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CUSTOMER ATTITUDINAL AND PERCEPTIONS
TOWARDS PURCHASING ORGANIC FOOD PRODUCTS:
A CRITICAL REVIEW OF LITERATURE
FROM 2005 TO 2015
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Abstract: This present study is an attempt to examine the extensive literature on customer
attitudinal and perceptions towards purchasing of organic food products in the market world-
wide. Its main focus is to analyse customer perception towards purchasing organic food prod-
ucts and to explore the impact of buying behaviour. Hence, content analysis was made and
significant measures viz. objectives, source of Data, Major Variables, Research Methodology,
and significant Findings have been reported. The study underlined the relationship between
attitude, perception and impact on buying behaviour of organic food products. The literature
reviewed produces mixed results as regards the customer attitudinal and perception towards
purchasing of organic food products. However general agreement has been found in academic
literature regarding an increasing awareness of organic food products. Though, many people
have an intention to purchase organic products there are still some constraints while purchas-
ing like premium price, taste, health issues etc., and this study builds a strong conceptual
framework for academic researchers by carefully analysing the previous studies of last 10 years
i.e. from 2005 to 2015.
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1. INTRODUCTION

The root of food industry research of the last century has been focused primarily
on developing chemical agriculture and modern food processing and nothing
was done to examine the side effects of conventional agriculture produce that are
not obvious. An organic farm is a farm whose structure is formed in imitation
of natural system that has the integrity, the independence and the beginning
dependence of an organism” — Wendell Berry, “The Gift of Good Land”.Organic
farming is a form of agriculture that relies on techniques such as crop rotation,
green manure, compost, and biological pest control.It is based on minimal use of
off-farm inputs and on management practices that restore, maintain and enhance
ecological harmony.
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Organic food is produced by farmers who put emphasis on the use
of renewable resources and the conservation of soil and water to enhance
environmental quality for forthcoming generations. Organic food is processed
without using most conventional synthetic pesticides, bio-engineering, or ionizing
radiation, petroleum-based fertilizers or sewage sludge-based fertilizers. Organic
systems restore and maintain soil fertility, eliminate the use of toxic and persistent
pesticides and fertilizers, and biologically varied agriculture.As consumer demand
for organic foods continue to rise, high volume sales through organic stores and
supermarkets, is rapidly replacing the direct farmer connection. Organic foods do
not consist of any artificial products nor do they have any other toxic elements.

With the popularization of the issues relating to global warming and climatic
changes, more people aware of environmental changes caused by human
behaviour. Organic agriculture has developed rapidly worldwide during the last
decades in response to increasing anxieties regarding the negative externalities
associated with the effects of intensive farming systems on both human health and
the environment(Akaichi et al, 2012).The global organic food market represents
a multi-billion dollar industry that has continuously grown over the last few
decades (Organic Trade Association, 2011).

The major aspects of organic food are that they are safe, healthy to consume
and contain high amount of nutrients when compared to the non-organic or the
conventional food products This is mainly because these foods are grown in
healthier soil.

The major types of organic foods are:

* Organic Vegetables and Fruits: These are the most common and generally
available organic food products in the market with high quality.

*  Organic Dairy Products: organic dairy products are prominent and safe as
well as healthy to use. Organic dairy products include all the products such
as milk, cheese, cottage cheese, ice creams, butter, etc.

* Organic Fish & Meat: Fishes caught from the open seas are not considered
as organic fishes but are the ones which are reared in various fish farms. In
order to get organic meat, special precautions need to be taken to ensure that
the animals are not provided with any antibiotics or hormone energizer and
those they are fed 100% organic and natural feed and are made to graze in
organic meadow.

So, customer attitude and perception towards purchasing organic food
products differs day by day due to many factors like: preferences, choice, price,
culture etc., Thus, the main focus of this study is to explore immense and varied
literature based on customer attitudinal and perception towards purchasing of
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organic food products in the market. For this study purpose, it has been arranged
in five sections. Section I explains the introduction; section II deals with research
design of the study comprising its need, objectives and Methodology; Section iii
represents the key findings from the literature; and section IV reveals conclusion
and recommendations of the study.

SECTION II

2. RESEARCH DESIGN

2.1 Need of the study

The demand for organic food products is rapidly increasing but the attitudinal
and perception aspect towardspurchasing of organic product has always been
the concern around the globe. An understanding of attitudinal behaviour and
perception towards purchasing of organic food products will be of great help to
producers and retailers to create greater demand for the organic food products as
well as for the consumers to get benefited. Although several studies have been
conducted on organic products,the prime focus and need of the present study
is to give a complete overview of customer attitudinal and perceptions towards
organicfood products as explored by different researchers over a span of 10 years
i.e. from 2005 to 2015.

2.2 Objectives of the study

Based on the literature review and research gaps identified, the specific objectives
of the present study are as follows:

1. To provide updated and restructured review of customer attitude and
perceptions towards organic food products and its impact on buying
behaviour.

2. To framework various research aspects prevailing in the field of organic food
products related to customer attitude and perceptions through academic
research papers.

2.3 Data source and Methodology

Inorder to review the extensive literature, information were gathered from
various research articles published in referred journals and also in electronic
databases related to customer attitudinal and perceptions of organic food
products viz.International Journal of Retailing and Rural Perspectives, Society of
Interdisciplinary Business Research , Journal of Advance Research in Computer
Science and Management Studies, British Food Journal, Research in Business
studies and management,Proceedings of Management and Economy, Journal of
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Emerging Markets, Journal of Business and Social Science, Marketing Review,
Canadian Social Science, Journal of Retail and Distribution Management, Inter
Disciplinary Journal of Contemporary Research in Business, Journal of Consumer
Market, Human and Social Science Research, Indian Journal of Commerce and
Management Studies, Journal of Research in Business Studies and Management,
Journal of Marketing and Human Resource Management, Journal of Research in
Commerce ,IT and Management, Journal of Marketing, Journal of Research etc..
These journals provide the admirable work of various scholars worldwide which
ultimately help the researchers to conduct their work in an appropriate manner.
Various online databases and search engines such as Emerald Management,
Elsevier (Scopus), IBM Journal of Research and Management, Social Science
Research Network,and Google scholar were explored for pivotal work on the
topic. In addition to this, an attempt was made to trace references cited in various
published articles. After explorations the articles,published studieswere traced
which were directly linked to the issue of customer perception of organic food
products.

Later, an extensive review of the literature was conducted in order to
investigate the perceptions of customers towards organic food products. The key
findings from the literature are critically analysed in the successive section.

SECTION III

3. KEY FINDINGS FROM THE LITERATURE

Consumer’s consumption of food patternis rapidly changing. The organic products
availability in the market has made a significant development in the economy and
several people started to consider healthy food instead of conventional food so,
they eventually prefer to purchase organic products in the market. These kind of
purchasing behaviour have an important role in attitudinal and perception aspect
towards buying of organic food products. Besides this, they key issues and major
reasons have been identified through a comprehensive review of earlier studies.

3.1 Summary of Table 1

The contribution of Table 1 has been given in Annexure 1

Data and sample

Most of the data have been collected from both primary and secondary sources.
Theprimary data for most research have been found through self-constructed
questionnaire, observation and secondary data collected from published journals,
articles for obtaining the data.
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3.2 Variables Analysed

The researchers have explored the major variables that determine the customer
perception of organic food products.Many variables like health benefits,
environmental friendly,safety aspects, Subjective norms, Purchase intentions,
Attitudes, Trust, Revealed information, Perceived knowledge , Beliefs about
product safety for use, Beliefs about product friendliness to the environment,
Availability of information on product location and Availability of product
information, packaging, suitable for children and advertisement were studied by
different authors. Some of the studies have also used additional variables like
government action and support, Utilitarian value, attitude, perceived behavioural
control, Hedonic value and motivational aspect.

4. RESEARCH METHODOLOGY

In most of the studies, results have been shown using Simultaneous Equation
Modelling (SEM), Regression, correlation, t-test, Reliability analysis-cronbach’s
alpha and factor analysis. Some other techniques which were used by the researches
were descriptive statistics, Anova, and chi-square. Among various techniques
applied by researchers SEM by developing two simultaneous equations,correlation
and Regression can be regarded as a better technical approach.

5. DISCUSSION AND KEY OBSERVATIONS

Premium price has always been a prime concern for Organic food products
worldwide. It has been considered as one of the major hindrances towards
purchasingof organic products.So, marketers have increased their focus on
creating larger demand for the product and thus to sell the organic food products
at low price. The main objective of organic products demand in the market is to
produce quality food in the markets without the use of additives, pesticides and
fertilizers. This recent issue grabbed the attention of global regulators, which in
turn will enhance the researchers’ interest to analyse the underlying topic. The
major trends and research aspects relating to customer attitude and perceptions
towards purchasing of organic food products.

The present study undertakes review of empirical proofs with regard to
attitudinal and perception towards purchasing organic food products in the
market. The analysis of the studies reviewed showed a varied relationship
between price, availability, awareness, health concern in different countries and at
different time periods.Tiziana de Magistris and Azucena Gracia(2008) whose main
objective is to investigate the consumers” decision-making process for organically
produced foods in Italy. Thus it used SEM under partial adjustment framework to
analyse the decision making process for organic food products. The results showed
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that consumer” attitudes towards organic food, in particular towards the health
attribute and towards the environment are the most important factors that explain
consumers’ decision-making process of organic food products. The primary
objective of several studies like Marija Radman (2005), Efthimia Tsakiridou et.al
(2008), Mohamed Bilal Basha, Musdiana Mohamad Salleh (2010), Ramesh (2014),
Chandrashekar (2014), and many others analysed theconsumer’s attitude towards
organic food products.

Some studies found a positive relationship. Studies like Justin Paul and
Fyoti Rana (2012), Zeinab Seyed Saleki (2012),Hyun-Joo Lee et.al and John
Thonersen(2015),found a positive relationship between health concern, hedonic
values, environmental concerns, attitudes, price, awareness and impact of buying
behaviour.

The main objective of consumer attitude towards buying behaviour is health
concern. Several studies have been conducted to analyse consumer attitude
towards purchasing of organic food products. Primarily the main focus of almost
all the studies was to examine whetherconsumer’s acceptance of organic food
products in the market and to examine consumer awareness about organic food
products. Many researchers studied the consumer decision process of purchasing
organic food products in the market. Studies like Justin Paul and Fyoti Rana(2012),
Biao Xie and Liyan et.al (2015), Zenab sayed saleki(2012), found that various
factors like environmental concern, health consciousness, organic knowledge,
price consciousness, subjective norms, quality and familiarity. A study by Gillian
Turnbull (2000) examined how and why consumers make purchase decisions with
regard to organic food products and also internal factors which influences the
consumer in their buying decisions.

Umamaheshwari and Chandrasekar (2015) found that that organic products
have a paradigm in its awareness and accessibility. Thus, Consumers are
increasingly aware but they are reluctant in cost and availability about the range
of products. The study revealed the positive impact of purchasing organic food
products in market. It also as several other factors that drives consumer purchase
of organic food products in the market. So, the literature reviewed produces mixed
results as regards the attitudinal and perceptions of consumers towards organic
food products.

Section IV

6. CONCLUSIONS AND RECOMMENDATIONS

On the basis of the above discussion, the following recommendations can be made
to the customers, Organic producers and government:
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6.1 Customers:

1.
2.

To induce customers to purchase organic food products in the local market

As organic products are harmless, customers must move towards purchasing
organic products.

In order to reduce the production of genetically modified food it is necessary
for the customers to useorganic foodproducts.

It is advisable to Indian customers to give importance to health related issues
and to become health conscious customers

6.2 Organic producers:

1.

Producers of organic products must create awareness about organic products
in the market.

Farmers must also motivate the customers to procure organic products.

Conferences, seminars must be conducted by the producers to stress the
importance of organically produced products.

Production of organic products cost must be reduced so that more consumers
will purchase food products in the market.

Farmers must sell their produce at their farm gate so that cost of the organic
products will be minimal.

6.3 Government:

1.

State and central government must emphasise more on cultivating organic
food products.

Government also must create awareness among all farmers and to motivate
them to produce organic food products.

Subsides must be given for those farmers producing organic food products.

Organic department must be specially enhanced and attention must be given
towards marketing/promoting of organic agriculture products through
television, radio, direct selling etc.

Warehouse to be separately built so that organic food products can be stored
in larger quantity and surpluses can be avoided.

Proper inspection and checking must be done in order to produce and sell
quality organic food products in the market.
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The study examined enormous literature involving consumer attitude,
behaviour towards organic food products. Further, it also reviewed studies
investigating the relationship between health aspects and buying behaviour of
organic food products. The literature has produced widely divergent findings
about the consumer attitude and perceptions towards organic food products.
However, general agreement has been found in literature regarding premium
price which hinders the consumers towards purchasing organic food products. If
the price of organic products are abridged then the consumers purchasing capacity
will rise.Thus demand for organic food products tend to rise in future if adopted
in the proper manner it will be accepted by the customers and definitely change
the food patterns and move towards healthier lifestyle.
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