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ABSTRACT 

Organic farming system in India is not new and is being followed from ancient time. The demand for organic foods is increasing day by day. Worldwide consumers 

are becoming health conscious and are concerned about nutrition and the quality of food consumed. Consumers are also increasingly concerned with the food 

safety and the consumers are getting health conscious and are paying more attention to quality of food consumed. The present study aims at analysing the factors 

affecting satisfaction of consumers on organic food products. Using a well- structured survey of 550 respondents covering the Coimbatore city, Tamil Nadu. Suitable 

statistical tools have followed for analysis on consumer satisfaction. 

 

KEYWORDS 
organic farming, consumer satisfaction, health conscious, quality of food. 

 

INTRODUCTION 
rganic farming system in India is not new and is being followed from ancient time. It is a method of farming system which primarily aimed at cultivating 

the land and raising crops in such a way, as to keep the soil alive and in good health by use of organic wastes (crop, animal and farm wastes, aquatic 

wastes) and other biological materials along with beneficial microbes (bio fertilizers) to release nutrients to crops for increased sustainable production in 

an eco-friendly pollution free environment. As these food products are fresh, hygienic and healthy. Over the past decades, organic farming has experienced a 

considerable rise in most of the industrialized countries. The demand for organic foods is increasing day by day. Organic farming system in India is not new and is 

being followed from ancient time. The demand for organic foods is increasing day by day. Worldwide consumers are becoming health conscious and are concerned 

about nutrition and the quality of food consumed. Consumers are also increasingly concerned with the food safety and the consumers are getting health conscious 

and are paying more attention to quality of food consumed. 

 

REVIEW OF LITERATURE 
1. Rupesh Mervin and R.Velmurugan (2013) in their study ascertained that consumers attitude towards organic foods depends on gender, monthly income, 

area of residence and state of health. 

2. Rupesh Mervin and R.Velmurugan (2013) in their study ascertained that consumer’s preference towards organic foods depends on gender, age, occupation, 

monthly income, family status and level of awareness towards organic foods. 

3. Hasnelly, Eddy Yusuf, (2012) in their study captioned, that the result of the review obtained from the research objectives above are expected to make an 

approach which is applicable in solving the problems faced by companies, especially the organic products companies, and other similar companies in general, 

especially those dealing with the market based consumer’s value and satisfaction, also the consumer’s loyalty.  

4. Eva Sternfeld (2009) in her study at present organically grown food “made in China” is still a small - though fast growing - sector. The article takes a look at 

the development and current status of organic agriculture and organic food industry in China and discusses the prospects and limitations of the sector.  

5. Frederike Lülfs-Baden, Achim Spiller, Anke Zühlsdorf and Matthias Mellin, (2008) in their study have indicated the importance of direct marketing for high 

quality farm products has increased during the past few years. The results emphasize the role of store atmosphere, consumer service and product quality as 

the main factors which influence consumer satisfaction. 

6. Ramu Govindasamy, Marc DeCongelio, John Italia, Barbour, Karen Anderson (2001) in their research work “Empirically Evaluating Consumer Characteristics 

and Satisfaction with organic products” have stated that the consumers are willing to pay a premium of 20% or more for organic produce than conventional 

produce. They prefer to buy from the super markets. 

 

NEED/IMPORTANCE OF THE STUDY 
1. This study will point out the consumer satisfaction towards organic products.  

2. This study will try to answer, how the consumer are satisfying with the organic products in Coimbatore? 

 

STATEMENT OF THE PROBLEM 
Though the price is high, consumers are satisfied with the organic products because of the quality and increasing health concerns in the last few years, consumers 

start preferring organic products has attracted growing research attention. The consumer’s satisfaction is one of the curial factors to predict the consumers pur-

chase tendency. So, the researcher is trying to describe the consumer’s satisfaction towards organic food products in Coimbatore city. 

 

OBJECTIVES 
1. To measure the Consumer Satisfaction towards the organic products. 

2. To suggest suitable measures thereof. 

 

  

O
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RESEARCH METHODOLOGY 
AREA OF THE STUDY 
The area of the study is confined to Coimbatore city. 

SOURCES OF DATA 
The primary data have been gathered directly from the respondents using through a structured questionnaire/interview schedule. 

The secondary data have been gathered from journals, Magazines and websites. 

SAMPLING DESIGN OF THE STUDY 
Convenient Sampling technique was used to select the respondents. 

TOOLS FOR ANALYSIS 
Regression Analysis 

 

RESULTS & DISCUSSION 
In order to find out the variables that determine consumer satisfaction, all the variables included for correlation analysis have been regressed on consumer satis-

faction index. The following regression equation has been framed to ascertain the impact of the variables on consumer satisfaction.  

CS = a + b1 AOR + b2 G + b3 AG + b4 EQ + b5 OCC + b6 TOF + b7 SIF 

 + b8 NEM + b9 MI + b10 FI + b11 FE + b12 POU + b13 KT+ b14 CME + b15 BA +  

 b16 FA + b17 CB + e 

where,  

CS  =  Consumer Satisfaction  

a  =  Intercept Term  

b1….b17  =  Regression Coefficients  

AOR  =  Area of Residence  

G  =  Gender  

AG  =  Age  

EQ  =  Educational Qualification  

OCC  =  Occupation  

TOF  =  Type of Family  

SIF  =  Status in Family  

NEM  =  Number of Earning Members  

MI  =  Monthly Income  

FI  =  Family Income  

FE  =  Family Expenditure  

POU  =  Period of Usage  

KT  = Kilometers Traveled 

CME  = Car Maintenance Expenditure 

BA  = Brand Awareness 

FA  = Feature Awareness 

CB  = Car Brand 

e  =  Error Term 

Determinants of Consumer Satisfaction -Multiple Regression Analysis. 

TABLE 1 

Variables Regression coefficient Standard error t 

Gender -2.873** 0.835 -3.440 

Age 0.023 0.037 0.622 

Marital Status -0.336 0.898 -0.374 

Educational Qualification 0.147 0.307 0.479 

Occupation 0.679** 0.202 3.369 

Monthly Income 0.000 0.000 -0.395 

Family Income 0.000* 0.000 2.418 

Family Expenditure  0.000 0.000 -1.828 

Type of Family 0.332 0.760 0.437 

Status in Family  0.148 0.886 0.167 

Look after Food Labels -0.505 0.817 -0.619 

Period of Consumption 0.855 0.450 1.899 

Organic Foods Consumed  0.062 0.263 0.237 

Frequency of Consumption -0.785* 0.382 -2.052 

Level of Awareness 0.189** 0.026 7.357 

Level of Perception 0.437** 0.033 13.393 

* Significant at five per cent level ** Significant at one per cent level 

Constant      : 33.131 

Std. Error of Estimate    : 4.093 

R2     : 0.513 

R2     : 0.527** 

GENDER 
The regression coefficient indicates that gender negatively influences consumers satisfaction. Male consumers have high level of satisfaction.  

OCCUPATION 
The regression coefficient indicates that occupation positively influences consumer’s satisfaction. Agriculturists have high level of satisfaction.  

FAMILY INCOME 
The regression coefficient indicates that family income positively influences consumer’s satisfaction. Consumer’s whose family income ranges above Rs. 60000 

have high level of satisfaction.  

FREQUENCY OF CONSUMPTION 
The regression coefficient indicates that frequency of consumption negatively influences consumer’s satisfaction. Consumer’s who consume organic foods several 

times in a week have high level of satisfaction.  
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LEVEL OF AWARENESS  
The regression coefficient indicates that level of awareness positively influences consumer’s satisfaction. Consumer’s who have high level of awareness on organic 

foods have high level of satisfaction.  

LEVEL OF PERCEPTION 
The regression coefficient indicates that level of perception positively influences consumer’s satisfaction. Consumer’s who have high level of perception on organic 

foods have high level of satisfaction.  

The value of R2 is found to be significant at one per cent level. This shows that the regression equation framed is a good fit. Around 52.70 per cent of variation in 

level of satisfaction is due to the select variables.  

 

RECOMMENDATIONS/ SUGGESTIONS 
� If price organic food product will reduce consumer will more satisfied.  

� The Government can give subsidy for the organic food production. 

� Consumers will increase if they get the organic products at subsidized rates.  

 

CONCLUSION 
The organic food industry, that organic food is safer, more nutritious, and tastes better than conventional food. These beliefs have fueled increased demand for 

organic food despite higher prices. The consumers will get more satisfaction if the products will get in a concessional price with the same quality. 

 

LIMITATIONS 
1. The time was very limit to conduct the research on the selected topic. 

2. With respect to actual population the sample size was small. 

 

SCOPE FOR FURTHER RESEARCH 
The food product consumption which forms the healthy side of life through Organic food products, that replaces the artificial maturing which causes innumerable 

diseases to the immune system of the children to the grown-up. Thus, considerable research support will be necessary in the future to develop production tech-

niques that will allow for the successful production of organic crops on a wider scale than is possible today. 
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