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ABSTRACT

The growing demand for organic food items around the world is indicative of a radical change in consumer behavior
toward ecologically friendly and health-conscious consumption habits. Compared to conventionally cultivated food,
organic food is said to be safer and more nutrient-dense because it is produced without the use of synthetic
chemicals, pesticides, or genetically modified organisms. By combining theoretical viewpoints like the Theory of
Planned Behavior and customer Value Theory, this study investigates the behavioral factors influencing customer
preferences for organic food items. Health consciousness, environmental concern, perceived quality, certification
trust, price sensitivity, and social impact are identified in the study as important factors influencing purchase
intention.

Despite positive sentiments, there is still a discernible attitude—behavior gap because of high price premiums,
restricted accessibility, and ignorance, especially in developing nations. In addition to discussing managerial and
policy implications for bolstering the organic food market, the study offers a conceptual understanding of consumer
decision-making processes. The results indicate that the adoption of organic food can be greatly increased by
strategic interventions that emphasize affordability, transparency, and awareness. This study adds to the body of
knowledge on sustainable consumption and provides guidance for further empirical research in developing markets.
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I.  INTRODUCTION

Growing consumer awareness of environmental sustainability, food safety, and health is driving a structural change in the
modern food sector. Because of worries about chemical fertilizers, pesticide residues, and genetically engineered
ingredients, organic food items have become a major alternative to conventionally produced food. Today's consumers link
food consumption to long-term health outcomes and environmental responsibilities, making them more knowledgeable and
cautious about their dietary choices. This change is especially noticeable among urban, well-educated, and affluent
populations that view organic food as a superior and moral option.

Consumer interest in organic products has increased due to the rise in lifestyle diseases, environmental deterioration, and
media coverage of food-related hazards. However, consumer attitudes regarding organic food are complex and impacted by
social, cultural, psychological, and economic variables. Although many customers have favorable opinions about organic
food, their actual purchasing habits don't necessarily reflect these opinions. Producers, marketers, and legislators who want
to advance sustainable consumption habits and bolster the organic food industry must comprehend the underlying
incentives and obstacles.

Il REVIEW OF LITERATURE

According to existing research, consumers' attitudes about organic food are mostly influenced by their perceptions of its
health benefits and environmental consciousness. Research continuously demonstrates that the largest predictor of purchase
intention is health consciousness because consumers believe that organic food has higher nutritional value, is free of
dangerous chemicals, and prevents disease. Because consumers who are conscious of ecological degradation favor food
produced using sustainable farming methods, environmental awareness also plays a big part. Additionally, studies show
that consumer confidence in organic products is strongly impacted by certification marks and authenticity.
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The use of behavioral theories has improved our comprehension of the consumption of organic food. According to the
Theory of Planned Behavior, attitude, subjective norms, and perceived behavioral control all have an impact on consumer
intention. However, researchers also point out the existence of an attitude-behavior gap, in which consumers with positive
attitudes do not regularly buy organic products because of situational and financial limitations. Barriers that are commonly
mentioned include high prices, restricted availability, and doubts about certification. In order to better understand consumer
preferences in organic markets, the literature generally highlights the necessity of an all-encompassing strategy that
incorporates psychological, sociological, and structural factors.

111 THEORETICAL FRAMEWORK

Behavioral and value-based theories are the main theoretical underpinnings of consumer behavior regarding organic food.
According to the Theory of Planned Behavior, three factors influence a consumer’s intention to make a purchase: attitude
toward the behavior, subjective norms, and perceived behavioral control. The likelihood of making a purchase is increased
by favorable opinions of organic food, social approval from family and friends, and the perception of being able to buy and
obtain organic products. This theory clarifies why, in situations when perceived control is minimal, intention may not
necessarily result in actual behavior.

Furthermore, Consumer Value Theory highlights that a variety of value aspects, such as functional value (health benefits),
emotional value (moral fulfillment), social value (status recognition), and epistemic value (novelty and curiosity), have an
impact on purchase decisions. Pro-environmental beliefs may also influence sustainable consumption practices, according
to environmental psychology theories. A comprehensive knowledge of how consumer choices for organic food items are
shaped by cognitive assessments, societal influences, and individual values can be obtained by integrating different
theoretical viewpoints.

IV Determinants of Consumer Behaviour toward Organic Food

A number of interconnected factors affect how consumers behave when it comes to organic food. Because consumers
believe organic food is devoid of dangerous chemicals and good for long-term health, health consciousness continues to be
the most important element. Another significant motivator is environmental concern, which reflects customers' wish to
support environmentally friendly farming methods that protect biodiversity and lower pollution. Purchase decisions are also
influenced by perceived quality and taste; many consumers think that organic items have better flavor and are fresher.

Price sensitivity, however, has a big impact on consumer behavior, particularly in developing nations where organic goods
are more expensive than conventional ones. Reducing uncertainty and boosting customer confidence depend heavily on
trust in certification and labeling. Purchase decisions and attitudes are further influenced by social factors such as media
exposure, peer recommendations, and family preferences. Regular consumption patterns are also influenced by the
accessibility and availability of organic products at retail establishments. The complexity of organic food markets is shown
by the aggregate influence of these factors on customer intention and actual purchasing behavior.

V Consumer Preferences for Organic Food Products

Different demographic and psychographic groups have different preferences for organic food. While higher-income groups
are more willing to pay price premiums, younger customers and millennials typically show a stronger environmental
orientation. Awareness and adoption of organic food products are favorably correlated with education level. Due to greater
accessibility and exposure to health efforts, urban consumers typically exhibit higher adoption rates.

Dairy goods, cereals, grains, and infant food are the next most popular product groups, after organic fruits and vegetables.
Freshness, natural ingredients, government certification, and environmentally friendly packaging are among the qualities
that consumers value. Due to the digital transformation of commerce, online platforms and niche organic stores are
becoming more and more popular avenues for purchases. Consumer trust is increased when sourcing and traceability
information is transparent. In general, choices are influenced by ethical and emotional factors in addition to functional
advantages, suggesting that choosing to eat organic food is a process that is motivated by both values and health.

VI Barriers to Organic Food Consumption
The broad acceptance of organic food items is hampered by a number of factors, despite rising knowledge and favorable
views. High price premiums are the biggest barrier since they deter buyers who are price conscious. Regular purchasing
behavior is further restricted by limited distribution networks and variable supply. Customers in many developing countries
are skeptical due to ignorance and false information regarding organic certification.
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The short shelf life of organic products, which occasionally gives the impression that they are less durable than
conventional food, is another obstacle. Consumer trust is further undermined by ambiguity surrounding labeling
requirements and the existence of fake certificates. Additionally, buyers are influenced to select easily accessible traditional
alternatives by convenience reasons and regular purchasing patterns. The ongoing attitude-behavior gap in organic
consumption is exacerbated by these obstacles. Policymakers, producers, and marketers must work together to enhance the
cost, accessibility, and transparency of the organic food supply chain in order to address these issues.

VII Implications

The results have important policy and management ramifications. While using competitive pricing techniques to lower
perceived cost barriers, marketers should concentrate on informing consumers about the health and environmental
advantages of organic food. Building customer trust requires trustworthy certification processes and transparent labeling.
Accessibility can be increased by extending distribution channels via supermarkets, internet sites, and farmers' markets.

From a policy standpoint, government assistance in the form of organic farming subsidies and public awareness initiatives
can promote market expansion. Credibility will be increased by implementing quality control methods and standardizing
certification processes. Organic consumption can also be encouraged by public health campaigns that support chemical-free
diets. To build a sustainable ecosystem that promotes both consumer welfare and environmental preservation, producers,
retailers, and legislators must work together.

VII1 CONCLUSION

A growing trend toward sustainable and health-conscious purchasing is seen in consumer behavior toward organic food
goods. Although environmental and health concerns are powerful motivators, real purchasing behavior is constrained by
structural and economic restrictions. The existence of an attitude-behavior gap emphasizes the necessity of tactical
interventions that deal with concerns of accessibility, affordability, and trust. Consuming organic food is a sign of a larger
socioeconomic movement toward sustainable development and ethical consumption, not just a market choice. In order to
have a deeper understanding of shifting consumer dynamics in emerging nations, future research should concentrate on
empirical validation utilizing sophisticated statistical models and cross-cultural comparisons.
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