
INTRODUCTION: 
'Organic' refers to the products that are produced without the aid of 
chemical fertilisers or pesticides (Hutchins and Green Halgh, 1997). 
Organic also refers to a relatively a low presence of pesticide residue 
in organic food compared to conventional food (Essoussi, et. al., 
2008).  They are produced in agreement with standards right 
through all aspects of production and are then certi�ed by an 
authoritative body.  Organic food products refer to the food raised, 
grown, stored and / or processed without the use of synthetically 
produced chemicals or fertilizers, herbicides, pesticides, fungicides, 
growth hormones and regulators or generic modi�cation. 
 
REVIEW OF LITERATURE: 
Branislav et al., 2011 advocated that a great number of consumers 
were not adequately informed about the importance of 
consumption of food produced in the system of organic production. 
This in�uenced their trust towards organic products. Ergin and 
Ozsacmaci, 2011, indicated that the consumers demanded for 
organic food products where they believed them to be healthier, 
tastier, fresher and that organic products were environmentally 
friendly.   Parichard and Huang, 2012, explored that the main motive 
to purchase organic food was environmental and health bene�ts. 
Smith and Pladio, 2015, observed that the health consciousness and 
quality had initiated to in�uence purchase intentions. Zeinab et al 
(2012) revealed that the in�uence of knowledge, quality, price 
consciousness and familiarity of organic food products in�uenced 
the organic buying behaviours. Hill and Lynchehaun (2002) found 
that knowledge was fundamental to the effective marketing of 
organic foods. Gill et al (2002) indicated that consumers concerned 
about healthy diet and environmental degradation were the most 
likely to buy organic food and were willing to pay a high premium.   

Statement of problem: 
The present day market is highly sensitive and the marketer should 
understand the perspicacity of the consumer to supply the right 
type of goods inclined by him.  It is very essential for an organic 
seller to understand the factors in�uencing the buying behaviour of 
the consumer and its impact on the purchasing level of consumer 
buyer.  This will enable him to derive strategies to improve his 
market position in respect of organic food products and his margin 
too. 

Objectives of Study:
1. To study the consumers' behaviour towards organic food 
products in Bangalore .

2. To study the factors which persuade consumers of Bangalore 
towards organic food products.

3. To evaluate the in�uence of the independent variables towards 
buying behaviour of consumers of Bangalore towards organic 

foods. 

Scope of the study: 
The present study is carried out to analyse the consumers' fondness 
towards organic foods.  The study covers the entire range of organic 
food products irrespective of packed and non packed foods offered 
in the market and the consumers who are already using the organic 
foods and also non organic food products at present.   Area of the 
study is the entire city of Bangalore covered under Brihath 
Bengaluru Mahanagara Palike (BBMP).

Signi�cance of the Study
The study assumes signi�cance since it is expected to create 
awareness among the consumers on consumption of organic 
products.  It throws light on the new strategies to be adopted by the 
sellers of traditional organic products and the emerging non-
organic ones.

Table No.1. Consumers' Pro�le (Highest Values) 
‘

Source: Primary data

METHODOLOGY: 
The population of Bangalore city as per the recent 2011 Census is 85, 
20, 435.  Sample size is calculated by using YAMANE'S formula 
(Yamane, 1967) at 95% signi�cance level. Out of 500 questionnaires 
distributed among the consumers the researcher could collect 454 
fully �lled questionnaires.  The analysis of the study was made 
through the percentage analysis and Statistical Package for Social 
Science (SPSS).

Hypotheses: 
H01:  There is no signi�cant reason for the purchase of organic foods 
by the consumers.

Ho2:  There is no signi�cant relation between the variables and 
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Particulars No. of 
respondents

per cent

Age 41-60 years 189 42.0

Gender Female 345 76.0
Occupation Service 191 42.0

Family size 3 members 238 52.0

Ednl. quali�cations Graduation 165 36.0

Monthly income > Rs. 60,000 pm. 184 41.0

Food habits vegetarians 331 73.0

Money spent on 
food every month

Rs11,001 to 
Rs.14,000

133 29.5
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preference of consumers towards organic food products. 

Analysis of Reasons for Buying Organic Food Products:
The consumers were solicited to give their preferential ratings on 
the individual reasons for the purchase of organic food products. 
The following were the analysis of these ratings.     
      
(5: Strongly Agree, 4: Agree, 3: I can't say, 2: Disagree and 1: Strongly 
Disagree)

Table No: 2.  Consumers' preferential rating towards organic 
food products

Source: Primary data

Statistical Analysis:

Table No: 3 Reasons for Buying Organic Food Products

Source: Primary data

The descriptive statistics show that the factors like safety, eco 
friendliness, reasonable price, taste of the organic food products, 
support to the green movement and local farmers have a signi�cant 
in�uence on the purchase decision of the consumers.  The mean 
value of all the factors being more than 3 shows clearly that these 
values are spread wide and has a signi�cant in�uence on the 
perception of the consumers. 

Table No: 4

Source: Primary data

KMO measure is 0.705 which is more than 0.7 shows that the data are 
worth of its selection and it also explains the sampling adequacy of 

variable.  Chi square value is 171.871 at signi�cance level less than 
0.01.  It shows that the importance of variables in in�uencing the 
locational choice originally.

Table No: 5

Source: Primary data

Communalities output shows that the healthy nature of Organic 
food is the main reason for its purchase.  It is followed by reasonable 
price, taste, eco-friendliness, etc at later stages.  Support to farmers 
is the least in�uencing factor. 

Table No: 6

Source: Primary data

63.269% variance is accounted by components 1, 2 and 3 of which 
the �rst component alone accounts for 32.508%. The second and 
third components hold 15.937% and 14.824% respectively. 

Table No: 7

Source: Primary data

Components 1 comprising of safe & fresh, reasonable price, taste 
and eco friendliness are the factors considered as highly effective in 
decision making  in which safe and fresh is a real motivation for the 
buyers for avoiding health hazards caused due to presence of high 
quantity of pesticides and chemical manures.   Healthy nature and 
support to the green movement are secondary to the �rst 
component and support to the farmers comes after the two 

5 4 3 2 1
Healthy nature of organic 
food products 45%

42.5% 2.5%
5%

5%

Safety and freshness of 
OFP

53% 37% 7% 3% 0%

Eco friendly nature of 
OFPs

59.5% 35.5% 0% 4.5% 0.5%

Taste of organic food 66.5% 29.5% 2.5% 0.5% 1%

Support to Green 
Movement 30%

39% 21%
9%

1%

Reasonable price of 
organic food 29.5%

55.5% 10% 4% 1%

Support to local and 
small  farmers 

31% 35% 6% 18% 10%

Descriptive Statistics

Mean S.D.

Healthy Nature 4.59 .915

Safe & Fresh 4.40 .750

Eco-friendly 4.54 .608

Tasty 4.60 .665

Support for  Green movement 3.44 .799

Reasonable price 4.09 .801

Support Local and small farmers 3.05 .236

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.705

Bartlett's Test of Sphericity Approx. Chi-
Square 171.871

df 21

Sig. 0.000

 COMMUNALITIES
Initial Extraction

Healthy 1.000 .793

Safe & Fresh 1.000 .550

Eco-friendly 1.000 .588

Tasty 1.000 .597

Green move 1.000 .483

reasonable price 1.000 .604

Support farmers 1.000 .215

TOTAL VARIANCE EXPLAINED

Component Initial Eigen values Extraction Sums of 
Squared Loadings

Total
% of 

Variance Cumulative % Total
% of 

Variance

1 2.276 32.508 32.508 2.276 32.508

2 1.116 15.937 48.445 1.116 15.937

3 1.038 14.824 63.269 1.038 14.824

4 .825 11.782 75.051

5 .690 9.858 84.909

ROTATED COMPONENT MATRIX

Components

1 2 3

Safe & Fresh .730

Reasonable price .719
Tasty .718
Eco-friendly .608

Healthy .889

Green movement .577
Support to  farmers .899
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components. 
Proof of Hypotheses: 
The analysis proves that the Null hypotheses are rejected and 
alternative hypotheses are accepted.  The variables like healthy 
nature, safety and freshness, eco friendliness, taste, reasonability of 
price, support to the farmers and green movement have a 
signi�cant relation with the buying behaviour of the consumers in 
purchase of organic food products. 

Findings of the study: 
The study reveals that the safe and fresh nature, reasonable price, 
taste and eco friendly nature of organic food products in�uence the 
buying behaviour of consumers.  It is followed by healthy nature, 
support to the green movement and support to the organic farmers.  
The study also infers that the organic consumers are well aware of 
the bene�ts of organic foods.  

CONCLUSION: 
The perceptional factors have a signi�cant impact on the buying 
behaviour of the consumers of organic foods.   The health bene�ts 
of organic foods have not been spread among the general public to 
the desirable extent.  The need of the hour is to spread the 
awareness among the potential and real consumers about the 
bene�ts of consuming organic food and building a healthy and 
hygienic world. 
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