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Abstract: The aim of this paper is to identify consumers' attitudes and behaviour towards organic products in Pollachi. This
paper draws on a non‐probability quota sample of 280 respondents to explore the attitudes and behaviour of Pollachi
consumers towards organic food products. The consumers seem to be informed about environmental and health issues. They
seek information about the nutritional value of food and demand more products free from chemical residues. The results
show that most consumers associate organic consumption mainly with fruit and vegetables. Although demographics seem to
affect attitudes towards organics, their value in explaining actual behaviour is minimal.
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I. INTRODUCTION
The approach and outlook towards agriculture and marketing of food has seen a quantum change worldwide over the last
few decades. Whereas earlier the seasons and the climate of an area determined what would be grown and when, today it is the
"market" that determines what it wants and what should be grown. The focus is now more on quantity and "outer" quality
(appearance) rather than intrinsic or nutritional quality, also called "vitality". Pesticide and other chemical residues in food and
an overall reduced quality of food have led to a marked increase in various diseases, mainly various forms of cancer and
reduced bodily immunity. This immense commercialization of agriculture has also had a very negative effect on the
environment. The use of pesticides has led to enormous levels of chemical buildup in our environment, in soil, water, air, in
animals and even in our own bodies. Fertilizers have a short-term effect on productivity but a longer-term negative effect on the
environment where they remain for years after leaching and running off, contaminating ground water and water bodies.
The use of hybrid seeds and the practice of monoculture have led to a severe threat to local and indigenous varieties, whose
germplasm can be lost forever. All of this is for "productivity". In the name of growing more to feed the earth, we have taken
the wrong road of un-sustainability. The effects already show - farmers committing suicide in growing numbers with every
passing year; the horrendous effects of pesticide sprays by a government-owned plantation in Kerala some years ago the
pesticide contaminated bottled water and aerated beverages are only some instances. The bigger picture that rarely makes news
however is that millions of people are still underfed and where they do get enough to eat, the food they eat has the capability to
eventually kill them. Yet, the picture painted for the future by agro-chemical and seed companies and governments is rosy and
bright. Another negative effect of this trend has been on the fortunes of the farming communities worldwide.
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II. REVIEW OF LITERATURE

This literature review aims to provide a detailed account of literatures on the consumer attitude towards organic food.
Gracia and Magistris (2007), presented an article entitled, “Organic food product purchase behaviour: a pilot study for
urban consumers in the South of Italy”. The aim of this study is to explain factors that influence organic food purchases of urban
consumers in the South of Italy. Arunkumar and Elangovan (2016), in their study entitled, “Consumer Attitude and
Preference for Organic Food Products in Coimbatoe City”. This study attempts to examine the consumer attitude and preference
for Organic Food Products. Primary data are collected from 200 sample respondents with the help of well-structured
questionnaire, which is pre-tested.
Uma and Selvam (2016), in their study entitled, “Customer Attitudinal and Perceptions towards Purchasing Organic Food
Products”. This study is an attempt to examine the extensive literature on customer attitudinal and perceptions towards
purchasing of organic food products.
III. OBJECTIVES OF THE STUDY
The present study is undertaken with the following specific objectives.


To know the respondents awareness on the organic food products.



To identify the factors influencing the consumers to purchase of organic food products.
IV. SCOPE OF THE STUDY

With rising concern of health issues and food safety, many consumers have turned their site to organic products. Organic
food promotes a balance of human, other living organisms and the nature. It also promotes no artificial preservatives and best
maintain the originality of food. This study focuses on the consumers’ opinion about the organic food products. The study has
been made to know the impact of consumers’ attitude and intentions towards organic food products with special reference to
Pollachi Taluk.
V. SAMPLING DESIGN OF THE STUDY
The sampling technique in this project is convenient sampling. The sample size comprises of different types of users who
are using organic food products. A sample of 280 respondents was considered for finding their uses for the organic food
products.
VI. SAMPLING METHOD
The sample respondents are contacted personally after their purchase of organic foods in Pollachi. The data is collected by
using structured questionnaire.
VII. TOOLS FOR ANALYSIS
The following are the tools applied on the respondents given by the respondents to analyze and derive the result.
1.

Simple Percentage analysis

2.

Chi- square analysis

3.

Weighted Average Ranking
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VIII. DATA ANALYSIS AND RESULTS

Demographic Factors
The demographic factors of the consumers are classified based on their Gender, Age, Educational Qualification,
Occupation and Monthly Income is presented here under.

SI. NO
1

2

3

4

5

6

7

8

Table 1: Demographic Factor of the Respondents
DEMOGRAPHIC FACTORS
RESPONDENTS
AGE
Below 20 years
83
21-30 years
115
31-40 years
60
Above 41 years
22
GENDER
Male
125
Female
155
EDUCATION QUALIFICATION
Upto School level
8
Graduate
113
Post Graduate
159
MARITAL STATUS
Married
192
Unmarried
88
AREA OF RESIDENCE
Rural
214
Urban
66
OCCUPATION
Employee
56
Business
19
Profession
158
Student
29
Housewife
18
MONTHLY FAMILY INCOME
Up to Rs. 10,000
150
Rs. 10,001 – Rs. 20,000
65
Rs. 20,001 – Rs. 50,000
42
Above Rs.50000
23
TYPE OF THE FAMILY
Joint
170
Nuclear
110

PERCENTAGE
29.6
41.1
21.4
7.9
44.6
55.4
2.9
40.3
56.8
68.6
31.4
76.4
23.6
20
6.8
56.4
10.4
6.4
53.6
23.2
15
8.2
60.7
39.3

It is understood from the table that the consumers of organic food products revealed, most (55.4%) of them are male
consumers and 44.6% of them are female consumers. It is evident that maximum (41.1%) of the consumers belong to the age
between 21 and 30 years consume organic food products, Maximum (56.8%) of the consumers fall in the post graduates
consume organic food products, It is evident that maximum (76.4%) of the respondents belong to rural area of residence , With
respect to the monthly family income it is clear that maximum (53.6%) of the consumers stated less than Rs.10,000 and organic
food consumers of maximum (60.7%) belong to joint family category.
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Table.2: Source of Awareness

16%
Friends and Relatives

34%

Neighbors
Social Media
Television / Radio

36%

Word of Mouth

9%
5%

IX. LIMITATIONS OF THE STUDY
The study is confined to pollachi 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.

35
30
25
20
15
10
5
0

34.3

28.9
15.7

15.7
5.4

Usually buy Organic Food Products
Size of the family and level of awareness
In order to find out the association between members in the family and level of awareness, the respondents have been
classified into four categories namely less than 3 members, 3-4 members, 5-6 members and more than 6 members. The
following hypothesis is formulated to test the significant association between members in the family of the respondents and
their level of awareness towards organic food products.
H0 = There is no significant association between members in the family and their level of awareness.
Table – 5.9 Size of the Family and Level of Awareness
Level of Awareness
Size of the Family

Total
High

Moderate

Low

Less than 3 members

9 (37.5%)

15(62.5%)

0 (0.0%)

24 (8.57%)

3-4 members

39 (38.6%)

32 (31.6%)

30 (29.7%)

101 (36.0%)

5-6 members

47 (52.2%)

24 (26.6%)

19 (21.1%)

90 (32.1%)

More than 6 members

14 (21.5%)

33 (50.7%)

18 (27.6%)

65 (23.2%)

Total

109

104

67

280

D.f: 6
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Out of 280 respondents, 24 (8.57%) of the respondents have less than three members in their family. Of them, 15 (62.5%)

of the respondents have a moderate level of awareness towards organic food products and nine (37.5%) of the respondents have
a high level of awareness towards organic food products. No one comes under low level of awareness.
Table 3: Type of the Family and Level of Awareness
Level of Awareness
Type of the Family
High
Moderate
Low
Joint
72 (42.3%)
66 (38.8%)
32 (18.8%)

Total

Nuclear
Total
D.f: 2

170 (60.7%)

37 (33.6%)

38 (34.5%)

35 (31.8%)

110 (39.2%)

109

104

67

280

Calculated

Value: 6.346

Table value: 5.991 @ Five per cent level

Out of 280 respondents, 170 (60.7%) of the respondents belongs to joint family. Of them, 32 (18.8%) of the respondents
have a low level of awareness towards organic food products, 66 (38.8%) of the respondents have a moderate level of awareness
towards organic food products and 72 (42.3%) the respondents have a high level of awareness towards organic food products.
110 (39.2%) of the respondents belongs to nuclear family. Of them, 35 (31.8%) of the respondents have a low level of
awareness towards organic food products, 38 (34.5%) of the respondents have a moderate level of awareness towards organic
food products and 37 (33.6%) of the respondents have a high level of awareness towards organic food products.
From the table it could be inferred that, the percentage of the respondents with low level of awareness is high with nuclear
family people. The percentage of the respondents with high level of awareness is high with joint family people. Therefore, it can
be said that most joint family people are highly aware with organic food products. However, as the calculated

value is greater

than the table value at five percent level. Therefore, null hypothesis is rejected. Therefore, it is concluded that there is a
significant association between type of family of the respondents and their level of awareness towards organic food products.
LEVEL OF AGREEABILITY
Organic food has plenty of advantages when compared to the non-organic food that have been processed with artificial
preservatives and chemicals. Organic food is extremely popular and everyone wants to know about their benefits.
Table 4: Level of Agreeability
S.No

Factors

1

Healthy for me and my family

2

Environment is less polluted

3

Taste good

4

Fresher than conventional food

5

High quality

6

Support local / small farmers

7

Support organic movement / sustainability

8

Not willing to support big multinational
companies

9

Saving resources for next generation

10

It has positive image

11

It is fashion to consume
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Agree

Neutral

Disagree

243
(86.8)
203
(72.5)
173
(61.8)
116
(41.4)
145
(51.8)
122
(43.6)
128
(45.7)

19
(6.8)
72
(25.7)

99 (35.4)
165
(58.9)
145
(51.8)
104
(37.1)

153 (54.6)

18
(6.4)
5
(1.8)
5
(1.8)
10
(3.6)
8
(2.9)
13
(4.6)
19
(6.8)
28
(10.0)
15
(5.4)
32
(11.4)
83
(29.6)
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102 (36.4)
154 (55.0)
127 (45.4)
145 (51.8)
133 (47.5)

100 (35.7)
103 (36.8)
93 (33.2)
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Total

Mean
Value

Rank

280

2.8036

1

280

2.7071

2

280

2.6000

3

280

2.3786

7

280

2.4893

5

280

2.3893

8

280

2.3891

9

280

2.2536

10

280

2.5357

4

280

2.4036

6

280

2.0750

11
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1. Healthy for me and my family:
Among 280 customers, 243 (86.8%) customers are agree, 19 (6.8%) customers are neutral and remaining 18 (6.4%)
Customer are disagree, for Healthy as me and my family is the factor for agreeability towards organic foods . It is the mean
value is 2.8036 and also found the Healthy for me and my family factor is ranked first.
2. Environment is less polluted:
Among 280 customers, 203 (72.5%) customers are agree, 72 (25.7%) customers are neutral and remaining 5 (1.8%)
Customer are disagree, for Environment is less polluted is the factor for agreeability towards organic foods . It is the mean value
is 2.7071 and also found the Environment is less polluted factor is ranked second.
3. Taste good:
Among 280 customers, 173 (61.8%) customers are agree, 102 (36.4%) customers are neutral and remaining 5 (1.8%)
Customers are disagree, for Taste good is the factor for agreeability towards organic foods. It is the mean value is 2.6000 and
also found the Taste good factor is ranked third.
4. Fresher than conventional food:
Among 280 customers, 116 (41.4%) customers are agree, 154 (55.0%) customers are neutral and remaining 10 (3.6%)
Customer are disagree, for Fresher than conventional food is the factor for agreeability towards organic foods. It is the mean
value is 2.3786 and also found the Fresher than conventional food factor is ranked seven.
5. High quality:
Among 280 customers, 145 (51.8%) customers are agree, 127 (45.4%) customers are neutral and remaining 8 (2.9%)
Customers are disagree, for High quality is the factor for agreeability towards organic foods. It is the mean value is 2.4893 and
also found the High quality factor is ranked five.
6. Support local / small farmers:
Among 280 customers, 122 (43.6%) customers are agree, 145 (51.8%) customers are neutral and remaining 13 (4.6%)
Customer are strongly disagree, for Support local / small farmers is the factor for agreeability towards organic foods . It is the
mean value is 2.3893 and also found the Support local / small farmers factor is ranked eight.
7. Support organic movement / sustainability:
Among 280 customers, 128 (45.7%) customers are agree, 133 (47.5%) customers are neutral and remaining 19 (6.8%)
Customer are strongly disagree, for Support organic movement / sustainability is the factor for agreeability towards organic
foods . It is the mean value is 2.3891 and also found the Support organic movement / sustainability factor is ranked nine.
8. Not willing to support big multinational companies:
Among 280 customers, 99 (35.4%) customers are agree, 153 (54.6%) customers are neutral and remaining 28 (10.0%)
Customer are strongly disagree, for Not willing to support big multinational companies is the factor for agreeability towards
organic foods. It is the mean value is 2.2536 and also found the Not willing to support big multinational companies factor is
ranked ten.
9. Saving resources for next generation:
Among 280 customers, 165 (58.9) customers are agree, 100 (35.7) customers are neutral and remaining 15 (5.4) Customer
are strongly disagree, for Saving resources for next generation is the factor for agreeability towards organic foods . It is the
mean value is 2.5357 and also found the Saving resources for next generation factor is ranked four.
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10. It has positive image:
Among 280 customers, 145 (51.8%) customers are agree, 103 (36.8%) customers are neutral and remaining 32 (11.4%)
Customer are strongly disagree, for it has positive image is the factor for agreeability towards organic foods. It is the mean value
is 2.4036 and also found the positive image factor is ranked six.
11. It is fashion to consume:
Among 280 customers, 104 (37.1) customers are agree, 93 (33.2) customers are neutral and remaining 83 (29.6) Customer
are strongly disagree, for it is fashion to consume is the factor for agreeability towards organic foods. It is the mean value is
2.0750 and also found the Healthy for me and my family factor is ranked eleven.
LEVEL OF IMPORTANCE ON THE FACTORS IN BUYING ORGANIC FOODS
Organic foods often have more beneficial nutrients, such as antioxidants, than their conventionally-grown counterparts and
people with allergies to foods, chemicals, or preservatives often find their symptoms lessen or go away when they eat only
organic foods. Organic produce contains fewer pesticides.
Table 5: Level of Importance
S.No

Factors

Very
Important

Important

Not
Important

Total

Mean
Value

Rank

1

Quality

202 (72.1)

73 (26.1)

5 (1.8)

280

2.7036

1

2

Quantity

113 (40.4)

147 (52.5)

20 (7.1)

280

2.3321

6

3

Freshness

133 (47.5)

109 (38.9)

38 (13.6)

280

2.3393

5

4

Price

102 (36.4)

150 (53.6)

28 (10.0)

280

2.2643

7

5

No Chemical

110 (39.3)

95 (33.9)

75 (26.8)

280

2.1250

8

6

No Preservatives

138 (49.3)

109 (38.9)

33 (11.8)

280

2.3750

4

7

Past Experience

164 (58.6)

97 (34.6)

19 (6.8)

280

2.5179

3

8

Health Benefits

103 (36.8)

101 (36.1)

76 (27.1)

280

2.0964

9

9

Medicinal values

107 (38.2)

70 (25.0)

103 (36.8)

280

2.0142

11

10

Recommendation by
others

197 (70.4)

61 (21.8)

22 (7.9)

280

2.6250

2

11

Trend/ Fashion

107 (38.2)

70 (25.0)

103 (36.8)

280

2.0143

10

1. Quality:
Among 280 customers, 202 (72.1) customers are very important,19 (6.8%) customers are Important and remaining 18
(6.4%) Customer are Not Important, for Quality is the factor for importance to buying organic foods . It is the mean value is
2.8036 and also found the Quality factor is ranked first.
2. Quantity:
Among 280 customers, 113 (40.4) customers are very important, 147 (52.5) customers are Important and remaining 20
(7.1) Customer are Not Important, for Quantity is the factor for importance to buying organic foods . It is the mean value is
2.3321 and also found the Quantity factor is ranked six.
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3. Freshness:
Among 280 customers, 133 (47.5) customers are very important, 109 (38.9) customers are Important and remaining 38
(13.6) Customer are Not Important, for Quantity is the factor for importance to buying organic foods . It is the mean value is
2.3393 and also found the Quantity factor is ranked five.
4. Price:
Among 280 customers, 102 (36.4) customers are very important, 150 (53.6) customers are Important and remaining 28
(10.0) Customer are Not Important, for Price is the factor for importance to buying organic foods . It is the mean value is 2.2643
and also found the Price factor is ranked seven.
5. No Chemical:
Among 280 customers, 102 (36.4) customers are very important, 95 (33.9) customers are Important and remaining 75
(26.8) Customer are Not Important, for No Chemical is the factor for importance to buying organic foods . It is the mean value
is 2.3321 and also found the No Chemical factor is ranked eight.
6. No Preservatives:
Among 280 customers, 138 (49.3) customers are very important, 109 (38.9) customers are Important and remaining 33
(11.8) Customer are No Preservatives, for Quantity is the factor for importance to buying organic foods . It is the mean value is
2.3750 and also found the No Preservatives factor is ranked four.
7. Past Experience:
Among 280 customers, 164 (58.6) customers are very important, 97 (34.6) customers are Important and remaining 19 (6.8)
Customer are Not Important, for Quantity is the factor for importance to buying organic foods . It is the mean value is 2.5179
and also found the Quantity factor is ranked three.
8. Health Benefits:
Among 280 customers, 103 (36.8) customers are very important, 101 (36.1) customers are Important and remaining 76
(27.1) Customer are Not Important, for Quantity is the factor for importance to buying organic foods . It is the mean value is
2.0964 and also found the Quantity factor is ranked nine.
9. Medicinal values:
Among 280 customers, 107 (38.2) customers are very important, 70 (25.0) customers are Important and remaining 103
(36.8) Customer are Not Important, for Medicinal values is the factor for importance to buying organic foods . It is the mean
value is 2.0142 and also found the Medicinal values factor is ranked eleven.
10. Recommendation by others:
Among 280 customers, 197 (70.4) customers are very important, 61 (21.8) customers are Important and remaining 22 (7.9)
Customer are Not Important, for Recommendation by others is the factor for importance to buying organic foods . It is the mean
value is 2.6250 and also found the Recommendation by others factor is ranked two.
11. Trend/ Fashion:
Among 280 customers, 107 (38.2) customers are very important, 70 (25.0) customers are Important and remaining 103
(36.8) Customer are Not Important, for Trend/ Fashion is the factor for importance to buying organic foods. It is the mean value
is 2.0143 and also found the Trend/ Fashion factor is ranked ten.
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X. CONCLUSION

Organically grown products are available in the markets but in limited amounts though the growing demands are there for
such products. Consumers are willing to pay price premium of 5%-50% for organic products which could be viewed as the cost
of investment in human health. Knowledge and awareness about organic products could affect attitudes and perceptions about
the product and, ultimately, buying decisions of the consumers.
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