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ABSTRCT 

The study has been directed with the principle plan to realize the perception of customer against Hygienic 

food products. Accomplishing sustainability for the worldwide food system has been recognized as the real 

test during the current century. There is a decent measure of research developing over different zones of 

Hygienic foods committed to finding the best approaches to change the food system. One of the primary 

options proposed is the creation of food products utilizing Hygienic techniques. Large amount of consumers 

are communicating their worries about health and the effect on environment by searching out organically 

produced food. 
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INTRODUCTION 

Generally speaking, it isn't just eco-friendly, yet in addition healthy, despite of all these, a few people still 

demand the ideal environments that natural foods offer. Nothing is flawless, all things considered. Also, 

certain countries, for example, the Joined together States, the United States, European Union and Canada, 

require agriculturists and producers to get accreditation before they can develop or market their products, 

which are both great and poor. From the last decade onwards people turned out to be progressively worried 

about their health because of which they are using a greater amount of conventional grown products. Hygienic 

products had diminished the effects on environment and are influence less to the man health than 

conventionally developed things, and henceforth are additionally called as sustainable or eco-friendly 

products. Natural food products are conveyed from reused parts, (i.e., the disintegration of remains of food 

and food products rather than chemical fertilizers) are produced in a more energy-conservation way, or 

provided to the market with progressively balanced ecological.  

In this way, people are getting the chance to be increasingly careful around the idea of environment and 

awareness about health. This diminishes the use of conventional products. This declines the usage of routine 

things. Routine things are those made in the conventional way.  
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CONSUMER BEHAVIOR 

Consumer behavior is characterized as the study of consumers and the procedures by which they use to 

choose, consume, and discard products and services, in fulfillment of their needs and desire. Consumer 

behavior consolidates components from a few sciences including psychology research, biology, chemistry and 

economics. Product choices shape life for the consumers; they are occupied with exercises of choosing and 

purchasing food consistently. Consumer behavior is an unpredictable example and refined seeing; be that as it 

may, it is basic for marketing inquires about to contemplate qualities of people consumers since it empowers 

them to realize the basic intentions of consumers' activities in the marketplace and fulfill their various 

objectives. Genuine purchasing choice includes a muddled basic leadership procedure and cycle. Various 

choices rely upon inward and outside elements, for example, psychological, people, social and cultural 

components.  

Over the previous decade utilization examples of consumer will be change particularly in food utilization 

since all consumer to eat Hygienic food in view of the he/she perception is to eat the Hygienic food is useful 

for health and it develops with utilization of Hygienic manual and utilize common resource, so consumer 

behavior will be move to Hygienic food product, and quality and security in food pull in consumer enthusiasm 

for Hygienic food that is free from pesticides and chemical deposits.  

LITERATURE REVIEW 

Farah Ayuni Shafie et al., (2012) clarified that food safety, human health and environmental concern 

alongside tangible qualities, for example, nutritive worth, taste, freshness and appearance impact Hygienic 

food consumer inclinations. Demographic variable may characterize Hygienic consumers yet the relationship 

is not extremely huge. Consumers additionally partner Hygienic food with common procedure, care for the 

environment and animal welfare and the non-utilization of pesticides and composts. Premium value continues 

on suppress Hygienic food utilization. Understanding the grounds of expanding dimension of Hygienic food 

utilization, for example, inspiration are most basic in understanding the capability of the Hygienic food to turn 

into a truly standard market. 

Sooraj S Narayan (2018) investigated that the expanding awareness about health hazards and conservation of 

the environment is one of the primary concern that this article examines. Good, individuals investigate these 

days and that is the inspiration that leads into writing this paper. The demand for Hygienic food products are 

increasing day by day on a large scale as individuals are getting increasingly conscious about health and the 

environment. India is a developing business sector on account of Hygienic foods and the demand for Hygienic 

product is rapidly increasing. Hygienic farming is a standout amongst the most significant and inclining 

sections in cultivating in India during this time. In this article we had considered certain factors like safety, 

price, health, and so on these factors talked about profoundly in this paper. This article talks about cost as a 

principle variable as it is the one primary concern that decides the purchase of Hygienic food products. This 

http://www.jetir.org/


© 2020 JETIR March 2020, Volume 7, Issue 3                                                                    www.jetir.org (ISSN-2349-5162) 

JETIR2003264 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 1850 
 

paper also discusses about the requirement for the part of environment safety and friendliness in this paper. 

This investigation aims for understanding the perception of various customers about Hygienic products. 

OBJECTIVES 

 To awareness of consider the hugeness of Hygienic food products seen by shoppers in Haveri city and 

Savanur. 

 To awareness of the purchase of nourishment products among the customers of Haveri city and 

Savanur. 

 

SCOPE OF THE STUDY 

Today nearly everybody is experiencing medical issues identified with stomach, acid reflux, absence 

of vitality, by and large and general tiredness. Practically all moms gripe that their kids are not eating 

all around. Feel substantial regardless of whether expended small segments of nutrition. Pretty much 

consistently new logical proof is being produced that interface many feared diseases, for example, 

diabetes, heart strokes, diseases, and so on to the nutrition directly being produced and expended. 

Countless experts today put on weight regardless of whether they are eating practically nothing. Most 

likely the nutrition people eat must have something to do with these issues. Nutrition is a true 

endeavour to improve the personal satisfaction through the nourishment eats. While it is tainting free 

as far as harmful synthetic chemicals, it is additionally dealt with in a way that makes it totally 

pollution free.  

RESEARCH GAP 

                  Most of the previous studies have tried to identify the research is discrete view of customer 

perception on Hygienic food products and lack on integrated view of customer perception on Hygienic food 

products. Whereby a gap is found to study on the integrated view of customer perception on Hygienic food 

products. 

Results and Discussion:  

Awareness about Hygienic food products and Consumer perception on Hygienic food has been 

analyzed in the following section. An attempt has made to examine the association of area profession and 

gender with the opinion of respondents.  
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Table 1: Area -wise Awareness about Consumer perception on Hygienic food products 

(In numbers and percentage) 

Opinion about Awareness  
District 

Total 
Haveri     Savanur 

 

No 
Count 93 147 240 

% within District 34% 54% 44% 

Yes 
Count 177 123 300 

% within District 66% 46% 56% 

Total 
Count 270 270 540 

% within District 100.0% 100.0% 100.0% 

Chi-Square Value: 7.290 DF: 01 Sig: 0.007 

 

Source: Field study data computed by researcher.  

 Area is one of the factors which influence the awareness of people about Hygienic food products. 

Accordingly, the level of awareness has estimated and presented in the above table. It has found from the 

above table that in the study area, 56 percent of people have awareness about Hygienic food products. The 

awareness about Hygienic food products in Haveri was 66 percent and the awareness about Hygienic food 

products in Savanur was 46 percent. It has been found from the chi-square analysis that there is association 

between regions and level of awareness at five percent level of significance. Therefore, the level of awareness 

about Hygienic food products is significantly high in Haveri region compared to Savanur region.  

Table 2: Profession-wise Awareness about Hygienic food 

(In numbers and percentage) 

Opinion about Awareness 
Profession 

Total 
Officials Business Others 

 

No 
Count 87 54 99 240 

% within Profession 48% 30% 55% 44% 

Yes 
Count 93 126 81 300 

% within Profession 52% 70% 45% 56% 

Total 
Count 180 180 180 540 

% within Profession 100.0% 100.0% 100.0% 100.0% 

Chi-Square Value: 8.145 DF: 02 Sig: 0.017 

 

Source: Field study data computed by researcher.  
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 Profession or occupation is also one of the factors which influence the awareness of people about 

Hygienic food. Accordingly, the level of awareness has estimated and presented in the above table. It has 

found from the above table that the awareness about Hygienic food among officials was 52 percent, the 

awareness about Hygienic food among business people was 70 percent and the awareness about Hygienic 

food among others was 45 percent. It has been found from the chi-square analysis that there is association 

between profession and level of awareness at five percent level of significance. Therefore, the level of 

awareness about Hygienic food is significantly high among business people compared to officials and others. 

 

Table 3: Gender-wise Awareness about Hygienic food 

(In numbers and percentage) 

Opinion about Awareness 
Gender 

Total 
Male Female 

 

No 
Count 96 144 240 

% within Gender 36% 53% 44% 

Yes 
Count 174 126 300 

% within Gender 64% 47% 56% 

Total 
Count 270 270 540 

% within Gender 100.0% 100.0% 100.0% 

Chi-Square Value: 5.760 DF: 01 Sig: 0.016 

 

Source: Field study data computed by researcher. 

 Gender is also one of the factors which influence the awareness of people about Hygienic food. 

Accordingly, the level of awareness has estimated and presented in the above table. It has found from the 

above table that the awareness of male about Hygienic food was 64 percent and the awareness of female about 

Hygienic food was 47 percent. It has been found from the chi-square analysis that there is association between 

gender and level of awareness at five percent level of significance. Therefore, the level of awareness about 

Hygienic food is significantly high for male compared to female. 
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Table 4: Area-wise Consumption of Hygienic food 

(In numbers and percentage) 

Opinion about Hygienic food 
District 

Total 
Haveri Savanur 

 

No 
Count 147 195 342 

% within District 54% 72% 63% 

Yes 
Count 123 75 198 

% within District 46% 28% 37% 

Total 
Count 270 270 540 

% within District 100.0% 100.0% 100.0% 

Chi-Square Value: 6.124 DF: 01 Sig: 0.013 

 

Source: Field study data computed by researcher.  

 Accordingly, the level of consumption of Hygienic food has estimated and presented in the above 

table. It has found from the above table that in the study area, 37 percent of people have been using Hygienic 

food products. The consumption of Hygienic food products in Haveri was 46 percent and the consumption of 

Hygienic food products in Savanur was 28 percent. It has been found from the chi-square analysis that there is 

association between area and level of consumption of Hygienic food products at five percent level of 

significance. Therefore, the level of consumption of Hygienic food products is significantly high in Haveri 

area compared to Savanur  area.  

Table 5: Profession-wise Consumption of Hygienic food products 

(In numbers and percentage) 

Opinion about Hygienic food products 
Profession 

Total 
Officials Business Others 

 

No 
Count 129 75 138 342 

% within Profession 72% 42% 77% 63% 

Yes 
Count 51 105 42 198 

% within Profession 28% 58% 23% 37% 

Total 
Count 180 180 180 540 

% within Profession 100.0% 100.0% 100.0% 100.0% 

Chi-Square Value: 18.517 DF: 02 Sig: 0.000 
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Source: Field study data computed by researcher.  

 Consumption of Hygienic food products is also determined by profession wise consumers. 

Accordingly, the level of consumption of online banking has estimated and presented in the above table. It has 

found from the above table that the consumption of Hygienic food products among officials was 28 percent, 

consumption of Hygienic food products among business people was 58 percent and the consumption of 

Hygienic food products by others was 23 percent. It has been found from the chi-square analysis that there is 

association between profession and level of consumption of online banking at five percent level of 

significance. Therefore, the level of consumption of Hygienic food products is significantly high among 

business people compared to officials and others. 

 

Conclusion: 

 The present study examined the awareness of Hygienic food products and their attitude towards the 

consumption of Hygienic food products. It has been found from the study that the awareness of people in 

Haveri about Hygienic food is significantly high and at the same time profession also has significant 

association with awareness about Hygienic food. Male consumers have better awareness about Hygienic food 

compared to female consumers.  The consumption of Hygienic food products is significantly high in Haveri 

compared to Savanur.  Business people are better off in using on o Hygienic food products. There is no gender 

sensitivity in consumption of Hygienic food products. Hence, region, occupation and gender are the 

significant factors in determining and promotion of Hygienic food initiative. Therefore, while preparing the 

strategies for promotion of Hygienic food, People needs to consider area, occupation and gender. 
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