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ABSTRACT 

Our survival depends on our ability to eat. We, on the other hand, are aware that the food we eat 

is polluted and poisoned because of the use of chemicals, etc. to ripen the fruits and preserve the 

freshness of vegetables. Consumers' tastes and preferences have changed as a result of this 

growing understanding, which has led to a local and global increase in demand for organic 

products. Organic food has had a significant impact on consumers' lifestyles as a result of the 

growing green movement. A farming approach that does not employ man-made fertilizers, 

pesticides, growth regulators and animal feed additives is known as organic food or organically 

produced food." On this rigorous global platform, the organic method has shown to be one of the 

most effective competitive techniques available. 
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INTRODUCTION 

Organic farming aims to provide nutritious and delicious food without the use of synthetic 

chemicals. It's important to note that organic farming not only protects the environment, but it 

also improves public health and contributes much to the economic and social cohesion of rural 

communities. Consumers' worries about food safety, human health, and the environment have 

sparked a growth in interest in organically grown foods, particularly in developed countries. [1] 

The term "organic" refers to food grown without the use of synthetic fertilizers or pesticides. A 

more sustainable food supply may be achieved via the employment of modern scientific 

knowledge and technology in the agriculture sector. The organic standards for animal husbandry 

prevent the use of genetically modified organisms and antibiotics, while only 30 additives are 

permitted in particular circumstances. As a result, buying organic food may be seen as a behavior 

motivated by concerns about the healthiness and/or flavor of the food, as well as concerns about 

the impact on the environment and the treatment of animals in the manufacturing process. [2] 

Market of Organic food is steadily transitioning from a market for elite to a market of healthy 

goods for health concerned portion of population. In India, today customers are getting more 

aware and health concerned hence as the consumer increases, naturally market for organic goods 

is also developing in order to satisfy the increasing need. [3] 
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A wide range of consumers of organic and non-organic food were interviewed and evaluated in 

order to acquire an understanding of their attitudes and perceptions about organic food. 

Customers of organic food don't all view organic food in the same way. As a result, the statistical 

approach enables us to better understand the relationship and model of consumer behavior 

changes in organic foods in India. [4] 

Organic guidelines for animal husbandry prohibit the use of genetically modified organisms and 

antibiotics, while only 30 chemicals are permitted in certain circumstances (Soil Association, 

2000). As a result, buying organic food may be seen as a behavior motivated by concerns about 

the healthiness and/or flavor of the food, as well as concerns about the impact on the 

environment and the treatment of animals in the manufacturing process. [5] 

LITERATURE REVIEW 

Vasile Stoleru, Neculai Munteanu and Andrei Istrate (2019) The goal of this study was to gather 

information on what customers think about organic products. Gender, age, education, income, 

and social status were all taken into account. When it comes to organic farming, the psycho-

cognitive influence that perception has on behavior was clearly proven via data analysis. Organic 

farming is also a relatively recent industry in the country. Using a questionnaire designed 

specifically for this purpose, 226 people participated in the study. The SPSS programme version 

20 was used to analyses the survey findings, which included the use of the contingency 

coefficient and Pearson chi-square tests. Organic food's perceived quality is linked to its 

nutritional or sensory characteristics. [6] 

Nayana Sharma and Dr. Ritu Singhvi (2018) Customers' views on organic food might provide 

light on the booming organic food industry in India and overseas. It has also served as a guide 

for the ongoing investigation. Many specialists throughout the world and in India have come to 

realize the importance of organic food. A wide range of other influences on consumer 

perceptions of organic food have been identified as well. Some studies have also been done on 

organic food preferences, knowledge, and satisfaction. [7] 

Mr. Pardeep Kumar,Dr.Hema Gulati (2017) The majority of Indians live in rural areas and 

depend on agriculture for their livelihoods. Agriculture continues to be the backbone of Indian 

economic activity, contributing 14% of the country's total gross domestic product (GDP). 

Agriculture also includes the production of organic products. The Indian market for organic 

products is now growing rapidly. The goal of this study is to find out how consumers in rural 

areas of Haryana, India, feel about buying organic products. The research's primary purpose is to 

discover how consumers really respond to organic products. A sample of 110 people was 

gathered for the study's purpose. [8] 
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Camelia F. Oroian, Calin O. Safirescu, et al. (2017) Organic food customers in Romania's North-

West Development Region have their say in this article. Thirty different organic food items were 

used to gauge how consumers felt about them. Descriptive and inferential statistics were used to 

evaluate data from 568 participants. A factor-clustering method was used to classify customers. 

According to the findings, organic food consumption is mostly motivated by health concerns, 

sensory appeal, sustainable consumption, and weight concerns. The three most common types of 

organic food customers were "gourmand," "environmentally concerned," and "health concerned," 

according to the study. [9] 

Sathyendra Kumar AD, Dr. H. M. Chandrashekar (2015) Customers' perceptions of organic 

items and marketing in Mysore city were analyzed in this paper. According to the statistics, 

organic food is preferred by the majority of customers, especially those in metropolitan areas. 

The lack of marketing of organic products in the research area has led to an increase in demand 

for organic products, but a lack of supply. Due to a lack of supply and knowledge, organic 

producers are at a disadvantage, as well as a lack of proper market facilities. As a result, if 

farmers and government officials in Karnataka are serious about organic farming, a robust 

marketing structure may be easily put in place [10]. 

RESEARCH METHODOLOGY 

Primary and secondary data are used in this study. The original data was gathered from a select 

group of consumers and retail businesses in Hyderabad that sell organic products. In order to 

understand the consumer's viewpoint on organic food and to identify the different mechanisms 

that enable and prevent the use of organic food, structured surveys have been developed. A total 

of 60 customers and sales representatives from ten different retail locations will be surveyed. 

Customers and salespeople are also interviewed in order to verify the accuracy of the information 

they provide in this survey. From books, papers, journals, magazines and the internet came the 

secondary data. 

It's a methodical approach to solving a specific issue. The primary and secondary data are the 

foundation of this investigation. Using a simple random sampling method, we collected the 

majority of the data through a questionnaire at organic food retailers. Secondary data has been 

sourced from the Department of Horticulture, Organic Farming Certification Agencies, APEDA, 

and the District Statistical Office in Rewari, India. Secondary data will also be gathered from 

published books, articles and journals as well as online. 

Sampling 

The goal of this study is to find out how much rural Haryana residents know about organic 

products. It is necessary to use stratified random sampling in order to arrive at the desired result. 

The study will take place in the rural area of Rewari in Haryana. 
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ANALYSIS 

Female are more attentive about organic items than male. 25- 60 age group are more 
attentive about organic food goods. Married respondents are more careful about 
consumption of organic goods. 

Table 1 Demographic Factors 
Demographic Factors Percentage 

Gender Female 58 

Male 44 

Age Group 18-24 16 

25-35 25 

36-50 23 

51-60 24 

Above 60 16 

Marital Status Married 56 

Single 44 

Qualification High School 12 

Graduate 17 

Post-Graduate 27 

Professionals 44 

Working Status Non-working 39 

Working 60 

Monthly family income Less than 50,000 6 

50,000-1,00,000 27 

1,00,000- 2,00,000 38 

2,00,000 above 29 
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Post-graduate students, on the other hand, are more inclined to buy organic food. In today's 
working world, people are becoming more conscious and worried about organic food 
intake. Those earning between $1, 000 and $2,000 a month are more concerned about 
organic food, followed by those earning more than $2,000 a month. 

Table 2 
“FactorsaffectingConsumerPerceptiontowardstheirHealth&HealthConsciousFoodPro

duct” 

S.n

o 

Statement StronglyAg

ree 

Agr

ee 

Can’ts

ay 

Disagr

ee 

StronglyDisa

gree 

PRODUCT 

1. Ialwaysconsumefreshfood. 33% 43% -- 24% -- 

2. Iavoidfoodcontainingpreservatives. 13% 46% 13% 28%  

 

3. If Idon’t knowaboutafood Inevertryit. 10% 46%  41% 3% 

4. Iam 

veryconsciousaboutmyhealth&buyproductasp

erthat 

9% 54% --- 22% 19% 

5. Iamawareabout 

foodsafetystandards&regulationsofproductsw

hatIconsume. 

10% 32% 7% 41% 10% 

6. Igaincompleteinformationaboutfoodproductbe

fore Ibuy. 

13% 49% --- 30% 8% 

7. Brandedfoodgivesmequalityassurance 30% 42% --- 28% -- 

LABELLING& PACKAGING 

8. I love to use those foods 

whichhaveassuredlabeling. 

36% 54% --- 9% 1% 
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9. Itrustfoodlogo,labeling. 23% 37% --- 32% 8% 

PROMOTION 

10. Iconsiderpeerreferenceforhealthproduct. 12% 43% -- 39% 6% 

11. Iusuallyseeinternet&search 

forcustomerfeedbackifany. 

13% 36% -- 31% 20% 

PRICE 

12. Iamwillingtopayhighforgreenproduct. 19% 36% -- 39% 6% 

13. Priceplaysakeyroleinbuyingitems. 23% 42% -- 26% 9% 

PLACE 

14. Ibuyproduct whichareeasilyavailableinstores. 27% 43% -- 27% 3% 

15. I give extra effort to search for the products 

whicharereallyeco-friendlyorhealthier. 

12% 31% -- 50% 7% 
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Data shows that 76% of clients eat fresh food every day. Preservatives in food are avoided 
by around 60% of customers. More than half of all consumers never try a new culinary 
item. Health-conscious consumers make up more than 60% of all food purchases in the 
United States today. More than half of the population is unaware of food safety rules and 
laws. 60% of consumers get all the information they need before purchasing a food 
product. Many consumers believe that branded foods ensure quality. More than 90% of 
customers prefer to use foodstuffs with assured labelling. 60 percent of consumers have 
faith in food products' labels and logos. More than half of all health-related purchases are 
based on recommendations from others. Before making a purchase, less than half of 
consumers look for user feedback. More than half of purchasers are not willing to pay a 
premium for environmentally friendly products. Approximately 65% of consumers believe 
that the price of a product is a critical determinant in their purchase decision. Almost three-
quarters of customers said they prefer to buy items that are easily accessible. Fewer than 
half of consumers are willing to make the extra effort necessary to purchase products that 
are better for the environment or their health. 

Table 3 What makeyoutobuyorganicProduct? 

 



 

International Journal of Research in Economics and Social Sciences(IJRESS) 
Available online at: http://euroasiapub.org 
Vol. 8 Issue 11, November- 2018 
ISSN(o): 2249-7382 | Impact Factor: 6.939 | 

 

 

 

 

International Journal of Research in Economics and Social Sciences (IJRESS)  
Email:- editorijrim@gmail.com, http://www.euroasiapub.org 

  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

 
 

53 

According to the comments, health and authenticity are the two key factors that persuade 
customers to purchase organic products. 

Table 4 CONSUMERPERCEPTIONTOWARDSORGANICFOOD 

 

Sixty-seven percent of those polled said they thought organic products were better for the 

environment. Organic products are seen as healthy by 68% of consumers. 70% of those polled 

believe that organic products are of higher quality. An alarming 46 percent of respondents 

believe many organic products do not deserve to have the "organic" label. About 79% of 

consumers believe that organic foods are on par with other types of foods. No harmful effects 

were reported by 83 percent of respondents. Customers believe that certain organic products are 

only branded to tempt them, according to a survey of 48 percent of consumers. 80% of 

consumers believe that organic products are overpriced. Seventy-four percent of consumers 

complain that there isn't enough variety and taste available. According to the lack of clear 

answers, many customers are unaware of organic food products or the information associated 

with them. 
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Table 5Attributewise 

IndependentSampleTest 

 Levene'sTestf

or 

Equality

 

ofVariances 

 t-testforEqualityofMeans 

 F Sig. T Df Sig.(2- 

tailed) 

MeanDiffer

ence 

Std.Error 

Difference 

95% 

ConfidenceIn

tervalofthe 

Difference 

 

        Lower Upper 

V1 Equal 1.166 .283 -.565 83 .574 -.061 .108 -.275 .154 

 variances 

assumed 

         

 Equal 

variances 

not assumed 

   

-.565 

83.00 

0 

 

.574 

 

-.061 

 

.108 

 

-.275 

 

.154 

 

V2 

Equal 

variances 

assumed 

 

.012 

 

.911 

 

.052 

 

83 

 

.959 

 

.007 

 

.129 

 

-.249 

 

.263 

 Equal 

variances 

not 

assumed 

   

.052 

82.90 

9 

 

.959 

 

.007 

 

.129 

 

-.249 

 

.263 

V3 Equal 

variances 
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assumed .106 .745 .549 83 .584 .077 .140 -.202 .356 

 Equal 

variances 

not 

assumed 

   

.549 

82.98 

0 

 

.584 

 

.077 

 

.140 

 

-.202 

 

.356 

V4 Equal 

variances 

assumed 

 

1.189 

 

.279 

- 

1.801 

 

83 

 

.075 

 

-.208 

 

.115 

 

-.437 

 

.022 

 Equal 

variances 

not 

assumed 

  - 

1.799 

81.68 

9 

 

.076 

 

-.208 

 

.115 

 

-.437 

 

.022 

V5 Equal 

variances 

assumed 

 

2.556 

 

.114 

 

-.156 

 

83 

 

.876 

 

-.021 

 

.135 

 

-.289 

 

.247 

 Equal 

variances 

not assumed 

   

-.156 

77.77 

1 

 

.877 

 

-.021 

 

.135 

 

-.290 

 

.248 

Tot 

al 

Equal 

variances 

assumed 

 

.904 

 

.345 

 

-.464 

 

83 

 

.644 

 

-.2059801 

.443527 

1 

 

-1.0881376 

.67617 

75 

 Equal 

variances 

not 

assumed 

   

-.465 

82.71 

8 

 

.643 

 

-.2059801 

.443093 

8 

 

-1.0873202 

.67536 

01 

“V1:TatseV2:AppearanceV3:FreshnessV4:Shelf lifeV5:Cookingtime.” 

Men and women both agreed that the offered characteristics of organic and conventional foods 

varied significantly, as shown by their replies and the values of p. Organic food is better than 
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conventional food in every manner, according to the respondents. To summarise, organic food 

items are superior to conventional food products in terms of flavor and appearance; freshness; 

shelf life and cooking time; thus, both genders agree that organic food products are better. To put 

it another way, the null hypothesis is still correct. 

CONCLUSION 

Consumers' perceptions of the health and environmental effect of organic food products play a 

significant factor in their choice to purchase organic food. Efforts by the government and non-

profit organisations must be made to educate consumers about the advantages of organic foods 

and to assist farmers in growing significant amounts of organic crops. 
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