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COMMERCE 

UNIVERSITY OF MADRAS 

CHENNAI 

 

DR. JOHN GABRIAL 
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MADRAS CHRISTIAN COLLEGE 
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ABSTRACT 

The world is running behind the targets and goals with lots of stress, pollution and unhealthy fast foods. From recent past people are turning into more health 

conscious, as a result the organic food products have started to enter into the market. This study had been conducted in Chennai city on consumer attitude towards 

organic food products. The research work has also used statistical tools to measure the associations between variables. 

 

KEYWORDS 
organic food products, attitude, satisfaction, repurchase intentions. 

 

1. INTRODUCTION 
rganic’ is the term which is used frequently, now-a-days by the consumers all over the world. The growth of organic food market in India shows that, it’s 

no longer an exception and at the same time when compare to developed countries like USA, UK and other European countries the awareness and 

availability of organic food products in India is very limited. In India the traditional method of farming was nothing but the organic farming. After green 

revolution the agricultural industry has made tremendous change in farming for achieving the aim of food for everyone. 

1.1 ORGANIC FOOD 
The meaning of organic food is, obtaining agricultural produce without using manmade fertilizers and pesticides and without harming the environment. Food 

products obtained by organic farming is called Organic Food Products. As these food products are environmental friendly, the food products are fresh, hygienic 

and healthy. 

 

2. REVIEW OF LITERATURE 
2.1 AWARENESS 
Samuel K. Ndungu (2006), opined that the awareness level about organic foods is very low in the study area. The unaware people are belonging to the lower 

income group and in east Africa majority of the population are lower income group hence the percentage of awareness remains at the very low level. As the 

awareness level stayed at lower level the consumption also remained at the lower level and half of the sample have never consumed nor had an idea of consuming 

it in future. 

Maria Raquel Lucas (2008). The respondents agreed that they posses average knowledge about the organic food products Lisbon people are more aware than 

Berlin people. The respondents have positive attitude towards organic like they believed that the organic products are good for health, tastier, better quality than 

conventional foods. Even the non-buyers of organic food products were approached and the major reason they feel were the price is more for organic products 

and the limited availability of organic products. The authors also analysed the willingness to pay for OFP by respondents and they found that upto 25% increase of 

price is accepted and the preference order of OFP is fruits and vegetables then eggs, poultry and meat followed by milk, olive oil etc., 

Mohammad Altarawneh (2013), The results of the Logistics analysis study conducted by the authors in Amman city in Jordan, indicates that the potential Jordanian 

consumers' awareness of organic food is deeply and significantly affected by factors like education, occupation, marital status, income, desire, promotion, quality, 

health issues, and product source. The awareness is not affected by factors like gender, age and Trademark.  

2.2 ATTITUDE 
According to Chiew Shi the intention of Malaysian respondents was to purchase organic food was significantly influenced by the consumer’s perception of safety, 

health, environmental factors and animal welfare etc., In this study the authors found that the perception of quality is not significantly related with purchase 

intention of organic food products which was considered as a contradict one with the previous research findings. 

Justin Paul conducted a study to understand the behavior of ecological consumers and their intention in buying organic food products in US, and found that the 

respondents attitude towards organic food products are influenced by the health factor, availability of organic food products and the education level. The authors 

also identified that the respondents of study area are highly satisfied with the organic food product when compare to inorganic food products.  

Heru Irianto (2015) the study was conducted to find out the intending factor for the respondents to purchase organic factor. The research has used structural 

equation model for analyzing the results. The findings show that, health & environmental consciousness acts as the major factor of creating the intention to buy 

organic products. The author also finds that the gender’s intention also differs in buying the organic product. Female are more conscious towards health & envi-

ronment than male. 

 

3. NEED OF THE STUDY 
Problems faced by peoples of todays’ world are work tension, stress, pollution which leads to various health issues. For past few years’ people has become more 

health conscious and started approaching dietitian, nutritionist, gym etc., People’s perception is hygienic and nutritional food will give good result for health issues. 

Now people started buying organic food products. So this study is necessary to identify the consumers’ attitude towards organic food products. 

 

4. STATEMENT OF THE PROBLEM 
A study on Organic products are analysed by various authors with different perception. The awareness level of consumers towards organic food products are 

analysed by the authors and found that the awareness is not sufficient for the consumers in the study area Samuel K. Ndungu (2006), Maria Raquel Lucas (2008,) 

Mohammad Altarawneh (2013). The perception satisfaction level has been analysed by various authors. The review helped to identify the repurchase intention of 

organic food products consumer as the problem area in the study 

 

O
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5. OBJECTIVES 
1. To know the consumers awareness towards organic food products 

2. To understand the consumers attitude on organic food products. 

3. To study the consumers satisfaction and repurchase intention towards organic food products. 

 

6. HYPOTHESES 
1. Ho – There is no association between gender and satisfaction of consumers 

2. Ho – There is no association between age and the awareness level among consumers 

3. Ho – There is no association between satisfaction and repurchase intention of consumers 

 

7. RESEARCH METHODOLOGY 
7.1 DATA COLLECTION METHODS 
The study is based on primary and secondary data. The primary data has been collected by distributing questionnaire to the organic food product consumers. 

Questionnaire had been divided into four parts namely; demographic, awareness, satisfaction and repurchase intention. It contains multiple choice and five point 

likert scale questions. The secondary data had collected from various books, journals, internet, articles, magazine and reports.  

7.2 SAMPLE DESIGN 
The questionnaire has been distributed to 50 respondents in Chennai city. The questionnaire was distributed only to consumers of organic food products. Con-

venience sampling is adopted in this study.  

 

8. RESULTS & DISCUSSION 
1. Ho – There is no association between gender and satisfaction of consumers 

 

CHI-SQUARE TESTS 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 13.976a 9 .123 

Likelihood Ratio 17.336 9 .044 

Linear-by-Linear Association .425 1 .514 

N of Valid Cases 50   

The above table shows the result of the chi-square test and the Asymp. Sig. (2-sided) P value is.123 which is greater than.05. The hypothesis is rejected which 

shows that there is an association between gender and the satisfaction level of consumers.  

2. Ho – There is no association between age and the awareness level among consumers 

 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 51.682a 40 .102 

Likelihood Ratio 46.870 40 .211 

Linear-by-Linear Association .153 1 .696 

N of Valid Cases 50   

The above table shows the result of the chi-square test and the Asymp. Sig. (2-sided) P value is.102 which is greater than.05. The hypothesis is rejected which 

shows that there is an association between age and the awareness level among consumers.  

 

3. Ho – There is no association between satisfaction and repurchase intention of consumers 

 

Correlations 

 SATISFACTION TOWARDS ORGANIC REPURCHASE INTENTION TOWARDS ORGANIC 

SATISFACTION TOWARDS ORGANIC 

Pearson Correlation 1 .707** 

Sig. (2-tailed)  .000 

N 50 50 

REPURCHASE INTENTION TOWARDS ORGANIC 

Pearson Correlation .707** 1 

Sig. (2-tailed) .000  

N 50 50 

**. Correlation is significant at the 0.01 level (2-tailed). 

The above table shows the correlation between satisfaction and purchase intention towards organic food products are significant. Both are positively correlated 

and tends to increase in the same direction. 

 

9. FINDINGS 
The study reveals the following results which includes problems as well as positive points about the organic food products. 

� Nearly 90% of the respondents accepted that the organic food products are healthier safer and contains nutritional values 

� The purchase of organic food products is maximum preferred by females but the knowledge about organic food product is possessed more by male. 

� The problem which the consumers feels was the price and short supply of organic food products. 

� 80% of the respondents are not aware of organic certification in India.  

� The various statistical tools show that customer satisfaction and repurchase intention are positively correlated.  

 

10. RECOMMENDATIONS 
� The Government and Marketers should take some effective steps regarding the awareness and promotions for organic food products. 

� The short supply is also a big head ache and this also makes the consumers to switch over to conventional food products. 

� Pricing method can analysed deeply to reduce. 

� Government has to make some measure or can provide any subsidy for farmers who puts effort in convert inorganic land into organic land  

 

11. CONCLUSION 
Organic food product is been accepted as a nutritional food and keeps human healthy in spite of busy work schedule, stress and pollution. The short supply and 

premium price disturbs the growth of consumption rate. The farmers also show dis-interest towards converting the inorganic into organic farms, because it takes 
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nearly 3 years to convert and the government is not providing any subsidy or any type of motivation. In spite of few problems the organic food product market is 

gradually increasing.  

 

12. LIMITATION 
The study area is restricted to Chennai city. The number of respondents also fixed as 50. The study is based on the views of ultimate consumers of organic food 

products 

 

13. SCOPE FOR FURTHER RESEARCH REFERENCES 
The further research can be done with larger section of people. The farmer’s problems can be analysed in a separate study as they are facing problems in converting 

the farm land from inorganic to organic.  

 

REFERENCES 
1. Ahmad, Siti Nor. "Organic food: a study on demographic characteristics and factors influencing purchase intentions among consumers in Klang Valley." 

International Journal of Business and Management Vol 5, No 2, 2010 Feb. 

2. Ashok, P.K. Joshi, and Maurice Landes1. Fragmenting Bottom and Consolidating Top: India’s Changing Food System and Implications for Small Holders, in 

India: Some aspects of Economic and Social development. Edited by S. Mahendra Dev and K.S. Babu. India: Academic Foundation, 2008. 

3. Bhardwaj, Arvind, B. D. Kiradoo, N. Saini, and M. S. Sahani. Emirates Journal of Food and Agriculture 18, no. 2 (2006): 47-51. 

4. Bhattacharya, Sourabh. "Consumer Attitude Towards Green Marketing in India." The IUP Journal of Marketing Management 10, no. 4 (2011): 62-71. 

5. Blackwell, R., Paul W. Miniard, and James F. Engel. Consumer Behaviour. New Delhi: Vikas Publishing House, 2002. 

6. Chakraborty. "Current Status of Organic Farming in India and Other Countries." Indian Journal of Fertilisers 1, no. 9 (December 2005): 111-123. 

7. Chatterjee, Rabikar, and Jehoshua Eliashberg. "The Innovation Diffusion Process in a Heterogeneous Population: A Micromodeling Approach." Management 

Science 36, no. 9 (September 1990): 1057 

8. Chen, Mei- Fiang. "Attitude toward organic foods among Taiwanese as related to health consciousness, environmental attitudes and the mediating effects 

of a healthy lifestyle." British Food Journal 111, no. 2 (2009): 165-178 

9. Conner, David. The organic Label and sustainable agriculture: consumer preferences and values. Ph D Thesis, The Graduate School of Cornell University: 

Retrieved from Proquest database, 2002. 

10. Cottingham, Martin, Emma Rose, Jim Twine, and Finn Cottle. Organic Market Report 2012. Bristol: Soil Association, 2012. 

11. Dean, M., M. M. Raats, and R. Shepherd. "The Role of Self-Identity, Past Behavior, and Their Interaction in Predicting Intention to Purchase Fresh and Pro-

cessed Organic Food." Journal of Applied Social Psychology, 2012: 669–688. 

12. Deshingkar, P, U Kulkarni, L Rao, and S Rao. "Changing food systems in India: response-sharing and marketing arrangements for vegetable production in 

Andhra Pradesh., Development." Policy Review 21, no. 5-6 (2003): 627 -639. 

13. Dimitri, Carolyn, and Lydia Oberholtzer. Marketing U.S. Organic Foods: Recent Trends from Farms to Consumers. Washington DC: USDA, Economic Research 

Service, Economic Information Bulletin Number 58, 2009. 

14. Essoussi, Leila Hamzaoui, and Mehdi Zahaf. "Decision making process of community organic food consumers: an exploratory study." Journal of Consumer 

Marketing 25, no. 2 (2008): 95-104. 

15. Fotopoulos, Christos, and Athanasios Krystallis. "Purchasing motives and profile of the Greek organic consumer: A countrywide survey." British Food Journal 

104, no. 8/9 (2002): 730. 

16. Gifford, Katie, and John C Bernard. "Influencing consumer purchase likelihood of organic food." International Journal of Consumer Studies, March 2006: 155-

163. 

17. GOI Government of India. Faster, Sustainable and More Inclusive Growth: An Approach to the Twelth Five Year Plan. New Delhi: Planning Commission, GOI, 

2012. 

18. Goyal, Anita, and N P Singh. "Consumer perception about fast food in India: an exploratory study." British Food Journal 109, no. 2 (2007): 182 - 196. 

19. Gupta, Kirti Bardhan. "Consumer behaviour for food products in India." 19th Annual World Symposium. Budapest, Hungary: International Food & Agribusiness 

Management Association, 2009. 

20. Haghiri, Morteza, Jill E. Hobbs, and Meaghan L. McNamarac. "Assessing Consumer Preferences for Organically Grown Fresh Fruit and Vegetables in Eastern 

New Brunswick." International Food and Agribusiness Management Review 12, no. 4 (2009): 81-100. 

 

 

  



VOLUME NO. 8 (2017), ISSUE NO. 04 (APRIL)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

4

REQUEST FOR FEEDBACK 
 

Dear Readers 

 

 

At the very outset, International Journal of Research in Commerce & Management (IJRCM) acknowledges & 

appreciates your efforts in showing interest in our present issue under your kind perusal. 

 

I would like to request you to supply your critical comments and suggestions about the material published 

in this issue, as well as on the journal as a whole, on our e-mail infoijrcm@gmail.com for further improve-

ments in the interest of research. 

 

If you have any queries, please feel free to contact us on our e-mail infoijrcm@gmail.com. 

 

I am sure that your feedback and deliberations would make future issues better – a result of our joint effort. 

 

Looking forward to an appropriate consideration. 

 

With sincere regards 

 

Thanking you profoundly 

 

Academically yours 
 
Sd/- 

Co-ordinator 
 

 

 

DISCLAIMER 
The information and opinions presented in the Journal reflect the views of the authors and not of the Journal 

or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the journal. 

Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, producing 

or delivering the journal or the materials contained therein, assumes any liability or responsibility for the 

accuracy, completeness, or usefulness of any information provided in the journal, nor shall they be liable for 

any direct, indirect, incidental, special, consequential or punitive damages arising out of the use of infor-

mation/material contained in the journal. The journal, neither its publishers/Editors/ Editorial Board, nor any 

other party involved in the preparation of material contained in the journal represents or warrants that the 

information contained herein is in every respect accurate or complete, and they are not responsible for any 

errors or omissions or for the results obtained from the use of such material. Readers are encouraged to 

confirm the information contained herein with other sources. The responsibility of the contents and the 

opinions expressed in this journal are exclusively of the author (s) concerned. 



VOLUME NO. 8 (2017), ISSUE NO. 04 (APRIL)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

I
   


