
World Journal of Agricultural Sciences 9 (6): 443-445, 2013
ISSN 1817-3047
© IDOSI Publications, 2013
DOI: 10.5829/idosi.wjas.2013.9.6.1747

Corresponding Author: Mithilesh Verma, Department of ECM, College of H.Sc., C.S.A. Kanpur, India.

443

Consumers Opinion about Organic Food Products

Mithilesh Verma and V.K. Verma1 2

Department of ECM, College of H.Sc., C.S.A. Kanpur, India1

Department of Agronomy, C.S.A. Kanpur, India2

Abstract: In this new era of so called development come with various threats to our minutely balanced life on
the mother planet. Awareness of organic food is growing due to people have started to accepting the fact that
today non organic items carries contamination of chemicals. This study entitled ‘consumer preference and
consumption of organic food products” attempted to gain knowledge about consumer attitude towards organic
food products. Study was conducted in six different zones in Lucknow and Kanpur district with 120
respondents during the year 2012-13. Pre-tested interview schedule was used for collection of the information
from consumers. During the study period six zones were selected in two district and 20 respondents were
selected from each zones. Out of total respondents. 45.8 per cent of respondents were educated lip to
intermediate and 53.3 per cent respondents belonged to those families those annual income was between Rs.
1,00,001 to Rs. 2,00,000. The opinion of consumer about organic food products was that 85.83 per cent of
respondents found that organic food products are good for the environment. The study revealed that consumer
thought that organic food products are good for the environment as well as good for the human health but
there is lack of more awareness between consumers about organic food products.
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INTRODUCTION to the perceived health benefits of organic food. The

Some people believe that organic food is only a from the fact that many organic food stores are spurring
‘concept” popular in the developed countries. They think up in India. Today every supermarket has an organic food
that when it comes to organic food, India only exports store and every large city in India has numerous organic
organic food and very little is consumed. However, this is food stores and restaurants. This is a huge change
not true. Though 50 per cent of the organic food considering that the first organic food store in Mumbai
production in India is targeted towards exports, there are was started in 1997. What do Indian organic food
many who look towards organic food for domestic consumers prefer? The pattern of organic food
consumption. consumption in India is much different than in the

AC Nielsen,  a  leading  market  research  firm, developed countries. In India, consumers prefer organic
recently surveyed  about 21,000 regular internet users in marmalade, organic strawberry, organic tea, organic
38  countries  to  find their preference for functional honey,  organic  cashew  butter and various organic
foods-foods   that   have   additional   health   benefits. flours.
The survey revealed that India was among the top ten However, the Indian organic food consumer needs
countries where health food, including organic food, was education. There are many consumers who arc unaware of
demanded by the consumers. The most important reason the difference between natural and organic food. Many
for buying organic food was the concern for the health of people purchase products labeled as Natural thinking that
children, with over 66 per cent parents preferring organic they are organic. Further, consumers are not aware of the
food to non-organic food. Though organic food is priced certification system. Since certification is not compulsory
over 25 per cent more than conventional food in India, for domestic retail in India, many fake organic products
many parents are willing to pay this higher premium due are available in the market.

increase in organic food consumption in India is evident
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MATERIALS AND METHODS

The study was conducted in district Kanpur Nagar
and Lucknow (Uttar Pradesh) during the year 2012-
13.Three areas were selected from each district. Twenty
respondents were selected purposively from each area.
Thus, 120 respondents were selected. A list of
respondents was prepared randomly. An interview
schedule was developed consisting of schedule items for
measuring the variables included in the study.
Independent variables, namely age, caste, education,
annual income, occupation, family size, family type and
dependent variables awareness, preference, consumption
etc. was used. The collected data were subjected to
statistical analysis for which statistical tools, such as
average, percentage, weighted mean, rank and correlation
coefficients were used.

RESULTS

Table 1 show the distribution of respondents
according to education level, 8.3 per cent of respondents
were educated up to secondary level, while 30.0 per cent
respondents were educated up to high school. 45.8 per
cent of respondents were educated up to intermediate and
only 15.9 per cent respondents were educated up to
graduate and above level. Education plays an important
role for awareness about organic product. Education and
knowledge of respondents affect the attitude towards
organic food and purchasing behaviour of the consumer.

Table 2 revealed the distribution of respondents
according to family’s annual income, 53.3 per cent
respondents belonged to those families whose annual
income was between Rs. 1,00,001 to Rs. 2,00,000 whereas,
43.4 per cent of respondents family have annual income
Rs. 2, 00,001 and above and 3.3 per cent of respondents
were those families whose annual income was up to Rs. 1,
00,000.

Table 1: Distribution of respondents according to education.

Education Level Frequency Per cent

Secondary 10 8.3
High School 36 30.0
Intermediate 55 45.8
Graduate and above 19 15.9

Total 120 100.0

Table 2: Distribution of respondents according to family annual income

Annual Income Frequency Percent

Up to Rs. 1,00,000 46 25.6
Rs.l,00,00l -Rs. 2,00,000 64 53.3
Rs. 2,00,001 and above 52 43.3

Total 120 100.0

Table 3 indicated that 85.83 per cent of respondents
found that organic food products are good for the
environment ranked I with 2.86 mean score followed by
85.00 per cent of respondents perceive that organic
products are healthy ranked II with 2.85 mean score. 58.33
per cent of respondents have opinion that organic
products produce without chemical fertilizer ranked 111
with 2.58 mean score and 58.33 per cent of respondents
thought that organic product do not carry pesticide
residue ranked IV with 2.48 mean score value.

62.5 per cent of respondents are female, belong to this
group. They know the organic production method
sufficiently and state that the major deterrent to the
purchase of these products is the excessive price. The
health conscious express a high concern about the effects
on human health of the massive use of fertilizers and input
of chemical origin in agriculture. The main motivations to
the consumption of organic products are the safety of the
products and the absence of pesticide residues. As
previously mentioned, organic food contains no harmful
additives, more nutrient than conventional food and is
safe for human’s health. Therefore, choosing organic food
seems  to  be  a  proper  decision.  This is the reason why

Table 3: Opinion of consumers about organic food products
Opinion Agree Sometimes Disagree Mean score Rank
Organic product good for the environment 85.83 14.17 - 2.86 I
Organic products are healthy 50.00 15.00 - 2.85 II
Do not carry pesticide residue 58.33 31.67 10.00 2.48 IV
Does not use synthetic pesticide or herbicide 52.50 38.33 9.17 2.43 V
Produced without using chemical fertilizers 58.33 35.83 5.83 2.53 III
Same as natural/traditional product 34.17 36.67 29.17 2.05 IX
You can trust a product that carries an organic label 33.33 20.00 46.67 1.87 X
Organic farming use synthetic pesticide but less 18.33 35.83 45.83 1.73 XI
Production and ;processing strictly controlled 45.83 28.33 25.83 2.20 VII
There is no difference between organic/hygienic product 43.33 30.00 26.67 2.17 VIII
Organic is just marketing and promotion 49.17 25.83 25.00 2.24 VI
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foods which are labeled as organic could make consumers Development of processed and value added items for
think/perceive that organic foods are safe when compared the export market.
with conventional ones. Listing and documenting commodity wise traders,

CONCLUSION To provide information on export potential of

This study analyses consumers consumption and Arrange producers and International Buyers meet.
preference towards organic products in food market. Participation in International Fairs and Exhibitions.
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