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Abstract: The Indian Agricultural Sector has undergone several changes due to liberalization and globalization process. There 

were both positive and negative consequences of globalization in Indian agriculture. Since the International market has been 

opened up, changes in consumption pattern have led to the usage of chemical manures, pesticides in our agricultural process. But 

nowadays consumers have shifted to organic products due to its inherent benefits. The main objective of the study is to identify the 

dominant factors which influences or restricts the consumers towards the purchase of organic products. Questionnaire was 

circulated among 100 respondents and has been statistically analyzed. 
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I INTRODUCTION 
People living in rural areas of India, are still dependent in agriculture. The Economic Survey, which was released in 

parliament ahead of the Union Budget 2018, had key implications for agriculture sector which employs more than 50% of the 

total workforce in India and contributes around 17-18% to the country’s GDP. In India, Agricultural land area was around 60.4% 

during 2015 and it is increasing at an annual average rate of 0.03%. Thus farming plays a predominant role in India, to feed the 

needs of Human, Livestock, other manufacturing and service sector. In order to earn speedy and high yielding production, 

majority of the farmers started to use chemical fertilizers, pesticides and hormone applications. But this trend is gradually 

changing as more farmers have shifted themselves from chemical fertilization to the organic mode of fertilization.  
 Organic farming system in India is as old as its tradition. It is a system which aims in keeping the soil and the 

environment alive with the prime principle of maximum productivity with high quality and with lesser costs. An organic product 

is made from materials produced by organic agriculture and it includes organic baby products, organic food products, organic 

clothing, dairy products etc and it requires organic certification. 

1.1 ORGANIC FARMING 
According to the United States Department of Agriculture (USDA) study team, “Organic farming is a system which 

avoids or largely excludes the use of synthetic inputs (such as fertilizers, pesticides, hormones, feed etc) and to the maximum 

extent feasible relies upon crop rotations, crop residues, animal manures, off-farm organic waste, mineral grade rock additives and 

biological system of nutrient mobilization and plant protection”. 

The adverse and ill effects of modern agricultural practices which involves utilization of man-made manures , chemical 

fertilizers , pesticides etc., affects the farming system ,health of all living things , environment degradation etc. To overcome the 

above effects organic farming is gaining importance and it is considered as an efficient and safer approach to food production. 

As on 31st March 2018, total area under organic certification process (registered under National Programme for Organic 

Production) is 3.56 million Hectare (2017-2018). India produced around 1.70 million tonnes of certified organic products during 

2017-2018 which includes all varieties of food products. The organic food export realization was around INR 3453.48 crores 

(515.44 million USD)  

Organic food market is one of the fastest growing businesses in India with increase in demand due to the awareness 

among the people of such food. The Indian government is promoting organic food in the country through National Project 

on Organic Farming (NPOF) scheme. According to International Federation Of Organic Agriculture Moment (IFOAM), India is 

at ninth rank in terms of World’s organic agricultural land.(Source: FIBL & IFOAM Year BOOK 2018) 

1.2 CERTIFICATION 
The Government of India has implemented the National Programme for Organic Production (NPOP). The national 

programme involves the accreditation programme for Certification Bodies, standards for organic production, promotion of 

organic farming etc. Similarly, USDA (United States Department of Agriculture) has recognized NPOP conformity assessment 
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procedures of accreditation as equivalent to that of US. With these recognitions, Indian organic products duly certified by the 

accredited certification bodies of India are accepted by the importing countries. 

1.3 PM’S INITIATIVE TOWARDS ORGANIC PRODUCTS 
On June 20, 2018, Prime Minister’s interaction with the farmers covered wide range of agricultural land allied sectors like 

Organic Farming, Blue Revolution, Animal Husbandry, Horticulture, Floriculture etc. He quoted that, Government has also 

almost doubled the budget provision for agricultural sector (2014-2019) to Rs.2, 12,000 crores compared to Rs. 1, 21,000 during 

the past five years of the previous government. Similarly, food grain production has increased to more than 279 million tonnes in 

2017-2018 compared to average of 255 million tonnes during 2010-2014. The period also saw 26% increase in fish farming due 

to Blue Revolution and 24% increase in Animal Husbandry and milk production. 

 

1.4 NEED FOR THE STUDY  
  Nowadays the concept of organic farming is gaining popularity due to its health benefits, its inherent quality and the taste 

associated with it. Consumers show interest in buying organic foods, as it is free from chemical fertilizers, pesticides etc. Further 

it is more expensive, and production costs are higher. The marketing and distribution channels have not yet been defined. Due to 

these factors the need to identify the motivating and de-motivating factors and to analyse the consumers’ awareness towards the 

usage of organic products arises. 

 

1.5 OBJECTIVES OF THE STUDY 
The objectives of the research paper includes  

1. To study about the theoretical background of ecosystem services of organic products. 

2. To analyse the consumers awareness, perception and buying pattern of organic products.  

3. To identify and scrutinize the predominant factors that influences or restricts the consumers towards the purchase of 

organic products. 

1.6 REVIEW OF LITERATURE 
Alison G.Power 2010 in his study identified ecosystem services like biological pest control, pollination, nutrient 

cycling, soil formation and conservation, water provision, maintenance of soil structure and fertility are some of the vital factors 

for the continuous supply of food and fiber. 

Aryal et al, 2009 Their study states that Consumers decide whether to buy organic foods or not is  based on three main 

aspects: knowledge, attitude, and intention. Chang and Zepeda, 2005; Lea and Worsley, 2005; Lockie et al., 2004, 2002; 

Turnbull, 2000 states that premium high price, lack of availability of organic foods, lack of convenience in the process of 

purchase and food preparation are the most important factors for the consumers for not opting the organic foods. 

Oroian, Safirescu, Harun, Chiciudean, Arion, Muresan, Bordeanu (2017) Romania (North-West Development 

region) Organic food 568 (Sample Size) have identified that the main motivations for consuming organic food are – health 

consciousness, weight consciousness, sensory appeal and sustainable consumption. 

In Sri Lanka, kapuge (2016) conducted a study and found out that awareness & health consciousness are the key 

determinants of buying intention for organic food. Environmental consciousness and influence of reference group do not affect 

the purchase intention of organic food. 

 

1.7 RESEARCH METHODOLOGY  
Simple Random sampling is used to collect data from the selected respondents in Chennai city, who buy organic 

products. Both primary and secondary data were collected and used. Primary data was collected by circulating well structured 

questionnaire to 100 respondents. Statistical tools such as percentage analysis, Factor analysis, were used to examine the 

objectives of the study. 

 

1.8 STATISTICAL INFERENCES 
The demographic profile of the selected sample respondents are given below 

 

TABLE -1 DEMOGRAPHIC PROFILE OF THE RESPONDENTS 

Demographic features  Frequency Percentage 

Gender 

Male 18 18.0 

Female  82 82.0 

Total  100 100 

Age  

Below 20 4 4.0 

21-30 15 15.0 

31-40 34 34.0 
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Source: Primary Data 

 Table 1 reveals that nearly 82 percent of the respondents are female. Majority of the respondents are in age group of 40 

years and above and 84 percent of the respondents are married. Thus the females, respondents who are in the age group of above 

40years and the married respondents influence the study. 

 

To analyse the awareness of the consumers and their perception about the buying pattern of organic products the various 

sources of information and their frequency of buying the organic products were determined. 

 

TABLE-2 SOURCE OF INFORMATION AND FREQUENCY OF BUYING ORGANIC PRODUCTS  

 

Source: Primary Data 

 

From the above table it is inferred that the information gathered from friends(22%), relatives(23%), dieticians(12%), 

advertisements(29%), through organic outlets(8%) are the sources from which information have been gathered by the selected 

respondents   and their  frequency of buying organic products (Several times in a week 33%) (Once in a week 31%) were 

determined. 

 

Some of the predominant factors which influences or restricts the consumers towards the purchase of organic products 

were identified. The identified motivational factors play a major role in inducing the consumers to opt for organic food products. 

 
TABLE -3 FACTOR ANALYSIS FOR MOTIVATIONAL FACTORS 

 

 

  Com 

Initial Eigen values Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total % of Var Cum % Total % of 

Var 

Cum % Total % of 

Var 

Cum % 

1 4.276 35.631 35.631 4.276 35.631 35.631 3.420 28.501 28.501 

2 1.422 11.851 47.482 1.422 11.851 47.482 1.846 15.387 43.889 

Above 40 47 47.0 

Total  100 100 

Occupation  

Home makers 53 53.0 

Private 14 14.0 

Government  16 16.0 

Business 17 17.0 

Total  100 100 

Marital status 

Married 84 84.0 

Unmarried  16 16.0 

Total  100 100 

Source of information Frequency Percentage 

From Exhibitions  4 4.0 

From Friends 22 22.0 

From Relatives 23 23.0 

Recommendations from dietician  12 12.0 

Through advertisement 29 29.0 

Through distribution of pamphlets 2 2.0 

Organic shop outlets 8 8.0 

Total 100 100 

Frequency of buying organic products   

Several times in a week 33 33.0 

Once in a week 31 31.0 

Once in a month  24 24.0 

Occasional purchase 12 12.0 

Total 100 100 
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3 1.182 9.851 57.332 1.182 9.851 57.332 1.613 13.444 57.332 

4 .946 7.884 65.217             

5 .855 7.123 72.340             

6 .721 6.012 78.352             

7 .579 4.823 83.175             

8 .510 4.250 87.425             

9 .479 3.991 91.416             

10 .398 3.313 94.729             

11 .339 2.826 97.555             

12 .293 2.445 100.000             

Extraction Method: Principal Component Analysis. 

Source: Primary Data 

It is inferred from the above table that 12 variables have been reduced to 3variables with Eigen values. The total variance 

explained by these twelve variables through the three predominant factors is 57.332.Thus the variance derived is statistically 

significant through the grouping of underlined variables. 

TABLE-4 ROTATED COMPONENT MATRIX 

MOTIVATIONAL FACTORS Component 

1 2 3 

Environmental protection -.029 .087 .868 

Good for health .006 .821 .219 

Nutritional values .213 .798 .028 

Superior quality .350 .192 .707 

Prestige value/Status symbol .704 .203 .263 

Trust on certification logos .687 -.107 .414 

Government regulations .664 -.178 -.095 

Effective labeling .662 .156 .199 

Taste/Flavor .626 .131 .080 

Free from chemical fertilizers or pesticides. .598 .237 .062 

No usage of growth hormones .596 .377 -.038 

No side effects .547 .408 .101 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 

Source: Primary Data 

The above analysis reveals that the three factors, environmental protection and the associated health benefits and 

nutritional values in organic products play a predominant role among the selected motivational factors. 

               TABLE-5 FACTOR ANALYSIS FOR DE-MOTIVATIONAL FACTORS 

Com Initial Eigen values Extraction Sums of 

Squared Loadings 

Rotation Sums of Squared 

Loadings 

Total % of Var Cum % Total % of 

Var 

Cum % Total % of 

Var 

Cum % 

1 3.201 40.011 40.011 3.201 40.011 40.011 2.348 29.355 29.355 

2 1.337 16.706 56.718 1.337 16.706 56.718 1.880 23.501 52.855 

3 1.132 14.156 70.874 1.132 14.156 70.874 1.441 18.019 70.874 

4 .704 8.806 79.680             

5 .638 7.969 87.649             

6 .566 7.069 94.718             

7 .423 5.282 100.00             
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8 -3.882E-17 -4.853E-16 100.00             

Extraction Method: Principal Component Analysis. 

Source: Primary Data 

It is inferred from the above table that the 7 variables have been reduced to 3 variables with Eigen values. The total 

variance explained by these twelve variables through the three predominant factors is 70.874.Thus the variance derived is 

statistically significant through the grouping of underlined variables. The following table shows the predominant factors that 

restrict the consumers from purchasing the organic products. 

 

TABLE-6 ROTATED COMPONENT MATRIX 

De-motivational  Factors Component 

1 2 3 

Mismatch between quality and 

price 
.940 .229 .069 

Few retail outlets .940 .229 .069 

Less/Limited variety of products .319 .769 .112 

Lack of awareness .011 .758 .218 

Availability of duplicates -.012 .362 .738 

High prices .217 .666 -.202 

Less publicity .608 .058 .445 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 7 iterations. 

Source: Primary Data 

The above analysis reveals that the three factors mismatch between quality and price of the organic products, few retail 

outlets and less/ limited variety of products plays an important role in restricting the selected respondents to opt for organic 

products. 

 

1.9 FINDINGS 

 It is found that nearly 29 percent of the sample respondents acquired the necessary information through 

advertisements followed by information gathered from their relatives and friends. 

  Nearly 33 percent of the respondents buy organic products for several times in a week and the least percentage 

(12%) of the respondents buys the products occasionally. 

 Factor analysis reveals that the three factors such as nutritional values associated with organic products, 

environmental protection and the health benefits are the leading factors among the selected motivational factors. 

 The three factors namely mismatch between quality and price of the organic products, availability of few retail 

outlets and less/ limited variety of products plays a predominant role in restricting the selected respondents to 

not to opt for organic products. 

1.10 SUGGESTIONS 

 Awareness has to be created among the general public that the organic products are free from chemical 

fertilizers, growth hormones etc. 

 The quality and the price of the organic products need to be streamlined. 

 More number of retail outlets should be opened up both in urban and in rural areas. 

 Wide varieties of organic products have to be harvested and must be made available in the market for 

consumption.  

1.11 CONCLUSION  
 

 Today’s marketing trend shows that the usage of organic products are becoming popular due to increase in level of 

awareness among the people, level of education  etc. Further the demand for organic products `increases day by day due to fewer 

pesticides and for its freshness.  It reduces pollution, reduces soil erosion, conserves water and uses less energy. Organic foods 

naturally contain higher levels of nutrients when compared to non organic food items. Consuming organic produce is one among 

the dimensions of a having healthy diet so as to stay fit young and energetic. 

http://www.jetir.org/


© 2019 JETIR  January 2019, Volume 6, Issue 1                                    www.jetir.org  (ISSN-2349-5162) 

 

JETIR1901998 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 715 

 

1.12 REFERENCES: 

(1) Alison .G.Power Eco system services and agriculture tradeoffs and synergies Sep27 2010 365 (1554):2959-2971 

(2) Aryal, Kamal P, P. Chaudhary, S. Pandit, and G. Sharma. 2009. Consumers' Willingness to Pay for Organic Products: A 

Case from Kathmandu Valley The Journal of Agriculture and Environment 10:12-22. 

(3) Chang HS, Zepeda L (2005). Consumer perceptions and demand for organic food in Australia: Focus group discussions. 

Renewable Agric. Food Syst., 20(3): 155- 167.   

(4)  Consumer Perceptions Towards Organic Food. Available from(PDF): 

http://www.researchgate.net/publication/257716052 Consumer perceptions towards organic food. 

(5) Dimara, E., Petrou, A. and Skuras, D. (2003) The socio-economics of niche market creation, International Journal of 

Social Economics, 30, 3: pp 219-235.  

(6) Kapuge, K. (2016). Determinants of organic food buying behavior: special reference to organic food purchase intention 

of Sri Lankan customers. Procedia Food Science, 6, 303-308. 

(7) Magnusson, M. K., Arvola, A., Koivisto-Hursti, U., Aberg, L. and Sjoden, P. (2003) Choice of organic food is related to 

perceived consequences for human health and to environmental friendly behaviour, Appetite, 40: pp 109-117.  

(8) Oroian, C. F., Safirescu, C. O., Harun, R., Chiciudean, G. O., Arion, F. H., Muresan, I. C., & Bordeanu, B. M. (2017). 

Consumers‘ Attitudes towards Organic Products and Sustainable Development: A Case Study of Romania. 

Sustainability, 9(1559), 1-14.   

(9) Torjusen, H., Lieblein, G. Wandel, M. and Francis, C.A. (2001) Food system orientation and quality perception among 

consumers and producers of organic food in Hedmark Country, Norway, Food Qualiy and Preference, 12: pp: 207-216.  

(10)  http://www.market test .co.uk/market-research-questionnarie/79 organic –products 

 

   ***************** 

http://www.jetir.org/

