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INTRODUCTION 

 India has emerged as one of the largest potential markets for organic food consumption globally, owing to the 

fact that organic foods or products are healthy, contain no chemicals or preservatives, and are completely natural. With 

growing awareness towards healthy food, surging income levels, and shifts in consumer behavior, the country’s nascent 

organic food market is fast transforming into the world’s fastest growing organic food market.  

 

"Consumer behavior and purchase intention for organic food", The Indian consumer is becoming more and more 

conscious about their health; the Indian market in offering increasing potential for health friendly food segments such as 

that of organic food. Organic food serves as a promising alternative for the population concerned about the consequences 

of high amounts of chemical infusions in food items - both in terms of self - consumption as well as the ill impact on the 

environment. The affinity of an individual towards consumption of organic food items is highly dependent on the 

awareness levels, spending capacity and accessibility available to the individual. 

 

ORGANIC FOOD IN INDIA 

 The first organic food store in India: Greenway was the first store in India which started supplying organic food. 

It was opened in 1997 in Mumbai, when there was no awareness about the organic food in India. Greenway is still a very 

familiar name and it supply affordable and good quality organic food to the residents of Mumbai. It boasts of 20 local 

farms that use chemical free and organic cultivation.  
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LITERATURE REVIEW 

Radhakrishnan (2015)42 Organic farming is a fast expanding pecuniary sector and has an important influence 

on human health, economy’s health, and the health of the planet. The evidence is clear about the success of organic 

farming maintaining ecological balance, and mitigates threats from global climate change. This requires support of public 

policies in the expanding organic food sector. As the primary means of agricultural policy, the Farm Bill is a likely 

medium for investment in organic farming. Currently, agricultural policy provides very little support to organic farmers 

and, in some cases, is counterproductive to the interests of organic farmers.  

 

Thirumaran, (2015)45 investigated various studies on the significance of organic foods from health perspective 

and presented a framework for appraising the scientific influence of these studies. Furthermore, the problems connected 

with the different research approaches were discussed. A number of comparative studies showed higher concentrations of 

vitamin C and phenolic compounds in plant based produce. Higher omega acid content and conjugated linoleum acid in 

milk from organically raised animals were also observed. However, the variations in results claimed by various studies is 

very high, affected by factors such as plant fertilization, ripening stage, plant’s age at harvest, and environmental 

conditions. Moreover, a complex relationship between nutritional value and impact on health was noted, making it 

difficult to conclude about the health effects of organic foods.  

 

 Sarah Hemmerling, et.al,. (2015)68 have taken on the task of synthesizing the available literature in the area of 

organic food production and various parameters that govern the growth of this segment. They provide an overview of the 

various marketing research for organic food consumption, thereby clarifying the parameters that contribute to the 

strengths and weaknesses of various studies. Their review is an extensive analysis of a total of 277 research articles in the 

area of organic production that have been published in peer-reviewed articles during the time period January 2000 and 

December 2011. The review’s structure stemmed from the concept of the consumer-oriented marketing mix (4Cs), taking 

into account a )consumer value and benefits, b) cost to the consumer, c) communication and information needs and d) 

convenience and distribution.  

 

PROBLEM STATEMENT 

 To overcome the important stage of identifying the food products through select organic food retailers, without 

any fear for buying the product. This is because of the identical unnatural products available in the market.  Eventhough, 

the transition is happening on a slow pace the organic consumers are recognized based on their knowledge, health 

consciousness, environmental concerns, preference, attitude and buying of organic food products and finally, buying 

intention to consume organic foods.  The advancement has happened to a great extent through number of organic food 

retail outlets mushrooming in all corners of Tiruppur District, which is good sign of progress.  

 

OBJECTIVE OF THE STUDY  

The study has been carried out to identify the factors that influencing the consumer intension towards organic 

food products 
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RESEARCH METHODOLOGY  

 The methodology of the research indicates the general pattern of organising the procedure for gathering valid and 

reliable data for the purpose of investigation. The research is descriptive in nature. The validity of a research depends on 

the systematic method of collecting the data and analysing them in the sequential order. In the present study, extensive 

analysis of both primary survey data and secondary sources were done systematically. The major source of the data used 

to carry out the analysis is primary data. The sources of secondary data include the publications and reports, various other 

unpublished reports of various other non-governmental organizations, unpublished research reports,  doctoral thesis of 

various institutions, Books, Journal, Articles, Websites, and so on. For the present study the researcher randomly selected 

six stores from each zone and collected minimum 25 organic food consumers aged above 30 years, occupied and having 

their own income are considered as sample and further from one store 25 consumers are identified thus concluding with 

the samples (6 x 25 x 5 = 750) however, during elimination of incomplete data (20) and data cleaning process for outliers 

further 12 samples were discarded and concluded with seven hundred and eighteen samples for the study.  Tools used are 

Simple Percentage, Garrett Ranking Method and Structural Equation Model.  

 

LIMITATIONS OF THE STUDY 

The study is confined to Tiruppur District and therefore findings may not be related to other areas.  Products 

considered for the study were only limited to organic food products and hence leads to limitations of the study. 

 

ANALYSIS AND RESULTS 

  

CONSUMER ATTITUDE AND BUYING INTENTION  

 Buying organic food among consumers is becoming an emerging trend due to the growing awareness of the ill 

effects of the fertilizers and poisonous pesticide products that get mixed with the food products during the production 

process, and this awareness has created a threat in the minds of the consumers and they are now opting for good food i.e. 

the food which is healthy to them, and is also produced in an environment friendly manner, in a way that is beneficial to 

human and to nature.  The present study concentrates only with the consumers involved in buying organic food.   

 

DEMOGRAPHIC VARIABLES 

 

 The study conducted to examine the consumer attitude and buying intention of organic food products in Tiruppur 

District.  The demographic characters of the consumers walked into select organic showroom were classified based on 

their Age, Gender, Educational Qualification, Occupation and Monthly Income is presented in the Table below. 
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Table : Demographic Variables of the Organic Food Consumers 

 

Sl. 

No. 
Demographic Variables 

Respondents 

(718 Nos.) 

Percentage 

(100%) 

1. Age   

 

Upto 30 years 221 30.8 

31 to 50 years 271 37.7 

Above 50 years 226 31.5 

2. Gender   

 
Male 406 56.5 

Female 312 43.5 

3. Educational Qualification   

 

Upto Higher Secondary 180 25.1 

Graduates (Any Discipline) 298 41.5 

Post Graduates (Any Discipline) 186 25.9 

Professionals (Dr., Ph.D., CA, CMA, 

ACS, etc.) 
54 7.5 

4. Occuption   

 

Private Sector 283 39.4 

Public Sector 137 19.1 

Self Employed (Business) 277 38.6 

Professional 21 2.9 

5. Monthly Income   

 

Below Rs.20000 201 28.0 

Rs.20000 to 40000 200 27.9 

Rs.40000 to 60000 205 28.6 

Above Rs.60000 112 15.6 

Source: Computed from Primary Data 

 

 Table shows that the maximum (37.7%) of the respondents are in the age group of 31 to 50 years, 31.5% of the 

respondents are in the age above 50 years and the remaining 30.8% of the respondents belong to the age upto 30 years.  

More than half (56.5%) of the respondents walked into the organic stores to purchase organic products were male and 

43.5% of the respondents visited organic stores were female. Maximum (41.5%) of the respondents walked into the 

organic stores had studied upto graduation, and about 25.9% of the respondents are post graduates, 25.1% of the 

respondents had qualified with higher secondary and the remaining 7.5% of the respondents are professionally qualified.  

Most (39.4%) of the respondents are working in private sector, while 38.6% of the respondents are self-employed, 19.1% 

of the respondents are working in public sector and the remaining 2.9% of the respondents are professionals. Maximum 

(28.6%) of the respondents were having monthly income between Rs.40000 and Rs.60000, while 28% of the respondents 
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were having income between Rs.20000 and Rs.40000, 27.9% of the respondents were having income below Rs.20000 

and the remaining 15.6% of the respondents were having income above Rs.60000. 

 

GARRETT RANKING 

 

 Garrett Ranking was used to assess the reasons for buying organic food products by the select organic consumers 

in Tiruppur which is classified based on the attributes such as helping digestive system, live a healthy life style, 

overcome age related factors, leading life as an example in the society, prevention from diseases, to overcome existing 

health issues and finally, advice from the doctor / health physician. 

 

Table : Rating of the organic consumers showing reasons for buying organic food products 

 

Attributes R1 R2 R3 R4 R5 R6 R7 

To help the digestive system 38 91 232 56 70 81 150 

To live a healthy life style 150 76 85 127 98 165 17 

To overcome age related factors (Pre-

mature) 

179 184 47 62 84 54 108 

My life an example for the society 171 166 56 51 131 57 86 

Prevention is better than cure 41 72 91 101 169 144 100 

To overcome existing health issues 61 55 64 276 101 129 32 

Doctor’s Advice 78 74 143 45 65 88 225 

 

 The Garrett ranking has been computed based on the opinion of the organic consumers rating on reasons for 

buying organic food products and the results are ranked in the following table: 

 

Table : Rank showing the reasons for buying organic food products by the consumers 

Attributes 
Garrett 

Score 

Garrett 

Mean 

Garrett 

Rank 

To help the digestive system 33908 47.23 5 

To live a healthy life style 38092 53.05 3 

To overcome age related factors (Pre-mature) 39601 55.15 1 

My life an example for the society 39413 54.89 2 

Prevention is better than cure 32450 45.19 6 

To overcome existing health issues 35237 49.08 4 

Doctor’s Advice 31881 44.40 7 

  

 The respondents rating based on the reason for buying organic food products was highly found with respect to 

the statement “To overcome age related factors (pre-mature), with the mean of 55.15”, followed by the 2nd rank 
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perceived towards the statement “my life an example for the society with the mean of 54.89”, third rank considered was 

“To live a healthy life style with the mean of 53.05”, fourth rank was for the statement “to overcome existing health 

issues with the mean of 49.08”, fifth rank was for the statement “to help the digestive system with the mean of 47.23”, 

sixth rank was for the statement “prevention is better than cure with the mean of 45.19” and finally, the least rank was for 

the statement “Doctor’s Advice with the mean of 44.40” opined by the respondents during reasons for preference of 

organic food products.. 

 

DIRECT EFFECT OF ATTITUDE ON BUYING INTENTIONS  

 Considering the direct of measuring the buying intentions based on Attitude and were taken for analysis.  

Attitude was considered as exogenous variable to find the direct effect with the Buying Intention of Consumers as 

endogenous variable.   

  

Figure : Direct Effect of Purchase Attitude on Buying Intentions of Consumers towards Organic Food Products: 

(Modified Model) 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table : Direct Effect of Purchase Attitude on Buying Intentions of Consumers towards Organic Food Products: 

(Modified Model) 

 

   Estimate S.E. C.R. P 

Buying Intention <--- Attitude .616 .070 8.847 *** 

  

 To improve the fitness indices the second order of the model was measured with modification which shows the 

estimates 0.616 and the significance is 0.000 reveals that there is direct effect of Attitude and Buying Intention of 

Consumers towards organic food products to reject the null hypothesis. Further, the model fitness summary before 

modification and after modification is presented hereunder.  
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Table : Model Summary on direct effect of Attitude on Purchase Intention of organic food products (Before and 

After Modification) 

 

Sl. Model Before After 

1 CMIN 481.001 253.470 

2 CMIN/DF 11.186 7.681 

3 RMR 0.095 0.094 

4 GFI 0.892 0.936 

5 AGFI 0.834 0.893 

6 NFI  0.867 0.926 

7 RFI  0.830 0.899 

8 CFI 0.877 0.935 

9 RMSEA 0.117 0.094 

10 LO 90 0.107 0.084 

11 HI 90 0.126 0.105 

 

 The fitness of the model based on the results of the first order (Before modification) and second order (after 

modification) shows significant improvement in the results.  The first order of the model shows the CMIN/DF=11.186 

has improved in the second order CMIN/DF=7.681.  While the RMR was found to be 0.095 in the first order has 

marginally improved to reach at 0.094, GFI improved from 0.892 to 0.936, RFI from 0.830 to 0.899, CFI from 0.877 to 

0.935 and finally the RMSEA from 0.117 to 0.094 shows significant improvement in the model fitness and reveals that 

the direct effect of Attitude on Buying Intentions of Consumers towards organic food products has significantly 

improved and report moderate fitness level. 

 

SUMMARY OF THE RESULTS 

 37.7% of the respondents are in the age group of 31 to 50 years, 31.5% are above 50 years and 30.8% belong to 

the age upto 30 years.  56.5% are male and 43.5% are female. 41.5% studied upto graduation, 25.9% are post graduates, 

25.1% had qualified with higher secondary and 7.5% are professionally qualified.  39.4% are working in private sector, 

while 38.6% are self-employed, 19.1% of the respondents are working in public sector and the remaining 2.9% of the 

respondents are professionals. 28.6% are having monthly income between Rs.40000 and Rs.60000, while 28% are 

having income between Rs.20000 and Rs.40000, 27.9% are having income below Rs.20000 and the remaining 15.6% are 

having income above Rs.60000. 

GARRETT RANKING METHOD 

 The respondents rating based on the reason for buying organic food products was highly found with respect to 

the statement 1ST rank for “To overcome age related factors (pre-mature),”, followed by 2nd rank for “my life an example 

for the society”, 3rd rank for “To live a healthy life style”, 4th rank for “to overcome existing health issues”, 5th rank for 

“to help the digestive system”, 6th rank for “prevention is better than cure” and finally, the least (7th) rank was for the 

statement “Doctor’s Advice” opined by the respondents during reasons for preference of organic food products.. 
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SEM RESULTS 

 The direct effect was measured to find the impact of exogenous and endogenous variables.  The first two 

variables namely Attitude (exogenous) on organic foods by the consumers was done to find the direct effect on the 

consumers buying intentions (endogenous).  It is clear that there is significant positive direct effect with respect to 

Attitude in measuring the consumers’ buying intentions of organic food products. Increase in Attitude by one 

unit increases Purchase Intention of Organic food by 0.616 units. Further, the result shows that the initial (default) 

model before modification to measure the direct effect between Consumers Attitude on the buying intentions of 

consumers towards food products. The modified model was measured to improve the fitness level of the index. The 

model fitness reveals that the direct effect of Attitude on Buying Intentions of Consumers towards organic food products 

has significantly improved and report moderate fitness level. 

SUGGESTIONS  

 To improve consumer‘s preference towards organic foods following suggestions have been put forth:  

The current awareness programmes about the organic products will be overruled. Instead of 

proclaiming the benefits of using organic foods, organic farming at the households shall be promoted. 

 The Government and other social clubs like Rotary, Lions etc., will provide the seeds of Organic 

products among general public and promoting to organic farming at their households. 

 Organic foods may be offered at cheaper price (i.e.) organic foods may be distributed through fair price 

shops  Government and organic farmers should frame a regulatory system for organic certification and 

authenticated labeling for ensuring quality organic food and thereby taken an effort to build-up a trust 

and confidence about the consumption of organic food product in the midst of organic consumers.  

 Subsidies and incentives may be offered by the Government to the farmers who cultivate organic foods. 

Agriculture universities should offer necessary training programme for farmers in inculcating the 

method of preparing Organic pesticides   

 Mass awareness programmes for promoting eco-friendly or green activities are to be organized by the 

Government in association with Social Clubs like Rotary, Lions etc., in the midst of general public.  

CONCLUSION 

From the analysis, it is inferred that gender, age, occupation, monthly income, family status, level of 

awareness, state of health and environmental engagement are associated with consumer preference towards 

organic foods. Increasing monthly income leads to prefer more organic foods. When consumers perceived poor 

state of health, prefer more organic food as the conventional foods resulted in piling up of new dreaded 

diseases, which are incurable. Organic food considered as green product as it more preferred by the green 

consumers. Level of awareness about the organic food product and organic food product preference has 

inversely related. A certain section of consumers are not aware on the demerits of conventional foods and 

certain sections are not preferring organic foods, even though they are highly aware on demerits of 

conventional foods, due to high cost and lack of trust. As the level of awareness increases, the consumers are 

more serious about the authenticated labeling and certification of organic food product. A little regulatory 

system for organic food products are badly affected the consumer preferences. Hence, the Government and 
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social organizations have to take necessary steps in creating awareness in the midst of consumers on the merits 

of using organic foods. At the same time, the effort must be taken for creating a regulatory system for 

authenticated organic certification and labeling in order to build-up the trust and confidence in consuming 

quality organic food products. There was an old says ―good food brings good thought and good thought leads 

to good actions‖. Thus, preferring an organic food, a strong foundation may be laid down to bring forth better 

generation. 
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