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Abstract: The current study is undertaken to understand the important parameters influencing the Purchase
Intentions for Organic Foods in Delhi NCR. This study will help all organic food firms better understand the
buying intentions of their organic food clients and develop policies that are appropriate for their preferences.
The population of the study includes users of organic food in Delhi/NCR using a structured questionnaire. The
data was collected from the 498 organic foods in Delhi/NCR. The sample size of 498 is considered representative
using a stratified sampling technique. The study's findings indicate that the two most important factors identified
by the analysis were convenience and availability, along with health consciousness and benefits. The study has a
limitation that only respondents from Delhi-NCR are included in the survey, while studies indicate that
consumers from Bangalore, Mumbai, and other locations are equally strongly drawn to organic food.
Additionally, a longitudinal study may be conducted to determine how COVID-19 affects buying intentions.
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1. Introduction:

The term ‘organic' refers to an overall system of farm management and food production that aims
at sustainable agriculture, high—quality products, and the use of processes that do not harm the environment, and human,
plant, or animal health and welfare. Organic food is understood as a product from a farming system that avoids the use
of synthetic fertilizers and pesticides. The principles used in the farming system apply the benefit of modern scientific
understanding and technologies to offer more sustainable food production (Institute of Food Science and Technology,
2005). Genetically modified organisms and antibiotics are prohibited in organic standards for animal husbandry while
only 30 additives are permitted in certain conditions (Soil Association, 2000). Therefore, purchasing organic foods can
be seen as an action motivated by beliefs about healthiness and possibly good taste of these products and beliefs about
the positive impact on the environment and welfare of production animals.

India’s total volume of exports during 2020-21 was 888179.68 MT. The organic food export realization was around
INR 707849.52 Lakhs (1040.95 million USD). Organic products are exported to the USA, European Union, Canada,
Great Britain, Korea Republic, Israel, Switzerland, Ecuador, Vietnam, Australia, etc. In terms of export value realization
Processed foods including soya meal (57%) lead among the products followed by Oilseeds (9%), Cereals and millets
(7%), Plantation crop products such as Tea and Coffee (6%), Spices and condiments (5%), Medicinal plants (5%), Dry
fruits (3%), Sugar (3%), and others.

A growing middle class with higher disposable incomes, rapid urbanization, elevated concerns for food safety and
guality, and a growing niche of consumers embracing wholesome or naturalistic lifestyles are all factors driving
domestic organic food consumption. India’s organic food sector is expected to grow at a compound annual growth rate
(CAGR) of 10 percent in the MY 2016-2021 period from US $386.32 million in 2015 and reach US $10.75 billion mark
by 2025.

In the last few years, contribution to the growth in the Indian organic foods landscape has included various national-
level schemes by providing financial support to farmers who are adopting organic farming under various government
schemes such as the Mission for Integrated Development of Horticulture (MIDH), National Food Security Mission
(NFSM), National Mission for Sustainable Agriculture (NMSA), Rashtriya Krishi Vikas Yojana (RKVY) etc. to
encourage organic farming, initiating new exports from the remote North East region, and improved market linkages of
producer clusters with agribusiness, phytochemical, organized retail and e-commerce firms.

Therefore, it is very important to understand the effect of

2. Literature review:
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There has been increasing demand for organic food products by consumers as awareness has increased concerning the
quality, safety, animal welfare, and environmental benefits as well as of the direct effects on personal health, lifestyle,
and social convenience (Oroian et al., 2017). The study titled What Drives and Mediates Organic Food Purchase
Intention: An Analysis Using Bounded Rationality Theory identified that attitude, subjective norms and perceived social
support have direct effects on consumers’ intent or plan as well as mediating roles in the link between self-efficacy and
organic food purchase plan. (Mohammad Ali Ashraf, 2020)

This study extends and tests the theory of planned behavior (TPB) and concludes that environmental concern, PBC,
attitude, and subjective norms affect purchase intentions. (Leibao Zhang, Yanli Fan, Wenyu Zhang and Shuai Zhang,
2019, Gupta et. al 2021,2022). The quality attributes of food and nutritional value have become factors in consumers’
consideration of food choices. Food habits and sociodemographic factors have important roles in shaping consumer
acceptance (Lahteenmaki, 2013; Ferngvist & Ekelund, 2014).

Liu (2007) found that health has a significant influence on consumer attitudes. Salleh et al. (2010) found that health
variables have a positive effect on consumer attitudes towards organic foods in Malaysia. Kim and Chung (2011) also
mentioned that health awareness is a most essential factor in influencing consumers' purchase behaviors, and also
clarified that consumer purchase intentions were weak where health-related awareness was low. The main reasons
consumers give for buying organic food concern health issues (Aygen, 2012; Gil et al., 2000; Meixner et al., 2014).
One major trend in the food market is increasing concern about the health aspects of foods (Aschemann-Witzel et al.,
2015), and this issue is intertwined with social and personal value (Goetzke et al., 2014)

The study of Young et al. (2010) reported that limited availability of a product had a negative influence on consumer
attitude and purchase behavior towards organic food products. Most studies showed that limited availability and
difficulties in accessing organic food products are major barriers to purchasing environmentally sustainable products
(Padel and Foster, 2005; Young et al., 2010). Among the factors in consumers’ decisions concerning purchasing organic
food, environmental concerns were of low priority, as in Sri Lanka (Kapuge, 2016) and Turkey (Aygen, 2012).
However, in India, consumers cared about quality and the environment (Basha et al., 2015) as well as the effect of
organic food on health (Yadav & Pathak, 2016).

According to Gan et al. (2008), a higher price has an impact on consumers buying behavior. Their findings are consistent
where higher prices led to a negative impact on the likelihood of consumers purchasing organic foods. D'Souza et al.
(2006) found high prices results in consumers switching to other products. Some consumer groups have a more positive
attitude toward organic food and they show a willingness to pay a higher price (Radman, 2005). In contrast, the study
of Smith et al. (2009) revealed the role of price in the purchase of organic food; results show that price does not have a
significant effect on the intention to buy organic foods. Van Doorn and Verhoef (2011) noted that younger household
prefers organic foods more importantly and include them in their purchase. Besides these females aged 30-45, females
having children and high disposable income prefer to go for organic foods (Dettmann and Dimitri, 2007). Rimal et al.
(2005) found that older respondents were less likely to buy organic foods than younger respondents.

Household income has a significant positive relationship with organic food purchases (Voon et al., 2011). Higher-
income households buy organic produce more frequently (Govidnasamy and Italia, 1990; Loureiro et al., 2001).
According to findings of Cranfield and Magnusson (2003), wealthier households are more likely to spend and even
spend more on organic food products. According to Dodds, Monroe, and Grewal (1991), value is an evaluation that
balances what consumers receive in an exchange versus what they give up. As such, the essential components of
consumer value perceptions can be said to include the perceived benefits that can be obtained from the product (e.g.,
guality and image) and the perceived costs (e.g., price and time) of the product that has to be sacrificed. Value is a driver
of consumer behavior that operates as a criterion for defining preference and making evaluations (Kumar & Noble,
2016; Kumar & Reinartz, 2016).

Perceived value can be defined from the perspectives of money, quality, benefit, and social psychology. The Monetary
perspective indicates that value is generated when less is paid (such as by using coupons or promotions) for goods
(Bishop, 1984). perceived value is the difference between the highest price that consumers are willing to pay for a
product or service and the amount practically paid. According to the quality perspective, value is the difference between
the money paid for a certain product and the quality of the product (Bishop, 1984). Perceived value is defined as
“consumers’ overall assessment of the utility of a product (or service) based on perceptions of what is received and
what is given (Zeithaml, 1988)”, which reflects the trade-off between perceived benefit and perceived risk. Perceived
benefit is related to the benefits users obtain from the products or services, while perceived risk refers to the costs
incurred to obtain the products or services (Zeithaml, 1988; Wood and Scheer, 1996).
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Perceived value has been recently found to be a primary antecedent to behavioral intentions. (Park & Lin, 2018). Poor
perceived value can result in the loss of consumer purchase intention (Sweeney & Soutar, 2001). Perceived value is a
clear factor affecting the adoption intention of new products such as wearable devices (Yang, Yu, Zo, & Choi, 2016).
Customers who perceive low risk have strong new product purchase intentions (Cowart et al., 2008; Tuu & Olsen,
2012).‘Perceived value is a multidimensional construct in which a variety of notions (such as perceived price, quality,
benefits, and sacrifice) are all embedded (Babin et al., 1994; Holbrook, 1994, 1999; Mathwick et al., 2001, 2002; Sinha
and DeSarbo, 1998; Sweeney and Soutar, 2001). Sweeny and Soutar (2001) developed a perceived value scale, with
four value dimensions: functional, emotional, economic, and social.

Han et al. (2017) indicated that “if perceived values meet their expectations, they will have a more positive attitude
toward these products and then decide to purchase.” Perceived value is more important nowadays, companies can
enhance consumer purchase intentions through product value (Steenkamp and Geyskens, 2006). A product can deliver
value to customers by offering them benefits and by differentiating the product from competitors (Zeithaml, 1988;
Aaker, 1996). Perceived value could not only be a crucial determinant in maintaining long-term customer relationships
but also play a key role in affecting purchase intentions (Zeithaml, 1988; Zhuang et al., 2010). Perceived product value
has tangible and intangible dimensions (Snoj, B.; Korda, A.P.; Mumel, D).

Lim, W. M., Yong, J. L. S., & Suryadi, K. (2014). Consumers’ perceived value and willingness to purchase organic
food. Findings from the study suggest that consumers who perceive a positive value about organic food are more willing
to purchase organic food, in which health was the primary perceived benefit. For consumers who perceive a negative
value about organic food, they are less willing to purchase organic food. (Sweeney et al., 1999; Ashton et al., 2010)
Perceived value is a set of attributes that are related to the perception of a product’s value, so it can build up a positive
word-of-mouth effect and raise purchase intentions.

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles of green perceived value, green
perceived risk, and green trust, The empirical results of the study showed that green perceived value would positively
affect green trust and green purchase intentions, while green perceived risk would negatively influence both of them.
Furthermore, this study demonstrates that the relationships between green purchase intentions and their two antecedents
— green perceived value and green perceived risk — are partially mediated by green trust. Hence, investing resources to
increase green perceived value and to decrease green perceived risk is helpful to enhance green trust and green purchase
intentions. The next section discusses the research methods, analysis, and results of the study.

3. Research Methods:

The research study started with a well-defined research problem, objectives, and hypothesis. The study is quantitative
and examines different hypotheses using the structural equation method. The population of the study includes users of
organic food in Delhi/NCR using a structured questionnaire. The data was collected from the 498 organic foods in
Delhi/NCR. The sample size of 498 is considered representative as it satisfied the criteria of Nunnally (1989), according
to which the sample size must be greater than 10 times as compared to the number of statements included in the
guestionnaire. The sampling technique used was the stratified sampling method. Based on the literature review the
proposed model of the study is given below:
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Fig 1: Proposed model of the study
4. Analysis
Hypotheses Path Silt;::gf ll;;zi? Critical Ratio Result

Hl HC>ATT 0.537 22.54 *** Accepted
H2 EC 2>ATT 0.239 32.83%** Accepted
H3 PBC >ATT 0.424 11.36%** Accepted
H4 VM->ATT 0.248 28.83%** Accepted
H5 CA—> ATT 0.342 24 .64%** Accepted
Ho6 GT-> ATT 0.394 17.257%** Accepted
H7 ATT >BI 0.346 12.342%** Accepted

Table 1: Path analysis

The beta values in Table 1 clearly indicate that all causal relationships have been accepted in the study, the study
indicates that the most significant relation observed was that of Health Consciousness/ Health Benefits with beta value
(B=0.537, p<0.001). This was followed by convenience and availability. The next important construct influencing the
attitude of the customer was Perceived Behavioural Control with beta value ( f= 0.424 , p<0.001). Green Trust also
played a significant role in influencing customer attitude with beta value (B= 0.394, p<0.001). Surprisingly,
Environmental concern and Value for money were on a lower preference in controlling the behavioral intentions of the
customer with beta values ( f= 0.239 , p<0.001) and ( B= 0.248, p<0.001) correspondingly but were positive and
statistically significant.

5. Results and Conclusion

Literature suggests that the organic market is growing and there are very few studies done on the psychological aspects
influencing the purchase intentions for organic foods. The present study will be specifically helpful to all the organic
food companies to understand the purchase intentions of organic food customers and make suitable policies based on
their preferences. The results of the study suggest that Health Consciousness/ Health Benefits and convenience and
availability are the two most significant variables found from the analysis. The study has some limitations also. The
study is conducted on respondents from Delhi-NCR only, whereas reports suggest that people from Bangalore, Mumbai,
and other places are also very much inclined towards organic food. Also, the study could be performed longitudinally
to understand the effect of COVID-19 on purchase intentions.
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