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ABSTRACT:                                                                                                                                            

In India organic product is one of the most oldest, widely accepted, highly appreciated organic 

farmingto lead a healthy life .In this paper, an attempt has been made to find out the consumer’s 

attitude and preference towards organic products. A sample of 200 respondents was randomly 

selected for this study from Trichy District. The selected samples were analyzed using simple 

percentage, ANOVA, t-test and Friedman ranking test. It is found that consumer’s gender, age, 

educational qualification, monthly income have significant difference in the level of preference 

towards organic products. 
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INTRODUCTION     

In India organic farming system is not new and is being followed from ancient time. Organic 

agriculture is a method of crop and livestock production that involves much more than choosing 

not to use pesticides, fertilizers, genetically modified organisms, antibiotics and growth 

hormones. It is a system designed to optimize the productivity and fitness of diverse 

communities within the agro-ecosystem, including soil organisms, plants, livestock and people. 

The main goal of organic production is to develop enterprises that are sustainable and 

harmonious with the environment. Organic agriculture is an alternative agricultural system which 

originated early in the 20th century due to the changing farming practices.The fertilizers of 

organic agriculture are compost manure, green manure, and bone meal and places emphasis on 

techniques such as crop rotation and companion planting. Biological pest control, mixed 

cropping and the fostering of insect predators are encouraged. Organic agricultural methods are 

internationally regulated and legally enforced by many nations by the International Federation of 
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Organic Agriculture Movements (IFOAM). IFOAM is an international umbrella organization for 

organic farming organizations established in 1972. 

 

PRINCIPLES OF ORGANIC FARMING 

 Principle of health 

The role of organic farming is to enhance the health of ecosystems and organisms from the 

smallest in the soil to human beings. In particular, organic agriculture is intended to produce high 

quality, nutritious food that contributes to preventive health care and well-being. 

 Principle of ecology 

Organic farming is based on ecological processes, and recycling. To attain ecological balance 

through the design of farming systems, establishment of habitats and maintenance of genetic and 

agricultural diversity.  

 Principle of fairness 

Organic farming ensure fairness with regard to the common environment and life 

opportunities.Principle of fairness insists that animals should be provided with the conditions and 

opportunities of life that accord with their physiology, natural behavior and well-being. 

 Principle of care 

Organic farming managed in a precautionary and responsible manner to protect the health and 

well-being of current and future generations and the environment. It  states that precaution and 

responsibility are the key concerns in management, development and technology choices in 

organic agriculture. Science is necessary to ensure that organic agriculture is healthy, safe and 

ecologically sound.  

 

BENEFITS OF ORGANIC PRODUTS 

 Organic products have fewer pesticides.  
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Chemicals such as fungicides, herbicides, and insecticides are widely used in conventional 

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

 Organic products are fresher 

Organic products are fresher because it doesn’t contain preservatives that make it last longer. 

Organic produce is often produced on smaller farms near where it is sold. 

 Organic products are better  

Organic products are better for the environment. Organic farming practices reduce pollution, 

conserve water, reduce soil erosion, increase soil fertility, and use less energy. Farming without 

pesticides is also better for nearby birds and animals as well as people who live close to farms. 

 Organic  products are not given antibiotics 

Organic  products are not given antibiotics, growth hormones, or fed animal by products. 

Feeding livestock animal byproducts increases the risk of mad cow disease (BSE) and the use of 

antibiotics can create antibiotic-resistant strains of bacteria. Organically-raised animals are given 

more space to move around and access to the outdoors, which help to keep them healthy. 

 Organic products are rich in  nutrients 

Milk and milk based products are rich in nutrients. Organic product have certain nutrients, 

including omega-3 fatty acids, were up to 50 percent higher in organic meat and milk. 

 Organic products are  GMO-free 

Genetically Modified Organisms (GMOs) or genetically engineered (GE) foods are plants whose 

DNA has been altered in ways that cannot occur in nature or in traditional crossbreeding, most 

commonly in order to be resistant to pesticides or produce an insecticide. 

 

REVIEW OF LITERATURE                                                                                                        

Mohammad Altarawneh (2013) analysed the awareness level of consumer’s towards organic 

food products, using a structured survey of 384 respondents in major city in Jordan- Amman-. 

The survey reveals that 69% respondents have reported awareness on organic foods alogit 

regression model has been estimated to identify the most likely factors affecting the consumer’s’ 
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awareness on organic food. The findings of the of logistics analysis indicate that potential 

Jordanian consumer’s' awareness of organic food is strongly and significantly affected by factors 

such as education, occupation, marital status, income, desire, promotion, quality, health issues, 

and product source. The study concludes that consumer’s awareness have great implication for 

promoting organic food markets, domestically as well as globally. 

 

J.Padmathy And R.Saraswathy (2016) examined the relationship between variables 

that affect consumers‘ buying behaviour for organic products and identifies the price levels 

consumers prefer to pay for organic products in Thanjavur district. For this study convenience 

sampling method was used to select 200 respondents living in the district and who make 

purchases for the products. The primary data needed for the study was collected from the 

respondents with  a well designed questionnaires. The statistical method used for this study are 

regression and chi-square analyzes. The study concludes that there is significant relationship 

between the variables which affects consumers‘ buying behavior for organic products.  

 

S.Amudha, and Dr.M.Kanagarathinam (2017) observed that organic food refers to 

crops or livestock that are grown on the farm without the application of synthetic fertilizers or 

pesticides, and without using genetically modified organisms. The organic food industry is 

relatively small and new, it is important that consumer’s become aware of its claims, limitations, 

and potential benefits. The main aim of the study is to find out the  consumer’s awareness 

towards the organic food products and safety of the produce that they purchase in stores due to 

possible pesticide contamination. For this purpose a well–structured survey of 550 respondents 

covering the Coimbatore city was taken and suitable statistical tools have been used for analysis . 

The research concludes that most of the respondents have high level of awareness towards 

organic products. 

 

Need of the study: 

 To know the present scenario of the organic farming. 

 To know the preference of Consumers among the organic products. 

 To find out the issues that affects farmers in the inbound and outbound process of the 

organic farming. 

 This study will help to understand the attitude towards products. 
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OBJECTIVES OF THE STUDY 

 To know the consumer’s attitude towards organic products 

 To determine the consumer’s preference towards organic products 

RESEARCH METHODOLOGY          

Trichy District is the study area selected for this research. Primary data is collected 

through interview schedule. A sample of 200 respondents in Trichy District  have been 

selected by  purposive sampling method.  The collected information were reviewed and 

consolidated into a master table.  For the purpose of analysis the data were further 

processed by using statistical tools.  The statistical tools are  

 Simple Percentage 

 ANOVA 

 t-test 

 Friedman Ranking Method 

LIMITATIONS OF THE STUDY 

The study is restricted to the selected sample of Trichy District and hence the 

result of the study cannot be generalized. 

The statistical methods used to analyze the data have their own limitation. 

All the limitations of primary data are applicable to this study. 

ANALYSIS AND INTERPRETATION 

Table No.1 Demographic Profile of the Respondents 

Factors Number Of Respondents 

N=200 

Percentage 

Gender 
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Male 50 25 

Female 150 75 

Age (Years) 

Up to 25 52 26 

26 to 50 84 42 

Above 50 44 22 

Educational Qualification 

School Level 50 25 

UG 64 32 

PG 86 43 

Occupation 

Agriculture 36 18 

Employee 38 19 

Business/Professional 84 42 

House Wife 42 21 

Monthly Income 

Up to Rs.10000 70 35 

Rs.10000 to Rs.25000 96 48 

Above Rs.25000 34 17 

Type of Family 

Joint Family 90 45 

Nuclear Family 110 55 

 

Table no.1 describes the demographic profile of the consumer’s towards organic products are  

taken for the study. Out of 200 respondents who were taken for the study: it has been identified 

that most (75%) of the respondents are female, (42%) whose age group is under 26 to 50 years, 

most (43%) of the respondents are PG,  maximum  number (42%) of respondents are Business 

men/ Profession, the monthly income of (48%) respondents are  Rs.10,001 to Rs.25,000 and 

(55%) respondents belong to nuclear family 
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Table No.2   Source of Information 

Sources 

Number Of Respondents 

N=200 

Percentage 

Family 46 23 

Social Media 50 25 

Friends 34 17 

Doctors/ Professionals 70 35 

 

From the above table, it reveals that (23%) of respondents came to know about organic foods 

through their family, (25%) of respondents came to know about organic foods through social 

media, (17%) of respondents came to know about organic foods through their friends and  (35%) 

of respondents came to know about organic foods through Doctors/Professionals. 

Table No.3 Relationship between Demographic Profile and Consumer Preference 

towards organic Products   

Variables Statistical Test Value Result 

Gender and level of 

preference towards 

organic products 

t-test t=8.19 S 

Age and level of 

preference towards 

organic products 

ANOVA F=5.949 S 

Educational Qualification 

and level of preference 

towards organic products 

ANOVA F=13.37 S 

Occupation and level of ANOVA F=16.34 NS 
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preference towards 

organic products 

Type of Family and level 

of preference towards 

organic products 

t-test t=0.57 NS 

Monthly Income and level 

of preference towards 

organic products 

ANOVA F=13.86 S 

*significant at 5% percent level 

Table no.3 depicts there is a significant difference in the level of preference towards organic 

products among different male and female of the consumer’s. There is a significant difference in 

the level of preference towards organic products among age groups of the consumer’s. There is a 

significant difference in the level of preference towards organic products among different 

educational qualification of the consumer’s. There is no significant difference in the level of 

preference towards organic products among different occupation of the consumer’s. There is no 

significant difference in the level of preference towards organic products among consumer’s type 

of family. There is a significant difference in the level of preference towards organic products 

among consumer’s monthly income. 

Table No.4 Consumer’s Preference Towards Organic Products – 

Friedman Rank Test 

Factors 
Average 

Rank 
Rank 

Medicines 4.39 4 

Cosmetics 2.56 6 

Home Products 3.64 5 

Organic Vegetables and Fruits 6.27 1 

Milk and Milk Products 5.95 2 

Cereals and Pulses  5.32 3 
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The above table shows that organic products such as organic vegetables and fruits  was the first 

preference factor of the consumer’s to choose the organic products. Milk and milk products was 

ranked as the second factor to choose the organic products, cereals and pulses was ranked as 

third factor, medicines was ranked as fourth factor, home products was the fifth factor and  

cosmetics was the sixth factor which was preference of the consumer’s to choose the organic 

products. 

 

Table No.5  Consumer’s Attitude Towards Organic Products – 

Friedman Rank Test 

Factors Average Rank Rank 

Harmless 5.26 1 

Healthy 4.05 7 

Natural 4.69 3 

No Pesticides 4.36 5 

Fresher 5.24 2 

Nutritious 4.46 4 

Quality 4.24 6 

Taste 3.88 8 

 

The above table shows that organic products are harmless was the first attitude factor of the 

consumer’s to choose the organic products. Organic products are fresher was ranked as the 

second factor to choose the organic products, organic products are natural was ranked as third 

factor, organic products are nutritious was ranked as fourth factor, organic products are 

pesticides free was the fifth factor,  Quality was the sixth factor and organic products are healthy 

was the seventh factor which was attitude of the consumer’s to choose the organic products. 

 

FINDINGS OF THE STUDY 

 Most of the consumer’s are female. 

 Most of the consumer’s age is between 26 to 50 years. 
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 Majority of the consumer’s are Business/Professionals.  

  Most of the consumer’s are post graduates. 

 Using ANOVA ant t-test it is found that there exists any significant association between 

gender, age, educational qualification, monthly income have significant difference in the 

level of preference towards organic products. 

 Organic vegetables and fruits was the first preference factor of the consumer’s to choose 

the organic products. 

 Organic products are harmless was the first attitude factor of the consumer’s to choose 

the organic products. 

 

CONCLUSION                                                  

Organic agriculture protects the environment, minimize soil degradation and erosion, decrease 

pollution, optimize biological productivity and promote a sound state of health. In this present 

situation it is very important to know consumer’s attitude and preference towards organic 

products. There is huge gap between the farmers and consumer, so this gap can be removed 

through two methods is educating them about organic farming. The research concludes that 

consumer’s want to buy food products that are free of chemical pesticides or grown without 

conventional fertilizers.  
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