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ABSTRACT 

In the current generation the people tend to purchase more organic foods but the production 

seems ineffective. In order to fulfill the demand of the buyers, sellers get into the illegal way of 

selling the organic foods. The buyers who use the illegal organic foods are affected and they are 

not willing to buy further. From this we may understood that there should be a regulatory body 

which controls, examines and supervises the sale of organic foods in India like we say FSSAI 

which could inspect the product before it goes to the hands of buyers. There should be worth 

buying in organic food products, therefore the perception of the consumer or buyer increases. Thus 

this paper examines the perception of consumers towards the organic foods in Virudhunagar 

district of Tamilnadu. 

Keywords: Origin, Characteristics of organic food products, consumer’s awareness, perception, 

and satisfaction for organic food products. 

INTRODUCTION: 

Organic foods are being prepared so as to comply with the standards of organic farming. 

Plant growth is attained by using cow dung, goat dung and other organic manures to produce high 

yield. Animals which are raised organically are not given antibiotics or hormones. Standards may 

differ worldwide, but the practices of organic farming that strive to cycle resources, support 

environmental balance, and makes away from deterioration of biodiversity. Organizations that are 

selling and promoting the organic products may control the use of non macrobiotic 

pesticides and fertilizers in the process of cultivating the organic food products. Organic farming 
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is considered to be socialistic pattern of production that creates agro-ecosystem health, including 

biodiversity, biological cycles, and soil biological activity is hence its important. 

Natural vegetables are one of the most seasoned perceived and are accessible overall 

natural items and in some center gatherings are the principle item class that buyers connect 

with natural. In the meantime, a few respondents make reference to the medical advantages of 

eating five bits of foods grown from the ground multi day, featuring the for the most part solid 

relationship among products of the soil and a sound eating regimen. Combined with the 

observation that plant generation is described by high force and substantial utilization of agro 

synthetic substances, it is obvious that leafy foods have been a noteworthy focal point of 

consideration concerning natural nourishment and the accessible range constant to develop. 

For some purchasers these are the sole or real focal point of their "natural experience" and they 

have surely been portrayed as a "key section point" for most natural customers, who thusly 

may precede onward to different classes, for example, eggs and dairy, basic supply items, meat 

and soda pops. 

ORIGIN OF ORGANIC FOOD PRODUCTS 

The most essential explanation behind obtaining natural sustenance is by all accounts 

convictions about the items' well being giving properties and higher dietary benefit. These 

convictions are advanced by the natural nourishment industry, and have energized expanded 

interest for natural sustenance notwithstanding higher costs and trouble in affirming these 

guaranteed advantages deductively. Natural marks likewise invigorate the buyer to see the item as 

having more positive dietary benefit. Early shoppers inspired by natural sustenance would search 

for non-artificially treated, non-utilization of unapproved pesticides, new or negligibly prepared 

nourishment. They for the most part needed to purchase straightforwardly from cultivators. 

Afterward, "Know your agriculturist, know your sustenance" turned into the witticism of another 

activity founded by the USDA in September 2009. Individual meanings of what comprised 

"natural" were created through firsthand experience: by conversing with ranchers, seeing 

homestead conditions, and cultivating exercises. Little homesteads developed vegetables (and 

raised animals) utilizing natural cultivating rehearses, with or without affirmation, and the 

individual purchaser observed. Little claim to fame well being sustenance stores and co-agents 
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were instrumental to conveying natural nourishment to a more extensive gathering of people. As 

interest for natural sustenance kept on expanding, high volume deals through mass outlets, for 

example, markets quickly supplanted the immediate rancher association. Today, numerous 

substantial corporate ranches have a natural division. Be that as it may, for grocery store shoppers, 

sustenance creation isn't effectively recognizable, and item naming, as "ensured natural," is 

depended upon. Government controls and outsider examiners are looked to for affirmation. 

REVIEW OF LITERATURE 

 

Edward Shih-Tse Wang and Bi-Kun Tsai (2014), in their article entitled “Consumer response 

to retail performance of organic food retailers” concluded it is essential to maintain consumers 

through reduction of risk and trust-building marketing strategies. Organic retailers can manipulate 

organic food customers through right appeals in marketing communications to persuade positive 

perceptions about the price.  

 

Marija Radman (2005), in their study entitled “Consumer consumption and perception of 

organic products in Croatia” concluded that, increasing the knowledge of consumers about the 

organic food products and in the market differentiation. Organic Food shows in the exhibitions 

and some educational activities would also help to know about the organic production and foods. 

These activities should be managed by NGOs and organic producers’ organizations. 

 

Barbara Seegebarth (2016), in their paper entitled “Customer value perception of organic 

food: cultural differences and cross-national segments” concluded that consequence of the 

increasing importance of organic products, a deeper understanding are the important factors of 

consumers’ organic food perception and consumption pattern is great challenge for practitioners 

and researchers in the field of food marketing. 

 

Manoranjan Dash, Alaka Samantaray,Madhusmita Dash (2014), in their article entitled 

“Consumer’s Perception towards Organic Food Products” stated that increasing awareness 

has brought some changes in consumers' tastes and preferences which have led to the inbound as 

well as worldwide rise in demand for organic food products. The level of Awareness and 
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knowledge has become an essential factor in changing the attitude of consumers towards organic 

foods. 

Tony Wijaya (2012), in their study entitled “Intentions of Indonesian Consumers on Buying 

Organic Food”, pinpointed that healthy intake life style are a good foresee for attitude towards 

the organic food, where as attitude towards organic food directly stimulate to buy the organic 

food products. 

 

Farah Ayuni Shafiea, Denise Rennie (2009)” in their article entitled “Consumer Perceptions 

towards Organic Food” identified that certain factors such as nutrition, taste, novelty and 

appearance add the perception towards the organic foods. Natural process also induces the 

consumer with care for the atmosphere and animal welfare and for the non-use of pesticides and 

fertilizers. 

 

RESEARCH METHODOLOGY 

The soundness of research depends mainly on the efficient method of gathering the data 

and analyzing the same in suitable order. The researcher has used descriptive research design in 

this study. In the current study both the secondary and primary data were collected and analyzed, 

for measuring consumer perception towards the usage of organic food products. 

Researcher has analyzed various articles, Annual Reports of reports and professional 

information concerning green consumer studies and green marketing strategies in general through 

internet and academic databases and then a questionnaire was prepared for gathering the primary 

source of data. 

PRIMARY DATA 

Primary data has been collected through statistical sampling survey directly from the 

consumers of organic food products in Virudhunagar District. Questionnaire specially designed 

only for the purpose of data collection. 
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SECONDARY DATA 

The secondary data is an integral part of any research study as it provides basic information 

on key variables, which form the major part of data relating to research. The secondary data have 

been gathered from various sources like standard text books of related topics, journals, 

newspapers, and websites and so on. 

STATEMENT OF THE PROBLEM  

The study is conducted to know the perception of consumers towards the organic products 

which has natural fertilizers input to get more yield of the products today the world requires new 

discussion and innovation which are leads to the potential buyers’ usage on organic products. 

Consumers started buying and utilizing for their regular consumption the researcher shows interest 

on the positive impact to the society thus this particular study has been carried out. 

OBJECTIVES OF THE STUDY   

a) To study the consumers awareness towards the organic food products. 

b) To examine the customer perception towards buying the organic food products. 

c) To analyze the consumers’ satisfaction for organic products. 

CHARACTERISTICS OF ORGANIC FOODS 

Some of the few characteristics of organic foods include, 

1. Consisting fewer pesticides 

Chemicals such as fungicides, herbicides, and insecticides are widely used in conventional 

agriculture and residues remain on (and in) the food we eat. 

2. Grown by Nature 

Organic foods are grown naturally using the seeds and cultivated in genuine manner. 

3. Un Packaged products 

Organic foods are unpacked and are sold to consumers to prove their quality. 

4. Organic food is better for the environment.  
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5. Natural cultivating rehearses decrease contamination, moderate water, diminish soil 

disintegration, increment soil ripeness, and utilize less vitality. Cultivating without 

pesticides is likewise better for close-by winged animals and creatures and also individuals 

who live near ranches. 

6. Trust in product certification 

Natural sustenance item was exceedingly trust in item accreditation on nearby items. No 

bundled merchandise and there is no compound including the products are utilized for the 

client in the time completely ensure the well being. 

7. Accessibility of the Organic Foods 

These days natural nourishment's are being empowered and it has been a propensity for 

purchasing. So now the natural items and nourishment's are accessible over the outlets and 

its generation has been expanded. Consequently, it is effectively accessible to the shoppers. 

REASON FOR CONSUMING ORGANIC FOOD PRODUCTS 

There may be one or more intention for trade whole products. But the actual fact is that it 

is more nutritious and eco-friendly. Consumers generally make their preference after considering 

product information, product attributes and evaluating the consequences of using a product. 

Consumers consider health as an important factor when they buy a product. Sometimes consumers 

prefer organic food due to their demographic uniqueness. Households with graduates were less 

likely to buy organic produce, while households with children under 18 were more likely to buy 

organic produce. 

SAMPLING AND DATA COLLECTION 

With reference to the objectives of the study, Secondary and Primary data collection techniques 

were implemented. Primary data was collected with the use of structured questionnaire. 

Table 1 

Demographic profile of the respondents (100 consumers) 

Particulars Categories Number of respondents Percentage 

Age Below 18 27 27% 

19-25 18 18% 
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26-35 20 20% 

35-50 22 22% 

Above 50 13 13% 

Total 100 100 

Gender Male 53 53% 

Female 40 40% 

Transgender 7 7% 

Total 100 100 

Marital status Married 47 47% 

Unmarried 53 53% 

Total 100 100 

Educational 

Qualification 

HSC 25 25% 

Under Graduate 33 33% 

Post Graduate 29 29% 

Others 13 13% 

Total 100%                100 

Occupation Employee 68 68% 

Unemployed 32 32% 

Total 100 100 

Monthly Income of 

family (In rupees) 

Below 20,000 31 31% 

20,000-30,000 37 37% 

30,000-40,000 22 22% 

Above 40,000 10 10% 

Total 100 100 

Family Type Nuclear 55 55% 

Joint 45 45% 

Total 100 100 

Residential area of the 

respondents 

             Urban 31 31% 

Semi urban 27 27% 

Rural 42 42% 
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Total 100 100 

No. of family members Below three member 39 39% 

Four member 41 41% 

Above Four Member 20 20% 

Total 100 100 

Source: Primary data 

INTERPRETATION 

From this examination specialist utilized rate investigation technique to distinguish the 

respondents utilizing natural sustenance and its mindfulness. We came to realize that, most of the 

respondents utilizing the natural sustenance are beneath the age of 18 (27%) and minimal number 

of respondents are having a place with the age gathering of over 50 (13%).  

 

Larger piece of the respondents utilizing the natural nourishment are male (53%) and 

minimal number of respondents are transgender (7%).  

 

Larger parts of the respondents are under the class of unmarried status (53%) and minimal 

numbers of respondents are hitched (47%).  

 

Best parts of the respondents' instruction are at the Under Graduate (53%) and minimal 

numbers of respondents are other classification (7%).  

 

For the most part the respondents are under the class of occupation as representative (68%) 

and minimal number of respondents are jobless (32%).  
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Prevalence of the respondents is in the salary dimension of Rs 20,001 to Rs 30,000 (37%) 

and minimal numbers of respondents are above Rs 40,000 (10%).  

 

The greater part of the respondents' family type is family unit (55%) and just 45 % of the 

respondents are of joint family.  

 

Greater part of the respondents is living in country territories (42%) and minimal numbers 

of respondents are living in semi – urban regions (27%).  

 

Well known of the respondents are having just 4 individuals (41%) and minimal number 

of respondents are in excess of 4 individuals (20%).  

 

Henceforth greater parts of the respondents are utilizing the natural nourishment and they 

are having admirably mindfulness about it. Statistic factors, for example, age, pay and training 

may characterize natural purchasers however the relationship isn't exceptionally huge. Premium 

value keeps on keeping down natural sustenance utilization. It is confounded to legitimize the 

premium since medical advantages stated to natural nourishment are frequently hard to measure. 

PERCEPTION OF CUSTOMERS ABOUT ORGANIC FOOD PRODUCTS 

Table. 2 

Perception of Customers towards Organic Food Products 

Factors Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Pesticides / Chemical / Fungus/ 

Insecticide Free 

32 

 

32.0 

 

32.0 

 

32.0 
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Environment Friendly 

Nutritional value 

Value 

21 

37 

10 

21.0 

37.0 

10.0 

21.0 

37.0 

10.0 

53.0 

90.0 

100.0 

 100 100.0 100.0  

 

Source: Primary Data 
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Chart 1
Perception of Customers towards Organic Food Products
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INTERPRETATION 

From the above Table 2, we may understand that 32% respondents have given the opinion 

organic food are Pesticides / Chemical / Fungus/ Insecticide Free, Environment friendly (21%) , 

Nutritional value (37%) and value (10%). So from this we can say that consumers are having better 

perception about organic food products. 

LEVEL OF CUSTOMER SATISFACTION 

Table 3 

LEVEL OF CUSTOMER SATISFACTION ON ORGANIC PRODUCTS 

Monthly Income SATISFACTION LEVEL OF ORGANIC PRODUCTS 

Highly 

Satisfied 

Satisfied Neutral Dissatisfied Highly 

dissatisfied 

Total 
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Below Rs.20000 13 11 4 2 1 31 

Rs.20001 – 30,000 14 15 5 5 2 37 

Rs. 30001 – 40,000 7 3 1 4 3 22 

Rs Above 40,000 2 1 4 2 1 10 

Total 36 30 14 13 7 100 

Source: Primary Data 

From the above Table 3, the researcher has collected the primary source of data from the 

Virudhunagar District of Tamilnadu. It is inferred that the consumers whose income level is from 

Rs.20,001 to 30,000 are highly satisfied and having 14%, with the same income level are much 

satisfied with the organic food products 15%. The consumers having the income level between Rs. 

20,001 – 30,000 are highest in neutral also. Consumers are in between the income category of 

Rs.20, 001 – 30,000 are in the highest level. Only 5% of overall populations are highly dissatisfied 

with the organic food products. 

FINDINGS & CONCLUSION 

From this investigation we can arrive at the resolution that, through this paper the specialist 

has examined the accompanying healthful substance and alternate fixings increase the value of the 

natural sustenance items.  

 

Cost is a likewise essential factor which deciding the purchasing conduct of a natural 

nourishment items focus on the purchaser underneath the age of 18 and the general population who 

are unmarried. The natural nourishment items should be abundantly institutionalized, on the 

grounds that the general population who are devouring they are less taught. The cost of the natural 

sustenance items ought to be ideal why in light of the fact that the pay level shoppers are between 

Rs 20,001 to 30,000. The natural sustenance items ought to be circulated in more elevated amount 

in the rustic territories and more number of outlets should be sorted out.  
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Thus we make closed the natural sustenance items are better for prosperity for the general 

public. It is thinking about that the soundness of the assent by delivering the natural nourishment 

items. The shopper with high mindfulness a natural sustenance items have an uplifting state of 

mind. 
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