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Indian organic consumers and their socio economic impact
towards purchasing organic products
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WFZep RO EE (J530) : The objective of this research is to understand how demographic
variables relate to people’ s decision-making concerning the purchase of organic foods
in India. This study revealed that, even though organic food is free of chemical pesticides
and is good for the environment and consumers’ health, its use is ultimately and easily
affected by the demographic variables of the consumers.
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Figure 1 System ofthe organic bazaar (OB) operations.

X2 [IRD OFHEEMRICET HFH

4. WFFERE

(1) 77— k- THBonk=7
—XZDHH, HHTICHAWEZEBEE R X
VRIZEHEZIIER1OEBY ThHhD, FEHH
BRI, AELMOT R TICHBEEYD
v —7 v MNMIKTZHEEE % “Regular
Consumers” & L. 2009 £ 7 A% 2010 4
6 A D 1R 2 BT LAk TWZR U
%  “Stop to visit consumers” L
L7z, T Clt, miEmZz 1), %EF%2 10
LLTWD, SAESICIE, BIEEZEDOHT
IKYE, GRS D EEWINE DV
BEIZE>TEMTHDINEMTH 50,
L 7 AD S LIZEWEEY~—7 v MMZE
noBEE, FERPIMSERE L, 2045
DEFD 5 B N FIERIL., BB K
HELERMPIECh D,

(2) ThHOEHERNCT, " HueYy
MEUFIHTEAT o 7o, bTRE SRR 2 D &
B TH D, HHICTHWTZERIEB 3% E
DIETRT,

IMTRERIC K D & BB KEN EEE
FIZEAWBEEY~— 7 v NMTIXEM®
AT WZ ERALN LR ST D
Q% KETHE), £7-. HHEIT L o TIL.
HHEEPEW) DAE B 8D % E N & > T
B NITHEE B~ — & > AT < N
bV (6%KETHRE)., FRFHMERZ N
HEEIT kI~ —7 v MR % TE
ANTWDEZERDND (1% KETHE),
Z LT, EMFTENREV AT E, T
HHZEWRENTE (1%KETHE), 2



PEM DAL, [RIEFE O, TEE X 13 HEET
FICAHE TR 2T,

xR1 SWCAVEZEREBEEZER

Variables Description No.
§ % Regular consumers of OB Regular Consumers of OB=152 | 52
‘g g and Consumers who stop|Stop to visit OB =50 50
& ~ |tovisitOB
Senior Secondary School (9) 9
College (36 36
Education ge (36)
Masters (38) 38
Ph.D. (19) 19
. Expensive 66
Cost of products in OB
- Cheap 36
=}
3 .
g }é 4 times 69
_§ § Times of visit to OB per|3times 14
= month 2 times 17
Itime. 2
1=75,000-1,00,000Rs 31
2=1,00,000-1,50,000Rs 15
3=1,50,000-2,00,000Rs 15
Yearly Income
4=2,00,000-250,000Rs 24
5=2,50,000-3,00,000Rs 13
6=>3,00,000Rs 4

£2 ZHEODvY FOHHER
Estimated Wald

Varibls Parameter  Statistics
Education D0 2109
Cost of products in OB 1.26% 481
Times of visitto OB 1.02# T4
Yearly Incone 091+ 13.04
Looks of products of OB 074 032
Age(Demographic data) 41 0.14
Working Sector(Demographic data) 02 095

Cox & Snell R*=0.37;

Nagelkerke R%: 0.49  **p<0.01, *p<0.05
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Highest level of education qualification.
1. Primary school 2. Junior secondary. 3.
Senior secondary 4. 2 vyears collage
5.Graduate 6. Refuse. 7.Illiteracies
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What do you think about the cost of organic
food compared to conventional food?

(1) Expensive (2) Some what expensive
(3) Neither cheap nor expensive

(4) Some what cheap (5) cheap
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How many times did you visit organic bazaar
last four weeks?

How many times did you visit organic bazaar
last four weeks?

(1)Once (2) Twice (3) Three times (4) Four
times (5) Every week (6) None

- EM TS

Annual income of the consumer in average.
(1)<10, O00Rs. (2) 10, 000—-25, 000Rs
(3) 25, 000-40, 000Rs. (4) 40, 000-55, 000Rs.

(5) 55, 000-70, 000Rs. (6) 70, 000-100, 000Rs

(7) >150, 000Rs.
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How do you evaluate the appearance of the
organic product compared to conventional?
(1) Excellent (2) Good (3) Fair
(4) Bad (5) Very bad
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What is your age-range?

(1) 18-25 (2) 26-35 (3) 36-45 (4) 46-55
(5) over 56
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Working sector

(1) Private com (2) Government employee
(3) Education sector (4) Self employee
(5) House wives
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