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1.1. Introduction 

 

 
OrganicTfoodTisTdefinedTasTaTproductTfromTaTfarmingTsystemTwhichTavoidsTtheTuseTof

syntheticTfertilizersTandTpesticides.TtheTprinciplesTusedTinTtheTfarmingTsystemTapplyTthe 

benefitTofTmodernTscientificTunderstandingTandTtechnologiesTtoTofferTaTmoreTsustainable 

foodTproductionT(InstituteTofT FoodT ScienceT andT Technology,T 2005).T Genetically-

modifiedT organismsT andT antibioticsT areTprohibitedTinTorganicTstandardsTforTanimalT 

husbandryTwhileTonlyT30TadditivesTareTpermittedTinTcertainTconditionsT(SoilTAssociation,

2000).TTherefore,TpurchaseTofTorganicTfoodsTcanTbeTseenTasTanTactionTmotivatedTbyT

beliefsTaboutThealthinessTandTpossiblyTgoodTtasteTofTtheseTproductsTasTwellTasTbyT 

beliefsTaboutTtheTpositiveTimpactTonTTenvironmentTandTwelfareTofTproductionTanimals.T

ThisTreviewTaimsTtoTprovideTanTevaluationTofTtheTliteraturesTonTtheTconsumerTattitudeT

towardsTorganicTfood.TItTisTimportantTtoTknowThowTconsumersTrelateTtoTfoodTqualityT 

andTfoodTsystemTissuesTinTorderTtoTexploreTtheTpotentialsTofTorganicTagriculture.TKnow

ledgeTandTpublicTunderstandingTinfluenceTtheTconsumerTvaluationTofTfood.TThus,Tconsu

mersTneedTclear,accurate,reliableTinformationTaboutTorganicTfood.ConsumersTbelieve 

theyTareTmoreTinformedTifTinformationTonTorganicTfoodTisTprovidedTandTtheTinformation

affectsTtheirTperceptions. 

 

ThereTisTnoTcommonTdefinitionTofT“organic”TdueTtoTtheTfactTthatTdifferentTcountries 

haveTdifferentTstandardTforTproductsTtoTbeTcertifiedT“organic”.TinTsimplestTwordsTorganic

foodsTareTminimallyTprocessedTtoTmaintainTtheTintegrityTofTtheTfoodTwithoutTartificialT 

ingredients,TpreservativesTorTirradiation.TOrganicTproductsTareTobtainedTbyTprocessesT 

friendlyTtoTtheTenvironment,TbyTcultivationTtechniquesTthatTconsiderTbothTtheTattributes

ofTtheTfinalTproduct andTtheTproductionTmethods. 

 

 

 

1.2.Benefits of organic products 

TheTconsumersTareTincreasinglyTbecomingTawareTofTtheTfoodTsafetyTissuesTandTenviro

nmentalTissuesTbecauseTofTtheirTincreasedTconcernTaboutThealth,TtheTenvironment’sT 

healthTandTitsTglobalTimplications.TOrganicTfoodTnowThasTbecomeTaTviableTalternativeT 

forTanTincreasingTnumberTofTconsumers,TwhoTareTworriedTaboutTtheTpresenceTofTchem

icalsTresidueTandTtheTnegativeTconsequencesTonTtheTenvironmentTcausedTbyTintensiveT

productionTmethods.TManyTfarmersTalsoTnowTseeTorganicTfarmingTasTaTwayTtoTstabilize

orTevenTincreaseTtheirTincomeTdueTtoTpolicyTsupportTandTgrowingTmarketTdemand.TThe

benefitsTofTorganicTproductsTareTthreefoldTasTsummarizedTbel
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• Health: 
 

OrganicTagricultureTregulatesThowTfoodTisTgrownTandTprocessed.TInTadditionTtoTmeeting

theThealthT andT safetyT requirementsT ofT conventionalT food,organicT foodT mustT also

meetT additionalTsafetyTstandardsTofTorganicTfarmingTsuchTasTtougherTregulationsTonT 

manureTuse.TstudiesThaveTshownTthatTorganicTfoodTcontainsTaTlowerTconcentrationTofT 

pesticidesTasTcomparedTtoTconventionallyTgrownTfood10.THence,thereTisTaTgoodTreason 

toTbelieveTthatTorganicTfarmingTreducesThealthTrisk. 

 

 
The health benefits of organic products are as follows: 

 
• Toxin and GMO-free: 

 
OrganicTproductsTareTtheTmostTheavilyTregulatedTfoodTproductsTinTtheTUS.TOnlyTorganic

productsTcomeTwithTaTguaranteeTthatTnoTtoxicTpersistentTpesticides,TsyntheticTfertilizers 

orTGMOsTareTusedTinTtheirTproduction.TAdditionally,TnoTantibioticsTorTgrowthThormonesT

areTgivenTtoTlivestock.TOrganicTproducersTandTprocessorsTareTsubjectTtoTrigorousTanno

uncedTandTunannouncedTcertificationTinspectionsTbyTthirdpartyTinspectorsTtoTensureTthat

properTdueTdiligenceTproceduresTandTprotocolsTareTbeingTfollowed. 

 

 

• Higher nutritional content: 

 

RecentTstudiesThaveTfoundTthatTorganicTfruits,TvegetablesTandTgrainsThaveTfewerTnitrates 

andT cadmiumT andT fewerT pesticideT residuesT thanT nonorganicT crops,T makingT  

them saferT toTconsume. 

 

• Environment: 
 

OrganicTfarmingTprimarilyTfocusesTonTecofriendlyTagricultureTpractices.TItTmightTnotTelimi

nateTtheTnegativeTenvironmentalTimpactsTwholly,TbutTitTcanThelpTreduceTwaterTpollutionT

andTimproveTtheTsoilTquality.TOrganicTcultivationTpromotesTconservationTofTbiodiversity,T

enhancesTecologicalTfunctionsTandTecosystemTservices.TItTisTaTselfrelianceTsystemTthat 

improvesTtheTeconomicTproductivityTofTcropsTandTlivestock.TTheTstringentTorganic T 

certificationTstandardsTenableTseveral,measuresTlikeTmulching,TcropTrotation,TcropT 

residualTmanagement,TrulesTonTcarryingTcapacityT definingT aTnumberTofT headsT ofT lives

tockT areT allowedT perT improvedTorganicT soilTcarbonbidingTsignificantlyTreducesTgreenT 

gasesThelpsTinTmitigatingTclimateTchange.TATfewTkeyTcharacteristicsTofTorganicTfarmingt

hatThighlightTtheTsynergisticTnatureTofTtheTactivityTareTmentionedTbelow. 

 

• Economics: 
 

CertifiedTorganicTfoodsTfetchThigherTprices,inTcomparisonTtoTconventionalTfoodTasTmost

ofTtheTorganicTproduceTisTdirectlyTprocuredTbyTcompaniesTtherebyTexcludingTtheTmiddle

men.TTheTretailTpriceTofTorganicTfoodTisThighTandTeventually,organicTproductionTreduces

costTalso.TThisTprovidesTfarmersTaTgoodTreturnTonTanTorganizedTsupplyTchainTsystem.
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1.3. Advantages of organic products 

 

OrganicTfoodThasTgainedTquiteTbitTpopularityTinTrecentTyears.ThereTareTstrictTguideTline

setTinTplaceTforTaTfoodTtoTbeTlabeledTorganic,TsomeTofTtheseTincludeTnoTpesticidesT 

canTbeTused,TnoTartificialThormones,TandTnoTchemicals.TThisTincludesTnotTonlyTonTthe

productTthem,TbutTinTtheTsoilT andT waterT usedT toT growT themT too.T  

 

 

• HealthierT– 
 

OrganicTfoodTisTconsideredThealthierTforTaTfewTdifferentTreasons.TTheTmainToneTbeing 

thatTnoTpesticidesTareTpresentTonTtheTfood,TwhichTmayThaveTharmfulThealthTeffects. 

 

• AntioxidantsT– 
 

OneTofTtheTmainTadvantagesTofTorganicTfoodTisTitTcontainsThighTamountTofTantioxidant

OurTbodyTneedTtheseTelementsTinTorderTtoTkeepTourTsystemThealthyTandTcanTprevent

diseasesTorTillnessesTtoTattackTus. 

 

• Taste GoodT– 
 

AsTorganicTfoodsTdoTnotTundergoneTanyTartificialTgrowthTorTstructuralTchanges,TitTreally

tastesTgood.TItToffersTaTdistinctTtaste.TForTexample,TorganicTfruitsTtasteTsweeterTandT 

deliciousTthatTtypicalTfruitsTthatTaren’t’TproducedTnaturally. 

 

• Prevents DiseaseT– 
 

StudiesTrevealedTthatTorganicTfoodsTcanThelpTyourTbodyTtoTpreventTdiseaseTevenT 

cancer.thisTisTbecauseTfoodTproductsTareTcultivatedTusingTartificialTgrowersTorTfertilizers

hasTcertainTcomponentTthatTcanTincreaseTtheTriskTofTdevelopingTdiseaseTlikeTcancer. 

 

• Maintains a Clean System- 
 

OrganicTfoodTisTalsoTtheTbestTchoiceTifTyouTwantTtoTcleanseTyourTsystem.TThisTfoodT 

isTveryTeffectiveTtoTeradicateTtheTimpuritiesTinTtheTsystem.
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1.4. Disadvantages of Organic Foods 
 

Although organic foods\have many advantages, they also have disadvantages whichT 

are given below: 

 

1. OrganicTfoodsTareTveryTexpensiveTasTcomparedTtoTnonorganicTfoods.ThisTisTbecause 

majorityTofTfarmersTonlyTproduceTconventionalTfoods.TAlsoTmostTfarmersTandTfoodTprod

ucersTwantTtoTmaximizeTprofit,TbyTusingTchemicalsTtoTincreaseTtheTsizeTandTquantityT 

ofTtheirTproduce.TtheTcostTofTproductionTofTnonorganicTfoodsTisTlessTasTcomparedTtoT 

thatTofTorganicTfoodsTwhichTresultsTinTaTlowerTpriceTforTnonorganicTfoodsTthanTtheT 

priceTofTorganicTfoods. 

 

2. OrganicTfoodsTdon'tTlastTlongTsinceTtheyTdoTnotTcontainTpreservatives.NonorganicT 

foodsTlastTlongerTthanTorganicTfoods.TPreservativesThelpTfoodTmanufacturersTandTatT 

timesTconsumersTtoTstoreTfoodTforTlongerTtimeTwhichThelpsTthemTtoTsaveTmoney. 

 
 

 

3. AnotherTdisadvantageTofTorganicTfoodsTisTtheTlimitedTselectionTofTorganicTproductsT 

availableTinTsomeTareas.SomeTplacesTdoTnotThaveTvarietyTofTorganicTfoodsTtoTchoose 

evenTthoughTcertainTpeopleTcanTaffordTtoTbuyTorganicTfoodsTtheyTareTunableTtoTgetTor

ganicTfoodTofTtheirTchoiceTdueTtoTscarcityTofTorganicTfoodsTinTsuchTareas. 

 
 

FromTtheTadvantagesTandTdisadvantagesTstatedTabove,TitTcanTbeTseenTthatTtheTadvant

agesTofTorganicTfoodsTareTmoreTthanTtheTdisadvantages.SomeTofTtheseTdisadvantages 

canTevenTbeTeliminated.BasedTuponTtheseTfacts,ITfullyTsupportTtheTgrowingTandTeating

ofTorganicTfood
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2.ORGANIC FARMING IN INDIA 

 
 

TheTapproachTandToutlookTtowardsTagricultureTandTmarketingTofTfoodThasTseenTaT 

quantumTchangeTworldwideToverTtheTlastTfewTdecades.TWhereasTearlierTtheTseasonsT 

andTtheTclimateTofTanTareaTdeterminedTwhatTwouldTbeTgrownTandTwhen,TtodayTitTisT 

theT"market"TthatTdeterminesTwhatT itT wantsT andT whatT shouldT beT grown.T TheT focusT

isT nowT moreT onT quantityT andT outerqualityT(appearance)TratherTthanTintrinsicTorTnutriti

onalTquality,TalsoTcalledT"vitality".TPesticideTandT otherT chemicalT residuesT inT foodT and

anT overallT reducedT qualityT ofT foodT haveT ledT toT markedTincreaseTinTvariousTdiseases

mainlyTvariousTformsTofTcancerTandTreducedTbodilyTimmunity.TThisTimmenseTcommercia

lizationTofTagricultureThasTalsoThadTaTveryTnegativeTeffectTonTtheTenvironment.TheTuse

ofTpesticidesThasTledTtoTenormousTlevelsTofTchemicalTbuildupTinTourTenvironment,TinT 

soil,Twater,Tair,TinTanimalsTandTevenTinTourTownTbodies.TFertilizersThaveTaTshort-

termTeffectTonTproductivityTbutTaTlongertermTnegativeTeffectTonTtheTenvironmentTwhere 

theyTremainTforTyearsTafterTleachingTandTrunningToff,TcontaminatingTgroundTwaterTandT

waterTbodies.TTheTuseTofThybridTseedsTandTtheTpracticeTofTmonocultureThaveTledTtoT

aTsevereTthreatTtoTlocalTandTindigenousTvarieties,whoseTgermplasmTcanTbeTlostTforever

AllTofTthisTisTforT"productivity".TInTtheTnameTofTgrowingTmoreTtoTfeedTtheTearth,TweT 

haveTtakenTtheTwrongTroadTofTunsustainability.TTheTeffectsTalreadyTshowTfarmersTcom

mittingTsuicideTinTgrowingTnumbersTwithTeveryTpassingTyear;TtheThorrendousTeffectsTof

pesticideTspraysTbyTaTgovernmentownedTplantationTinTKeralaTsomeTyearsTago;TtheT 

pesticideTcontaminatedTbottledTwaterTandTaeratedTbeveragesTareTonlyTsomeTinstances.T

TheTbiggerTpictureTthatTrarelyTmakesTnewsThoweverTisTthatTmillionsTofTpeopleTareTstill

underfedTandTwhereTtheyTdoTgetTenoughTtoTeat,TtheTfoodTtheyTeatThasTtheTcapabilityT 

toTeventuallyTkillTthem.TYet,TtheTpictureTpaintedTforTtheTfutureTbyTagrochemicalTandT 

seedTcompaniesTandTgovernmentsTisTrosyTandTbright.TAnotherTnegativeTeffectTofTthisT 

trendThasTbeenTonTtheTfortunesTofTtheTfarmingTcommunitiesTworldwide. 

 

 
 

OrganicTfarmingTwasTpracticedTinTIndiaTsinceTthousandsTofTyears.TTheTgreatTIndianTciv

ilizationTthrivedTonTorganicTfarmingTandTwasToneTofTtheTmostTprosperousTcountriesTinT

theTworld,tillTtheTBritishTruledTit.InTtraditionalTIndia,TtheTentireTagricultureTwasTpracticed  

usingTorganicTtechniques,TwhereTfertilizers,Tpesticides,Tetc.,TwereTobtainedTfromTplantT 

andTanimalTproducts.   
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2.1.  GIVEN BELOW ARE SOME OF THE ADVANTAGES OF ORGANIC FARMING 
FOR SMALL FARMERS 

 
 

 

1. High premium: 

OrganicTfoodTisTnormallyTpricedT230%ThigherTthanTconventionalTfood.TThisT 

premiumTisTveryTimportantTforTaTsmallTfarmerTwhoseTincomeTisTjustT 

sufficientTtoTfeedThis/herTfamilyTwithToneTmeal. 

 
 

2. Low investment: 

OrganicTfarmingTnormallyTdoesTnotTinvolveTcapitalTinvestmentTasThighTasTthatT 

requiredTinTchemicalTfarming.TFurther,TsinceTorganicTfertilizersTandTpesticidesT 

canTbeTproducedTlocally,TtheTyearlyTcostsTincurredTbyTtheTfarmerTareTalsoTlow.T

AgricultureTgreatlyTdependsTonTexternalTfactorsTsuchTasTclimate,Tpests,Tdisease.

Furthermore,TmostTofTtheTsmallTfarmersTareTdependentTonTnaturalTrainTforTwater

ThereforeTinTcasesTofTnaturalTcalamity,TpestTorTdiseaseTattack,TandTirregularT 

rainfall,TwhenTthereTisTaTcropTfailure,TsmallTfarmersTpracticingTorganicTfarmingT 

haveTtoTsufferTlessTasTtheirTinvestmentsTareTlow.T(ItTshouldTbeTnotedTthatTwhile

shiftingTfromTchemicalTfarmingTtoTorganicTfarming,TtheTtransitionTmightTbeTcostly)

. 

 

3. Less dependence on money lenders: 

ManyTsmallTfarmersTworldwideTcommitTsuicideTSinceTchemicalTinputs,TwhichTare

veryTcostly,areTnotTrequiredTinTorganicTfarming,smallTfarmersTareTnotTdependent

onTmoneyTlenders.TCropTfailure,Ttherefore,TdoesTnotTleaveTanTorganicTfarmerT 

intoTenormousTdebt,TandTdoesTnotTforceThimTtoTtakeTanTextremeTstep. 

 

4. Synergy with life forms: 

OrganicTfarmingTinvolvesTsynergyTwithTvariousTplantTandTanimalTlifeTforms.TSmall

farmersTareTableTtoTunderstandTthisTsynergyTeasilyTandThenceTfindTitTeasyTtoT 

implementTthem. 

 

 

5. Traditional knowledge: 

SmallTfarmersThaveTabundanceTofTtraditionalTknowledgeTwithTthemTandTwithinT 

theirTcommunity.MostTofTthisTtraditionalTknowledgeTcannotTbeTusedTforTchemical 

farming.THowever,TwhenTitTcomesTtoTorganicTfarming,TtheTfarmersTcanTmakeTuse

ofTtheTtraditionalTknowledge.TFurther,TinTcaseTofTorganicTfarming,TsmallTfarmersT

areTnotTdependentTonTthoseTwhoTprovideTchemicalTknow-how. 
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Literature review 

 
TheTinappropriateTuseTofTagrochemicals,includingTpesticides,Therbicides,antibiotics,growthThormones

andTtheirTresiduesTinTfoodTstuffs,isTaTknownTsourceTofTillnesses.TInTresponsetoTseveralTfoodT 

scandals,TwhichTareTcreatingTseriousTthreattoThumanThealthTandTsocieties;TtheTnationalTandTinter

nationalTorganizationTalongwithTgovernmentTinstitutionsThasTstartedTplayingTanTactiveTroleTinTawar

enessT activitiesTtowardsTorganicTfoodT(Ling,T2013).TheTrisingTconsumerTawarenessTand 

increaseTinTperTcapitaTincomeTofTAsianTcountriesTshowTmajorTpotentialTofTorganicTfoodTforTAsia.  

ConsumerTinterpretationTofTtheTtermTorganicTisTdiverseTwithinTvariousTcontexts,whileTtheTpurchase

decisionTofTorganicTfoodTisTbasedTonTsubjectiveTexperiencesandTperceptionTaboutTit.TThereTareT

diverseTawarenessTlevelsTandTunderstandingTtheTconceptsTofTorganicTfoodTamongTconsumersTofT

variousTregions. 

 

Moreover,Tconsumers’Tawareness,knowledge,TandTinformationTaboutTorganicTfoodTplayTaTvitalTrole

inTunderstandingTtheirTpreferencesTtowardsTorganicTfood.T 

PadiyaTandTValaT(2012)TalsoTsupportTtheTnotionTthatTrespondent’sTbeliefTaboutTorganicTfoodTinT 

IndiaThasTaTdirectTdependenceTonTtheTsourceTofTawareness,TwhereinTknowledgeTaboutTorganicT 

foodTplaysTaTsignificantTroleTindevelopingTtheirpurchasingTattitudes.T 

WitzelTandTZielkeT(2017)TinTconsensusTwithTseveralTstudiesTalsoTreportTthatTtheconsumerTknowle

dgeTaboutTorganicTfoodTisTpositivelyTrelatedTtoTwillingnessTtoT purchaseT(WTP)TofTorganicTfood.T 

However,itTisTpertinentTtoTmentionTthatTorganicfoodTsegmentTvariesTfromTmarketTtoTmarketTbased

onTtheTdevelopmentTphase,TmarketTstructure,TawarenessTlevel,TclimateTconditions,TgovernmentT 

support,cultureandTotherTsuchTfactors.TThus,TthereTisTanTimmenseTneedTtoTexploreTtheTconsumer

awareness,TandTknowledgeTaboutTorganicTfoodTespeciallyTinTnon-regulatedTmarkets. 

 

RQI. What is consumer understanding and awareness about the term organic food? 

ExtensiveTliteratureTinTdevelopedTandTregulatedTmarketsThasTidentifiedTtheTfactor 

thatTinfluenceconsumerTbehavior,revealedTvariousTreasonsbehindTconsumerTtoTpurchaseTorganicT 

products,i.eTbetterTnutrition,reducedThealth,socialTaspects,TandTsupportTofTlocalTfarming,fairTmarket,

andTenvironmental awareness.TrecognizedseveralTfactorsTwhileTexploringTtheTphenomenaTthat 

whyTpeopleTpurchaseTorganicTfood.TheyTfoundThealthTconsciousness,TbetterTtaste,TenvironmentalT

concerns,TfoodTsafetyTissues,trustTdeficitonTconventionalTfood,TanimalTwelfare,TbenefitTtoTlocalT 

economy,TmoreTwholesome,Tnostalgia,andTfashionable/curiosityTasTmajorTmotivesTforTconsumption 

ofTfood.TATmetastudyTbyTHemmerlingT(2015)TshowsTthatTinTfortyTstudies,Tconsumers’Tperceptions,

beliefs,Tassociations,TandTexpectationsTfromTorganicTproductsTwereTrelatedTtoThealthTand/orTenvir

onmentTprotectingTaspects.TTheyTfurtherTreportTthatTseventeenTstudiesTindicateTitsTconsumptionT 

dueTtoTnonexistenceTorTwithTfewerTchemicalsTandT,pesticides,TwhileTotherTeighteenTstudiesThighli

ghtT consumerTassociation,TdueTtoTgoodTorTbetterTtaste;Thowever,TinTsevenTstudies,T 

respondentsTpreferTorganicTfoodTforTtheTreasonTofTTgoodTorTbetterTquality.  

 

RQ-II. Why do consumers buy organic food especially when it is non-certified? 

InTaTrecentTcoupleTofTdecades,TtheTconstructTofT“trust”ThasTbeenTaTfocusTofTattentionTamong 

foodTriskTscholar,TmainlyTdueTtoTincreasingTfoodTscandalsTthatThaveTthreatenedTtheTfoodTsystem.

ConsumptionTofTproductsTinvolvesTseveralTrisks,whileTconsumerTalwaysTstrivesTtoTeliminateTthese 

risksTbyTadaptingTreductionTstrategies,suchTasTbrandTandTstoreTimage,TbrandTreputation,TandT  

https://www.tandfonline.com/doi/full/10.1080/23311975.2021.1984028
https://www.tandfonline.com/doi/full/10.1080/23311975.2021.1984028
https://www.tandfonline.com/doi/full/10.1080/23311975.2021.1984028
https://www.tandfonline.com/doi/full/10.1080/23311975.2021.1984028
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labelTreferencewhichTmayTenhanceTtrustTatTtheTsameTtime.TInTcontrastTtoTconventionalTfood,T  

theTorganicTfoodTpracticesTrequiremoreTstrictTparametersTbyTchainTmembersTtoTensureTtrust,T 

credibility,TandTqualityTtoTconsumers,TsinceTthereTareTmarginalTdifferencesTinTvisualTandTsensorial

characteristicsTamongTbothTcategories.Furthermore,TorganicTfoodThasTaTcredenceTattributeTandTits

purchaseTrequiresTmoreTexpertiseTandTknowledgeTbyTconsumersTtoTbuildTtheirTtrustT(Nuttavuthisit

&TThøgersen,T2017).TnuttavuthisitTandTThøgersenTalsoTsupportTtheTnotionTthatTtoThedgeTtheTrisk, 

credenceTgoodsTsuchTasTgreenTproductsTalwaysTconsumerTtrustTasTprerequisiteTforTestablishingT

marketsTparticularlyTifTtheyTareTofpremiumTpriceIndeed,TdueTtoTgrowingTfoodTsafetyTissues,debate

onTconsumerT trustTparticularlyTinTshortTfoodTsupplyTchainsTbecameTaTvitalTcomponentTofTtheT 

foodTsystemT(GiampietrT2018).TThisTisTespeciallyTtrueTwhenTorganicTfoodTisTnoncertified.TThus,T 

theTroleTofTtrustTcannotTbeTignoredTinTthisTfoodTsegment.InTcontextTofTorganicTfoodTconsumption 

inTAsianTmarkets,suggestTthatTinTTaiwan,TdevelopmentTofTtheTorganicTfoodTindustryTrequiresTtheT

establishmentTcorrectTknowledgeTandTconceptsTthroughTitsTeffectiveTpromotion.TTheTstudyinTtheT 

contextofTTaiwanTconcludesTthatTdetailsTofTauthenticationTsourcesTandTtraceabilityTabout 

organicTfoodTproductsTisTgoodTsourceTofTconsumerTawarenessaboutTorganicTfood,whileTsuchT 

practicesTcontributeTtoTdevelopingTmarketingTstrategiesTtowardsTbuildingTconsumerTtrustT(Liang, 

2016).TTherefore,TtheaboveTdiscussionTleadsTusTtoTaTresearchTquestionTthatThowTconsumersT 

trustTnoncertifiedTorganic food. 
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3.SCOPE AND IMPORTANCE OF THE STUDY 

 

WithTrisingTconcernTofThealthTissuesTandTfoodTsafety,manyTconsumersThaveTturnedT 

theirTsiteTtoTorganicTproducts.TTheTincreasedTconsumers'TinterestTinTorganicTfoodThasT 

beenTattributedTamongTothersTtoTtheTgrowingTdemandTforTfoodTfreeTfromTpesticidesT 

andTchemicalTresidues. 

 

OrganicTfoodTpromotesTaTbalanceTofThuman,TotherTlivingTorganismsTandTtheTnature.Tit 

alsoTpromotesTnoTartificialTpreservativesTandTbestTmaintainTtheToriginalityTofTfood.TThis 

preventsTexcessTuseTharmfulTingredientsTandTtherebyTensuresThealth. 

ThisTstudyTattemptedTtoTgainTknowledgeTaboutTconsumerTattitudeTtowardsTorganicTfoodTpro

ductTconsumptionTandTtoTseeTwhetherTthereTisTanyTpotentialTthisTmightThaveTforT 

changingTtheirTbehavior.TTheTrationaleTforTcarryingToutTthisTstudyTisTthatTconsiderationTfor

theTenvironmentTcouldTcomeTonlyTfromTwellinformedTcitizensTwhoTareTawareTof,Tand 

fullyTcommittedTtoTtheirTrightsTtoTaTqualityThealthTandTenvironment.TNevertheless,before 

anyTbehaviorTcanTbeTchanged. 

 

ItTisTnecessaryTtoTevaluateTtheTcurrentTstateTofTconsumers’TawarenessTandTknowledge.The

reforeTconsumer’sTattitude,TperceptionTtowardsTorganicTfoodTproducts,TwillingnessTto payT 

forTorganicfoodTproductTandTintentionTtoTpurchaseTorganicTfoodTwillTbeTtheTmainTagendaT 

ofTthisTstudy. 

 

 

 

 
 

3.1 OBJECTIVES OF THE STUDY 

 

1. ToTassesTandTevaluateTtheTfactorsTfacilitateTtheTconsumptionTofTorganicTproductsTinTthe

TstudyTarea. 

2. ToTanalyzeTtheTpotentialTMarketsTforTorganicTproducts. 

3. ToTexamineTtheTconsumersTperceptionTtowardsTorganicTproductsTinTtheTstudyTarea. 

4. ToTanalyzeTtheTconstraintsTinTmarketingTofTorganicTproductsTandTtoTsuggestTsuitableTme

asuresTthereof. 
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CHAPTER 4 
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4.METHODOLOGY 
 
 

 

                4.1. Data Collection Methods: 

TheTstudyTisTbasedTonTprimaryTandTsecondaryTdata.TTheTprimaryTdataThadT 
collectedTfromTselectedTconsumersTonTSimpleTRandomTsamplingTtechniquesT 
andTRetailToutletsTofTOrganicTproducts,TOrganicTProductsTMarketingTAgencies,T 
byTadministeringTtheTstructuredTquestionnaires. 

 
 
 

 
4.2. Sample Design 

In order to understand the demand factors in organic products & the consumers 
perception of organic products, the subsequent sample size will be used to collect the 
primary data. The sample size of the participants was 200 people. 

 

 

 
                    4.3 Questionnaire Design 

Our Questionnaire's questions are arranged as multiple-choice questions. This is done   
for the researcher to determine Perception Towards Organic Products on customer   
purchasing habits. 
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CHAPTER 5 
 

Results and Discussion 
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1. Are you aware of organic food? 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

TheT tableT1TshowsT thatT70%TofT theT respondentsTareTawareT aboutTorganicT  

products,T 30%T ofTrespondentsThaveTnotTawareTaboutTorganicTproducts,T out of Total 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 

No. Preference No. of Respondents Percentages 

1 YES 140 70 

2 NO 60 30 
 Total 200 100 
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No 
25% 

Yes 
75% 

 
 
 
 

 
2. Have you ever tried organic food? 
 
 

 

No. Preference No. of Respondents Percentages 

1 YES 150 75 

2 NO 50 25 
 Total 200 100 

 
 

 
 
 
 
 
 

TheTtableT2TshowsTthatT75%TofTtheTrespondentsTareTtriedTorganicTproducts,T25%T

ofTrespondentsThaveTnotTtriedTorganicTproducts,Tout of Total respondents,TinTtheT 

studyTarea. 

. 
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28% 

 
52% 

6months- 1 year 
50 

20% 

 
 
 
 
 

3. For how long have you been purchasing Organic food? 

 
 

 
No. Preference No. of Respondents Percentages 

1 Less than 6 months 70 28 

2 6months- 1 year 50 20 

3 more than 1 year 130 52 
 Total 200 100 

 
 
 

 
 

 
 

 
 
 

 

TheTtableT3TshowsTthatT28%TofTtheTrespondentsTareTbeenTpurchasingTOrganicT 

productsTinTlessTthanT6Tmonths,52%TofTtheT respondentsTareTpurchasingTorganicT 

productsTinTmoreTthanT1Tyear,T20%TofTrespondentsTareTbeenTpurchasingTorganic 

productsTbetweenT6-12TMonths Tout of Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 
 

 
4.When did you last purchase organic food? 
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 week 
13% 

Six months ago 115 
58% 

 
30% 

 
 
 
 
 
 
 
 

 
No. Preference No. of Respondents Percentages 

1 Last week 25 12 

2 Last month 60 30 

3 Six months ago 115 58 
 Total 200 100 

 
 

 
 

TheTtableT4TshowsTthatT12%TofTtheTrespondentsTareTpurchaseTOrganicTproductsT 

lastTweek,T30%TofTrespondentsTareTpurchaseTorganicTproductsTlastTmonths,T58%T

ofTtheTrespondentsThasTpurchaseTorganicTproductsTsixTmonthsTago,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 

 
5. Please indicate with a tick mark the extent to which you agree or disagree with the 

following statements,where1 = Strongly agree;2 = Agree; 3= Undecided; 4= 

Disagree; 5=Strongly disagree. 
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   A.Organic food is more nutritious than ordinary food? 
 
 

No. Preference No. of Respondents Percentages 

1 Strongly agree 150 75 

2 Agree 30 15 

3 Undecided 15 7 

 4 Disagree 5 3 
 
 
 
 
 

 
 

TheTtableT5(A)TshowsTthatT75%TofTtheTrespondentsTareTstronglyTagree,T15%TofT 

respondentsTareTagree,T 7%TofT theTrespondentsTareT undecided,3%T ofT respondentsT  

areT disagree,T andT 0%T0fTrespondentsTareTstronglyTdisagree,Tout of Total 

respondents,inTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 

 
5(b) Organic food is tastier than ordinary food? 
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1 Strongly agree 100 50   

2 Agree 60 30   

3 Undecided 25 12   

4 Disagree 10 5   

5 Strongly disagree 5 3   
 Total 200 100   

 
 
 

 

 

 

 

 

 

 

 

 

 
 

TheTtableT5(B)TshowsTthatT50%TofTtheTrespondentsTareTstronglyTagree,T30%T 

ofrespondentsTareTagree,T 12%T ofT theT respondentsT areT undecided,5%T ofT  

respondentsT areT disagree,T andT 3%T respondentsTareTstronglyTdisagree,T out of 

Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 

 
C.Organic foods are fresh? 
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TheTtableT5(C)TshowsTthatT75%TofTtheTrespondentsTareTstronglyTagree,T20%T 

ofTrespondentsTareTagree,T 5%T ofT theT respondentsT areT undecided,0%T ofT  

respondentsT areT disagree,T andT 0%T respondentsTareTstronglyTdisagree,ToutT 

ofT200Trespondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 
 

1 Strongly agree 150 75 

2 Agree 40 20 

3 Undecided 10 5 

4 Disagree 0 0 

5 Strongly disagree 0 0 
 Total 200 100 
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D.I buy organic because it is tastier? 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TheTtableT5(D)TshowsTthatT35%TofTtheTrespondentsTareTstronglyTagree,T30%T 

ofTrespondentsTareTagree,T 25%T ofT theT respondentsT areT undecided,7%T ofT  

respondentsT areT disagree,T andT 3%T respondentsTareTstronglyTdisagree,Tout of 

Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
E.A wide range of organic food can be bought where I shop. 

 

 
 

1 Strongly agree 70 35 

2 Agree 60 30 

3 Undecided 50 25 

4 Disagree 15 7 

5 Strongly disagree 5 3 
 Total 200 100 
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1 Strongly agree 30 15 

2 Agree 40 20 

3 Undecided 70 35 

4 Disagree 30 15 

5 Strongly disagree 30 15 
 Total 200 100 

 
 
 

 
 
 
 
 
 

 

TheTtableT5(E)TshowsTthatT15%TofTtheTrespondentsTareTstronglyTagree,T20%Tof

respondentsTareTagree,T35%TofTtheTrespondentsTareTundecided,15%TofTrespon

dentsTareTdisagree,TandT15%respondentsTareTstronglyTdisagree,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 

E. Organic food are free from chemical or pesticide residues. 
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No. Preference No. of Respondents Percentages 

1 Strongly agree 150 75 

2 Agree 40 20 

3 Undecided 10 5 

4 Disagree 0 0 

5 Strongly disagree 0 0 

 Total 200 100 
 

 

 
 
 
 
 

TheTtableT5(F)TshowsTthatT75%TofTtheTrespondentsTareTstronglyTagree,T20%TofT 

respondentsTagree,T 5%T ofT theT respondentsTareT undecided,0%T ofT respondentsT  

areT disagree,T andT 0%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondentsTinTtheTstudyTarea. 

 
 
 
 
 
 
 
 

 
G.There is not much difference between organic food and regular food. 
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No. Preference No. of Respondents Percentages 

1 Strongly agree 0 0 
 2 Agree 5 2 

3 Undecided 50 25 

4 Disagree 100 50 

5 Strongly disagree 45 23 
 Total 200 100 

 
 
 

 
 
 
 

 

TheTtableTshowsTthatT0%TofTtheTrespondentsTareTstronglyTagree,T2%TofTrespond

entsTareTagree,T25%TofTtheTrespondentsTareTundecided,50%TofTrespondentsTareT

disagree,TandT23%TrespondentsTareTstronglyTdisagree,Tout of Total respondents,Tin 

theTstudyTarea. 

 
 
 
 
 
 

 
I.I buy organic food because I want to be environmentally conscious. 

 
 

No. Preference No. of Respondents Percentages 
1 Strongly agree 90 45 
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2 Agree  70 35 

3 Undecided  25 12 

4 Disagree  15 8 

5 Strongly disagree  0 0 

 Total  200 100 

   

 
Disagree 

8% 

  

  
Undecided 

13% 

   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

TheTtableTshowsTthatT45%TofTtheTrespondentsTareTstronglyTagree,T35%TofTrespond

entsTareTagree,T12%TofTtheTrespondentsTareTundecided,8%TofTrespondentsTareT 

disagree,TandT0%T0fTrespondentsTareTstronglyTdisagree,Tout of Total respondents,T 

inTtheTstudyTarea. 

 

 
 
 
 
 
 
 
 
 
 

 
J. I believe that organic food will keep me healthy. 
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No. Preference No. of Respondents Percentages 

1 Strongly agree 80 40 
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4O% 

 
 

    

 
 
 
 
 
 
 
 
 
 

2 Agree 90  45 

3 Undecided 25  12 

4 Disagree 5  3 

5 Strongly disagree 0  0 

 Total 200  100 

    

Disagree 
3% 

 

  
Undecided 

13% 

  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TheTtableT5(l)TshowsTthatT40%TofTtheTrespondentsTareTstronglyTagree,T45%TofT 

respondentsTareTagree,T12%TofTtheTrespondentsTareTundecided,3%TofTrespondentsT

areTdisagree,andT0%T0fTrespondentsTareTstronglyTdisagree,Tout of Total 

respondents,inTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 

K. I never buy food at specialized organic food shops. 
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1 Strongly agree 40 20 

2 Agree 85 42 

3 Undecided 70 35 

4 Disagree 5 3 

5 Strongly disagree 0 0 
 
 
 
 
 

 
 
 
 
 
 

TheTtableT5(K)TshowsTthatT20%TofTtheTrespondentsTareTstronglyTagree,T42%Tof

respondentsTareTagree,T 35%T ofT theT respondentsT areT undecided,3%T ofT respo

ndentsT areT disagree,T andT 0%respondentsTareTstronglyTdisagree,ToutTofT200T 

respondentsTinTtheTstudyTarea. 

 

 
 
 
 
 
 
 
 

 
L. I am satisfied that the food I eat is safe. 

 

No. Preference No. of Respondents Percentages 

1 Strongly agree 25 12 
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2 Agree 95 47 

3 Undecided 65 35 

4 Disagree 10 5 

5 Strongly disagree 5 3 
 Total 200 100 

 
 
 

 
 
 
 

TheTtableT5(L)TshowsTthatT12%TofTtheTrespondentsTareTstronglyTagree,T47%Tof

respondentsTareTagree,T33%TofTtheTrespondentsTareTundecided,5%TofTresponde

ntsTareTdisagree,TandT3%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondentsTinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 
M. I have been purchasing organic food frequently. 

 

No. Preference No. of Respondents Percentages 

1 Strongly agree 25 12 
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2 Agree 90 45 

3 Undecided 70 35 

4 Disagree 8 4 

5 Strongly disagree 8 4 
 Total 200 100 

 
 
 

 
 
 
 

TheTtableT5(M)TshowsTthatT12%TofTtheTrespondentsTareTstronglyTagree,T45%T 

ofTrespondentsTareTagree,T35%TofTtheTrespondentsTareTundecided,4%TofT 

respondentsTareTdisagree,TandT4%T0fTrespondentsTareTstronglyTdisagree,T out of 

Total respondentsTinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 
N. Organic food is costlier than conventional food. 

 

No. Preference No. of Respondents Percentages 

1 Strongly agree 125 63 
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2 Agree 60 30 

3 Undecided 15 7 

4 Disagree 0 0 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
 
 
 
 

 
TheTtableT5(N)TshowsTthatT63%TofTtheTrespondentsTareTstronglyTagree,T30%TofT 
respondentsTareTagree,T 7%TofT theTrespondentsTareT undecided,0%T ofT respondentsT  
areT disagree,T andT 0%T0fTrespondentsTareTstronglyTdisagree,Tout of Total respondents 
inTtheTstudyTarea 
 
 
 
 
 
 
 

 
O. I frequently consume organic food. 

 
No. Preference No. of Respondents Percentages 
1 Strongly agree 25 12 
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2 Agree 60 30 

3 Undecided 95 47 

4 Disagree 15 8 

5 Strongly disagree 5 3 
 Total 200 100 

 
 
 

 
 
 
 
 

 

TheTtableT5(0)TshowsTthatT12%TofTtheTrespondentsTareTstronglyTagree,T30%TofT 

respondentsTagree,T47%TofT theT respondentsTareT undecided,8%T ofT respondentsT  

areT disagree,TandT 3%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondentsT,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 

 
P. I often visit organic food websites. 

 

No. Preference No. of Respondents Percentages 

1 Strongly agree 45 22 
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2 Agree 80 40 

3 Undecided 60 30 

4 Disagree 10 5 

5 Strongly disagree 5 3 
 Total 200 100 

 
 
 

 
 
 
 

TheTtableT5(Q)TshowsTthatT22%TofTtheTrespondentsTareTstronglyTagree,T40%T 

ofTrespondentsTareTagree,T30%TofTtheTrespondentsTareTundecided,5%TofT 

respondentsTareTdisagree,TandT3%T0fTrespondentsTareTstronglyTdisagree,T out of 

Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 
R. I often speak to others about the benefits of organic food. 

 

No. Preference No. of Respondents Percentages 

1 Strongly agree 85 42 
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2 Agree 70 35 

3 Undecided 35 18 

4 Disagree 10 5 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
 
 
 

TheTtableT5(R)TshowsTthatT42%TofTtheTrespondentsTareTstronglyTagree,T35%T 

ofTrespondentsTareTagree,T18%TofTtheTrespondentsTareTundecided,5%TofT 

respondentsTareTdisagree,TandT0%T0fTrespondentsTareTstronglyTdisagree,T out of 

Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 
6. What influences you to continue to buy organic food? 
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1 Child’s welfare 10 5 

2 A healthy diet 160 80 

3 Family preferences 25 12 

4 Not a regular buyer 5 3 

Total 200 100 
 
 

 
 
 

 

TheTtableT6TshowsTthatT5%TofTtheTrespondentsTareTusingTorganicTproductsT 

becauseTofTtheirTchild’sTwelfare,T80%TofTrespondentsTareTusingTorganicTproduct

becauseTofTtheirThealthyTdiet,T12%TofTtheTrespondentsTareTusingTorganicTprodu

ctsTbecauseTofTtheirTfamilyTpreferences,T3%TofTrespondentsTareTnotTusingTorga

nicTproduct,Tout of Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 

 
7. How often do you purchase the following? 
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No. Food category Every week (1) 0nce in a Month (2) 

1. Regular Fruits 120 80 

2. 0rganic Fruits 90 110 

3. 0rdinary Vegetables 175 25 

4. 0rganic Vegetables 130 70 

5. 0rdinary Pulses or 40 160 

 
6. 

Cereals 
0rganic Pulses / 

 
70 

 
130 

 Cereals   

 
 
 
 

 
 

 

TheTtableT7TshowsTthatT19%TofTtheTrespondentsTareTusingTregularTfruits,T15%T

ofTrespondentsTareTusingTorganicTfruits,T28%TofTtheTrespondentsTareTusingT 

ordinaryTvegetables,T21%TofTrespondentsTareTusingTorganicTvegetables,T6%T 

ofTrespondentsTareTusingTordinaryTpulsesTorTcereals,T11%TofTrespondentsT 

areTusingTorganicTpulsesTorTcereals,Tout of Total respondents,TinTtheTstudyT 

area. 

 
 

 
8. Willingness to pay premium (excess price paid over normal products) 
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Please indicate with a tick mark (√) the extent to which you agree or disagree with the 

following statements, where 1 = Strongly agree; 2 = Agree; 3= Undecided; 4= 

Disagree; 5= Strongly disagree 

 

• A premium can be charged for organic food as they are more nutritious. 
 

No. Preference No. of Respondents Percentages 

1 Strongly agree 130 65 

2 Agree 50 25 

3 Undecided 15 7 

4 Disagree 5 3 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
TheTtableT8(A)TshowsTthatT65%TofTtheTrespondentsTareTstronglyTagree,T25%Tof

respondentsTareTagree,7%TofTtheTrespondentsTareTundecided,3%TofTrespondents

areTdisagree,TandT0%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 

       B.Organic foods are good value for money. 
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No. Preference No. of Respondents Percentages 

1 Strongly agree 125 62 

2 Agree 55 28 

3 Undecided 20 10 

4 Disagree 0 0 

5 Strongly disagree 0 0 

 Total 200 100 
 

 

 
 
 
 

TheTtableT8(B)TshowsTthatT62%TofTtheTrespondentsTareTstronglyTagree,T28%TofT 

respondentsTareaTagree,10%T ofT theTrespondentsT areTundecided,0%TofT respondent

areT disagree,TandT 0%T0fTrespondentsTareTstronglyTdisagree,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 

C.A premium can be charged for organic food as they protect the bio diversity of the earth. 



46 
 

 
 

 

  
 

 
 
 
 
 
 
 
 
 
 

 
No. Preference No. of Respondents Percentages 

1 Strongly agree 115 57 

2 Agree 65 33 

3 Undecided 20 10 

4 Disagree 0 0 

5 Strongly disagree 0 0 

 Total 200 100 
 
 
 

 
 
 
 

TheTtableT8(C)TshowsTthatT57%TofTtheTrespondentsTareTstronglyTagree,T33%TofT 

respondentsTareTagree,T 10%T ofT theTrespondentsT areTundecided,0%TofT respondent

areT disagree,TandT 0%T0fTrespondentsTareTstronglyTdisagree,Tout of Total 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 

 
D.A premium can be charged for organic food as they have no chemical waste / pesticides 

residuals. 



47 
 

 
 

    

 
 
 
 
 
 
 
 
 
 

 
No. Preference  No. of Respondents Percentages 

1 Strongly agree  180 90 

2 Agree  15 7 

3 Undecided  5 3 

4 Disagree  0 0 

5 Strongly disagree  0 0 

 Total  200 100 

    

Undecided 

 

   

Agree 
3%  

  8%   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

TheTtableT8(D)TshowsTthatT90%TofTtheTrespondentsTareTstronglyTagree,T7%TofT 

respondentsTareaTagree,3%TofT theTrespondentsTareT undecided,0%T ofT respondents

areT disagree,T andT 0%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 

 
 
 
 
 
 
 
 

 
E.A premium can be charged for organic food as they taste better?  
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1 Strongly agree  90 45 

2 Agree  70 35 

3 Undecided  25 12 

4 Disagree  15 8 

5 Strongly disagree  0 0 

 Total  200 100 

   

 
Disagree 

8% 

  

  
Undecided 

13% 

   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

TheTtableT8(E)TshowsTthatT45%TofTtheTrespondentsTareTstronglyTagree,T35%TofT 

respondentsTareTagree,T12%TofTtheTrespondentsTareTundecided,8%TofTrespondentsT

areTdisagree,andT0%T0fTrespondentsTareTstronglyTdisagree,Tout of Total 

respondents,inTtheTstudyTarea. 

. 

 
 
 
 
 
 
 
 
 
 
 

F. A premium can be charged for organic food as its production methods are certified. 
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1 Strongly agree 110 55 

2 Agree 50 25 

3 Undecided 35 17 

4 Disagree 5 3 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
 
 

 

TheTtableT8(F)TshowsTthatT55%TofTtheTrespondentsTareTstronglyTagree,T25%Tof

respondentsTareTagree,T17%TofTtheTrespondentsTareTundecided,3%TofTresponde

ntsTareTdisagree,TandT0%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 

G. A premium can be charged for organic food as its safety is monitored through certification. 
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1 Strongly agree 135 55 

2 Agree 55 25 

3 Undecided 10 17 

4 Disagree 0 3 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
 
 

 

TheTtableT8(G)TshowsTthatT67%TofTtheTrespondentsTareTstronglyTagree,T28%T 

ofTrespondentsTareTagree,T5%TofTtheTrespondentsTareTundecided,outTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 

A premium can be charged for organic food as it supports marginal farmers and tribal 

communities. 
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1 Strongly agree 100 50 

2 Agree 65 32 

3 Undecided 35 18 

4 Disagree 10 0 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
 
 

 

TheTtableT8TshowsTthatT50%TofTtheTrespondentsTareTstronglyTagree,T32%T 

ofTrespondentsTareTagree,T18%TofTtheTrespondentsTareTundecided,outTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 

     H.I am willing to pay a premium for purchasing organic products. 
 
 

No. Preference No. of Respondents Percentages 

1 Strongly agree 105 52 
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2 Agree 80 40 

3 Undecided 15 8 

4 Disagree 0 0 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 
 
 
 

 
 
 

 

TheTtableT8(H)TshowsTthatT52%TofTtheTrespondentsTareTstronglyTagree,T40%TofT 

respondentsTagree,T 8%T ofT theT respondentsTareT undecided,0%T ofT respondentsT  

areT disagree,T andT 0%T0fTrespondentsTareTstronglyTdisagree,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 

 
I.I refrain from buying organic because of the price. 
 

No. Preference No. of Respondents Percentages 

1 Strongly agree 115 57 
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2 Agree 65 33 

3 Undecided 20 10 

4 Disagree 0 0 

5 Strongly disagree 0 0 
 Total 200 100 

 
 
 

 
 
 
 

TheTtableT8(l)TshowsTthatT57%TofTtheTrespondentsTareTstronglyTagree,T33%Tof 

respondentsTareTagree,T10%TofTtheTrespondentsTareTundecided,outTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 

 
9(A)Socio-Demographic Details 

 

A.Age 
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No. Preference No. of Respondents Percentages 

1 18-30 90 43 

2 31-40 65 31 

3 Over 40 55 26 
 Total 200 100 

 
 
 

 
 
 
 

Table9T(A)TshowsT thatT43%TofTtheTrespondentsTareTbetweenT18-30, 

26%TofTtheTrespondentsTareToverT49,Tout of Total respondents,31%TofT 

respondentsTareTbetweenT31-40TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 
 

 
9(B). Sex 
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1 Male 148 74 

2 Female 52 26 
 Total 200 100 

 
 
 

 

Table9T(B)TshowsTthatT74%TofTtheTrespondentsTareTmale,T26%TofTrespondentsT

areTfemale,Tout of Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
C. Education 
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1 Under graduate 35 17 

2 Graduate 90 45 

3 Post graduate 75 38 
 Total 200 100 

 
 
 

 
 

Table9T(C)TshowsTthatT17%TofTtheTrespondentsTareTUnderTgraduate,T45%TofT 

respondentsTareTgraduate,T38%TofTtheTrespondentsTareTPostTgraduate,ToutTofT200T 

respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
D. Marital status 
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No. Preference No. of Respondents Percentages 

1 Married 90 45 

2 Single 110 55 
 Total 200 100 

 
 
 

 

Table9T(D)TshowsTthatT45%TofTtheTrespondentsTareTmarried,T55%TofT 

respondentsTareTsingle,Tout of Total respondents,TinTtheTstudyTarea. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
E. Your Occupation 
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No. Preference No. of Respondents Percentages 

1 Service 90 45 

2 Self employed 50 25 

3 Unemployed 60 30 
 Total 200 100 

 
 
 

 
 
 
 
 

Table9T(E)TshowsTthatT45%TofTtheTrespondentsTareTintoTtheTserviceTsectors,Tv

25%TofTrespondentsTareTselfemployed,T30%TofTtheTrespondentsTareTemployed,T

out of Total respondents,TinTtheTstudyTarea. 

 
 
 
 
 
 
 
 
 
 
 
 

 
F. Monthly Household Income  
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Table9T(F)TshowsTthatT10%TofTtheTrespondentsTareThaveTtheirTmonthlyThouseholdT 
incomeTisTlessTthanT50000,T22%TofTrespondentsTareThaveTtheirTmonthlyT 
householdTincomeTisTbetweenT50to1.5TlakhT,T45%TofTtheTrespondentsTareThaveT 
theirTmonthlyThouseholdTincomeTisTbetweenT1.5to2.5Tlakh,23%TofTtheTrespondents
areThaveTtheirTmonthlyThouseholdTincomeTisTmore-2.5Tlakh,Tout of Total 
respondents,TinTtheTstudyTarea 
 
 
 
 
 
 
 

No. Preference No. of Respondents Percentages 

1 Less than 50,000 20 10 

2 50 — 1.5 lakh 45 22 

3 1.5 -2.5 lakh 90 45 

4 More than -2.5 lakh 45 23 
 Total 200 100 

 
 

 
 

50 — 1.5 lakh 
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CHAPTER 6 

FINDINGS, SUGGESTIONS AND CONCLUSION 
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 TheTmainTproblemsTofTorganicTconsumersTareTirregularTavailabilityTofTorganicT 

products.TSometimes,TtheTorganicTconsumerTwouldTpurchaseTnonTorganicTproducts

alongTwithTorganicTproducts. 

 TheTorganicTproductsTareTtooTexpensiveTthanTnonorganicTproducts.TSoTthatTtheT 

organicTconsumersTareTnotTtoTpurchasingTmoreTquantityTofTproducts. 

 TheTvarietiesTofTorganicTproductsTwhichTareTavailableTinTtheTmarketTareTlimited. 

 ThereTisTaTlackTofTawarenessTaboutTorganicTproductsTtoTconsumers. 

 TheT organicT productsT areT notT properlyT certifiedT fromT anyT organicT certifiedT  

agencyT orTauthority. 

 TheTorganicTproductsTshopsTareTlimitedTinTtheTcity. 

 ThereTisTaTlackTofTtechnologyTforTtheTprocurementTofTorganicTproducts. 

 TheTconsumersTareTtheTconvincedTaboutThigherTpriceTaboutTorganicTproducts. 

 TheT mainT reasonsT forT notT toT consumeT theT organicT productsT byT theT consumers  

areT notTavailabilityTofTorganicTproductsTregularlyTandTnoTchoicesTareTgivenTinTthe

organicTproducts. 

 TheTadvertisementTofTorganicTproductsTisTveryTlowTwhenTcompareTtoTnon-

organicTproduct. 

 EducationTbackgroundTofTtheTconsumersTisToneTofTtheTimportantTvariablesTwhichT 

influenceTtheTpurchaseTofTtheTorganicTproducts.TTheTresultTisTshowTthatTthere 

areTnoTilliterateTamong,theTrespondentTandTmajorityTofTtheTconsumersTareT 

graduate  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

6.1. Findings of the Study 
 

The study reveals that a lot of problems are faced by respondents while 

purchasing the organic products in the markets. 

 

The Findings of the study are as follows. 
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T 

6.2.Suggestions 
 

 
TheTfollowingTareTtheTsuggestionTmadeTbasedTonTtheTresultsTofTtheTstudy. 

 

 ThereTisTaTneedTtoTopenTorganicTproductsTmarketingTshopsTeveryTextensionT areas. 

 TheTCreationTofTawarenessTofTorganicTproductsTisTnecessaryTamongTconsumers. 

 SustainedTimprovementTinTproductTfeaturesTwouldTleadTtoTincreaseTinTconsumptionT 

ofTorganicTfoodTproducts. 

 TheTincreaseTfrequencyTofTviewingTtheTadvertisementTofTorganicTfoodTproductsTandT

betterT tasteT wouldT influenceT theT purchaseT organicT foodT products.TheT influenceT of 

advertisementTofTorganicTfoodTproductsTwithTanTincreaseTinTeducationTfoundT 

particularlyTamongTconsumers. 

 ToTpersuadeTtoTbuyTorganicTgoodTproducts,TtheTvariablesTlikeTfamiliarity,TpersonalT 

ideology,TsocialTinteractionTandTmonitoryTcostTandThabitsThadTgreaterTinfluenceTinT 

buyingTorganicTfoodTproducts. 

 TheTfamiliarityTofTtheTorganicTfoodTproductsTamongTcustomersTdependsTonTtheT 

promotionalTeffortsTofTtheTmarketers.TTheTavailabilityTorganicTfoodTproductsTneedT 

widerTadvertisement. 

 AllocationTofTseparateTsharesTforTorganicTfoodTproductsTinTdepartmentalTstores. 

 PositioningTorganicTfoodTproductsTbyTtheirTspecificTattributes. 

 PositioningTorganicTfoodTproductsTbyTinfluencingTconsumerTbeliefsTaboutTtheTbenefits 

theyTderiveTonTconsuming. 

 PositioningTbyTreputationTforTqualityT“onlyTorganic” 

 TheTattitudesTofT“neverTbuying”TcouldTbeTmodifiedTbyTeducatingTconsumersTonTtheT 

benefitsTofTorganicTfoodTproducts. 

 “Organic”TtoTbeTpromotedTasT“theTwayTofTlife”TthemTconsideringTitTasT“product”. 

 TheTagricultureTmarketingTandTcooperativeTdepartmentsTtoThelpTfarmersTgetTaTgoodT

priceTforTorganicTproduce.
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6.3. Conclusion 
 

ConsumerTbehaviorTplaysTaTmajorTroleTinTOrganicTfoodTproductsTsegment.T 

TheTmarketersTofTorganicTfoodsTneedTtoTbeTinnovativeTandTdynamicTinTorderTtoT 

completeTwithTtheTchangingTpurchaseTbehaviorTinTtheTOrganicTfoodTproductsTmarketT 

amongTurbanTresidents.TTheTimportanceTofTorganicTfoodTproductsTwasTignoredTforT 

quiteTaTlongTperiod.TAsTresultsTofTenvironmentalTsustainability,TimportanceTisTshiftedT 

towardsTOrganicTfoodTproductsTratherTthanTconventionalTfarming.TTheTstudyTbroughtT 

outTtheTfactTthatTtheTpeopleTwereTwellTawareTofTimagesTandTavailability,TbutTnotTloyalT 

entirelyTtoTorganicTfoodTproducts.TTheTrespondentTwithoutTdoubtTattractedTtowardsT 

OrganicTfoodTproducts.TSoTtheTmarketersTmustTcreateTpromotionsTwhichTareTbothT 

realisticTandTmoralTandTtheTproductTavailabilityTinTtermsTofTvolumeTandTvariety 

areTrequiredTtoTbecomeTsuccessfulTinTmarketingTorganicTfoodTproducts. 

 

OrganicallyTgrownTproductsTareTavailableTinTtheTmarketsTbutTinTlimitedTamountsT 

thoughTtheTgrowingTdemandsTareTthereTforTsuchTproducts.TConsumersTareTwilling 

toTpayTpriceTpremiumTofT50%TforTorganicTproductsTwhichTcouldTbeTviewedTasTtheT 

costTofTinvestmentTinThumanThealth. 

KnowledgeTandTawarenessTaboutTorganicTproductsTcouldTaffectTattitudesTandTperceptions 

aboutTtheTproductTand,Tultimately,TbuyingTdecisionsTofTtheTconsumers.TVegetablesT 

followedTbyTfruitsTandTbeansTareTtheTmostTpreferredTandThighlyT demandedTtheT 

commoditiesTatTpresentTandTtheTpriceTofTvegetablesTspeciallyTtheTleafyTonesTareThigherT  

than 

otherTnormalTvegetables.TButTqualityTcharacteristicsTaffectTconsumers’TpreferencesTforT 

organicTproducts;TwithTtheTmostTimportantTincludingThealthTandTnutritionalTvalue,Ttaste,Tan

dfreshTandTgeneralTappearance.TConsumers’TwillingnessTtoTpurchaseTisTinfluencedT 

byTlimitedTandTerraticTsupply,ThigherTpriceTofTtheTproductsTandTveryTlimitedTaccessTand 

information. 
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     Appendix: 
 
 
     Questionnaire for Consumers of Organic Product 
 

 
 

1. Are you aware of organic product ? 

           1)Yes 2) No 
 

2. Have you ever tried organic product ? 

 

            1)Yes 2) No 

 

3. For how long have you been purchasing Organic food? 

 

1. Less than 6 months 2. 6months- 1 year 3.more than 1 year 

 

4. When did you last purchase organic product ? 

 

1. Last week 2. Last month 3. Six months ago 

5. Please indicate with a tick mark the level to which you agree or disagree with the 

following statements, where 5= Strongly disagree, 4= Disagree3= Undecided; 2 = Agree;1 

= Strongly agree   
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6. What influences you to continue to buy organic food? 

 
1Child’s welfare 2.A healthy diet 3.Family preferences 

 

4. Not a regular buyer 5. Others (please specify)  
 

 

 

 

7. How often do you purchase the following? 

 
Please indicate the frequency of purchase with a tick (√), and mention the amount spent per 

purchase. 

 
No. Food category Every week (1) Once in a Month (2) 

1. Regular Fruits   

2. Organic Fruits   

3. Ordinary Vegetables   

4. Organic Vegetables   

5. Ordinary Pulses or 

Cereals 

  

6. Organic Pulses /   

 Cereals   
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8. Willingness to pay premium (excess price paid over normal products) 

 
Please indicate with a tick mark (?) the extent to which you agree or 

disagree with the following statements, where 5= Strongly disagree, 4= 

Disagree3= Undecided; 2 = Agree;1 = Strongly agree  

 

No. STATEMENTS 1 2 3 4 5 

1. A premium being charged for organic food, as      

 they are additional nutritious.      

2. Organic foods are good worth for money.      

3. A premium being charged for organic food ,as      

 they protect the bio diversity of the earth.      

4. A premium being charged for organic food, as      

 they have no chemical waste / pesticides      

 Residuals.      

5. A premium being charged for organic food, as      

 they taste better.      

6. A premium being charged for organic food, as      

 its production methods are certified.      

7. A premium being charged for organic food, as      

 its safety is monitored through certification.      

8. A premium being charged for organic food, as      

 it supports marginal farmers and tribal 
communities. 

     

9. I am willing to pay a premium for purchasing      

 organic products.      

10. I refrain from buying organic because of the      

 Price.      
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9. Socio-Demographic Details (please tick the appropriate answer) 
 

 

1. Age (i) 18 — 30 (ii) 31-40 (iii) over 
40 

2. Sex (i) Male (ii) Female  

 

3. Education: (i)Under graduate (ii) Graduate (iii) Post Graduate 
 

4. Mention Professional Qualifications, if any  
 

5. Marital status (i) Married (ii) Single 
 

6. Your Hometown   
 

7. Number of children in the family  
 

8. Age of children 1st child  2nd child  3rd child  
 

9. Your household size:   
 

10. Your Occupation     
 

        1) Service 2) Self employed 3)unemployed 
 

11. Monthly Household Income (Rs) 

 

1) Less than 50,000 2) 50 — 1.5 lakh 
 

3) 1.5 -2.5 lakh 4) more than 2.5 lakh 
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