knowledge about organic products of 

therespondents. Out of 150 respondents, 26 percent come to know about organic products 

fromfamily, 16 percent come to know from friends, 8 percent come to know from colleagues, 

22percent come to know from advertisements, 20 percent from social media and from other 

8percent. It indicates that majority of the consumer came to know about organic products 

fromtheirfamily. 

 
PLACEOFPURCHASE OFORGANIC PRODUCTS 

 
 

The above table hows that place of purchase of organic products of the respondents. 

Outof 150 respondents, 30 percent of the respondents are purchase in super market, 32 

percent oftherespondentsarepurchaseinProducers farm, 38 

percentoftherespondentsarepurchasein 
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organic products shop. It indicates that majority of the consumer purchase in organic 

productsshop. 

 
SOURCEOFINFLUENCE 

 
 

Theabovetableshowsthatsourceofinfluenceoftherespondents.Outof150respondents, 38 

percent of the respondents are influenced by the family and friends, 10percent of the 

respondents are influenced by the colleagues, 24 percent of the respondents 

areadvertisementsand28percentoftherespondentsgetinfluencedbythesocialmedia.Majorityof 

therespondents get influenced bythefamilyandfriends. 

 
LEVELOFINTEREST IN BUYINGORGANICPRODUCTS 

 
 

Theabovetableshowsthatlevelofinterestinbuyingorganicproductsoftherespondents. Out of 

150 respondents, 26 percent of the respondents are very high, 22 percentof the respondents 

are high, 35 percent of the respondents are moderate, 11 percent of therespondents are low, 6 

percent of the respondents are very low.It indicates that majority oftherespondents 

aremoderate. 

 
USAGEDURATION 

 
 

The above table shows that usage duration in buying organic products of the 

respondents.Out of 150 respondents, 23 percent of the respondents uses organic products less 

than 1 year,47 percent of the respondents uses organic products for 1 to 3 years, 20 percent of 

therespondents uses organic products above 3 years and 10 percent of the respondents 

usesorganic products for very long time. Majority of the respondents uses Organic products 

forabout1-3years. 
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Awareness 

150% 

0 

Yes No 

Sourceofknowledge 

26% 

22% 

20% 

16% 

8% 8% 

Placeofpurchase 
38% 

30% 
32% 

Supermarket Producersfarm  Organicproducts 

shop 

 

CHART2.CONSUMERAWARENESSTOWARDSORGANICFOODPRODUCTS 

 

 

 

 

 
 



65 
 

Usageduration 
47% 

23% 
20% 

10% 

Lessthan1year 1-3year above3year Verylongtime 

  
 

 

 

 

 

 

 

 

 

Levelofinterest 

 
35% 

 

 

26% 

22% 

 

 

 
11% 

 
6% 

Sourceof

influence 
38% 

 

 
28% 

24% 

 

 

 

10% 
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III. LEVEL OF AWARENESS TOWARDS ORGANIC 

FOODPRODUCTS 

Thefollowingtablerepresentstheconsumersawareness towardsorganicfoodproducts. 

 
Table3. CONSUMERAWARENESS 

 

 
 

 
Particulars 

HA A N SA UA Mean

Score 

Standard

Deviation 

Frequ

ency 

% Frequ

ency 

% Frequ

ency 

% Frequ

ency 

% Frequ

ency 

% 

Fruits 119 79.3 10 6.66 14 9.33 03 0.2 04 2.6 1.43 0.937 

Vegetables 75 50.0 59 39.3 8 5.33 7 4.66 1 0.66 1.68 0.838 

DairyProducts 37 24.6 44 29.3 59 39.3 8 5.33 2 1.33 2.30 0.947 

Tea 16 10.6 61 40.6 53 5.3 11 7.33 9 0.6 2.55 0.973 

Millets 52 34.6 57 38.0 23 15.3 13 8.66 5 3.33 2.09 1.074 

PulsesandBeans 48 29.3 52 27.3 32 23.3 8 7.3 10 12.7 2.20 1.147 

Cereals 42 28.0 51 4.0 44 9.3 7 4.66 6 0.4 2.23 1.037 

Snacks 26 17.3 50 33.3 54 36.0 10 66.6 10 66.6 2.52 1.066 

Nuts,Seedsand

DryFruits 

69 46.0 49 32.6 24 16.0 6 4.0 2 1.33 1.80 0.867 

Beverages 48 32.0 47 31.3 17 11.3 12 8.0 6 4.0 2.21 1.101 
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Spices 50 33.3 46 30.6 37 24.6 10 6.66 7 4.6 2.20 1.111 

Herbs 44 29.3 53 35.3 38 25.3 12 8.0 3 2.0 2.18 1.010 

Medicines 56 37.3 49 32.6 33 22.0 9 6.0 3 2.0 2.03 1.006 

BodyHealthCare 48 32.0 53 35.3 31 20.6 11 7.33 7 4.6 2.17 1.104 

FacialCare 28 18.6 60 40.0 43 28.6 12 8.0 7 4.6 2.37 1.014 

Baby and 

KidCare 

46 30.6 59 39.3 30 20.0 8 5.33 7 4.6 2.15 1.064 

HairCare 49 32.6 56 37.3 28 18.6 13 8.66 4 2.6 2.11 1.046 

 

 

 
 

From the above table it is clear that the level of awareness scores that was found to 

bethe highest in the Consumers awareness towards the organic products areTea and 

Snackswith a mean score of 2.55 and 2.52 respectively. This was followed by Facial care and 

DairyProducts with the mean score of 2.37 and 2.30 respectively. Cereals and Beverages with 

themeanscoreof2.23and2.21respectively.SpicesandPulsesandBeanswiththemeanscoreof2.20an

d2.20respectively.HerbsandBodyHealthCarewiththemeanscoreof2.18and 

2.17 respectively. Hair Care and Millets with the mean score of 2.11 and 2.09 

respectively.Medicines and Nuts, Seeds and Dry Fruits with the mean score of 2.03 and 1.80 

respectively.Vegetables and Fruits with the mean score of 1.68 and 1.43 respectively are the 

lowest levelofawareness in the organic food products. 
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IV. CONSUMERPREFERENCETOWARDSORGANICPRODUCTS 

 
Thefollowingtablerepresents theconsumerpreferencetowardsorganicproducts. 

 
Table4.CONSUMERPREFERENCE 

 

 

Particulars TotalScore GarretMea

nScore 

MeanRa

nking 

Maintaingoodhealth 9455 63.03 I 

Prefertasteandfeeling 8301 55.34 IV 

Qualityoffood 8234 54.89 VI 

Accessibility 8337 55.58 III 

Freshness 8278 55.18 V 

Storeambiance 8168 54.45 VII 

Explanationandreception 6782 45.21 VIII 

Freefromchemicalpesticides 6439 42.92 IX 

Commercial advertisement 

regardingnutritionalvalueoforganicfoodp

roducts 

withattractiveslogan 

8475 56.50 II 

 

 

Garret ranking technique was used to analyze the various reasons for preferring 

organicfood products. The above table indicates that Maintain good health holds the first rank 

(withthemeanscoreof63.03)followedbyaprefertasteandfeeling,qualityoffood,accessibility,fresh

ness,storeambiance,explanationandreception,freefromchemicalpesticides, commercial 

advertisement regarding nutritional value of organic food 

productswithattractiveslogan.Thetableshows thatmaintain goodhealth holds the toprank. 



69 
 

V. FACTORS INFLUENCING CONSUMER TO BUY 

ORGANICPRODUCTS 

Thefollowingtablerepresentsthe factorsinfluencingconsumer to buyorganic products. 

Table5.CONSUMERFACTORS 
 

 
 

 

 
 

PARTICULARS 

 

NOOFRESPONDENTS 
 

Weighted

Average

Score 

 

 
Mean

Score 

 

 
 

Rank 

HS 

 
(5) 

S 

 
(4) 

N 

 
(3) 

DS 

 
(2) 

HDS 

 
(1) 

Organic foods taste 

betterthantraditional 

foods 

112 

 
(560) 

17 

 
(68) 

10 

 
(30) 

4 

 
(8) 

7 

 
(7) 

 
673 

 
44.86 

 
II 

Organic foods are 

morenutritious than 

traditionalfoods 

37 

 
(185) 

90 

 
(360) 

15 

 
(145) 

5 

 
(10) 

3 

 
(3) 

 
703 

 
46.86 

 
I 

Organicfoodsreducetheri

sk ofillness 

53 30 60 30 1  
626 

 
41.73 

 
III 

(265) (120) (180) (60) (1) 

The vitamins and 

mineralscontent of organic 

foodsare more than those 

oftraditionalfoods 

46 

 
(230) 

55 

 
(220) 

40 

 
(120) 

2 

 
(4) 

6 

 
(6) 

 
580 

 
38.66 

 
XII 

Organic foods are 

morereliable than 

traditionalfoods 

42 

 
(210) 

79 

 
(316) 

24 

 
(72) 

3 

 
(6) 

2 

 
(2) 

 
606 

 
40.40 

 
VI 

I thinkthe 

consumptionoforganicfo

odisatrend 

53 51 40 3 2  
597 

 
39.80 

 
VIII 

(265) (204) (120) (6) (2) 

Organicfoodsaremoreh

ealthy 

66 50 26 2 6  
618 

 
41.20 

 
IV 

(330) (200) (78) (4) (6) 
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Organicfoodsprotectthee

nvironment 

29 

 
(145) 

85 

 
(340) 

30 

 
(90) 

3 

(6) 

3 

 
(3) 

 
584 

 
38.93 

 
XI 

Organic foods are of 

morequality 

45 

 
(225) 

58 

 
(232) 

40 

 
(120) 

2 

 
(4) 

5 

 
(5) 

 
586 

 
39.06 

 
X 

To protect/ safeguard 

byhealthcondition 

44 

 
(220) 

70 

 
(280) 

30 

 
(90) 

2 

 
(4) 

4 

 
(4) 

 
598 

 
39.86 

 
VII 

Animalsaretreatedbetter 38 

 
(190) 

77 

 
(308) 

27 

 
(81) 

5 

 
(10) 

3 

 
(3) 

 
592 

 
39.46 

 
IX 

Fresherthanconventionalf

ood 

51 

 
(255) 

66 

 
(264) 

27 

 
(81) 

3 

 
(6) 

3 

 
(3) 

 
609 

 
40.60 

 
V 

 

 

 

The above table indicates that the Organic foods are more nutritious than 

traditionalfoods (With the mean score of 46.86, Rank I) followed by a Organic foods taste 

better thantraditional foods with Rank II, Organic foods reduce the risk of illness with Rank 

III, Organicfoods are more healthy with Rank IV, Fresher than conventional food with Rank 

V, Organicfoods are more reliable than traditional foods with Rank VI, To protect/ safeguard 

by healthcondition VII, i think the consumption of organic food is a trend VIII, animals are 

treatedbetter IX, organic foods are more quality X, organic foods protect the environment XI, 

thevitamins and minerals content of organic foods are more than those of traditional foods 

XII.The table shows that organic foods are more nutritious than traditional foods holds the 

toprank. 
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VI. BARRIERSFACEDBYCONSUMERSWHILEOPTINGFORORG

ANICFOODPRODUCTS 

Thefollowingtablerepresentsthebarriersfacedby 

consumerswhileoptingfororganicfoodproducts. 

Table6.CONSUMERBARRIERS 
 

 

 

 

 
PARTICULARS 

NOOFRESPONDENTS 
Weighted

AverageS

core 

 
Mean

Score 

 

 
Rank HS 

 
(5) 

S 

 
(4) 

N 

 
(3) 

DS 

 
(2) 

HDS 

 
(1) 

Nonavailabilityoforgani

cproducts 

78 

 
(390) 

23 

 
(92) 

37 

 
(111) 

8 

 
(16) 

4 

 
(4) 

 
613 

 
40.86 

 
II 

Higherprice 46 83 16 4 1  
619 

 
41.26 

 
I 

(230) (332) (48) (8) (1) 

Lackofvarieties 41 36 65 3 5  
555 

 
37.00 

 
VIII 

(205) (144) (195) (6) (5) 

Mislabeling 20 67 49 11 3  
540 

 
36.00 

 
IX 

(100) (268) (147) (22) (3) 

Lackof certificate 40 54 49 6 1  
576 

 
38.40 

 
VI 

(200) (216) (147) (12) (1) 

Lack of 

knowledgeableemploye

esintheshoptoexplainits 

benefits 

41 

 
(205) 

50 

 
(200) 

54 

 
(162) 

3 

 
(6) 

2 

 
(2) 

 
575 

 
38.33 

 
VII 

Veryfeworganicstores  

44 
 

66 
 

36 
 

3 
 

1 
 
 

605 

 
 

40.30 

 
 

III 

(220) (264) (108) (6) (1) 
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Lowquality  

44 

 
(220) 

 

66 

 
(264) 

 

31 

 
(93) 

 

7 

 
(14) 

 

2 

 
(2) 

 
 

593 

 
 

39.53 

 
 

V 

Priceisnotuniqueinallsh

ops 

48 

 
(240) 

63 

 
(252) 

35 

 
(105) 

2 

 
(4) 

2 

 
(2) 

 
603 

 
40.20 

 
IV 

 

 

 

The above table indicates that the higher price( with the mean score of 41.26, rank 1) followed bya 

non availability of organic products II, very few organic store   III, Price is not unique in all shopsIV, 

low quality V, lack of certificate VI, lack of knowledgeable employees in the shop VII, lack 

ofvarieties VIII, mislabeling IX. The table shows that non availability of organic products holds the 

toprank. 
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DISTRIBUTION OF RESPONDENTS BY THEIR 

AWARENESS:CHISQUAREANALYSIS 

Relationship between educational qualification and their awareness about organic 

foodproducts. 

Inthissectionanattemptismadetoanalyzetheeducationalqualificationoftherespondents and 

their awareness about organic food products. It was decide to measure theassociation between 

the educational qualification of the respondents andtheir awarenessabout organic food 

products by applying chi square. The identified personal and educationalqualification which 

influences the awareness of respondents about organic food products 

iseducationalqualification. 

ASSOCIATIONBETWEENTHEEDUCATIONALQUALIFICATIONOFT

HERESPONDENTSANDTHEIRAWARENESSABOUTORGANICFOOD

PRODUCTS 

Itisexpectedthattheeducationalleveloftherespondentswouldinfluencetheirawareness level. 

Attempt has been made to examine the association between the awareness inorganic food 

Products and the educational level. For which the following null hypothesis hasbeenframed. 

NULL HYPOTHESIS (HO): There is no significant relationship between the 

educationalleveland consumers awareness about the organicfoodProducts. 

ALTERNATIVEHYPOTHESIS(H1):Thereisasignificantrelationshipbetweentheeducational

levelandconsumers awarenessabouttheorganic foodProducts. 

 

Table7.EDUCATIONALLEVELANDAWARENESS 
 
 

particulars Calculated

value 

Pvalue Degree

 of

freedom 

Level

 of

significance 

Significance

Level 

Fruits 14.230 0.024 16 5% Significance 

Vegetable 15.644 0.478 16 5% NotSignific
ance 

Dailypr
oducts 

17.129 0.377 16 5% NotSignific
ance 



74 
 

Tea 19.775 0.231 16 5% NotSignific
ance 

Millets 17.872 0.331 16 5% NotSignific
ance 

Pulses
 and
Beans 

13.958 0.045 16 5% Significance 

Cereals 29.285 0.022 16 5% Significance 

Snacks 18.738 0.282 16 5% NotSignific
ance 

Nuts,
 Seeds
and  Dry 

12.217 0.034 16 5% Significance 

Beverages 21.984 0.144 16 5% NotSignific
ance 

Spices 20.758 0.188 16 5% NotSignific
ance 

Herbs 16.470 0.021 16 5% Significance 

Medicines 11.376 0.786 16 5% NotSignific
ance 

Body 
HealthCare 

18.615 0.289 16 5% NotSignific
ance 

FacialCare 22.174 0.038 16 5% Significance 

Baby
 and
KidCare 

13.873 0.608 16 5% NotSignific
ance 

HairCare 14.732 0.048 16 5% Significance 

 

 

 

 

The above table shows that, the determined value of chi- square test is more than 

thetable at 5% significance level for the factors Fruits, Pulses and Beans, Cereals, Nuts   

seedsand dry fruits, Herbs, Medicines, Facial care and Hair care. Thus the alternative 

hypothesis 

isacceptedandthenullhypothesisisrejected.Hence,thereisnosignificantrelationshipbetweentheed

ucational leveland awarenessoforganicfoodProducts. 
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VII. CONSUMERS SATISFACTION TOWARDS ORGANIC

 FOODPRODUCTS 

Inordertofindouttheconsumerslevelofsatisfaction 5pointlikertscaleiscarriedout. 
 

Table8.CONSUMERSATISFACTION 
 

 
 

 

 

 
PARTICULARS 

 

 
NOOFRESPONDENTS 

 
Total

Score 

 

 
Mean

Score 

 

 

 
Rank 

HS 

 
(5) 

S 

 
(4) 

N 

 
(3) 

DS 

 
(2) 

HDS 

 
(1) 

Productperformance 88 

 
(440) 

32 

 
(128) 

19 

 
(57) 

10 

 
(20) 

1 

 
(1) 

 
646 

 
4.30 

 
I 

Clarityof product information 30 

 
(150) 

98 

 
(392) 

17 

 
(51) 

4 

 
(8) 

1 

 
(1) 

 
602 

 
4.01 

 
VIII 

Newproductsmakesquickresult 46 

 
(230) 

51 

 
(204) 

49 

 
(147) 

3 

 
(6) 

1 

 
(1) 

 
588 

 
3.92 

 
X 

Product reliability 36 

 
(180) 

85 

 
(340) 

26 

 
(78) 

2 

 
(4) 

1 

 
(1) 

 
603 

 
4.02 

 
VII 

Usageofnaturalingredients 57 

 
(285) 

73 

 
(292) 

17 

 
(51) 

1 

 
(2) 

2 

 
(2) 

 
632 

 
4.21 

 
II 

Standardquality 50 

 
(250) 

76 

 
(304) 

20 

 
(60) 

1 

 
(2) 

3 

 
(3) 

 
619 

 
4.12 

 
V 

Longlastingeffect 55 

 
(275) 

61 

 
(244) 

29 

 
(87) 

2 

 
(4) 

3 

 
(3) 

 
613 

 
4.08 

 
VI 
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Expectation met 42 

 
(210) 

79 

 
(316) 

20 

 
(60) 

6 

 
(12) 

3 

 
(3) 

 
601 

 
4.00 

 
IX 

Qualityretention 59 

 
(295) 

67 

 
(268) 

18 

 
(54) 

4 

 
(8) 

2 

 
(2) 

 
627 

 
4.18 

 
III 

Fairprices 52 

 
(260) 

79 

 
(316) 

14 

 
(42) 

2 

 
(4) 

3 

 
(3) 

 
625 

 
4.16 

 
IV 

 

 

From the table, it clearly indicates that consumers organic products are highly 

satisfiedwith the product performance ( mean score= 4.30, rank= 1), usage of natural 

ingredients 

II,qualityretentionIII,fairpricesIV,standardqualityV,longlastingeffectVI,productreliability VII, 

clarity of product information VIII, expectation met IX, new product makesquickresult X. 

This shows that most of the respondents using organic products are highly satisfied 

andsatisfied about the quality, quantity, past experience, performance etc. They also 

encourageothersto useorganicproducts. 
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CHAPTERV 

 
FINDINGS,CONCLUSIONANDSUGGESTIONS 

 

FINDINGS 

 
I. SOCIOECONOMICPROFILE 

 
 The result of the study shows that 57 percent of the respondents are women. Its 

showsthatwomen uses organicproducts than men. 

 The result of the study shows that among the five age groups, most of the 

respondentsusingorganicproducts werebelongingup to 25years ofage. 

 The result of the study shows that most of therespondents using organic productswere 

Post graduates. Educated consumers easily understand the benefits of 

organicproductsthan Non-Organic products. 

 Theresultofthestudyshowsthat26percentoftherespondentsusingorganicproductswerepri

vateemployees. 

 The result of the study that 33 percent of the respondents using organic products 

earnsmonthlyincomeless than15000. 

 The result of the study shows that 35 percent of the respondents are in urban and 

ruralarea. 

 The result of the study shows that 38 percent of the respondents having 4-6 

membersinthefamily. 

 The result of the study shows that 60 percent of the respondents are living in 

jointfamily. 

II. CONSUMERS AWARENESS ABOUT THE ORGANIC

 FOODPRODUCTS 

 It was found that allrespondent were aware oforganic products.The study revealsthat 

respondents came to know about organic products from family 40 percent, friends25 

percent, colleagues 11 percent, advertisements 33 percent, social media 30 

percent,others 11 percent. Majority of the respondents came to know about organic 

productsfromfamily. 

 The study reveals that respondents where you purchase the organic products 

fromsupermarket46percent,Producersfarm48percent,andorganicproductsshop58 
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percent.Majority of therespondentspurchase the organic 

productsfromorganicproductsshop. 

 It was found that family & friends 58 percent, colleagues 14 percent, 

advertisements37 percent, social media 43 percent influence the most while choosing 

the OrganicProducts. The study indicates that most of the respondents get influenced 

by family &friends. 

 The analysis shows that level of interest in buy organic products from very high 

39percent, high 34 percent, moderate 53 percent, low 17 percent, very low 9 

percent.Majorityoftherespondentslevelofinterestinbuyingorganicproductsfrommoderat

e. 

 It reveals that majority of the respondents have using organic products between 1- 

3years. 

MEANSCORERESULTS 

 
Fromtheabovetableitisclearthatthelevelofawarenessscoresthatwasfoundtobethe highest in 

the Consumers awareness towards the organic products areTea and Snackswith a mean score 

of 2.55 and 2.52 respectively. This was followed by Facial care and DairyProducts with the 

mean score of 2.37 and 2.30 respectively. Cereals and Beverages with 

themeanscoreof2.23and2.21respectively.SpicesandPulsesandBeanswiththemeanscoreof2.20an

d2.20respectively.HerbsandBodyHealthCarewiththemeanscoreof2.18and 

2.17 respectively. Hair Care and Millets with the mean score of 2.11 and 2.09 

respectively.Medicines and Nuts, Seeds and Dry Fruits with the mean score of 2.03 and 1.80 

respectively.Vegetables and Fruits with the mean score of 1.68 and 1.43 respectively are the 

lowest levelofawareness in the organic food products. 

CHISQUAREANALYSIS 

 
The study indicates that educational level and awareness in Consumers organic 

foodProductsdoes havesignificant association with the Consumers. 
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III. TO STUDY THE CONSUMERS PREFERENCE

 TOWARDSORGANICPFOOD RODUCTS 

GARRETRANKINGTECHNIQUESRESULTS 

 
Garret ranking technique was used to analyze the various reasons for preferring 

organicfood products. The above table indicates that Maintain good health holds the first rank 

(withthemeanscoreof63.03)followedbyaprefertasteandfeeling,qualityoffood,accessibility,fresh

ness,storeambiance,explanationandreception,freefromchemicalpesticides, commercial 

advertisement regarding nutritional value of organic food 

productswithattractiveslogan.Thetableshows that maintaingood healthholds thetop rank. 

IV. TOIDENTIFYTHEFACTOR 

INFLUENCINGCONSUMERSTOBUYORGANICFOODPRODUCTS 

The above table indicates that the Organic foods are more nutritious than 

traditionalfoods (With the mean score of 46.86, Rank I) followed by a Organic foods taste 

better thantraditional foods with Rank II, Organic foods reduce the risk of illness with Rank 

III, Organicfoods are more healthy with Rank IV, Fresher than conventional food with Rank 

V, Organicfoods are more reliable than traditional foods with Rank VI, To protect/ safeguard by 

healthcondition VII, i think the consumption of organic food is a trend VIII, animals are treated better 

IX,organicfoodsaremorequality X,organic foods protect theenvironmentXI,thevitaminsandminerals 

content of organic foods are more than those of traditional foods XII. The table shows 

thatorganicfoodsare more nutritiousthantraditionalfoodsholdsthetoprank. 

V. TOEVALUATETHEBARRIERSFACEDBYCONSUMERSWHILEOP

TINGFORORGANICFOODPRODUCTS 

The above table indicates that the non availability of organic products ( with the mean score 

of40.80,rank1)followedbyaveryfeworganicstoresII,priceisnotuniqueinallshopsIII,higherprice IV, low 

quality V, lack of certificate VI, lack of knowledgeable employees in the shop VII, lackof varieties 

VIII, mislabeling IX. The table shows that non availability of organic products holds thetop rank. 



81 
 

VI. TOASSESSTHELEVELOFSATISFACTION 

 
From the table, it clearly indicates that consumers organic products are highly satisfied with 

theproductperformance ( mean score= 4.30, rank=1), usage of natural ingredients II, quality 

retentionIII, fair prices IV, standard quality V, long lasting effect VI, product reliability VII, clarity of 

productinformationVIII, expectation metIX, new product makes quickresultX. 

This shows that most of the respondents using organic products are highly satisfied and 

satisfiedabout the quality, quantity, past experience, performance etc. They also encourage others to 

useorganicproducts. 

CONCLUSION 

 
Now a days people are facing many health issues because of non organic food 

productsthatare producedusingtoxicpesticidesandfertilizers.The 

consumersareawareaboutorganic products. They believe that the organic products will 

improve the quality of life andthey know that these product can address The health issues as 

well. Consumers have highawareness on the benefits of products for the health. Consumers 

have level of awareness onpurchasing organic products. Consumers highly prefer organic 

products for Maintain goodhealth. The main reason for Influencing consumer to buy organic 

products is organicfoodsare more nutritious than traditional foods. The main barrier faced by 

the consumer for optingnon availability of organic products. The customers are highly 

satisfied towards organic foodproductsfor 

theirproductperformance.Toconcludetheconsumersattitudeandbuyingintention of organic 

products which will be useful to the organic farmers. To promote 

andimproveorganicfarmingand toattract moreconsumers to leadahealthylifestyle. 

SUGGESTIONS 

 
 Organicfoodproductscan bemadeavailableat fairpriceshops. 

 Organicfoodproductsshouldbepackedorganically. 

 Advertisementplaysamajorroletocreateawarenessandinformationondurableproducts.It 

must beattractiveand it developthebrand image. 

 Organicproductcompaniesmustdevelopandoffermoreattractiveschemetoencoura

geand draw more consumers. 

 Thepriceofsomeorganicproducts arehigher,soitshould beavailableinlessprice. 
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ANNEXURE 

 
I. SOCIOECONOMICPROFILE 

1. Name:  
 

 

2. Gender: 

a) Male[] 

b) Female[ ] 

 
 

3. Age: 

a)Upto25yrs[ ] 

b)26–35yrs[ ] 

c)6–45yrs[] 

d)46–55yrs[ ] 

e)55yrsandabove[ ] 

 
 

4. EducationalQualification: 

a) Uptoschool level[] 

b) Undergraduate[] 

c) Postgraduate[] 

d) Professional[ ] 

e) Others[] 

 
 

5. OccupationalStatus: 

a) Student[] 

b) Business[ ] 

c) Privateemployee[ ] 

d) Govtemployee[ ] 

e) Professional[ ] 

f) Others[] 
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6. Monthlyincome: 

a) Lessthan15000[ ] 

b)15000-20000 [] 

c)20000-25000[ ] 

d)Above25000[] 

 
 

7. AreaofResidence: 

a) Urban[] 

b) Rural[] 

c) Semi-urban[ ] 

 
 

8. Noofmembersinfamily: 

a) Upto 3 members[] 

b) 4–6 members [ ] 

c) Morethan6 members[] 

 
 

9. Typeoffamily: 

a) Joint family[] 

b) Nuclearfamily[ ] 

 
 

II. CONSUMERAWARENESS 

10. Areyouawareof organicproducts? 

a) Yes[ ] 

b) No[] 

 
 

11. How doyouknowcometoaboutorganicproducts? 

a) Family[] 

b) Friends[ ] 

c) Colleagues[] 

d) Advertisements[ ] 

e) Socialmedia[] 

f) Others[] 
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12. Whereyoupurchasetheorganicproducts? 

a) Supermarket[] 

b) Producersfarm[] 

c) Organicproductsshops[ ] 

 
 

13. WhichfactorinfluencesyouthemostwhilechoosingtheorganicfoodProducts? 

a) Familyandfriends[] 

b) Colleagues[] 

c) Advertisement[ ] 

d) Socialmedia[] 

 
 

14. Stateyourlevelof interestin buyingorganicproducts? 

a) Veryhigh [] 

b) High[ ] 

c) Moderate[ ] 

d) Low[ ] 

e) Verylow [] 

 
 

15. How longyouhavebeenusingorganicproducts? 

a) Lessthan1year[ ] 

b) 1-3years[] 

c) Above3years[ ] 

d) Verylongtime[] 
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III. CONSUMERS AWARENESS ABOUT THE ORGANIC

 FOODPRODUCTS 

16. Tofindoutawarenessofconsumersabouttheorganicfoods. 
 

Particulars Extremely 

Aware 

Moderately 

Aware 

Somewhat 

Aware 

Slightly 

Aware 

Notatall 

aware 

Fruits      

Vegetables      

DairyProducts      

Tea      

Millets      

PulsesandBeans      

Cereals      

Snacks      

Nuts,Seeds and DryFruits      

Beverages      

Spices      

Herbs      

Medicines      

BodyHealthCare      

FacialCare      

BabyandKid Care      

HairCare      

 

IV. CONSUMERPREFERENCEABOUTTHEORGANICFOODPRODUCTS 

 
17. Tostudytheconsumerpreferencetowards organicfood products. 

 

SA-StronglyAgreeA-AgreeN-NeutralD-DisagreeSDA-StronglyDisagree 
 

PARTICULARS SDA DA N A SA 

Maintaingoodhealth      

Prefertasteandfeeling      

Qualityoffood      
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Accessibility      

Freshness      

Storeambience      

Explanationandreception      

Freefromchemicalpesticides      

Commercialadvertisementregardingnutritionalvalueoforganicf

oodproductswithattractiveslogan 

     

 
 

V. FACTORSINFLUENCINGCONSUMERTOBUYORGANICFOODPR

ODUCTS 

18. Toidentifythe factorinfluencingconsumertobuyorganic foodproducts. 
 

SA-StronglyAgreeA-AgreeN-NeutralD-DisagreeSDA-StronglyDisagree 
 

PARTICULARS SDA DA N A SA 

Organicfoodstastebetterthantraditional 

foods 

     

Organic foods are more nutritious than 

traditionalfoods 

     

Organicfoods reducethe risk ofillness      

Thevitaminsandmineralcontentoforganic 

foodsaremorethanthoseoftraditional foods 

     

Organicfoods aremore reliablethantraditional 

foods 

     

Ithinktheconsumptionoforganicfoodsisa 

trend 

     

Organicfoods aremorehealthy      

Organic goodsprotecttheenvironment      

Organic goodsareofmorequality      

Toprotect/safeguardmyhealthcondition      

Animalsaretreatedbetter      

Fresherthanconventional food      
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VI. BARRIERSFACEDBYCONSUMERSWHILEOPTINGFORORG

ANICFOODPRODUCTS 

19. Toevaluatethebarriersfacedbyconsumers while optingfororganicfoodproducts. 
 

SA-StronglyAgreeA-AgreeN-NeutralD-DisagreeSD-StronglyDisagree 
 

PARTICULARS SA A N D SD 

Non-availability of

 organicprod

ucts 

     

Higherprice      

Lackofvarieties      

Mislabeling      

Lackof certification      

Lack of 
 knowledgeableemplo
yees in  the shop to 

explainitsbenefits 

     

Veryfeworganicstores      

Lowquality      

Priceis not uniquein all shops      

 
 

VII. CONSUMERS SATISFACTION TOWARDS ORGANIC

 FOODPRODUCTS 

20. Toassessthelevelofsatisfaction 
 

HS-HighlySatisfied S-SatisfiedN-NeutralDS-DissatisfiedHDS-HighlyDissatisfied 
 

PARTICULARS HS S N DS HDS 

ProductPerformance      

Clarityof product information      

Newproductmakesquickresult      
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Productreliability      
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Usageofnaturalingredients      

Standardquality      

Longlastingeffect      

Expectationmet      

Qualityretention      

Fairprices      

 


