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Abstract: 
            The high development of the populace and futures during the ongoing years expanded 

interest for nourishment supplies in India. To meet this, the green upheaval turned into the foundation of 

agrarian accomplishment. Over exploitation of regular and non-inexhaustible assets have hindered 

biological equalization and has placed the strength of the buyers in danger. Hence it is inescapable to fall 

back on natural nourishment items. The point of the investigation was to evaluate the familiarity with 

natural nourishment items among the buyers in Pudukottai locale, Tamil Nadu. A cross sectional survey 

based examination was directed among country, semi-urban, urban occupants in August 2019. Out of 120 

respondents, the primary wellspring of natural nourishments was from explicit shops and the most favored 

factor while obtaining nourishment things is the validity. The explanation behind not devouring organic 

nourishments in our occupants is the non-accessibility. The fundamental explanations behind devouring 

natural nourishment being and accessibility. Expanding the mindfulness level of natural items, urging 

individuals to make their very own natural nursery can build utilization of natural nourishments. 
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I.     INTRODUCTION 

Agriculture is drilled since exceptionally 

bygone eras. Inclusion of gear, deliberate 

techniques, climate forecasts have upset the wide 

open of agribusiness, while an assortment of 

inorganic composts and pesticides have expanded 

yield with no worry of natural measures for 

lucrative reasons. Present day man has 

contaminated earth and the air, prompts 

contamination that is pulverizing our globe. The 

present pattern for natural nourishment is 

something beyond attention. Today it is a typical 
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preparing for ranchers to unreservedly utilize 

pesticide splash or composts so as to improve the 

harvest yields. A gathering of individuals, who feel 

emphatically about the long haul impacts of these 

altered nourishments, began to develop and prompt 

what is called natural nourishment. He portrayed an 

all encompassing, environmental adjusted way to 

deal with cultivating. At the point when yields are 

developed without the utilization of traditional 

pesticides, sewage muck or unnatural manures and 

prepared without the utilization of ionizing 

radiation or the expansion of nourishment added 

substances, they are named 'natural (Britto, et al 

(2017).  

Consumer loyalty demonstrated an 

extraordinary impact among the entirety of the 

components that showed that showcasing 

administrators should worry with the predominant 

estimation of the eco-accommodating items. 

Customers have a solid accentuation on the end-

estimation of the items so as to rehash buys. Green 

advancement is firmly associated with the society. 

It was adequately used on the social consciousness 

of the entire market. Each component of buyer 

about as respects to the item examination and 

access the administration. This idea was the way to 

best change the good condition of the investigated 

region (G. Nedumaran, et al (2019). Interest in 

natural nourishment items and the mindfulness 

level of organic food sources is expanding quickly 

around the created world. Purchasers in creation 

nations and furthermore in a couple of creating 

nations have become more wellbeing cognizant and 

they have begun spending on green, solid and 

characteristic staples. Green advertising joins a 

wide scope of the exercises beginning from 

alteration of an item and bundling. In 

straightforward terms, it alludes to the way toward 

selling items and administrations dependent on 

natural advantages; such an item might be 

ecologically agreeable in itself or delivered along 

these lines (M. Manida, et al (2015).  

 

Consumer loyalty has a solid impact 

regarding shopper buys. They are the fundamental 

triggers in the customer buying process and 

furthermore impact the view of an item. This 

convoluted procedure empowers organizations to 

pull in new buyers and adjust their items or 

administrations as indicated by their needs and 

needs or change customers 'conduct towards their 

items or administrations. Shoppers will in general 

diminish their effect on nature of their acquiring 

choices. The Purchaser buy expectation has been a 

significant idea in advertising writing. Farming 

advertising in India experiences deficiency, a 

separation between the costs standard by the makers 

and the costs paid by buyers, split advancement 

channels, broke correspondences and technique 

contortions (G. Nedumaran, et al (2019). There 
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might be a colossal number of courses of action in 

agribusiness, crop generation, and so on.  

 

The improvement of country ability and the 

best wages for the ranchers would be like that of the 

lower class and the market figures. Business part 

rates are a tremendous favorable position in 

provincial zones before they arrive at the market 

because of the business rates (M. Manida, et al 

(2019), The progressing designs in the horticultural 

part have outlined a deceleration in the agrarian 

improvement (G. Nedumaran, et al (2019). Green 

exhibiting contains two words: Green and 

Marketing; it is an eco-pleasing plan to the 

prerequisite for quality, execution, moderate 

assessing and serenely without hold back affecting 

the condition. It is basically an idea towards planet 

earth that creates a thing or organization that may 

be environmentally pleasing or being made in an 

eco-obliging way (M. Manida, et al (2019). 

Common sustenance age has an exceptional favored 

outlook and in that they solidify a segment of the 

rules and prosperity affirmations. Different 

characteristic things value the upside of supply 

chains that are shorter and will all in all have the 

immediate information and resources of e-

advancing (G. Nedumaran, et al (2019). Natural 

cultivating includes different benefits for the 

presentation of society, for example, monetary 

execution, social execution, and ecological 

execution. Farming is said to be the most significant 

region of economical advancement where it reaches 

out to every human movement. Present day farming 

requires the substitution of progressively 

manageable decision dependent on eco-Friendly 

horticulture (G. Nedumaran, et al (2019). 

 

II.     REVIEW OF LITERATURE 

❖ Ayswarya, Vasanthi (2018), in their article entitled 

“Consumer Perception Towards Organic Products In 

Tiruchirappalli Corporation” Observed that 

examination likewise proposes that advertisers need to 

publicize the accessibility of the natural items so as to 

expand the market size of items and simultaneously 

customers will be educated with respect to the item 

benefits. The buyer ought to have a significant level of 

fulfillment of utilization of natural nourishment items. 

Those natural nourishment items are created without 

synthetic compounds, pesticides. 

❖ Barbara Seegebarth (2016), in their paper entitled 

“Customer value perception of organic food: cultural 

differences and cross-national segments” reasoned 

that result of the expanding significance of natural items, 

a more profound comprehension are the significant 

components of purchasers' natural nourishment 

discernment and utilization design is extraordinary 

challenge for professionals and scientists in the field of 

nourishment advertising. 

❖ Edward Shih-Tse Wang and Bi-Kun Tsai (2014), in 

their article entitled “Consumer response to retail 

performance of organic food retailers” closed it is 

basic to keep up customers through the decrease of 
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hazard and trust-building advertising procedures. 

Natural retailers can control natural nourishment clients 

through right claims in promoting correspondences to 

convince positive recognitions about the cost. 

❖ Manoranjan Dash, Alaka Samantaray, Madhusmita 

Dash (2014), in their article entitled “Consumer’s 

Perception towards Organic Food Products” 

expressed that expanding mindfulness has acquired a 

few changes shoppers' preferences and inclinations 

which have prompted the inbound just as overall ascent 

popular for natural nourishment items. The degree of 

Awareness and information has become a fundamental 

factor in changing the disposition of customers towards 

natural nourishments. 

❖ G Nedumaran, and M Manida, (2018) in their paper 

entitled "Green Marketing on Customer Behavior 

towards Usage of Green Products" seen that 

Environmental estimation of buyers can be considered 

as the general direction of specific customers and their 

level of worry toward anticipated issues. Customers' 

mentalities towards acting in naturally concerned 

manners are an average marker to quantify the condition 

estimation of purchasers. The proportion of purchaser 

stresses over environment relies upon visit gears like 

social, instructive, political, and authentic and money 

related issues. Be that as it may, elevated levels of 

ecological activism are safely associated with values that 

individual rate as being of phenomenal essentials in their 

lives. 

1. OBJECTIVES OF THE STUDY  

I. To study on organic food products in Pudukottai district.  

II. To determine the demographic variable in factor 

influence of purchase behavior in organic food 

products in Pudukottai district. 

III.  To  Analysis the  factors influenced the purchase of 

organic food products 

 

2. DEMOGRAPHIC VARIABLE IN CUSTOMER 

SATISFACTION AND FACTOR INFLUENCE OF  

PURCHASE BEHAVIOUR IN ORGANIC FOOD 

PRODUCTS IN PUDUKOTTAI DISTRICT 

An Overview of customer satisfaction and 

factor influence of  purchase behavior in organic 

food products. The discoveries are as per the 

following: The exploration uncovers that a lion's 

share of 69.17 percent of the respondents are living 

in a provincial zone in Pudukottai District. The 

study shows that a larger part of 71.67 percent of 

the respondents are male customers. The 

assessment shows that a lion's share of 59.17 

percent of the respondents is 25-35 years. The 

examination unfurls that a greater part of 85 percent 

of the respondents are following the religion of 

Hindu. The investigation uncovers that a greater 

part of 51.67 percent of the example, respondents in 

Pudukottai District are undergraduates. The 

examination shows that a greater part of 62.5 

percent of the respondents is utilized. The 

examination reveals that most of the 56 percent the 

respondents are private representatives. The 

exploration unfurls that the significant 

classifications of the respondents dependent on 
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joblessness are understudies (44.44 percent) and 

house wives  (35.56 percent). The exploration 

reveals that a larger part of 55.83 percent of the 

respondents is unmarried. The investigation 

features that a lion's share of 79.17 percent of the 

shoppers in Pudukottai District lives under the 

family unit framework. The examination features 

that an eminent bit of 32.5 percent of the 

respondents’ family has five people. The 

examination features that a dominant part of 76.67 

percent of the Consumers are having claimed the 

house. The exploration uncovers that a dominant 

part of 50.83 percent of the respondents' month to 

month pay of the family is below Rs.10000. 

3. FACTORS INFLUENCED THE PURCHASE OF 

ORGANIC FOOD PRODUCTS 

 The various factors which influence the 

consumers towards purchase of organic food 

products, are classified into 27 heads, namely, 

Comfort and convenience, Ingredients, Brand, 

Safety, Quality, Consumption pattern, Performance, 

Availability, Multi-utility, Attractive packaging, 

Promotion, offers & discount, Durability, Color, 

Quantity, Design, Environmental benefits, Personal 

budget, Cost of alternatives, Government rules, 

Intensity of need, Affordability, Demonstration & 

Pretest, Disposal, Maintenance, Recycle symbol, 

Energy Star symbol and Advertisement. 

 To study the various factors to influence the 

purchase of organic food products among the 

sample respondents in Tenkasi District, weights 

were assigned as 5, 4, 3, 2 and 1 for the five levels 

of opinion, namely, ‘Extremely Influential’, 

‘Slightly Influential’, ‘Highly Influential’, 

‘Somewhat Influential’ and ‘Not Influential’. 

The weighted mean score for each opinion is 

calculated by the following formula. 

                                       

  _           WX 

x   =   ---------- 

            W 

Out of 27 factors, demonstration has been  

ranked in the first place with the weighted mean 

score of 3.94, followed by promotion, offers and 

discounts ranked second (3.87), advertisement 

ranked third(3.82), attractive packaging ranked 

fourth (3.81), quality ranked fifth (3.80), 

affordability ranked sixth (3.78), color ranked 

seventh (3.70), energy star ranked eighth (3.68), 

brand ranked nine (3.65), durability ranked ten 

(3.64), personal budget ranked eleven (3.63), 

consumption pattern ranked twelve (3.62), 

performance ranked thirteen (3.61), disposal ranked 

fourteen (3.60), multi-utility ranked fifteen (3.59), 

cost of alternatives ranked sixteen (3.58), safety 

ranked seventeen (3.56), design ranked eighteen 

(3.54), intensity of need ranked nineteen (3.53), 

comfort and convenience ranked twenty (3.51), 

availability ranked twenty one (3.50), Government 

rules ranked twenty two (3.48), environmental 
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benefits ranked twenty three (3.47), recycle ranked 

twenty four (3.37), ingredients ranked twenty five 

(3.34), quatity ranked twenty six (3.28) and 

maintenance ranked twenty seven (3.03). The 

various factors influenced on purchase of organic 

food products are presented in Table 1. 

TABLE 1 

 

FACTORS INFLUENCED THE 

PURCHASE OF ORGANIC FOOD 

PRODUCTS 

 

Sl. 

No. 
Factors 

EI 

(5) 

HI 

(4) 

SI 

(3) 

SWI 

(2) 

NI 

(1) 
WMS Rank 

1 
Comfort and 

convenience 
30 24 49 11 6 3.51 20 

2 Ingredients 24 32 39 11 14 3.34 25 

3 Brand 37 31 30 17 5 3.65 9 

4 Safety 22 38 46 13 1 3.56 17 

5 Quality 38 42 22 14 4 3.8 5 

6 
Consumption 

pattern 
38 24 35 20 3 3.62 12 

7 Performance 35 31 34 12 8 3.61 13 

8 Availability 18 47 33 21 1 3.5 21 

9 Multi-utility 33 30 37 15 5 3.59 15 

10 
Attractive 

Packaging 
42 35 23 18 2 3.81 4 

11 

Promotion, 

Offers and 

discounts 

47 32 23 14 4 3.87 2 

12 Durability 29 43 32 8 8 3.64 10 

13 Color 33 45 20 17 5 3.7 7 

14 Quantity 24 23 42 24 7 3.28 26 

15 Design 35 32 22 25 6 3.54 18 

16 
Environmental 

benefits 
29 20 54 12 5 3.47 23 

17 
Personal 

budget 
42 30 19 19 10 3.63 11 

18 
Cost of 

alternatives 
37 30 26 20 7 3.58 16 

19 
Government 

rules 
23 41 34 15 7 3.48 22 

20 
Intensity of 

Need 
34 24 42 12 8 3.53 19 

21 Affordability 43 34 20 19 4 3.78 6 

22 

Demonstration 

and  

Pre-test 

52 27 28 8 5 3.94 1 

23 Disposal 34 30 35 16 5 3.6 14 

24 Maintenance 18 24 26 48 4 3.03 27 

25 
Recycle 

symbol 
24 37 28 21 10 3.37 24 

26 
Energy star 

symbol 
32 40 29 16 3 3.68 8 

27 Advertisement 43 32 29 12 4 3.82 3 

 

  Source: Primary Data 

(EI-Extremely Influential, HI-Highly Influential, 

SI-Slightly Influential, SWI-Somewhat 

Influential, NI-Not Influential) 

Table 1 highlights that among the 27 factors 

influenced on purchase of organic food products, 

demonstration and pre-test ranked the first place 

with the weighted mean score of 3.94 points in 

Pudukottai district. 

 

4.  
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5. CONCLUSION  

Pre-buy action may comprise of the developing 

consciousness of a need or need, and a quest for and 

assessment of data about the items and brands that 

may fulfill it. Cognizance of natural food products 

among study people, is about 69.17 % with the 

more critical care level among the country masses. 

The essential clarifications behind eating up normal 

sustenance being credibility and openness. The 

blocking factor for eating up regular sustenance 

being nonappearance of data and issue to recognize 

characteristic nourishment sources. Extending the 

core level of normal things, encouraging people to 

cause their own special regular nursery to can 

fabricate use of characteristic sustenance things. 

Bolstered overhauls in thing incorporate like a 

pack, insistence, and freshness would provoke an 

increase in usage of normal sustenance things. 

Natural nourishment item is the showcasing of 

items that are attempted to be earth safe, includes 

creating and advancing items and administrations 

that fulfill clients need and requirement for quality, 

execution, moderate estimating and accommodation 

without having an inconvenient contribution of the 

earth. It additionally ties intimately with issues of 

mechanical biology and ecological manageability, 

for example, expanded makers risk, life-cycle 

investigation, material use and asset streams, and 

eco-proficiency. An extraordinary greater part of 

the respondents accepts that the green procedure 

could guarantee a superior future for the planet. The 

discoveries underscore that today circumstance 

being both green and shopper cordial is the main 

mantra for long haul achievement. 
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