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ABSTRACT

Consumer behaviour refers to the actions of conssiimethe market place and the underlying motiastiose
actions. There has been a growing awareness ofrafjdity of the environment. Marketers saw incriegsconsumer
interest in the environment as a marketing oppdtuto target organically grown produce concernezhstimers.
Hence, this study conducted on the behavioral asplethe consumer. Organic foods are made accortingertain
production standards. The Government of India ledsis a NIOF. The formulate rules, regulations, aedification of
organic farm products in conformity with internat& standards. All this arguments leads the markedtefind answer,
to whether their socio economic studies helps é&sidents to buy organic food products and whetherattitude about
organic food product is positive and influencesbtey organic food products and in order to know &heve queries,
the present study has been carried out during 20B2ngalore Karnataka. An empirical study entitiBdying Behaviour
of Urban Residents towards Organic Food Producas’ leen carried out. The study was carried outaingBlore City
with the sample size of 200 household respondehts ave familiar with Organic Food Products by agdapmultistage

sampling technique. The data collected were andlysang descriptive statistics.
KEYWORDS: NIOF- National Institute of Organic Farming, NPQ¥ational Program for Organic Production

INTRODUCTION

Consumer behaviour refers to the mental and enaltiprocess and the observable behaviour of consumer
during searching, purchasing, and post consumptian product or service. Consumer behaviour reffeithe actions of
consumers in the market place and the underlyingve®for those actions. Marketers except that igeustanding what
causes consumers to buy particular goods and sertthey will be able to determine which produces meeded in the
market place, which are obsolete, and how bestdsegnt the goods to the consumers. Consumer betasidefined as
the process and physical activity individuals emgag when evaluating, acquiring, using or disposaiggoods and

services.

The Organic products must be grown and manufacturedmanner that adheres to standards set byotnary
they are sold in India according to National Progror Organic Production (NPOP). Organic food minstproduced
without the use of sewer-sludge fertilizers, mogttisetic fertilizers and pesticides, growth hormgneradiation and

antibiotics etc.
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METHODOLOGY

Bangalore city was selected purposively as the afr¢lae study owing to reason that, it is the nundre biggest
city in Karnataka. The study was conducted in twac@s of Bangalore city (Malleshwaram and Sanjagnaghere the
organic products outlets are available and conssiraefare of organic products. The study covers #riog of three
months from March to June —2012. The study was Ijnbiased on primary data first hand information wabBected and
used in the study. A structured interview schedwubies used for the collection of data from the samdelected.

Familiarity of organic food products in the maiiteria in sample selection
RESULTS / FINDINGS OF THE STUDY

» Distribution of Respondents Based on Socio Econ@tatus

« Distribution of Respondents Based on Purchase Betav
Distribution of Respondents Based on Socio Econom&tatus

Results of the Table 1 reported that majority & thspondents (69.50percent) belong to the agepdretween
20 and 40 years, female respondents constitutegp€é€ent) and remaining (40 percent) were male.oktgj of the
respondents (66.50 percent) were married and 38e56ent were Unmarried. As far as the occupationoiscerned
48.00 percent of the respondents with full time lyiment, 28.50 percent of the respondents were uakers, and
11.00 percent were casual Labourers. The clasificaf the respondents based on education showad3®.00 percent
were Graduates, 30.00 percent were post graduateseaaining 31 percent of respondents had edurcatioto higher
secondary level. Further, the respondents weresifieds based on their monthly income. About 30 patcof the
respondents have monthly income is under the categfdbelow Rs.10, 000, 24.50 percent of the redpats belong to
the income level of Rs.10,000 to Rs.20,000, 22 gdrof the respondents belong to the income lefvabove Rs.30,000,
12.50 percent of the respondents do not have incamthey were students and depend on their paxentget with their
needs, and 11 percent of the respondents belorige tacome level of Rs.20,000 to Rs.30,000. Wattard to food habit,
most (40 percent) of the respondents were Vegetamal 30 percent of the respondents were mostlyetdegn and

remaining 30 percent of the respondents were Ngetégian.
Distribution of Respondents Based on Purchase Behiaur

The respondents purchase behaviour of organic froducts and their Patten of purchase are presented
Table 2. Further, purchase is consumer commitnamthe product. However, consumer behaviour is stidp the large
extent by external or social factors such as famélationship, Cultural and other aspects of exemnvironment.
However, it is noted from the table 2 that whenhbotganic and non-organic food products are avialabthe market,
36 percent of the respondents choose to buy orgaoiucts Sometimes, Further, 27 percent of thporedents to buy
choose always, and 24 percent of the respondeatssetfrequently whereas 13 percent of the respasi@apressed their
unwillingness to buy organic food products. Withaed to frequency of purchase of organic produgpé&rcent purchased
once in a week, 16 percent of the respondents psechorganic food products 2 to 3 times per momih @bout
14.5 percent of the respondents daily, 11 percesgandents once in a month and about 6.5 percaheafespondents

once a year. Majority of the respondents (61.5@q®) were willing to pay price premium up to 5t above the price
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of conventional food products, 19 percent of th@omdents were willing to pay price premium of Bceat to 15 percent
and 8.5 percent were willing to pay above 15 pdrcAbout 16 percent of the respondents were umgliio pay any
premium price. Further, with regard to quantum aofchase of organic food products in the year ofdasing price,
46.0 percent of respondents purchased less quafitdyganic food products, 41.00 percent of theeeslents were not
buying the organic food products and remaining &®@nt of the respondents continuing their purclddehigh quantity

of organic food products even with the rise in prievel. However, awareness is a major promotioh fbhe awareness
facilitate the viewers to understand the messageidnal, oral and both oral and visual. It is useéfucreate maximum
interest and offered adequate knowledge of themicgaoduct. About 20 percent of the respondemss fime heard about
organic food products from friends, relatives, dhedir associates 18.50 percent of the respondeets fsom in store,
23 percent of the respondents from Newspaper, atelision and remaining 19 percent of the respotsderre familiar

with organic food products through Radio, Magaziaad Internet and then remaining 19.50 percenhefréspondents
were not familiar about organic food before and eveot sure of about the sources which provided emems about
organic food products. However, it is understoodt tadvertisement influenced 17.50 percent of tlepordents to
purchase organic food products, the peer group®QLercent) were also the influencing factors iinchase of organic
food products, and culture influenced 16 percentthef respondents, whereas parents, Reference gr&gbgion,

Environmentalist, and Personal reference had cerdide influence in purchase of organic food présluc

The respondents (24 percent) purchasing the ordanit products for about 1 to 3 years and 23.50qrerof the
respondents were purchasing for about 6 to 12 mnscatd 16 percent of the respondents purchaseddu than 3 years
and remaining 17.50 percent of the respondentsrrimugyht organic food products. With regard to pla€ shopping for
organic food products, the respondents (30 perdentyht from organic food store and 25.00 percenmhfsuper market,
22.50 percent, respectively from Grocery shop andgssing center.

The organic certification, granted by agencies saglhe soil association, can play a crucial pathé choices
made by the consumers. Indeed, and even thougé khiesls are rarely understood, they ensure theduwroers recognize
which products has been produced according todbalaited practices of organic farming. In ordebty organic food
products, as in the market, about 31 percent ofdbpondents expressed that Labeling is esseabialjt 29.50 percent of
the respondents expressed that it is required fateWharketing, 19 percent expressed the necessitySfamping,
20.50 percent of the respondents considered ordaott products as equilent to conventional or Idocald. However,

majority (59.50 percent) of respondents recommerdgdnic foods to others.

Table 1: Distribution of Respondents Based on SociBconomic Status (N=200)

Variables Number | Percent
20-30 79 39.50
. 30-40 60 30.0
Age (in years) 40-50 28 14.00
50-60 33 16.50
Gender Male 80 40.00
Female 120 60.00
. Married 133 66.50
Marital Status Unmarried 67 33.50
Primary 40 20.00
Higher
Education Secondary 22 11.00
Graduate 78 39.00
Post Graduate 60 30.00
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Table 1: Contd.,

Self employed 41 20.50
Employed 55 27.50
Occupation Casual Labour 22 11.00
Students 25 12.50
Homemakers 57 28.50
Below 10,000 60 30.00
10,000-20,000 49 24.50
Monthly income (in Rs) | 20,000-30,000 22 11.00
Above 30,000 44 22.00
Nil 25 12.50
Number of family Upto 2 136 68.00
members Below 18 years 2 to 4 1 0.50
Upto 2 183 91.50
19— 40 years 2105 17 8.50
Upto 2 191 95.50
40 — 65 years Stod 9 250
Upto 1 195 97.50
Above 65 years 1to2 5 550
Vegetarian 80 40.00
Food Habit Mostly _ 60 30.00
Vegetarian
Not Vegetarian 60 30.00

Table 2: Distribution of Respondents Based on TheiPurchase Behaviour (N=200)

Variables Number | Percent
Ever buy organic food | Yes 146 73.00
products No 54 27.00
.| Always 54 27.00
Purchase wher_1 organi¢ Frequently 18 5400
and non-organic _food Sometimes 72 36.00
products are available Never 6 13.00
Daily 29 14.50
Weekly 40 20.00
Frequency of purchasg Monthly 22 11.00
2-3 times per month 32 16.00
Once a year 13 6.50
Upto 5% 123 61.5
Willingness to pay 5% - 15% 38 19
premium price 15% - 30% 17 8.5
Unwilling 32 16
Buy more 26 13.00
i%‘jf‘;g‘#\”p?ifc‘;”mhase Buy less 92 46.00
Not at all 82 41.00
TV 20 10.00
Radio 11 5.50
Magazines 12 6.00
. Newspaper 26 13.00
Familiarity through Internet 15 750
Friend/relative/associate 40 20.00
In store 37 18.50
Not sure 39 19.50
Advertisement 35 17.50
Personal reference 10 5.00
Peer groups 30 15.00
Sources of Influence Parents 28 14.00
Reference groups 23 11.50
Culture 32 16.00
Religion 21 10.50
Environmentalist 21 10.50
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Table 2: Contd.,

More than 3 years 48 24.00
1-3 years 32 16.00
Duration of purchase | 6-12 months 47 23.50
0-6 months 38 19.00
Never 35 17.50
Super market 50 25.00
Grocery shop 45 22.50
Place of purchase Processing center 45 22.50
Organic food stores 60 30.00
Public distribution system| Nil Nil
Recognition of organic Labeling 62 31.00
produgct as a healgtjhy Marketm 9 59 29.50
food Promotion 41 20.50
Stamp 38 19.00
Recommending Yes 119 59.50
organic foods to other§ No 81 40.50

CONCLUSIONS

Consumer behaviour plays a major role in Organadfproducts. The marketers of organic foods neebeto

innovative and dynamic in order to compete with ¢thanging purchase behaviour in the Organic foadlypets market

among urban residents. The importance of organid fproducts was ignored for quite a long period. rAsults of

environmental sustainability, importance is shiftedards Organic food products rather than comraéfood products.

The study brought out the fact that the people wetk aware of images and availability, but notdbgntirely to organic

food products. The respondents without doubt attth¢owards Organic food products. So the marketasst create

promotions which are both realistic and moral dmal product availability in terms of volume and egyiare required to

become successful in marketing organic food praduct
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